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Chapter: 01 

 

Sustainable Agriculture and Climate-

Resilient Farming Practices: A Roadmap 

for India 2047 

Arun B. Chavhan  
1. Introduction: 

Agriculture has always been the backbone of India’s 

economy, culture, and society. It sustains nearly half of the 

population through direct employment and provides food 

security for over 1.4 billion people. Yet, the sector faces 

unprecedented challenges in the 21st century: climate change, 

soil degradation, water scarcity, and market volatility. As India 

envisions becoming a developed nation by 2047, agriculture 

must undergo a paradigm shift. The future lies in sustainable 

agriculture which balances productivity with ecological 

preservation and climate-resilient farming, which equips 

farmers to withstand unpredictable weather and environmental 

stress. 

This paper explores the conceptual foundations, current 

challenges, innovative solutions, policy frameworks, and case 

studies that together form a roadmap for India’s agricultural 

transformation by 2047. 

2. Sustainable Agriculture Practices: 

1. Organic Farming Organic farming avoids synthetic 

fertilizers, pesticides, and genetically modified organisms, 

relying instead on natural inputs such as compost, green 

manure, and biological pest control. This method restores soil 

health by improving structure, water retention, and microbial 

diversity, while also enhancing nutritional value. A strong 

example is Sikkim, which became India’s first fully organic 

state, showing how policy support and farmer training can 

successfully scale organic practices across an entire region. 
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2. Crop Diversification Crop diversification reduces the risks 

of monoculture farming, where dependence on a single crop 

makes farmers vulnerable to pests, diseases, and market 

fluctuations. By planting multiple crops, farmers build 

resilience against climate stress, ensure food and income 

security, and enhance dietary diversity. It also supports 

ecological balance by enriching soil microbes and breaking 

pest cycles. In Punjab and Haryana, diversification from water-

intensive paddy to millets has reduced groundwater stress and 

promoted climate-resilient crops. 

3. Integrated Pest Management (IPM) IPM minimizes 

chemical pesticide use by combining biological, cultural, and 

mechanical methods. Natural predators such as ladybugs help 

control pests, crop rotation and intercropping break pest cycles, 

and traps or barriers reduce pest populations. This approach 

lowers input costs, reduces environmental pollution, and 

protects beneficial insects. Farmers in Andhra Pradesh have 

adopted IPM in cotton cultivation, successfully reducing 

pesticide use by over 40% while maintaining productivity. 

4. Circular Resource Use Circular resource use emphasizes 

recycling and reusing agricultural by-products to minimize 

waste and enhance sustainability. Composting crop residues, 

applying biofertilizers, producing biogas from farm waste, and 

reusing greywater for irrigation create closed-loop systems. 

Integrated farms in Karnataka exemplify this model, using cow 

dung for biogas, crop residues for compost, and wastewater for 

irrigation, thereby achieving sustainability and energy 

efficiency. 

3. Current Challenges in Indian Agriculture: 

1. Climate Change Erratic rainfall has made the monsoon 

increasingly unpredictable, with delayed onset, uneven 

distribution, and sudden withdrawal disrupting sowing and 

harvesting cycles. Rising temperatures and frequent heat waves 

reduce yields of sensitive crops such as wheat and pulses, 

while extreme events like floods in Assam, droughts in 

Maharashtra, and cyclones in Odisha devastate crops, 
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livestock, and rural infrastructure. The implication is that 

farmers face higher risks of crop failure, leading to income 

instability and food insecurity. 

2. Soil Degradation The overuse of fertilizers and pesticides 

since the Green Revolution has boosted yields but reduced soil 

fertility and harmed beneficial organisms. Continuous 

monocropping and residue burning have depleted soil carbon, 

weakening the soil’s ability to retain water and nutrients. 

Mismanaged irrigation has caused salinization in Punjab and 

erosion in hilly regions. As a result, soil degradation reduces 

productivity, increases dependence on external inputs, and 

undermines long-term sustainability. 

3. Water Scarcity Groundwater depletion due to over-

extraction for irrigation, especially in Punjab and Haryana, has 

reached alarming levels. Inefficient flood irrigation wastes 

water and damages soil structure, while agriculture 

increasingly competes with urban and industrial demands for 

limited water resources. This water stress threatens crop yields 

and rural livelihoods, particularly in semi-arid regions. 

4. Smallholder Vulnerability With 86% of farmers being 

smallholders, fragmented landholdings averaging less than two 

hectares limit economies of scale. Smallholders often lack 

access to modern machinery, digital tools, and quality inputs, 

while dependence on informal credit exposes them to debt 

traps. Consequently, smallholders are disproportionately 

affected by climate shocks, market volatility, and resource 

scarcity, making them the most vulnerable group in the 

agricultural sector. 

5. Market Volatility Farmers frequently face price 

fluctuations, especially during harvest seasons when 

oversupply and inadequate storage facilities drive prices down. 

Poor cold storage and transport infrastructure lead to 

significant post-harvest losses, particularly for perishable 

crops. Global market shocks, such as changes in cotton and 

sugar prices, further destabilize farmer incomes. This income 
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instability discourages investment in sustainable practices and 

perpetuates rural poverty. 

4. Emerging Solutions & Innovations: 

1. Natural Farming & Biofortification India has pioneered 

natural farming initiatives, particularly in Andhra Pradesh, 

where chemical-free practices reduce costs and improve soil 

health. Alongside this, biofortified crops such as iron-rich bajra 

and zinc-rich wheat enhance nutrition while being climate-

resilient. Together, these approaches address both ecological 

sustainability and nutritional security. 

2. Frontier Technologies The integration of AI, IoT, drones, 

and digital twins into agriculture enables precision farming. 

Sensors monitor soil moisture, drones assess crop health, and 

AI models predict pest outbreaks. These technologies reduce 

input costs, increase efficiency, and allow farmers to make 

data-driven decisions that improve productivity. 

3. Integrated Farming Systems Diversifying farming systems 

by combining crops, livestock, fisheries, and agroforestry 

reduces risk and enhances income. For example, rice-fish 

farming not only improves productivity but also maintains 

ecological balance, offering farmers multiple streams of 

livelihood from the same land. 

4. Water Management Innovations such as canal automation, 

rainwater harvesting, and IoT-driven irrigation systems ensure 

efficient water use. Micro-irrigation projects in Maharashtra 

have shown significant success in drought-prone regions, 

improving water-use efficiency and stabilizing crop yields. 

5. Carbon-Neutral Practices Regenerative farming 

practices—such as cover cropping, reduced tillage, and organic 

amendments—restore soil carbon and reduce greenhouse gas 

emissions. These methods help agriculture transition toward 

carbon neutrality, making farming both climate-resilient and 

environmentally responsible. 

5. Policy & Governance Dimensions: 

Government policy and governance are essential for 

scaling sustainable agriculture. India’s transformation requires 
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digital infrastructure, financial incentives, partnerships, and 

community empowerment. 

1. Digital Agriculture Mission 2.0 AgriStack aims to create a 

unified digital ecosystem with farmer IDs, integrating soil, 

weather, and market data. AI-driven advisory services and 

direct market linkages enhance transparency and empower 

farmers. 

2. Incentives for Sustainable Practices Subsidies for organic 

inputs, carbon credits for regenerative farming, and climate 

risk insurance reduce financial risks. Schemes like PMFBY 

can be reformed to reward sustainable practices. 

3. Public-Private Partnerships (PPPs) Collaboration with 

private firms and NGOs establishes innovation hubs, transfers 

technology, and builds infrastructure. Startups like DeHaat and 

Ninjacart show how PPPs improve supply chains and farmer 

incomes. 

4. Community-Led Programs Panchayati Raj Institutions 

lead watershed management and biodiversity conservation. 

Participatory planning fosters trust and ensures policies meet 

local needs, as seen in Maharashtra’s watershed programs. 

6. Case Studies: 

Sikkim- India’s First Fully Organic State:  

Sikkim stands as a pioneering example of sustainable 

agriculture in India. In 2016, the state was officially declared 

the country’s first fully organic state, following years of policy 

interventions that banned chemical fertilizers and pesticides. 

The government supported farmers through training programs, 

certification schemes, and cooperative networks to ensure 

compliance and market access. Over 66,000 hectares of 

farmland were converted to organic cultivation, leading to 

improved soil health, enhanced biodiversity and reduced 

dependence on external inputs. Beyond agriculture, Sikkim 

leveraged its organic identity to boost eco-tourism, branding 

itself as an “organic destination” that attracted visitors 

interested in sustainable living. Farmers initially faced yield 

reductions during the transition, but long-term sustainability 
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and reduced input costs balanced these challenges. The case of 

Sikkim demonstrates that strong policy support, farmer 

education and market linkages are essential for scaling organic 

farming across India. 

Andhra Pradesh - Natural Farming Initiatives:  

Andhra Pradesh has emerged as a leader in natural 

farming through its ambitious Zero Budget Natural Farming 

(ZBNF) program. The initiative was designed to reduce 

dependence on chemical inputs and lower production costs for 

farmers. Practices such as using cow dung and urine-based bio-

inputs, mulching to conserve soil moisture, and crop 

diversification were widely promoted. Farmers reported a 30–

40% reduction in input costs, which directly improved 

profitability. Soil fertility and microbial activity increased 

significantly, creating healthier ecosystems that were more 

resilient to droughts and pest attacks. The program also 

emphasized farmer-to-farmer knowledge sharing, building 

strong community networks that accelerated adoption. Andhra 

Pradesh’s experience highlights that natural farming can be 

scaled effectively when supported by government training, 

grassroots participation, and collective farmer action. 

Maharashtra - Micro-Irrigation Projects:  

Maharashtra, a state frequently affected by drought, has 

invested heavily in micro-irrigation systems to address water 

scarcity. Programs such as the Pradhan Mantri Krishi 

Sinchayee Yojana (PMKSY) provided subsidies and 

technical assistance to farmers for adopting drip and sprinkler 

irrigation. These systems deliver water directly to plant roots 

or mimic rainfall, ensuring efficient use of limited resources. 

As a result, water-use efficiency improved by 40–50%, crop 

yields increased, and groundwater depletion was reduced in 

several districts. Horticultural crops such as grapes and 

pomegranates particularly benefited from these interventions, 

strengthening farmer incomes. The Maharashtra case illustrates 

that technology adoption in agriculture requires not only 
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financial incentives but also training and maintenance support 

to ensure long-term success. 

Additional Examples for Depth:  

Other states have also demonstrated innovative 

approaches to sustainable and climate-resilient farming. In 

Punjab and Haryana, pilot projects promoting crop 

diversification from water-intensive paddy to millets and 

pulses have reduced groundwater stress while improving 

resilience to climate variability. Karnataka has advanced 

agroforestry systems, where farmers integrate fruit trees such 

as mango and tamarind with crops, diversifying income 

sources and improving soil fertility. Odisha has developed 

climate-smart villages, where communities collectively adopt 

resilient crop varieties, weather forecasting tools, and water 

management practices. These examples collectively show that 

sustainable agriculture is not confined to one model but can be 

adapted to diverse ecological and socio-economic contexts 

across India 

7. Roadmap to 2047:  

India’s agricultural transformation must align with the 

Production, Protection, Inclusion (PPI Framework). This 

framework ensures that farming systems are productive, 

ecologically sustainable, and socially equitable. The roadmap 

envisions agriculture as a driver of national development, rural 

prosperity, and global leadership in sustainable practices. 

1. Production-  

Sustainable Intensification and Technology Adoption 

India must increase yields without expanding land use. This 

can be achieved through precision farming, crop 

diversification, and integrated farming systems. The adoption 

of AI, IoT, drones, and satellite monitoring will allow farmers 

to make real-time decisions, optimize input use, and reduce 

waste. Affordable mechanization tailored for smallholders will 

further improve efficiency and reduce labor burdens. By 2047, 
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India can position itself as a global leader in climate-smart 

agriculture, exporting both food and technology solutions. 

2. Protection –  

Safeguarding Natural Resources through 

Regenerative Practices Soil health restoration must be 

prioritized by promoting organic amendments, cover cropping, 

and reduced tillage to rebuild soil carbon. Water security will 

require expanding micro-irrigation, rainwater harvesting, and 

watershed management to conserve resources. Biodiversity 

conservation through agroforestry and crop diversification will 

protect ecosystems and enhance resilience. Incentivizing 

regenerative farming will also help India move toward carbon 

neutrality, ensuring that agriculture contributes positively to 

global climate goals. 

3. Inclusion –  

Empowering Smallholders, Women, and 

Marginalized Groups With 86% of farmers being 

smallholders, policies must provide access to credit, insurance, 

and digital advisory services tailored to fragmented 

landholdings. Women farmers should be empowered through 

training programs, cooperatives, and leadership roles, while 

rural youth must be engaged through agri-tech skill 

development and entrepreneurship opportunities. Social equity 

will be achieved by ensuring that marginalized communities 

receive targeted subsidies and capacity-building support. By 

2047, inclusive growth will ensure that every farmer, 

regardless of scale or background, participates in and benefits 

from agricultural transformation. 

4. Empowering Rural Youth with Agri-Tech Skills- 

Training centers and digital platforms must be 

established to equip youth with knowledge in AI, IoT, and 

sustainable farming practices. Encouraging start-ups and 

entrepreneurship in rural areas will create jobs, innovation, and 

a new generation of climate-smart farmers. 

5. Building Climate-Resilient Villages Powered by 

Renewable Energy- 
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Villages must adopt solar-powered irrigation, biogas 

plants, and micro-grids to reduce dependence on fossil fuels. 

Climate-smart housing, water management, and waste 

recycling should be integrated into rural planning, making 

villages self-sufficient and resilient to climate shocks. 

6. Integrating Indian Agriculture into Global Sustainable 

Value Chains- 

India must strengthen exports of organic and climate-

smart produce, align its standards with international 

sustainability certifications, and position itself as a supplier of 

both food and agricultural technology. This will enhance 

India’s competitiveness in global markets and ensure long-

term economic growth. 

7. Establishing Rural Innovation Hubs for Research and 

Entrepreneurship- 

Innovation hubs combining research institutions, private 

firms, and farmer cooperatives should be created to develop 

locally adapted solutions for soil health, water management, 

and crop resilience. These hubs can also encourage innovation 

in post-harvest processing, packaging, and marketing, ensuring 

farmers capture more value from their produce. 

8. Conclusion: 

• Sustainable agriculture and climate-resilient farming are 

not optional choices for India’s future; they are absolute 

necessities. As the country moves toward its vision of 

becoming a developed nation by 2047, agriculture must 

evolve into a system that is productive, adaptive, and 

ecologically balanced. The challenges of climate change, 

soil degradation, water scarcity, and market volatility 

demand urgent and systemic reforms that go beyond 

incremental improvements. 

• By embracing innovation, India can harness frontier 

technologies such as AI, IoT, and precision farming to 

increase productivity while reducing environmental stress. 

Policy reforms, including digital agriculture missions, 

incentives for sustainable practices, and community-led 
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governance, will provide the enabling environment for 

transformation. At the same time, empowering 

smallholders, women, and rural youth ensures that 

inclusivity remains at the heart of agricultural progress. 

• Community participation will be the cornerstone of 

resilience. Farmers, cooperatives, and local institutions 

must be actively engaged in designing and implementing 

solutions tailored to regional needs. Case studies from 

states like Sikkim, Andhra Pradesh, and Maharashtra 

demonstrate that sustainable practices are not only feasible 

but also beneficial when supported by strong governance 

and collective action. 

• By 2047, India has the potential to lead globally in 

climate-smart farming. This leadership will not only 

secure food security and farmer prosperity but also 

position India as a model of ecological stewardship. The 

journey toward sustainable agriculture is both a national 

responsibility and a global opportunity. If pursued with 

determination, innovation, and inclusivity, India’s rural 

landscape can be transformed into a beacon of resilience, 

prosperity, and balance between human needs and 

environmental sustainability. 
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Chapter: 02 
 

A Study of Tourism Entrepreneurship: 

Characteristics and Challenges 

Vaibhav Sheshrao Bangar  
Introduction, 

Tourism is a very ancient concept of human culture and 

social attraction, which has transformed over time into a well-

organized and commercial industry. In ancient times, 

pilgrimage, trade and travel for the purpose of discovering new 

lands became the main foundation of today's modern tourism 

entrepreneurship. Since the second half of the twentieth 

century and especially in the 21st century, the nature of the 

tourism sector has not been limited to just travel, but has 

become a huge economic process that creates innovation, new 

concepts and experience-oriented services. Consistent research 

and academic studies in this field have made it clear that 

tourism is not just a service sector but a major medium that 

strengthens local economies and creates large-scale 

employment. Today, this sector has emerged as one of the 

fastest growing and leading industries in the world that earns 

foreign exchange. 

The information technology revolution and the advent of 

the digital age have changed the entire functioning of tourism 

entrepreneurship.  The expansion of e-tourism, online booking 

platforms, mobile applications and social media has made 

information about destinations around the world available to 

tourists at a click, opening up a global market for 

entrepreneurs. Modern research has emphasized on very 

important factors such as ecotourism, preservation of cultural 

heritage and sustainable development, rather than just making 

commercial profits. Today's entrepreneur does not just provide 

lodging or travel facilities to tourists, but also tries to give 

them a direct and unique experience of local culture, food and 
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nature. Due to these conceptual changes, tourism 

entrepreneurship has acquired a new identity, social value and 

high commercial status. 

In the current 21st century, tourism entrepreneurship is 

seen to be standing at the crossroads of unlimited opportunities 

and some serious challenges.  On the one hand, innovative 

concepts like homestays, adventure tourism, wellness tourism 

and agro-tourism are creating huge employment and self-

employment opportunities for young entrepreneurs in rural and 

urban areas. However, on the other hand, the sector faces 

challenges such as seasonality of business, scarcity of start-up 

capital, intense competition from global online platforms and 

natural disasters like climate change. However, the future of 

this sector is very bright if we make proper use of digital 

technology, formulate innovative concepts and adopt 

sustainable practices. In the coming times, this tourism 

entrepreneurship will become the main pillar that will remove 

regional imbalances and lead the national economy to 

prosperity at the global level. 

Objectives Of the Study :- 

1) To study the concept of Tourism Entrepreneurship. 

2) To study the characteristics of Tourism 

Entrepreneurship. 

3) To study the challenges of Tourism Entrepreneurship. 

Concept :- 

Tourism Entrepreneurship is the process of starting and 

successfully managing new, innovative and risky businesses in 

the Travel & Hospitality sector. It involves identifying the 

changing needs of tourists and providing them with unique 

experiences in accommodation, transportation, food culture 

and tourism. This concept is not limited to making profits but 

is an important economic process that promotes the proper use 

of local resources, job creation, regional development and 

environmentally friendly tourism. 

Definition :- 

1) According to the World Tourism Organization: 
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“Tourism entrepreneurship is the process of providing 

value-added services to tourists and achieving regional 

development by exploring new opportunities in the tourism 

sector, taking financial risks and using local resources 

sustainably.” 

2) According to C. M. Hall & A. M. Williams.  

“Tourism entrepreneurship is an innovative process that 

converts tourism into economic value by creating new 

services, technologies and business concepts in the tourism 

market.” 

3) Based on the theory of international economist Peter 

Drucker :- 

“Tourism entrepreneurship is about seeing changes in the 

tourism sector as an opportunity, responding positively to 

those changes and creating new value for tourists.” 

❖ Characteristics of Tourism Entrepreneurship :- 

1) Innovation 

Innovation is of utmost importance in tourism 

entrepreneurship. To survive in the market and attract tourists, 

an entrepreneur has to constantly come up with new concepts, 

explore new tourist destinations, use innovative services and 

modern digital technology. An attempt is made here to offer 

something different and unique from traditional tourism 

methods. This includes online booking facilities, customized 

tour packages and marketing of new destinations. It is only 

because of innovative ideas that the tourism business can 

create its own unique presence in the market and successfully 

meet the changing needs of tourists. 

2) Risk Taking 

Since the tourism sector is full of huge uncertainty, risk 

taking is considered a key characteristic of a tourism 

entrepreneur. Many external factors such as sudden changes in 

weather, natural disasters, political instability, economic 

slowdown and rapid changes in consumer preferences have a 

direct impact on this business.  In all these uncertain situations, 
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an entrepreneur must have the ability to take financial and 

business risks and make decisions. Reducing business losses 

by planning properly during times of crisis and facing 

challenges with courage are the hallmarks of a successful 

tourism entrepreneur. 

3) Service-Oriented Nature 

The tourism business is primarily based on providing 

services rather than selling any physical goods. The success of 

this business depends on the hospitality, guidance, safety and 

satisfaction experienced by tourists. The main goal of this 

entrepreneurship is to provide the best and quality service to 

tourists during their travel, stay and movement. Since this 

business is based on human interaction and communication, 

customer satisfaction is the true core of this industry. 

Therefore, the better the quality of services, the more 

successful and long-lasting the tourism business becomes. 

4) Seasonality 

A very important and unique feature of tourism 

entrepreneurship is its seasonal nature. This business does not 

have the same demand in all months of the year;  During the 

summer holidays, Diwali, Christmas or special festivals (Peak 

Season), there is a huge rush of tourists, while during the 

monsoon or other periods (Off-Season), the number of tourists 

decreases drastically. These seasonal fluctuations cause a big 

difference in the income received, which directly affects the 

cash flow of the business. In such a situation, the main skill 

before the entrepreneur is to continue the business and achieve 

financial balance by organizing new activities, special 

discounts or indoor activities during the off-season. 

5) Proper use of local resources  

Tourism entrepreneurship is mainly based on local 

nature, culture and available resources. Tourism entrepreneurs 

work to convert local historical monuments, scenic spots, folk 

art, handicrafts and traditional food culture into commercial 

value. The cost of the business remains under control due to 

the effective use of locally available resources and skills, rather 
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than depending on external factors. At the same time, the 

characteristics of that area are exposed to the world by 

promoting local tourism.  In this way, by making proper use of 

local resources, the entrepreneur gives his business a distinct 

and authentic identity. 

6) Employment & Capital Generation 

The tourism sector is known to be the sector that creates 

the highest direct and indirect employment opportunities with 

low capital. This entrepreneurship not only benefits the main 

entrepreneur, but also provides employment opportunities to 

many sections of the society such as guides, drivers, homestay 

owners, local farmers, artisans and small traders. The ability to 

create more employment with low investment in this sector 

accelerates capital generation at the local level. The role of 

tourism entrepreneurship is very crucial in creating 

employment opportunities in rural and remote areas, improving 

the living standards of the people there and in economic 

empowerment. 

7) Sustainability & Social Responsibility 

Sustainable development and social responsibility have 

gained a very important place in modern tourism 

entrepreneurship. While making profits from the business, the 

entrepreneur has to ensure that nature is not degraded, the 

ecological balance is not disturbed and the local culture is not 

affected.  It emphasizes on ecotourism, plastic-free areas, 

waste management and protecting the interests of the local 

community. The main feature of today’s modern tourism 

entrepreneurship is to work with the responsibility of 

protecting the society and the environment while doing 

business. 

8) Dependence on Infrastructure 

The development of tourism entrepreneurship is 

completely dependent on the availability of infrastructure in 

the region. The better the infrastructure, the more capable these 

facilities are, such as good roads, means of transportation, 

electricity, water supply, internet connectivity and security, the 
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faster the tourism business expands. If the infrastructure is 

good, the travel of tourists becomes comfortable and they visit 

repeatedly, which greatly benefits the business of the 

entrepreneur. 

9) Multiplier Effect on Local Economy 

Tourism entrepreneurship creates a ‘multiplier effect’ in 

the local economy.  The money spent by tourists is not limited 

to just one hotel or travel agency, but also reaches local 

vegetable sellers, small shopkeepers, handicraft sellers and 

transporters. This gives economic strength to many 

complementary businesses from a single business and gives a 

great boost to the economy of the entire region. 

10) Cultural Exchange & Respect 

Tourism entrepreneurship is a strong link that brings 

together people from different backgrounds and cultures. 

Through this, tourists get the opportunity to experience local 

traditions, festivals, lifestyles and food culture very closely. 

This creates respect for different cultures and increases mutual 

understanding. Preserving the original nature of local culture 

and presenting it to tourists with due respect is an important 

characteristic of a tourism entrepreneur. 

After studying all the above features of tourism 

entrepreneurship, it becomes clear that this business is not 

limited to traditional profit-making but is highly innovative, 

service-oriented and dynamic in nature. Innovation, proper use 

of local resources, job creation and cultural exchange are the 

main strengths of this entrepreneurship. Although this business 

has some limitations due to its characteristics such as 

seasonality, uncertainty and dependence on infrastructure, 

these can still be overcome with proper planning and 

flexibility. In short, all these features, when combined with 

sustainability and social responsibility, make tourism 

entrepreneurship a strong, efficient and successful business. 

❖ Challenges of Tourism Entrepreneurship 

1) Seasonality & Fluctuating Demand 
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The tourism business is completely based on specific 

seasons and holidays. There is a huge rush of tourists during 

summer holidays, festivals or certain favorable weather 

conditions (Peak Season), while during monsoon or other 

periods, demand decreases drastically (Off-Season). Due to 

these seasonal fluctuations, the income from the business 

suddenly stops during the off-season, but the fixed financial 

liabilities of the establishment (e.g., employee salaries, space 

rent and maintenance costs) continue. This creates a serious 

problem of cash flow in the business. 

2) Capital Shortage & Financing Issues 

To start a new business in the tourism sector, a large 

initial capital is required for purchasing land, building a hotel 

or resort, purchasing vehicles and creating online booking 

platforms.  However, due to the uncertainty and high risk in 

tourism, banks and financial institutions are reluctant to 

provide loans or financial assistance. Since new entrepreneurs 

do not get loans at reasonable interest rates, they have to rely 

on their own limited savings or expensive borrowing, which 

limits the expansion of the business. 

3) Lack of Infrastructure 

Tourism entrepreneurship mainly depends on external 

infrastructure. Many scenic and historically important rural or 

remote areas lack basic amenities such as good quality roads, 

safe transportation systems, uninterrupted power supply, clean 

drinking water and high-speed internet connectivity. Lack of 

infrastructure makes it difficult for tourists to travel, which 

makes them avoid visiting such places. This directly affects 

local tourism entrepreneurs there. 

4) Intense Market Competition from Global Platforms 

In today’s digital age, huge global online booking 

platforms like MakeMyTrip, Booking.com and Airbnb and 

large corporate hotels have a monopoly on the market. These 

big companies have huge marketing budgets and cutting-edge 

technology. It becomes very difficult for local and new 
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entrepreneurs to compete directly with them. They have to 

spend a lot on advertising to attract customers. 

5) Natural Calamities & Climate Change 

Since the tourism industry is directly dependent on 

nature, the sector is the biggest and most directly affected by 

natural disasters. Due to floods, earthquakes, cyclones, 

landslides, epidemics (e.g. Covid-19) or unexpected climate 

changes, tourist destinations are destroyed or the arrival of 

tourists is completely stopped. Recovering the financial losses 

caused by such disasters and rebuilding the business is a very 

difficult challenge for a tourism entrepreneur. 

6) Shortage of Skilled Labour 

Tourism being a service-oriented industry requires 

skilled labour with good hospitality, language proficiency, 

communication skills and customer management skills. Such a 

trained workforce is not easily available, especially in rural and 

semi-urban areas. To attract and retain skilled workers, high 

salaries are required, which is beyond the reach of new 

entrepreneurs. Unskilled workers lead to poor service quality 

and customer dissatisfaction. 

7) Government Policies, Permits and Bureaucracy 

When starting a tourism business, clearances have to be 

obtained from several government departments such as the 

local administration, tourism department, environment 

ministry, food and drug administration (FDA) and fire brigade. 

The complex bureaucracy and red tape in India cause huge 

delays in getting permits.  The ever-changing tax regime 

(GST) and policy uncertainty waste time and money for 

entrepreneurs, which leads to huge frustration in starting a 

business. 

8) Safety and Security Concerns 

Tourist safety is the most important prerequisite for the 

success of the tourism industry. If there is a law and order 

problem, theft, safety of women tourists or lack of medical 

emergency facilities at a tourist destination, the trust of tourists 

is lost. If any untoward incident occurs, it negatively affects 
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the tourism of the entire region. Small entrepreneurs do not 

have enough funds to set up their own independent security 

system or emergency medical system. 

9) Use of technology and digital literacy 

Today, tourists expect digital payments, online tracking, 

virtual tours and social media marketing. Many tourism 

entrepreneurs in rural areas or working in traditional ways are 

found to be ignorant about digital literacy and the use of 

modern technology. Due to lack of proper information and 

technology, they are cut off from the modern market and lag 

behind their digitally enabled competitors. 

10) Environmental and Social Issues. 

Over-tourism is detrimental to the local environment. 

The problems of waste (especially plastic), water pollution, 

degradation of nature and commercialization of local culture 

create dissatisfaction with tourism among local residents. 

Maintaining environmental balance and preserving local 

culture while making profits from business becomes a daunting 

task, which increases social and environmental pressure on 

entrepreneurs. 

Tourism entrepreneurship faces serious challenges such 

as seasonality, capital scarcity, lack of infrastructure, and 

global competition. However, with proper planning, adoption 

of digital technology, administrative support, and use of 

sustainable practices, all these challenges can be successfully 

overcome and the business can expand. 

Conclusion, 

The presented study shows that tourism entrepreneurship 

in the 21st century is not just a business that provides services 

to tourists, but a major economic pillar that accelerates the 

local economy, creates employment and achieves regional 

development. Features such as innovation, service-orientation, 

proper use of local resources and cultural exchange make this 

sector very dynamic and attractive. In today’s digital era, new 

concepts such as homestay, agro-tourism and eco-tourism have 
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created limitless and innovative opportunities for self-

employment for new entrepreneurs. 

On the other hand, tourism entrepreneurship constantly 

faces serious challenges such as seasonal nature of the 

business, shortage of start-up capital, lack of infrastructure, 

fierce competition from global online platforms and natural 

disasters. However, all these challenges can be successfully 

overcome with proper business planning, effective adoption of 

digital technology, combination of administrative policies and 

use of sustainable and environmentally friendly practices.  In 

short, if we overcome the challenges and embrace 

sustainability, tourism entrepreneurship will play a crucial role 

in the country’s economic prosperity and social development 

in the coming years. 
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Chapter: 03 
 

Role of Digital Marketing in Business 

Growth 

Dr. Bhutada Varsha Rameshwar  

Introduction:  

In today’s digital era, businesses are experiencing a 

fundamental shift in the way they promote their products and 

communicate with customers. Traditional marketing methods 

are gradually being replaced by digital marketing, which uses 

online platforms, digital tools, and internet technologies to 

reach a global audience quickly and efficiently. Digital 

marketing has become an essential part of business strategy 

because it allows organizations to connect with consumers in a 

more interactive, personalized, and engaging manner. 

The growth of smartphones, social media usage, e-

commerce platforms, and digital payment systems has created 

new opportunities for businesses to expand their market 

presence and improve their competitiveness. Digital marketing 

not only helps in increasing brand awareness but also supports 

better customer understanding through data analytics and 

feedback mechanisms. As a result, businesses can design more 

effective marketing campaigns and achieve higher profits. 

This study focuses on understanding the Role of digital 

marketing in business growth and examines how digital 

strategies contribute to increased, Challenges of Digital 

Marketing in business.  

What is Digital Marketing? 

Digital marketing, also called online marketing, is the 

promotion of brands to connect with potential customers using 

the internet and other forms of digital communication. This 

includes not only email, social media, and web-based 

advertising, but also text and multimedia messages as 

a marketing channel. 

https://mailchimp.com/marketing-glossary/email-marketing/
https://mailchimp.com/marketing-glossary/social-media-marketing/
https://mailchimp.com/resources/what-are-marketing-channels/
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Benefits of digital marketing 

1. Necessary information can be accessed anytime and 

anywhere. 

2. It goes beyond internet marketing and also provides 

some options even without internet support. 

3. It is highly effective in reaching customers, informing 

them, engaging them, offering products, and selling 

goods and services. 

4. Businesses can collect useful data about customers 

such as their age, location, interests, and education, 

which helps in targeting the right audience. 

Role of Digital Marketing in Business Growth 

 
1. Measuring and Optimising Marketing Efforts 

Digital marketing allows businesses to track campaign 

performance through analytics tools. Companies can measure 

clicks, traffic, conversions, and engagement. Based on these 

insights, they can improve strategies, reduce unnecessary costs, 

and achieve better results. 

2. Expanding Brand Visibility 

Through social media, search engines, websites, and 

online advertisements, businesses can reach a larger audience. 

This improves brand awareness, helps people recognize the 

business, and strengthens its market presence. 

3. Targeted Audience Engagement 
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Digital marketing helps businesses connect with a 

specific audience based on interests, age, location, and 

behavior. Engaging the right audience increases customer 

interaction, satisfaction, and interest in the brand. 

4. Generating Quality Leads 

Online marketing strategies like SEO, social media 

marketing, paid ads, and email marketing attract genuine and 

potential customers who are interested in products or services. 

These quality leads help increase sales and business growth. 

5. Driving Website Traffic  

Digital marketing drives people to visit the company’s 

website through social media posts, search engines, email 

campaigns, and online ads. More website traffic means more 

chances for inquiries, conversions, and business opportunities. 

6. Building Customer Relationships 

Digital platforms enable continuous communication with 

customers through comments, chats, messages, and emails. 

This helps businesses understand customer needs, provide 

better service, build trust and retain loyal customers. 

Digital marketing strategies 

1. Search Engine Optimization (SEO) 

Search Engine Optimization refers to the process of 

improving a website’s visibility in search engine results such 

as Google. It involves using relevant keywords, optimizing 

content, ensuring a mobile-friendly website, improving speed, 

and creating backlines. SEO helps businesses gain organic 

(free) traffic, improves credibility, and supports long-term 

growth. 

2. Content Marketing 

Content marketing focuses on creating and sharing 

valuable, relevant, and informative content to attract and 

engage customers. Content can be in the form of blogs, 

articles, videos, infographics, e-books, and case studies. 

Instead of direct selling, content marketing educates and builds 

trust, which eventually influences purchase decisions. 
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3. Social Media Marketing 

Social media marketing involves using platforms like 

Facebook, Instagram, YouTube, LinkedIn, and X to promote 

products, services, and brand identity. Businesses share posts, 

images, videos and advertisements to engage customers, create 

brand awareness, and develop relationships. It allows two-way 

communication, instant feedback, and strong customer 

engagement. 

4. Pay-Per-Click Advertising (PPC) 

Pay-Per-Click is a paid advertising strategy where 

businesses pay only when users click on their advertisements. 

The most common platforms are Google Ads, Facebook Ads, 

and YouTube Ads. PPC provides instant visibility and is 

highly effective for lead generation, product launches, and 

promotional campaigns. However, it requires a proper budget 

and expertise. 

5. Email Marketing 

Email marketing involves sending personalized 

messages, newsletters, promotional offers, and follow-up mails 

to customers. It is a cost-effective and highly efficient strategy 

used for customer retention and relationship building. Email 

marketing helps in informing customers about new products, 

discounts, and important updates while maintaining direct 

communication. 

6. Influencer and Affiliate Marketing 

Influencer marketing uses social media influencers or 

famous personalities to promote brands because their followers 

trust their recommendations. Affiliate marketing involves 

individuals or partners promoting a company’s products in 

return for a commission on sales. These strategies provide 

credibility, wider reach, and performance-based marketing 

benefits. 

7. Video Marketing 

Video marketing utilizes platforms like YouTube, 

Instagram Reels, and Facebook videos to promote products 

and services. Videos are more engaging, visually appealing, 
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and easy to understand. Businesses use product 

demonstrations, tutorials, customer testimonials and 

advertisements to influence consumer behavior. 

8. Mobile Marketing 

Mobile marketing targets customers through 

smartphones using SMS marketing, WhatsApp messages, 

mobile applications, and mobile advertisements. As most users 

access the internet through phones, mobile marketing ensures 

quick communication, higher reach and personalized 

engagement. 

9. Local SEO / Google My Business 

Local SEO is essential for businesses operating at the 

local level, such as shops, clinics, restaurants, and coaching 

centers. By listing the business on Google My Business with 

proper address, timing, photos, and customer reviews, 

businesses increase local visibility and attract nearby 

customers. 

Challenges Digital Marketers Face in Business 

Digital marketers face several challenges while 

promoting products and services in the modern business 

environment: 

1. High Competition 

Every brand is online today, so it becomes difficult to 

capture customers’ attention and stand out in the crowd. 

2. Rapid Technological Changes 

Digital tools, platforms and algorithms change 

frequently. Marketers must continuously update their skills and 

strategies. 

3. Changing Consumer Behavior: 

Customers today are informed and expect personalized, 

fast and high-quality digital experiences. Understanding and 

predicting their needs is challenging. 

4. Data Privacy and Security Issues: 

Strict data protection laws and concerns over data misuse 

make it difficult to collect and use customer data effectively. 
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5. Measuring RIO (Return in Investment) 

Tracking the effectiveness of digital campaigns across 

multiple platforms and proving results to management is often 

complicated. 

6. Content Overload 

Consumers are exposed to huge amounts of online 

content daily. Creating unique and engaging content is 

difficult. 

7. Budget Constraints  

Small businesses often have limited marketing budgets, 

making it hard to compete with large brands. 

8. Cyber Threats and Negative Feedback 

Businesses face risks like hacking, fake reviews, and 

negative comments that can harm reputation. 

Conclusion: 

The study clearly indicates that digital marketing plays 

a significant and powerful role in accelerating business growth 

in the modern digital era. By adopting effective digital 

strategies such as Search Engine Optimization, Social Media 

Marketing, Content Marketing, Email Marketing, and Online 

Advertising, businesses can expand their market reach, 

enhance brand visibility, increase customer engagement, and 

achieve higher sales and profitability. Digital marketing not 

only strengthens customer relationships but also helps 

organizations remain competitive and innovative in a rapidly 

changing business environment. 

Digital marketing will continue to be one of the most 

effective and powerful forms of marketing in the future. 

However, since digital marketing constantly evolves, 

marketers need to stay active, updated, and adaptable. They 

must be capable of learning new trends, adopting modern 

techniques, and responding quickly to changes. Moreover, 

future digital marketers should be able to anticipate upcoming 

developments and prepare in advance in order to gain early 

advantages and support sustainable business growth. 
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Although digital marketing offers vast opportunities, it 

also brings challenges such as intense competition, rapid 

technological changes, data privacy concerns, and 

continuously changing consumer expectations. Therefore, 

businesses must adopt innovative strategies, remain updated 

with current trends, and make effective use of digital tools to 

achieve long-term success. 
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Chapter: 04 
 

Role of Influencers and Social Media in 

Connecting People, Business and Economic 

Growth 

Dr. Reshma Doiphode 
 

Introduction: 

Social media has transformed the way people 

communicate, learn, shop, and entertain themselves. Platforms 

such as Instagram, YouTube, TikTok, Facebook, and X 

(formerly Twitter) have created opportunities for individuals to 

become social media influencers. Influencers are people who 

have built a large audience online and can shape the opinions, 

behaviors, and purchasing decisions of their followers. While 

influencers contribute positively by spreading awareness and 

promoting creativity, they also raise concerns about 

misinformation, unrealistic lifestyles, and mental health. 

Therefore, the Role of influencers is both positive and 

negative. 

1. What Are Social Media Influencers? 

A social media influencer is a person who creates 

content on digital platforms and has the ability to influence the 

opinions, attitudes, and purchasing decisions of their audience. 

Their influence is based on trust, expertise, popularity, or 

entertainment value. 

Types of Influencers 

• Mega Influencers: Over 1 million followers 

(celebrities, famous personalities). 

• Macro Influencers: 100,000–1 million followers. 

• Micro Influencers: 10,000–100,000 followers with 

highly engaged audiences. 

• Nano Influencers: Fewer than 10,000 followers but 

strong personal connections with followers. 
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Role of Influencers in Connecting People Worldwide: 

One of the most significant roles of social media is its 

ability to connect people worldwide. It has removed 

geographical barriers, allowing individuals from different 

countries, cultures, and backgrounds to communicate instantly. 

Through platforms such as Instagram, Facebook, WhatsApp, 

Twitter, YouTube, and LinkedIn, people can share ideas, 

experiences, photos, videos, and messages in real time. 

Influencers use these platforms to reach millions of people 

within second. 

How Influencers & Social Media Connects People 

Globally: 

1. Instant Communication. 

Social media enables people to communicate instantly 

through text messages, voice calls, video calls, and live 

streaming. Friends and family living in different countries can 

stay connected without expensive international communication 

costs. 

2. Building Global Friendships. 

People can interact with others who share similar 

interests, hobbies, or professions regardless of their location. 

Online communities help users build friendships and exchange 

ideas with individuals from around the world. 

3. Cultural Exchange. 

Social media allows people to learn about different 

cultures, traditions, languages, festivals, cuisines, and 

lifestyles. This promotes cultural understanding, tolerance, and 

respect among diverse communities. 

4. Professional Networking. 

Professionals use social media to connect with 

colleagues, employers, researchers, and industry experts across 

the globe. These connections create opportunities for 

collaboration, career development, and international business 

partnerships. 

5. Educational Collaboration. 
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Students and teachers from different countries can 

participate in online classes, webinars, study groups and 

educational discussions. Social media makes learning more 

interactive and accessible by enabling the exchange of 

knowledge and ideas worldwide. 

6. Business and Global Markets. 

Businesses use social media to reach customers in 

different countries, promote products internationally, and 

communicate directly with clients. Entrepreneurs can expand 

their markets beyond national borders and build global brands. 

7. Support During Emergencies. 

During natural disasters, health crises, or other 

emergencies, social media helps people share information, 

locate missing persons, organize rescue efforts, and raise funds 

quickly. It plays a crucial role in connecting communities 

during difficult times. 

8. Social Movements and Awareness. 

People from different parts of the world can unite to 

support social causes such as environmental protection, human 

rights, education, and public health. Social media enables 

global participation in campaigns and encourages collective 

action. 

Role of Influencers in Business and Economic Growth: 

Introduction: 

Social media influencers have become an important part 

of the modern digital economy. Influencers are individuals 

who have built a loyal audience on  various platforms.  Their 

recommendations and opinions strongly influence consumer 

behavior, making them valuable partners for businesses. By 

promoting products, creating engaging content, and building 

trust with followers, influencers contribute significantly to 

business development and economic growth. 

1. Increasing Brand Awareness. 

One of the most important contributions of influencers is 

increasing brand visibility. Businesses collaborate with 

influencers to introduce their products and services to large 
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audiences. Since followers trust influencers, brand messages 

reach potential customers more effectively than many 

traditional advertisements. 

• Introduces new brands to millions of consumers. 

• Helps businesses gain recognition quickly. 

• Builds a positive brand image. 

• Reaches targeted audiences based on interests and 

demographics. 

2. Boosting Product Sales. 

Influencers encourage followers to purchase products by 

sharing reviews, demonstrations, and personal experiences. 

Their recommendations often influence buying decisions 

because followers view them as authentic and relatable. 

• Increased product sales and revenue. 

• Higher customer demand. 

• Faster market growth. 

• Greater return on marketing investment. 

3. Supporting Small and Local Businesses. 

Influencer marketing is not limited to large corporations. 

Small businesses and local entrepreneurs use influencers to 

promote their products at a relatively low cost. 

• Expands customer reach. 

• Improves local business visibility. 

• Increases online orders. 

• Helps new businesses compete with larger companies. 

• Encourages entrepreneurship. 

This support strengthens local economies by increasing 

sales and creating business opportunities. 

4. Creating Employment Opportunities. 

The growth of influencer marketing has generated 

employment in many industries. 

• Content creators. 

• Social media managers. 

• Video editors. 

• Photographers. 
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• Graphic designers. 

• Digital marketers. 

• Advertising specialists. 

• Brand managers. 

• Public relations professionals. 

• Data analysts. 

As influencer marketing expands, demand for these 

professionals continues to grow, contributing to employment 

and economic development. 

5. Encouraging Entrepreneurship. 

Many influencers launch their own businesses, including 

clothing brands, beauty products, fitness programs, online 

courses, and digital services. Their established audiences help 

them successfully introduce new products. 

• Inspires young entrepreneurs. 

• Promotes innovation. 

• Encourages self-employment. 

• Creates new startups and business opportunities. 

6. Promoting Digital Marketing. 

Influencers have transformed traditional advertising into 

more interactive and personalized marketing. 

• Lower advertising costs compared to television or print 

media. 

• Better audience engagement. 

• More targeted promotions. 

• Higher conversion rates. 

• Measurable campaign performance. 

Businesses increasingly invest in influencer marketing 

because it often provides better results than conventional 

advertising. 

7. Expanding Global Markets. 

Social media allows influencers to reach audiences 

across different countries. Businesses can therefore promote 

products internationally without establishing a physical 

presence in every market. 

• Increased exports. 
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• Growth of international trade. 

• Access to global customers. 

• Expansion into new markets. 

• Stronger international brand recognition. 

8. Influencing Consumer Behavior. 

Influencers shape consumer preferences by introducing 

new products, trends, and lifestyles. 

• Greater awareness of innovative products. 

• Promotion of eco-friendly and sustainable products. 

• Increased demand for quality goods. 

• Better-informed purchasing decisions through product 

reviews. 

9. Supporting the Creator Economy. 

Influencers contribute to the growth of the creator 

economy, where individuals earn income by producing digital 

content. 

Income Sources 

• Sponsored brand partnerships. 

• Advertising revenue. 

• Affiliate marketing. 

• Product sales. 

• Online courses. 

• Membership programs. 

• Live streaming and donations. 

The creator economy contributes to national income and 

generates new business opportunities. 

10. Promoting Innovation and Competition. 

Businesses constantly develop better products and 

creative marketing strategies to attract influencer partnerships 

and customer attention. 

• Improved product quality. 

• Greater innovation. 

• Healthy market competition. 

• Better customer experiences. 

• Increased investment in research and development. 

11. Strengthening Customer Engagement. 
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Influencers communicate directly with followers through 

comments, live sessions, and question-and-answer sessions. 

• Stronger customer relationships. 

• Higher brand loyalty. 

• Immediate customer feedback. 

• Better understanding of consumer needs. 

• Increased customer satisfaction. 

12. Contribution to Economic Growth. 

The influencer industry contributes to overall economic 

development by: 

• Increasing business revenues. 

• Creating employment. 

• Supporting startups and small businesses. 

• Encouraging digital innovation. 

• Expanding e-commerce. 

• Increasing tax revenues through growing businesses. 

• Attracting investment in digital industries. 

As businesses grow through influencer marketing, they 

contribute to national economic growth by generating income 

and employment. 

Challenges and Negative Economic Effects: 

Despite its benefits, influencer marketing also presents 

challenges. 

1. Misleading Advertising. 

Some influencers promote products without proper 

testing or fail to disclose paid partnerships, reducing consumer 

trust. 

2. Fake Followers and Engagement. 

Some accounts use fake followers or artificial 

engagement, making marketing campaigns less effective. 

3. Overconsumption. 

Frequent product promotions may encourage 

unnecessary spending and materialistic lifestyles. 

 

 

 



Recent Trends in Commerce and Management      46 

 

 

4. Short-Term Trends. 

Products promoted by influencers may become popular 

quickly but lose demand just as rapidly, making long-term 

planning difficult for businesses. 

5. Market Saturation. 

As more influencers promote similar products, audiences 

may become less responsive to sponsored content. 

Conclusion: 

Social media influencers have transformed the way 

businesses market their products and connect with customers. 

They increase brand awareness, boost sales, support small 

businesses, create employment, encourage entrepreneurship, 

and contribute to the growth of the digital economy. Their 

influence has become a major driver of e-commerce, 

innovation, and global business expansion. However, ethical 

marketing practices, transparency, and responsible consumer 

behavior are essential to ensure that influencer marketing 

continues to benefit both businesses and society. When used 

responsibly, influencers play a significant role in promoting 

sustainable business growth and strengthening the modern 

economy. 
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Chapter: 05 
 

AI and IoT for Closed-Loop Supply Chains: 

Enabling the Shift from Product Sales to 

Commercial Product-as-a-Service (PaaS) 

Models 

Dr. Mrunank Sharad Kalmegh 

Abstract 

The traditional linear commercial architecture—

structurally defined by the extractive 'take-make-waste' 

flow—is encountering critical operational friction driven by 

extreme raw material price volatility, stringent Extended 

Producer Responsibility (EPR) mandates, and evolving 

industrial consumption paradigms. To decouple 

macroeconomic expansion from raw resource depletion, 

modern industrial organizations are increasingly 

transitioning toward the Circular Economy (CE) 

framework. A major commercial application of this 

paradigm shift is the Product-as-a-Service (PaaS) 

operational layout. Under a PaaS infrastructure, 

manufacturing entities retain full title and legal ownership 

of physical assets while selling operational utility, 

continuous uptime, or performance-based service outcomes 

via structured, multi-year contracts. However, 

operationalizing a scalable PaaS strategy requires 

transforming conventional forward supply systems into 

highly responsive, closed-loop logistical loops. This book 

chapter delivers an empirical exploration of how Artificial 

Intelligence (AI) and the Internet of Things (IoT) act as 

foundational technological enablers. By embedding real-

time IoT diagnostic telemetry with advanced machine 

learning architectures, enterprises gain the capability to log 

asset health parameters, calculate degradation paths using 
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localized survival analysis, streamline reverse logistics 

channels via stochastic optimization algorithms, and 

maximize product lifecycle durations. Leveraging 

predictive simulation models, mathematical optimization 

frameworks, and cross-industry empirical case studies, this 

chapter demonstrates how the technical integration of AI, 

IoT, and closed-loop logistics minimizes corporate balance-

sheet exposure, ensures continuous asset configuration 

tuning, and generates enduring economic margins in the 

modern business-to-business (B2B) marketplace. 

1. Introduction: The Commercial Shift toward PaaS 

For over a century, global industrial commerce has 

operated within a rigid, linear pipeline of production and 

consumption. Manufacturing firms structurally externalized 

post-consumer liabilities and end-of-life disposal costs, 

creating a direct financial incentive for planned structural 

obsolescence to stimulate continuous new unit sales volumes. 

In the contemporary economic landscape, this transactional 

structure faces severe disruption from escalating 

macroeconomic headwinds. These include a documented 42% 

annualized volatility index across industrial commodity indices 

and highly restrictive statutory frameworks such as the 

European Union’s Corporate Sustainability Due Diligence 

Directive (CSDDD). 

[Linear Infrastructure]:  Resource Sourcing ──> 

Fabrication ──> Utilization ──> Landfill (Value 

Destruction) 

[Circular PaaS Framework]: Advanced Design ──> 

Access Licensing ──> IoT Telemetry ──> AI 

Diagnostics ──> Remanufacturing (Value Retention) 

The Circular Economy provides an alternative 

operational model engineered to capture and retain embedded 

energy, labor, and specialized raw materials across consecutive 

product lifecycles. Within this sustainable architecture, the 

Product-as-a-Service system functions as a disruptive and 

commercially viable corporate framework. Under a standard 
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PaaS implementation, the manufacturing entity or service 

provider maintains legal asset title across the entire product life 

cycle. Enterprise clients access the functional outputs of the 

machine through recurring subscriptions, structured pay-per-

use protocols, or strict performance-guarantee service level 

agreements (SLAs). 

This structural realignment changes the underlying 

microeconomic incentives of industrial manufacturing. Within 

a PaaS environment, a machine's total operational longevity, 

component-level modular repairability, and ease of industrial 

refurbishment transform from costly operational liabilities into 

direct catalysts of corporate profitability. 

However, executing a scalable PaaS infrastructure 

presents significant operational friction across the supply 

chain: 

The Return Challenge: Stochastically distributed asset return 

volumes, highly variable component degradation states and 

fragmented, non-centralized collection timing. 

The Maintenance Challenge: Service providers take on the 

complete operational and financial burden of unexpected asset 

downtime, sudden mechanical failure, and accelerated 

depreciation. 

The Visibility Challenge: Acute information asymmetry 

regarding physical assets deployed across highly dispersed, 

unmonitored customer operating environments, leading to poor 

inventory coordination and structural capital losses. 

2. Conceptual Framework: PaaS and Closed-Loop Supply 

Chains 

A closed-loop supply chain (CLSC) fuses conventional 

forward logistics (sourcing, production engineering, 

distribution) with specialized reverse logistics structures (take-

back transport, diagnostic testing, component harvesting, 

remanufacturing, and molecular recycling). The primary 

commercial objective of an industrial CLSC is to extract 

residual economic value from post-use capital assets, 

continuously reintroducing components into active fabrication 
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loops to lower total cost of ownership (TCO) and reduce raw 

material procurement capital outlays. 

┌────────────────────────────

────────────────────────────┐ 

│ FORWARD DISTRIBUTION (Value Creation)   

│ 

▼                                                        │ 

Material Sourcing ──> Fabrication ──> 

Distribution ──> Active Client Utilization 

▲                                                        │ 

│REVERSE METRIC EXTRACTION (Value 

Retention) │ 

└─────────── Remanufacturing <── 

Diagnostic Inspection <── Take-back Collection 

┘ 

The financial viability of an enterprise PaaS deployment 

is linked to the operational efficiency of its closed-loop 

infrastructure. When an industrial firm retains asset ownership, 

the physical product shifts on the corporate balance sheet from 

a short-term inventory line-item into a long-term capital asset 

generating recurring yields. Corporate profitability is no longer 

a function of the gross margin captured at the initial 

transactional point of sale. Instead, it is governed by the total 

lifetime subscription revenues generated by the physical asset, 

offset by the total lifetime operational expenses incurred via 

maintenance, reverse shipping, and industrial refurbishment. 

The Mathematical Modeling of PaaS Profitability 

To mathematically define the economic transition from 

linear transactional transactions to circular PaaS 

configurations, we model the net present value (NPV) of net 

profit margins under both distinct operational frameworks. 

Traditional Sales Model Margin Equation: 

Π_Sales = P_Sale - C_Mfg - C_Dist - ∫[0 to Tw] 

λ(t) * C_Warranty(t) dt 
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Where P_Sale = Upfront purchase price, C_Mfg/C_Dist 

= Manufacturing and forward distribution costs, λ(t) = Failure 

distribution rate, and Tw = Warranty period duration. 

IoT-Enabled Circular PaaS Model Margin Equation: 

Π_PaaS = ∑[t=1 to N] (R_t(U_t) / (1+r)^t) - [ 

C_Mfg + ∑[t=1 to N] ((C_Maint(t, θ_t) + C_Op(t)) 

/ (1+r)^t) + (C_Rev + C_Refurb) / (1+r)^N ] 

Where R_t(U_t) represents utilization-scaled 

subscription metrics, r is the corporate discount rate, N 

represents extended lifecycle boundaries, θ_t matches asset 

health coefficients, and components map to reverse ecosystem 

loops. 

Empirical Insight: Linear sales methodologies attempt to 

maximize near-term profits by compressing C_Mfg and 

discounting post-warranty structural degradation. Conversely, 

circular PaaS architectures optimize long-term economic 

returns by extending the operational lifecycle (N) via highly 

targeted, data-driven maintenance interventions. This technical 

strategy causes the initial fixed fabrication expenditure 

(C_Mfg) to be structurally amortized across an expanded 

chronological window, improving the firm's capital efficiency 

ratios and asset utilization profiles. 

3. IoT Architecture for Asset Tracking and Telemetry 

To maintain an economically viable PaaS configuration, 

an industrial enterprise must establish a standardized, multi-

tiered IoT telemetric architecture capable of aggregating and 

routing asset performance diagnostics across highly 

heterogeneous operating environments. This technical 

architecture is partitioned into four distinct operational layers. 

1. Physical Sensing Layer 

Vibration and Acoustic Sensors: High-frequency 

piezoelectric accelerometers capture multi-axis fast Fourier 

transform (FFT) vibration spectrum signatures to identify 

bearing fatigue and misalignment structural resonance 

anomalies. 
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Thermal and Pressure Sensors: Sub-surface thermocouples 

and piezoresistive transducers monitor localized thermal 

gradients to detect lubricant viscosity breakdown and fluid 

system pressure drops. 

Chemical and Environmental Sensors: Electrochemical gas 

sensors and solid-state hygrometers record ambient relative 

humidity and VOC exposure to execute continuous algorithmic 

models of structural corrosion kinetics. 

Utilization and Cycle Counters: Non-volatile 

microcontrollers log exact mechanical cycles, torsional stress 

loads, and active runtime hours to drive the automated pay-per-

use consumption billing engines. 

2. Network and Edge Gateway Layer 

Edge computing modules process raw high-frequency 

telemetric sensor arrays locally. These gateways run edge-

based filtering and data compression algorithms to extract 

anomaly markers without exhausting network bandwidth 

allocations. Data packages route via LPWAN systems like 

LoRaWAN, 5G/NB-IoT, and MQTT interfaces. 

3. Cloud Analytics and AI Layer 

Continuous data streams from thousands of globally 

deployed client sites are ingested and aggregated inside 

centralized cloud data lakes. At this tier, automated ETL data 

pipelines clean, time-align, and feed telemetry histories 

directly into custom machine learning analytics blocks. 

4. Enterprise Integration Layer 

ERP Systems: Enterprise Resource Planning systems 

dynamically adjust asset depreciation schedules on the balance 

sheet and schedule automated spare parts procurement. 

SCM Frameworks: Supply Chain Management ecosystems 

coordinate reverse logistics routing and truck dispatches for 

proactive machine retrieval. 

CRM and Billing Services: Customer Relationship 

Management and subscription management platforms ingest 

utilization vectors to calculate and generate dynamic monthly 

invoices. 
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4. AI-Driven Analytics in Closed-Loop Systems 

While IoT networks supply the underlying data layer, AI 

engines translate raw diagnostic signals into predictable 

commercial outcomes. Within an enterprise PaaS architecture, 

artificial intelligence frameworks operate across three core 

phases of the closed-loop optimization cycle: predictive 

maintenance, automated reverse logistics, and remaining useful 

life (RUL) estimation. 

Predictive Maintenance (PdM) and Minimizing Asset 

Downtime 

AI-driven Predictive Maintenance (PdM) utilizes 

advanced survival analysis architectures and deep neural 

configurations—such as Long Short-Term Memory (LSTM) 

networks and variational autoencoders—to identify minor 

performance drifts. The asset's failure probability curve over 

time is calculated using a dynamic Weibull hazard distribution 

function: 

λ(t) = (β / η) * (t / η)^(β-1) 

By accurately projecting the exact milestone where a 

physical asset enters its accelerated wear phase, the industrial 

operator shifts from rigid calendar schedules to just-in-time 

predictive maintenance interventions, minimizing maintenance 

overhead profiles by up to 30%. 

Automated Reverse Logistics and Stochastic Vehicle 

Routing 

To resolve reverse collection challenges, AI 

orchestration platforms leverage a Stochastic Vehicle Routing 

Problem with Time Windows (SVRPTW) algorithmic 

framework to balance variables: 

min Z = ∑[i in V] ∑[j in V] c_ij * x_ij + ∑[i in C] 

P_i(max{0, A_i - b_i}) 

By processing this multi-variable equation through 

localized genetic optimization models and deep reinforcement 

learning systems, the logistics platform eliminates empty truck 

returns and coordinates predictable intake volumes across 

remanufacturing plants. 
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Residual Life Estimation and Refurbishment Decision 

Support 

AI decision-tree classifiers process the machine’s 

historical operational strain vector to automatically route the 

physical asset into optimized processing tiers to maximize net 

profit recovery: 

TIER 1: RUL > 70% ───> Cosmetic Refurbishment & 

Rapid Re-Commerce 

TIER 2: RUL 30-70% ──> Deep Remanufacturing & Core 

System Upgrades 

TIER 3: RUL < 30% ───> Component Harvesting & 

Molecular Recycling 

5. Commercial Implications and Value Creation 

Integrating AI architectures and IoT telemetric arrays 

within a closed-loop PaaS system structurally updates a firm's 

financial framework, shifting the organization from highly 

volatile, volume-dependent transactional product sales into 

exceptionally predictable, resilient recurring revenue channels. 

Financial Impact Metrics: Empirical Comparison 

Table 1 establishes the microeconomic indicators comparing a 

traditional transactional unit distribution layout against an 

optimized IoT-driven PaaS loop. 

Financial 

Performance 

Metric 

Baseline 

Traditional 

Product Sales 

Architecture 

(USD) 

IoT-Enabled 

Circular PaaS 

Configuration 

(USD) 

Delta (%) 

Initial Upfront 

Equipment 

Revenue 

$50,000 (One-

time asset 

transaction) 

$0 (Transferred 

completely to 

client OpEx) 

-100.0% 

Annualized 

Service & 

Repair 

Revenue 

$2,500 

(Reactive, 

unscheduled 

calls) 

$15,000 

(Predictable 

subscription 

metrics) 

+500.0% 

Cumulative 5-

Year Gross 

Revenue 

$62,500 $75,000 +20.0% 

Average $1,800 $600 -66.7% 
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System 

Maintenance 

Cost/Year 

(Emergency 

field repairs) 

(Optimized via 

predictive AI 

models) 

End-of-Life 

Core Material 

Recovery 

$500 (Basic 

scrap value) 

$8,500 

(Certified 

component 

harvesting) 

+1,600.0% 

Total Net 

Operating 

Margin 

Realized 

$12,500 $31,500 +152.0% 

Transitioning from CapEx to OpEx 

PaaS transforms heavy machinery acquisitions into 

structured operational lease arrays. Enterprise customers 

access premium technological infrastructure via predictable 

monthly service fees, lowering customer friction, accelerating 

B2B sales velocity, and expanding the addressable market to 

mid-tier enterprises. 

Predictable, Recurring Revenue and Financial Stability 

A PaaS operational layout mitigates revenue risk by 

generating continuous, contractually secured recurring cash 

inflows that smooth the corporate revenue curve across volatile 

macroeconomic cycles. 

De-Risking Asset Ownership via Information Symmetry 

IoT systems remove structural operational blind spots. 

By establishing perfect information symmetry across all field 

assets, operators protect profitability parameters and intercept 

mechanical wear long before capital asset impairment occurs. 

6. Real-World Case Studies & Industry Applications 

1. Industrial Mobility: Michelin Connected Fleet: Michelin 

structurally augmented its core commercial business model 

from selling physical commercial tires to delivering optimized 

transportation efficiencies through its 'Effifuel' and 'Michelin 

Connected Fleet' programs. Commercial truck tires are 

embedded with ruggedized RFID transponders and electronic 
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pressure telemetry sensors that transmit real-time performance 

data to centralized analytical data hubs. 

2. Healthcare Technology: Philips HealthSuite: 

Sophisticated medical diagnostic imaging infrastructure 

demands intense capital outlays. Philips delivers this 

technology via an integrated PaaS architecture, giving medical 

facilities advanced diagnostic capabilities billed per scan or via 

multi-year access agreements backed by high-speed remote 

tracking loops. 

3. Smart Buildings: Signify Light-as-a-Service: Signify re-

engineered its enterprise commercial model from selling 

individual lamp hardware to delivering managed interior 

illumination via its Light-as-a-Service (LaaS) framework, 

utilizing modular configurations to enable continuous 

hardware loops. 

7. Managerial Challenges and Strategies for 

Implementation 

Managing Cash Flow Reductions During Initial 

Deployment: Implement a Phased Hybrid Launch, keeping 

established linear sales pipelines active across secondary 

geographic zones while introducing the subscription model to 

select core customer segments. Concurrently leverage Asset-

Backed Financing avenues. 

Ensuring Data Privacy, Security, and Governance: Deploy 

rigorous Edge Anonymization Protocols inside local gateway 

infrastructure to strip sensitive data fields, and implement 

robust Zero-Trust Cybersecurity Architectures featuring end-

to-end encryption. 

Overcoming Internal Organizational Resistance: Transition 

employee compensation models away from volume metrics 

and deploy Restructured Incentive Programs focused on 

customer lifetime value (LTV), while encouraging inter-

departmental cross-functional integration. 

8. Future Horizons: The Evolution of Intelligent PaaS 

Future circular networks will rely on dynamic Digital 

Twins—virtual physics-based replicas of individual physical 
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assets updated continuously by real-time IoT feeds to safely 

test engineering retrofits. 

Large Language Models (LLMs) and generative AI 

systems, trained on dense engineering schemas and historical 

repair logs, will act as intelligent field copilots for rapid 

machinery diagnostics. 

Integrating blockchain ledgers with IoT systems allows 

for the creation of tamper-proof, immutable records of an 

asset's complete environmental and operational history, 

simplifying Digital Product Passport compliance. 

9. Conclusion 

The transition from transactional product sales to 

commercial Product-as-a-Service models represents an 

important milestone in the development of sustainable, 

resilient global commerce. By retaining ownership of physical 

assets and selling performance outcomes, companies can 

decouple their revenue growth from resource consumption, 

transforming environmental compliance requirements into 

competitive business advantages. While implementing these 

models requires overcoming real financial, technical, and 

organizational challenges, the long-term benefits make the 

investment highly valuable for enterprises looking to build 

resilient, profitable, and sustainable business models in the 

modern circular economy. 
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Chapter: 06 
 

Digital Transformation of Consumer 

Behaviour In India: The Role of Social 

Media, Artificial Intelligence, E-Commerce 

and Digital Payments 
 

Dr. Satyasheela Sambhajira Jondhale 
 

Abstract 

Digital transformation has fundamentally altered the way 

consumers in India discover, evaluate, purchase and review 

products and services. The traditional linear purchase process 

is increasingly being replaced by interconnected digital 

journeys involving social media, short-form video, online 

reviews, artificial intelligence (AI), e-commerce platforms, 

quick commerce and digital payments. This chapter examines 

the major forces reshaping consumer behaviour in India and 

discusses their implications for marketers and consumers. The 

study adopts a conceptual and secondary-research approach 

and synthesis recent reports, institutional publications and 

relevant academic literature. The analysis indicates that social 

media has become an important discovery and influence 

channel; AI is increasing personalisation and information 

accessibility; e-commerce and quick commerce are increasing 

convenience and expectations of speed; and UPI has reduced 

friction in digital transactions. At the same time, concerns 

relating to privacy, misinformation, cyber fraud, algorithmic 

influence, excessive consumption and unequal digital access 

remain important. The chapter argues that contemporary 

consumer behaviour is increasingly omnichannel, mobile-first, 

socially influenced and technology-assisted. Businesses 

therefore need to combine digital convenience with 

transparency, trust, responsible data practices and meaningful 

customer relationships. 
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1. Introduction 

Consumer behaviour refers to the processes through 

which individuals or groups identify needs, search for 

information, evaluate alternatives, make purchase decisions 

and assess their consumption experiences. Digitalisation has 

expanded each of these stages. Consumers can now compare 

prices within seconds, watch demonstrations, read reviews, ask 

questions through messaging platforms, receive personalised 

recommendations and complete payments without visiting a 

physical store. 

The Indian market is particularly significant because 

digital adoption is occurring across metropolitan, tier-2 and 

tier-3 markets. The growth of smartphones, affordable 

connectivity, e-commerce, app-based services and digital 

payments has made digital interaction part of everyday 

consumption. Recent evidence also suggests that consumers 

increasingly move between online and offline channels rather 

than treating them as separate environments. Meta and the 

Retailers Association of India reported in 2026 that more than 

half of Indian consumers research products online before 

buying in stores and a similar pattern occurs in the opposite 

direction. This illustrates the development of 'phygital' or 

omnichannel behaviour. 

Artificial intelligence adds another layer to this 

transformation. Consumers are increasingly exposed to 

recommendation systems, conversational interfaces, AI-

generated content, automated customer service and 

personalised offers. Ipsos reported in its 2026 India AI Monitor 

that more than 80% of Indian consumers surveyed reported 

understanding what AI is, indicating a high level of awareness. 

The consumer journey is therefore moving from simple online 

transactions towards technology-assisted decision-making. 
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This chapter examines these changes from an Indian 

perspective and considers both the opportunities and risks 

created by the digital consumer environment. 

2. Objectives of the Study 

1. To examine the changing consumer behaviour in India 

in the digital era 

2. To analyse the influence of social media, artificial 

intelligence and e-commerce on consumer  

3. To examine the role of digital payments in shaping 

consumer convenience and buying behaviour.purchase 

decisions. 

4. To identify the major challenges and opportunities 

associated with digital consumer behaviour. 

3. Research Methodology 

The study is conceptual and descriptive in nature and is 

based entirely on secondary information. Data and insights 

have been drawn from recent institutional reports, government 

publications, industry reports and published research relating 

to digital consumer behaviour. The analysis does not claim to 

represent primary survey findings and no fabricated respondent 

data are used. Recent evidence from the Press Information 

Bureau, NPCI-related publications, Ipsos, Boston Consulting 

Group, Meta and other credible sources is used to identify 

current trends. The information is interpreted thematically to 

develop a contemporary understanding of Indian consumer 

behaviour. 

4. Review of Literature 

Existing literature on digital consumer behaviour broadly 

indicates that technology affects both the information 

environment and the decision process. Social media changes 

the source of product information by allowing consumers to 

encounter brands through peers, creators and algorithmically 

selected content. Reviews and ratings can reduce uncertainty, 

while negative experiences can spread rapidly through digital 

networks. 
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Research on online purchasing also highlights the 

importance of perceived usefulness, ease of use, trust, 

perceived risk and electronic word-of-mouth. The growth of 

mobile commerce has further reduced the distinction between 

browsing and buying. Consumers can move from 

entertainment content to a product page and payment interface 

within the same session. 

Recent industry evidence adds two important 

dimensions. First, AI is becoming part of discovery and 

personalisation. Second, digital payments are increasingly 

embedded in everyday retail. These developments suggest that 

consumer behaviour should be studied as an interconnected 

ecosystem rather than as isolated online activities. 

5. Changing Consumer Behaviour in the Digital Era 

5.1 From Search-Based to Discovery-Based Shopping 

Earlier e-commerce journeys often began with a 

consumer deliberately entering a search query. Digital 

platforms increasingly expose consumers to products while 

they are watching videos, browsing social feeds or 

communicating with others. The result is a shift from 'search 

and transact' towards 'discover, evaluate and transact'. Meta's 

2026 India retail findings describe this as a scroll-led discovery 

ecosystem involving creators, short-form video, messaging and 

AI. 

5.2 Mobile-First Behaviour 

The smartphone has become a central interface for 

shopping, payments, communication and entertainment. 

Mobile-first behaviour means that consumers expect fast 

loading, simple navigation, personalised recommendations and 

convenient payment options. Businesses that provide a poor 

mobile experience can lose consumers even when their 

products are competitive. 

5.3 Greater Information Availability 

Consumers can access multiple sources before 

purchasing: product descriptions, customer reviews, 

comparison videos, influencer opinions, discussion forums and 
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price-comparison information. This increases consumer power 

but also increases the difficulty of judging which information 

is reliable. 

5.4 Convenience and Speed 

Digital consumers increasingly value convenience, 

flexible delivery and quick resolution of service problems. E-

commerce and quick commerce have raised expectations 

regarding availability and delivery speed. Convenience can 

therefore become a competitive factor alongside price and 

product quality. 

5.5 Personalisation 

Digital platforms collect behavioural signals that can be 

used to tailor recommendations, advertising and offers. 

Personalisation can reduce search effort and improve 

relevance. However, excessive personalisation may create 

concerns when consumers do not understand how their data are 

being used or why particular products are being recommended. 

6. Role of Social Media and Influencer Marketing 

Social media has evolved from a communication channel 

into a major component of the consumer journey. Consumers 

can discover products through reels, short videos, creator 

content, live demonstrations and peer recommendations. The 

Meta–RAI 2026 report states that social media influences a 

large share of retail purchase decisions in India and highlights 

the growing role of short-form video and creators in product 

discovery. 

Influencer marketing works partly because creators can 

provide product demonstrations and contextual 

recommendations that appear more relatable than conventional 

advertisements. Micro and nano creators may also build strong 

relationships within regional or interest-based communities. 

However, consumers need transparency regarding sponsored 

content and businesses should avoid misleading claims. 

For marketers, social media therefore serves three 

connected functions: awareness, social proof and conversion. 

The strongest strategies are likely to integrate content with 
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customer service, product information and easy purchasing 

rather than treating social media only as an advertising 

medium. 

7. Artificial Intelligence and Consumer Behaviour 

Artificial intelligence is influencing consumer behaviour 

through recommendation engines, chatbots, predictive 

analytics, image and voice search, automated assistance and 

personalised communication. AI can help consumers narrow 

choices, compare alternatives and obtain immediate answers. It 

can also assist retailers in forecasting demand and tailoring 

offers. 

Ipsos' 2026 India AI Monitor reports high awareness of 

AI among Indian consumers and notes that digital payments, 

mobile banking, e-commerce and app-based services have 

helped make AI-enabled experiences feel like a natural 

extension of the existing digital ecosystem. 

However, AI also creates new consumer risks. 

Recommendations may reflect commercial priorities rather 

than objective suitability. Generative AI can produce 

inaccurate or misleading information. Algorithmic systems 

may also reinforce preferences and reduce exposure to 

alternatives. Responsible AI in marketing therefore requires 

transparency, accuracy, human oversight and appropriate data 

governance. 

8. E-Commerce, Quick Commerce and Omnichannel 

Behaviour 

E-commerce has changed the meaning of convenience. 

Consumers can compare a wide variety of products, purchase 

at any time and receive goods at home. Quick commerce has 

added expectations of very short delivery times for selected 

categories. These changes can increase impulse purchases 

because the time and effort between desire and consumption 

are reduced. 

At the same time, online and offline retail are 

converging. Consumers may examine a product in a store, 

compare online prices and then buy through an app, or 
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discover a product online and complete the purchase in a 

physical store. This behaviour requires businesses to maintain 

consistency in pricing, information, service and inventory 

across channels. 

Government-supported digital commerce initiatives also 

have the potential to broaden participation. A 2026 PIB 

factsheet reported that ONDC had more than 20 crore buyers 

and 5 lakh sellers by June 2026, with presence across 1,000 

cities. Such developments indicate that digital commerce is 

increasingly relevant beyond major metropolitan markets. 

9. Digital Payments and UPI 

Payment convenience is an important part of the 

consumer experience. UPI has reduced friction in both online 

and offline transactions and has become deeply embedded in 

everyday commerce. According to the Government of India, 

UPI processed 24,161.69 crore transactions in FY 2025–26, 

with a transaction value of approximately ₹314 lakh crore; UPI 

represented 85% of India's digital payment transaction volume 

during that financial year. 

The growth of UPI can influence consumer behaviour in 

several ways. First, it makes small-value transactions easy. 

Second, it reduces dependence on cash. Third, it supports 

online and offline commerce through a common payment 

interface. Fourth, the familiarity of digital payment can make 

consumers more comfortable adopting other digital services. 

Nevertheless, digital payment growth must be 

accompanied by consumer awareness regarding fraud 

prevention, authentication, privacy and dispute resolution. 

Convenience should not come at the expense of security. 

10. Major Factors Influencing Digital Consumer Behaviour 

Factor Influence on 

Behaviour 

Managerial 

Implication 

Convenience 
Reduces time and 

effort 

Simplify the 

customer journey 

Price and offers Encourages Maintain 
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comparison and 

switching 

transparent pricing 

Reviews and 

ratings 

Provide social 

proof and reduce 

uncertainty 

Encourage genuine 

feedback 

Social media 
Creates discovery 

and peer influence 

Use relevant 

content and 

creators 

AI personalisation 

Improves relevance 

and search 

efficiency 

Use data 

responsibly and 

transparently 

Digital payments 
Reduces payment 

friction 

Provide secure and 

reliable payment 

options 

Trust and privacy 
Affects willingness 

to transact 

Strengthen data 

protection and 

communication 

Speed 
Raises expectations 

for delivery/service 

Improve fulfilment 

and support 

11. Challenges of Digital Consumer Behaviour 

Despite substantial benefits, digitalisation creates several 

challenges. Privacy is a major concern because consumer 

activity generates data that may be used for advertising and 

personalisation. Cyber fraud can undermine confidence in 

digital payments. Fake reviews, misleading advertisements and 

manipulated content can distort consumer decisions. 

Algorithmic recommendations may also encourage excessive 

consumption or create filter bubbles. 

The digital divide remains another issue. Not all 

consumers have equal access to smartphones, reliable 

connectivity, digital literacy or secure financial services. 

Regional-language accessibility and user-friendly interfaces 

are therefore important for inclusive digital commerce. 

Consumers also face information overload. Having 

thousands of choices does not automatically lead to better 
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decisions. Consumers need digital literacy skills to evaluate 

sources, recognise sponsored content, compare alternatives and 

protect personal information. 

12. Findings of the Study 

Consumer behaviour in India is increasingly 

omnichannel, with online and offline experiences interacting 

throughout the purchase journey. 

Social media has become a significant source of product 

discovery and social influence. 

Artificial intelligence is increasingly involved in 

personalisation, search and consumer assistance. 

E-commerce and quick commerce have increased 

expectations regarding convenience, availability and speed. 

UPI has substantially reduced friction in digital 

transactions and strengthened the everyday use of digital 

payments. 

Trust, privacy, cybersecurity and information quality 

remain critical determinants of sustainable digital adoption. 

The future digital consumer is likely to be more 

connected, informed and technology-assisted, but not 

necessarily less price-sensitive or risk-conscious. 

13. Suggestions 

Businesses should design seamless mobile-first and 

omnichannel customer journeys. 

AI-based recommendations should be transparent, 

accurate and subject to appropriate human oversight. 

Brands should disclose sponsored influencer 

relationships and encourage authentic customer reviews. 

Companies should strengthen privacy practices and 

clearly communicate how consumer data are used. 

Digital payment providers and merchants should 

continuously educate consumers about fraud prevention and 

secure authentication. 

Businesses should provide regional-language content and 

accessible interfaces to support wider participation. 
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Consumers should compare information from multiple 

sources rather than relying on a single influencer, review or 

recommendation. 

Digital literacy should be treated as an important part of 

responsible consumption. 

14. Conclusion 

Digital transformation has changed not only where 

Indian consumers buy but also how they think about products, 

information, value and convenience. Social media can create 

demand before a consumer actively searches for a product. AI 

can personalise information and recommendations. E-

commerce and quick commerce can compress the distance 

between intention and purchase. UPI can make payment 

almost invisible within the transaction. Together, these 

developments are creating a consumer environment that is 

mobile-first, interconnected, omnichannel and increasingly 

technology-assisted. 

However, digital progress should not be evaluated only 

through transaction volume or technological adoption. 

Sustainable consumer markets require trust, privacy, security, 

transparency and inclusion. Businesses that combine 

technological capability with responsible customer practices 

are more likely to build long-term relationships. For 

consumers, digital literacy is equally important because greater 

choice and convenience also bring greater exposure to 

misinformation, manipulation and cyber risks. The future of 

consumer behaviour in India will therefore depend on the 

balance between innovation and responsibility. 
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Chapter: 07 
 

Digital Transformation in Business and 

E-Commerce 
 

Dadge Shilpa Ambadas 

Abstract 

Digital transformation has fundamentally reshaped the 

way businesses operate, compete, and create value in the 

modern economy. The rapid adoption of digital technologies 

such as artificial intelligence (AI), cloud computing, big data 

analytics, the Internet of Things (IoT), block chain, and mobile 

commerce has revolutionized business processes and 

significantly enhanced the efficiency of e-commerce 

operations. Organizations across industries are increasingly 

integrating digital technologies into their strategic and 

operational activities to improve customer experiences, 

optimize supply chains, increase productivity, and develop 

innovative products and services. The COVID-19 pandemic 

further accelerated the pace of digital transformation by 

compelling businesses to adopt remote working, digital 

marketing, online payment systems, and cloud-based 

collaboration platforms. As a result, digital transformation has 

evolved from a competitive advantage into a strategic necessity 

for long-term organizational sustainability.  

The e-commerce sector has emerged as one of the 

primary beneficiaries of digital transformation, enabling 

businesses to reach global markets, personalize customer 

experiences, and implement data-driven decision-making. 

However, the transition also presents several challenges, 

including cyber security threats, privacy concerns, 

technological complexity, high implementation costs, digital 

skill gaps, and organizational resistance to change. Successful 

digital transformation therefore requires strong leadership, 



Recent Trends in Commerce and Management      70 

 

 

continuous innovation, effective change management, and 

investment in digital infrastructure and human capital.  

Keywords: Digital Transformation; Business Innovation; E-

Commerce; Artificial Intelligence; Cloud Computing; Digital 

Economy 

Introduction:  

The twenty-first century has witnessed an unprecedented 

digital revolution that has transformed the global business 

environment. Advances in information and communication 

technologies (ICT), widespread internet connectivity, mobile 

devices, cloud computing, artificial intelligence, and data 

analytics have fundamentally changed how organizations 

conduct business and interact with customers. Digital 

transformation is no longer limited to adopting new 

technologies; instead, it represents a comprehensive 

organizational strategy that integrates digital technologies into 

every aspect of business operations, decision-making, 

customer engagement, and value creation. Digital 

transformation refers to the process through which 

organizations leverage digital technologies to redesign 

business models, improve operational efficiency, enhance 

customer experiences, and create new sources of competitive 

advantage. It involves changes in organizational culture, 

leadership, workforce capabilities, and business processes 

alongside technological innovation. Consequently, businesses 

are investing heavily in technologies that enable automation, 

real-time communication, predictive analytics, and 

personalized marketing strategies. Technologies such as 

Artificial Intelligence (AI), Machine Learning (ML), the 

Internet of Things (IoT), block chain, cloud computing, robotic 

process automation (RPA), and big data analytics have become 

key enablers of digital transformation.  

AI-powered recommendation systems, catboats, 

predictive demand forecasting, automated inventory 

management, and intelligent customer service have 

significantly improved organizational efficiency and customer 
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satisfaction. Cloud computing enables organizations to scale 

operations, reduce infrastructure costs, and support remote 

collaboration, while block chain enhances transparency, trust, 

and security in digital transactions. The COVID-19 pandemic 

dramatically accelerated the adoption of digital technologies 

across industries. Lockdowns and social distancing measures 

compelled organizations to implement remote working, virtual 

collaboration platforms, digital payment solutions, online 

customer service, and cloud-based business operations. 

Organizations that successfully integrate digital technologies 

into their strategic vision will be better positioned to achieve 

long-term growth, resilience, and innovation in an increasingly 

digital global economy. 

Objectives of the Study 

The major objectives of this research paper are: 

1. To examine the concept and significance of digital 

transformation in modern business organizations. 

2. To analyze the role of digital technologies in enhancing 

e-commerce operations and customer experience. 

3. To identify the key drivers, opportunities, and challenges 

associated with digital transformation. 

4. To evaluate the impact of digital transformation on 

organizational performance, innovation, and 

competitiveness. 

5. To recommend effective strategies for implementing 

successful digital transformation initiatives in business 

and e-commerce. 

Literature Review 

Digital transformation has become one of the most 

influential developments in modern business management and 

electronic commerce. It refers to the integration of digital 

technologies into all aspects of business operations, 

fundamentally changing how organizations create value, 

interact with customers, and compete in the marketplace. 

Researchers have extensively examined digital transformation 

from technological, organizational, and strategic perspectives, 
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emphasizing its role in improving business performance and 

customer experiences. 

1) Porter (1985) highlighted the importance of information 

technology in creating competitive advantage. Later,  

2) Vial (2019) categorized these challenges into 

technological, organizational, financial, and regulatory 

dimensions. Organizations frequently encounter resistance 

to change, cybersecurity risks, data privacy concerns, 

shortage of digital skills, and difficulties integrating legacy 

systems with emerging technologies. These barriers are 

particularly significant for SMEs with limited financial 

and technical resources. 

3) Turban et al. (2021) indicate that mobile wallets, digital 

banking, Unified Payments Interface (UPI), and 

contactless payment technologies have significantly 

increased consumer confidence in online transactions. 

Secure payment gateways have become critical in building 

trust and encouraging higher levels of e-commerce 

adoption. 

4) Verhoef et al. (2021) proposed that customer experience 

is enhanced through omnichannel integration, personalized 

marketing, and digital engagement. Businesses 

increasingly utilize customer relationship management 

(CRM) systems, AI-driven recommendations, and social 

media analytics to understand customer preferences and 

strengthen brand loyalty. 

5) Laudon and Traver (2022) observed that advances in 

cloud computing, mobile technologies, artificial 

intelligence (AI), and big data analytics have significantly 

transformed online business models. Businesses now 

leverage digital platforms to offer personalized shopping 

experiences, improve supply chain efficiency, and expand 

into global markets with relatively low operational costs. 

Recent studies also emphasize sustainability within 

digital transformation. Digital technologies reduce paper 

usage, optimize energy consumption, improve resource 
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utilization, and enable remote work, contributing to 

environmental sustainability.  

Methodology  

This study adopts a qualitative descriptive research 

methodology based on a systematic review of secondary data. 

The objective is to examine the impact of digital 

transformation on business operations and e-commerce by 

synthesizing findings from existing academic and professional 

literature. Secondary data were collected from multiple reliable 

sources, including peer-reviewed journals, books, conference 

proceedings, government reports, industry publications, and 

international organization databases. Major academic 

databases such as Google Scholar, Scopus, Science Direct, 

Springer Link, Emerald Insight, IEEE Explore, and JSTOR 

were consulted to identify relevant studies published primarily 

between 2015 and 2025, while foundational studies published 

earlier were also included to establish theoretical context. 

Keywords used during the literature search included 

digital transformation, e-commerce, digital business strategy, 

artificial intelligence, cloud computing, big data analytics, 

Internet of Things, block chain, digital payments, customer 

experience, and business innovation. Relevant studies were 

selected based on their credibility, relevance to the research 

objectives, publication quality, and contribution to 

understanding digital transformation in business environments.  

Discussion  

Digital transformation has fundamentally reshaped the 

way businesses operate, compete, and create value in the 

global economy. The integration of advanced digital 

technologies into business processes has enabled organizations 

to improve efficiency, enhance customer experiences, and 

develop innovative business models. The rapid growth of e-

commerce has further accelerated this transformation by 

allowing businesses to reach customers across geographical 

boundaries while reducing operational costs. The discussion 
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explores the major dimensions of digital transformation and its 

impact on business and e-commerce. 

 

Digital Transformation as a Strategic Imperative 

Organizations no longer view digital technologies merely 

as operational tools but as strategic assets that drive innovation 

and competitive advantage. Digital transformation involves 

redesigning business models, improving decision-making 

through data analytics and fostering continuous innovation. 

Companies that embrace digital transformation are better 

positioned to respond to market changes, customer 

expectations, and competitive pressures. Business leaders 

increasingly recognize that digital transformation requires 

organizational culture, leadership commitment, and employee 

engagement.  

Growth of E-Commerce 

E-commerce has become one of the most visible 

outcomes of digital transformation. Online shopping platforms 

have transformed consumer purchasing behavior by offering 

convenience, competitive pricing, and a wide variety of 

products. Businesses can now operate twenty-four hours a day, 

enabling customers to purchase products and services anytime 

from anywhere. The expansion of smartphones, affordable 

internet access and secure digital payment systems has 

significantly increased online shopping. Consumers 

increasingly expect personalized recommendations, fast 

delivery, and seamless digital experiences. Businesses 

therefore invest heavily in website optimization, mobile 

applications, and customer relationship management systems. 

Small and medium-sized enterprises (SMEs) have particularly 

benefited from e-commerce because digital platforms reduce 

barriers to market entry.  

Role of Artificial Intelligence 

Artificial Intelligence (AI) has become one of the most 

transformative technologies in digital business. AI-powered 

applications improve customer service through catboats, 
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automate repetitive tasks, predict customer behavior and 

enhance decision-making. Recommendation systems used by 

online retailers analyze customer preferences and purchasing 

history to suggest relevant products. Predictive analytics helps 

organizations forecast demand, optimize inventory, and 

improve pricing strategies. AI also supports fraud detection by 

identifying unusual transaction patterns in real time. 

Automation improves productivity by reducing manual 

intervention in administrative and operational processes.  

Cloud Computing and Business Agility 

Cloud computing provides scalable computing resources 

without requiring organizations to invest heavily in physical 

infrastructure. Businesses benefit from lower IT costs, 

improved collaboration, remote accessibility, and enhanced 

business continuity. Cloud platforms enable organizations to 

deploy new applications rapidly while ensuring data 

availability across multiple locations. Remote working models 

adopted after the COVID-19 pandemic demonstrated the 

importance of cloud technologies in maintaining business 

operations.  

Big Data Analytics 

Modern businesses generate enormous volumes of 

customer and operational data. Big data analytics converts 

these datasets into actionable business intelligence. 

Organizations use analytics to understand customer 

preferences, identify purchasing trends, evaluate marketing 

effectiveness, and optimize supply chains. Data-driven 

decision-making reduces uncertainty and improves strategic 

planning. Advanced analytics also supports personalized 

marketing campaigns, enabling businesses to target customers 

with customized offers based on demographics, browsing 

behavior, and purchasing history. 

Internet of Things (IoT) 

The Internet of Things connects physical devices through 

digital networks, enabling real-time monitoring and 

communication. In manufacturing, IoT improves production 
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efficiency through predictive maintenance and equipment 

monitoring. Within e-commerce, IoT enhances inventory 

management, warehouse automation, shipment tracking, and 

logistics optimization. Smart devices improve customer 

experiences by enabling automatic product replenishment and 

connected services.  

Digital Payment Systems 

Secure payment technologies have become essential for 

successful e-commerce. Mobile banking, digital wallets, QR 

code payments, and Unified Payments Interface (UPI) have 

simplified online transactions. Secure payment gateways 

increase customer confidence while reducing transaction 

processing time. Businesses benefit from faster payment 

settlements, lower administrative costs and improved financial 

transparency.  

Customer Experience and Digital Marketing 

Digital transformation has significantly changed 

customer relationship management. Businesses utilize social 

media platforms, CRM software, AI-powered personalization, 

and email marketing to strengthen customer engagement. 

Consumers expect personalized experiences throughout the 

purchasing journey. Organizations therefore analyze customer 

feedback, online reviews and purchasing behavior to 

continuously improve products and services.  

Cyber security and Data Privacy 

As organizations become increasingly digital, cyber 

security has emerged as a major concern. Cyber-attacks, 

ransom ware, phishing, identity theft, and data breaches 

threaten business continuity and customer trust. Organizations 

invest in firewalls, encryption technologies, multi-factor 

authentication, intrusion detection systems and employee 

awareness programs to strengthen cyber security. Compliance 

with data protection regulations is equally important. 

Businesses must ensure responsible collection, storage, and use 

of customer information while maintaining transparency and 

privacy. 
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Challenges of Digital Transformation 

Despite numerous benefits, organizations encounter 

several implementation challenges. High technology 

investment costs, shortage of digital skills, organizational 

resistance to change, integration of legacy systems, and cyber 

security risks frequently delay digital transformation 

initiatives. SMEs often face financial and technical limitations 

that hinder adoption of advanced technologies. Employee 

resistance may arise due to fear of automation and job 

displacement. Successful transformation therefore requires 

continuous training, leadership support, effective change 

management and strategic planning. 

Digital Transformation in Developing Economies 

Developing countries have experienced rapid digital 

growth due to expanding internet connectivity and smartphone 

penetration. Government initiatives supporting digital 

infrastructure and financial inclusion have accelerated e-

commerce adoption. However, digital divides remain 

significant between urban and rural regions. 

Recommendations  

Businesses should develop comprehensive digital 

transformation strategies aligned with organizational 

objectives rather than focusing solely on technology adoption. 

Continuous investment in employee training and digital skill 

development is essential for successful implementation. 

Organizations should strengthen cyber security through 

encryption, multi-factor authentication, regular security audits, 

and employee awareness programs. Data privacy should 

remain a priority by complying with applicable legal and 

regulatory frameworks. 

Businesses should utilize Artificial Intelligence and Big 

Data Analytics to improve customer experience, optimize 

operations, and support evidence-based decision-making. 

Digital marketing strategies should emphasize personalization 

and Omni channel engagement. Future investments should 
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focus on emerging technologies such as Block chain, Internet 

of Things (IoT), and 5G to enhance competitiveness.  

Conclusion  

Digital transformation has become an essential 

component of modern business strategy and e-commerce 

development. The integration of digital technologies such as 

Artificial Intelligence, Cloud Computing, Big Data Analytics, 

Internet of Things, Block chain, and Digital Payment Systems 

has transformed organizational operations, customer 

engagement, and market competitiveness. The study 

demonstrates that digital transformation extends beyond 

technology implementation and requires organizational 

change, strategic leadership, employee capability development, 

and customer-centric innovation. Businesses adopting digital 

technologies have achieved improved operational efficiency, 

enhanced decision-making, stronger customer relationships, 

and expanded global market access. 

The rapid growth of e-commerce illustrates how digital 

technologies have revolutionized purchasing behavior, supply 

chain management, and digital marketing. Consumers 

increasingly demand personalized, secure, and convenient 

online experiences, encouraging organizations to continuously 

innovate. 

Despite these advantages, organizations continue to face 

significant challenges, including cyber security threats, data 

privacy concerns, digital skill shortages, resistance to 

organizational change, and financial constraints. Addressing 

these challenges requires effective governance, employee 

training, technological investment, and regulatory compliance. 

Emerging technologies such as Artificial Intelligence, Block 

chain, 5G, Augmented Reality, Virtual Reality, and Quantum 

Computing will further redefine digital business in the coming 

years.  
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Chapter: 08 
 

Digital Transformation in Business and E-

Commerce 
 

Dr. Archana Keshavrao Deshmukh 
  

Abstract 

Digital transformation has revolutionized the business 

environment by integrating digital technologies into business 

operations and e-commerce activities. It has changed the way 

organizations communicate with customers, manage supply 

chains, conduct financial transactions, and deliver products and 

services. E-commerce has become a major driver of economic 

growth by providing businesses with wider market access and 

improving customer convenience. This study examines the 

concept, importance, and impact of digital transformation in 

business and e-commerce from a commerce perspective. The 

study is descriptive and conceptual in nature and is based on 

secondary data collected from books, research journals, 

reports, and academic publications. The study concludes that 

digital transformation enhances business efficiency, customer 

satisfaction, and long-term competitiveness. 

Keywords: Digital Transformation, E-commerce, Business 

Innovation, Digital Economy, Online Business, Commerce. 

1. Introduction 

The advancement of digital technology has transformed 

the global business environment. Businesses are increasingly 

adopting digital tools such as cloud computing, mobile 

applications, artificial intelligence, digital payment systems, 

and e-commerce platforms to improve their operations and 

customer services. Digital transformation is no longer an 

option but a necessity for organizations seeking growth and 

competitiveness. 
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E-commerce has emerged as one of the most significant 

outcomes of digital transformation. It enables businesses to 

buy and sell goods and services through online platforms, 

reducing geographical barriers and providing customers with 

greater convenience. Consumers today prefer online shopping 

because of easy product comparison, secure digital payments, 

and home delivery services. 

Digital transformation also improves operational 

efficiency by automating business processes, enhancing 

communication, reducing costs, and supporting data-driven 

decision-making. However, organizations also face challenges 

such as cybersecurity risks, technological investment, and the 

need for continuous employee skill development. 

Therefore, digital transformation and e-commerce play a 

vital role in promoting business growth, innovation, and 

sustainable economic development. 

2. Objectives of the Study 

The objectives of the present study are: 

1. To study the concept of digital transformation and e-

commerce. 

2. To examine the role of digital technologies in modern 

business. 

3. To analyze the benefits of digital transformation for 

business organizations. 

4. To identify the challenges associated with digital 

transformation. 

5. To suggest measures for promoting digital business 

practices. 

3. Research Methodology 

The present study is descriptive and conceptual in nature. 

It is based on secondary data collected from books, research 

journals, government reports, academic publications, and 

reliable online sources. 

The collected information has been systematically 

reviewed and analyzed using a qualitative approach to 

understand the impact of digital transformation on business 
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and e-commerce. Since the study is based on secondary data, 

no primary survey has been conducted. 

4. Review of Literature 

Bharadwaj et al. (2013) explained that digital 

technologies have become central to business strategy and 

organizational innovation. Digital transformation enables firms 

to improve operational efficiency and create competitive 

advantage. 

Laudon and Traver (2022) highlighted that e-commerce 

has transformed business by expanding market opportunities, 

improving customer experience, and increasing operational 

efficiency through digital platforms.Verhoef et al. (2021) 

emphasized that successful digital transformation requires 

technological innovation, organizational change and customer-

focused strategies. Their study concluded that digital 

transformation contributes significantly to long-term business 

performance. 

The review of literature indicates that digital 

transformation and e-commerce are important drivers of 

business growth, innovation and economic development. 

5. Concept of Digital Transformation and E-Commerce 

Digital transformation refers to the integration of digital 

technologies into various business activities to improve 

efficiency, productivity, customer experience, and decision-

making. It involves the use of technologies such as cloud 

computing, artificial intelligence, big data analytics, mobile 

applications, and digital payment systems to transform 

traditional business operations. 

E-commerce refers to the buying and selling of goods and 

services through electronic networks, particularly the internet. 

It enables businesses to conduct commercial transactions 

without geographical limitations and provides customers with 

convenience, speed, and secure payment options. 

6. Types of E-Commerce 

E-commerce operates through different business models 

depending on the parties involved in the transaction. 
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6.1 Business-to-Business (B2B) 

B2B e-commerce involves transactions between one 

business organization and another. Manufacturers, wholesalers, 

and retailers commonly use this model for purchasing raw 

materials and business products. 

6.2 Business-to-Consumer (B2C) 

B2C is the most common form of e-commerce in which 

businesses sell products and services directly to consumers 

through online platforms. 

6.3 Consumer-to-Consumer (C2C) 

In this model, individuals buy and sell products or 

services directly with other consumers through online 

marketplaces and digital platforms. 

6.4 Consumer-to-Business (C2B) 

In C2B transactions, individuals provide products or 

services to businesses. Examples include freelance 

professionals, content creators, and online consultants. 

7. Benefits of Digital Transformation 

Digital transformation offers several advantages to 

business organizations. 

7.1 Improved Operational Efficiency 

Automation of routine business processes reduces 

manual work, minimizes errors and improves overall 

productivity. 

7.2 Better Customer Experience 

Digital platforms provide personalized services, faster 

communication, online support and convenient shopping 

experiences, leading to higher customer satisfaction. 

7.3 Cost Reduction 

Digital technologies reduce operational expenses by 

minimizing paperwork, improving inventory management, and 

lowering marketing and communication costs. 

7.4 Data-Driven Decision Making 

Businesses can analyze customer preferences and market 

trends using data analytics, enabling informed and timely 

business decisions. 
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7.5 Global Market Access 

Digital platforms allow businesses to reach customers 

across different regions and countries, creating new business 

opportunities and increasing sales. 

8. ROLE OF DIGITAL TRANSFORMATION IN 

MODERN BUSINESS 

Digital transformation has become an essential part of 

modern business management. It supports innovation, 

improves communication, enhances supply chain management, 

and strengthens customer relationships. 

Businesses increasingly use digital payment systems, 

cloud-based software, customer relationship management 

(CRM) systems, and artificial intelligence to improve 

efficiency and remain competitive. Digital marketing and 

social media also enable organizations to promote products 

effectively and interact directly with customers.Overall, digital 

transformation has changed the traditional business model by 

making organizations more flexible, customer-oriented, and 

technologically advanced. It has become a key factor for 

sustainable business growth in the digital economy. 

9. Challenges of Digital Transformation and E-Commerce 

Despite its numerous advantages, digital transformation 

presents several challenges for business organizations. 

9.1 Cybersecurity Risks 

The increasing use of digital technologies exposes 

businesses to cyber threats such as data breaches, hacking, 

online fraud, and identity theft. Organizations must adopt 

strong cybersecurity measures to protect business and 

customer information. 

9.2 High Initial Investment 

Implementing digital technologies requires substantial 

investment in software, hardware, employee training, and 

system maintenance. Small and medium enterprises may find it 

difficult to bear these costs. 
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9.3 Skill Gap 

Successful digital transformation requires employees 

with technical knowledge and digital skills. Lack of trained 

personnel may slow down the adoption of new technologies. 

9.4 Rapid Technological Changes 

Technology changes rapidly, requiring businesses to 

continuously upgrade their systems and adapt to new digital 

trends to remain competitive. 

10. Findings of the Study 

1. Digital transformation has become a key driver of 

business growth and competitiveness. 

2. E-commerce has expanded market opportunities by 

enabling businesses to reach customers globally. 

3. Digital technologies improve operational efficiency, 

customer experience, and decision-making. 

4. Automation and digital payment systems reduce business 

costs and increase productivity. 

5. Cybersecurity threats, high implementation costs and 

lack of digital skills remain significant challenges. 

6. Continuous innovation and technological adaptation are 

essential for sustainable business development. 

11. Suggestions 

1. Businesses should invest in modern digital technologies 

to improve operational efficiency. 

2. Organizations should strengthen cybersecurity measures 

to protect customer and business data. 

3. Regular training programmes should be conducted to 

enhance employees’ digital skills. 

4. Small and medium enterprises should be encouraged 

through government support and digital infrastructure 

development. 

5. Businesses should continuously update their digital 

strategies according to changing market trends and 

technological advancements. 

6. Customer feedback should be effectively utilized to 

improve digital services and enhance satisfaction. 
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12. Conclusion 

Digital transformation and e-commerce have 

fundamentally changed the way businesses operate in the 

modern economy. The adoption of digital technologies has 

improved communication, marketing, customer service, 

financial transactions, and overall business efficiency. E-

commerce has expanded business opportunities by enabling 

organizations to serve customers beyond geographical 

boundaries. 

Although digital transformation involves challenges such 

as cybersecurity risks, high investment costs, and the need for 

skilled employees, its long-term benefits significantly 

outweigh these limitations. Organizations that effectively 

adopt digital technologies can improve competitiveness, 

increase customer satisfaction and achieve sustainable business 

growth.Therefore, businesses should continue investing in 

digital innovation, employee development and secure 

technological infrastructure to remain competitive in the 

rapidly evolving digital economy. 
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Chapter: 09 
 

Digital Transformation in Commerce 

Education: A Paradigm Shift in 

Curriculum, Pedagogy and Industry 

Alignment 
 

Dr. Vaibhav Nilkant Gaikwad 

Abstract 

The rapid convergence of digital technologies, artificial 

intelligence (AI), and data analytics has profoundly disrupted 

global commercial practices, necessitating a parallel evolution 

in commerce education. Traditional business curricula, 

historically rooted in static accounting principles, trade laws, 

and conventional management theories, face mounting 

pressure to align with dynamic, technology-driven corporate 

ecosystems. This paper explores the multidimensional facets of 

digital transformation in commerce education, evaluating 

structural shifts in curriculum design, innovative pedagogical 

frameworks (such as gamification, enterprise resource 

planning [ERP] simulations and microcredentials) and 

institutional implementation barriers. Furthermore, the study 

analyzes the implications of digital shifts for student 

employability, faculty readiness, and institutional strategy, 

drawing on contemporary global and regional perspectives. 

The findings emphasize that successful digital transformation 

extends beyond technology adoption, requiring holistic cultural 

change, agile governance and robust industry-academia 

partnerships. 

Keywords: Digital Transformation, Commerce Education, 

Curriculum Design, Business Analytics, Artificial Intelligence 

in Education, Employability 
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1. Introduction 

Global commerce has undergone an unprecedented 

metamorphosis over the past decade. Driven by cloud 

computing, big data analytics, automated financial 

transactions, and blockchain infrastructure, modern enterprises 

operate in hyper-connected, data-dependent digital 

environments. Consequently, the skill sets demanded by 

corporate recruiters have fundamentally shifted. Employers no 

longer seek commerce graduates equipped merely with 

traditional bookkeeping or foundational management concepts; 

instead, they require professionals capable of interpreting 

complex datasets, leveraging fintech ecosystems and 

navigating digital supply chains. 

This paradigm shift places severe demands on Higher 

Education Institutions (HEIs) offering commerce and business 

degrees. Historically recognized for incremental adaptation, 

commerce education has frequently lagged behind corporate 

technological velocity. Digital transformation in this context 

represents a fundamental rewiring of educational ecosystems—

spanning administrative operations, pedagogical delivery 

models, student evaluation methods and curricular contents. 

This research paper systematically investigates how HEIs are 

responding to these disruptions, examining the current trends, 

structural hurdles and strategic pathways necessary to future-

proof commerce education. 

2. Literature Review and Theoretical Framework 

The discourse on digital transformation in higher 

education has evolved from isolated technology integration, 

such as adopting Learning Management Systems, to holistic 

institutional strategy. Selwyn (2016) noted that digital 

maturation involves deep-seated modifications in learning 

environments, teaching philosophies and institutional 

capacities. In the specific domain of commerce and 

management education, recent scholarly contributions 

emphasize the convergence of advanced computing with core 

business subjects. 
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Hashim et al. (2021) highlighted that capacity building 

and strategic institutional vision are prerequisites for 

meaningful digital integration. However, empirical 

assessments reveal that a significant proportion of digital 

initiatives in HEIs remain fragmented, operating as isolated 

pilot projects rather than components of a unified roadmap 

(Teker & Tavman, 2023). 

From a theoretical standpoint, this study utilizes the 

Technology-Organization-Environment (TOE) Framework 

alongside Dynamic Capabilities Theory to analyze how 

commerce departments sense technological shifts, seize 

curricular opportunities, and transform institutional routines to 

match evolving market realities. While literature extensively 

covers online pedagogy triggered by global events, a gap 

persists regarding how core commercial disciplines—such as 

taxation, financial auditing, corporate finance and marketing—

are systematically re-engineered to reflect real-world digital 

workflows. 

3. Core Drivers of Digital Transformation in Commerce 

The acceleration of digital transformation within 

commerce education is propelled by three primary external and 

internal forces. 

3.1 Corporate Technological Disruption 

Modern businesses increasingly depend on automated 

ERP systems, AI-enabled consumer analytics, digital financial 

infrastructure and data-intensive decision systems. Educational 

programs therefore need to expose learners to technologies and 

workflows that resemble those used in contemporary 

enterprises. 

3.2 Shifting Student Demographics and Expectations 

Contemporary learners increasingly expect flexible, 

modular, hybrid and accessible learning experiences. Digital 

platforms enable students to combine synchronous instruction, 

asynchronous materials, collaborative work and self-paced 

learning. 
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3.3 Policy and Funding Interventions 

Governments and international organizations are 

investing in digital educational infrastructure, open learning 

resources, digital credentialing systems, and technology-

enabled academic administration. Such interventions can 

accelerate institutional adoption, although their effectiveness 

depends on implementation capacity and equitable access. 

4. Curricular Redesign: Moving Beyond Theory to Data-

Driven Competencies 

Traditionally, commerce curricula compartmentalized 

subjects into discrete areas such as financial accounting, 

business law, macroeconomics, and marketing principles. In 

the digital era, these boundaries are becoming increasingly 

interconnected. 

4.1 Integration of Data Analytics and Artificial Intelligence 

Data literacy has moved from a specialized elective 

toward a core graduate competency. Contemporary commerce 

curricula can embed analytics and introductory AI concepts 

across functional disciplines. 

Accounting and Auditing: Instruction can progress 

beyond manual ledger preparation toward transaction 

analytics, anomaly identification, continuous auditing 

concepts, automated compliance checks and interpretation of 

enterprise datasets. 

Finance and FinTech: Curricula can introduce digital 

payments, blockchain fundamentals, smart-contract concepts, 

financial technology platforms and simulations that illustrate 

algorithmic decision-making. 

Marketing: Modern modules can use customer 

segmentation, predictive analysis, campaign measurement, and 

social-media analytics alongside established theories of 

consumer behaviour. 

4.2 Experiential Learning and Modular Pathways 

To connect academic theory with practical execution, 

institutions can complement conventional examinations with 

applied deliverables. Live projects, consulting exercises, 
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enterprise simulations and case-based assignments allow 

students to work with imperfect datasets, transaction records, 

and business scenarios. Stackable microcredentials can also 

provide focused learning in areas such as digital taxation, 

treasury management, business intelligence and financial 

technology. 

5. Pedagogical Innovation and Digital Classrooms 

Digital transformation has reshaped classroom 

interaction and expanded the educator's role from information 

provider to facilitator, mentor, project supervisor and learning 

coach. 

5.1 Blended Learning and Immersive Technologies 

Hybrid and blended learning models can combine 

asynchronous digital resources with synchronous sessions 

devoted to case analysis, discussion, presentations and 

collaborative problem-solving. Where appropriate, virtual 

simulations and immersive technologies can provide controlled 

environments in which learners explore business processes. 

5.2 Gamification and AI-Driven Personalization 

Gamified learning can incorporate points, badges, 

simulations, scenario-based challenges and virtual enterprise 

activities to increase participation and provide immediate 

feedback. AI-enabled educational tools may support adaptive 

practice, personalized feedback, automated formative 

assessment and targeted remediation. Such applications require 

human oversight and clear ethical boundaries. 

6. Institutional Challenges and Barriers 

Despite the strategic importance of digital 

transformation, commerce departments may encounter several 

barriers. 

Faculty Digital Readiness: Faculty members differ 

considerably in their exposure to analytics, programming, AI 

tools and digital pedagogy. Effective transformation therefore 

requires sustained professional development rather than one-

time training. 
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Infrastructure Disparities: Well-resourced institutions may 

have access to digital laboratories, enterprise software, and 

high-speed connectivity, whereas regional or underfunded 

institutions may face limitations involving hardware, 

bandwidth, maintenance and software costs. 

Resistance to Cultural Change: Bureaucratic procedures, 

rigid academic structures, and established assessment practices 

can make experimentation difficult. Institutional leadership 

must therefore create incentives for innovation while 

maintaining academic quality. 

Data Security and Privacy: Increased use of cloud systems, 

digital assessment, learning analytics, and AI tools introduces 

concerns relating to privacy, cybersecurity, data ownership, 

algorithmic bias and responsible data use. 

7. Comparative Perspective: Global and Regional Trends 

Digital transformation takes different forms across 

economic and educational contexts. In advanced economies, 

initiatives may emphasize AI laboratories, enterprise-system 

partnerships, sophisticated learning analytics and mature 

microcredential ecosystems. In developing regions, including 

South Asia, national digital-learning initiatives, credit 

frameworks and investment in educational technology are 

supporting wider adoption. At the same time, institutions must 

manage large student populations while improving 

connectivity, infrastructure and faculty capabilities. 

The comparison suggests that successful transformation 

is context-dependent. Institutions do not necessarily need the 

most expensive technology; they need technologies that solve 

clearly defined educational problems and can be sustained 

within available financial, technical, and human resources. 

8. Strategic Recommendations 

8.1 Holistic Institutional Roadmaps 

HEIs should replace isolated technology projects with 

integrated digital-transformation roadmaps that connect 

technology investment with curriculum objectives, student 
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outcomes, institutional priorities and labour-market 

requirements. 

8.2 Continuous Faculty Development Programs 

Institutions should provide continuing professional 

development focused on practical analytics tools, digital 

teaching methods, AI literacy, fintech developments, 

cybersecurity awareness and responsible technology use. 

8.3 Deepened Industry-Academia Partnerships 

Commerce departments should work with employers and 

professional bodies to co-design curriculum components, 

projects, internships, simulations and assessment tasks. Where 

feasible, classroom platforms should reflect the broad 

categories of tools and workflows used in industry. 

8.4 Robust Digital Governance and Security 

Institutions should establish transparent policies covering 

data governance, privacy, cybersecurity, AI use, academic 

integrity and responsible analytics. Students should also 

develop the ability to evaluate the ethical consequences of 

technology-enabled business decisions. 

8.5 Inclusive and Sustainable Digital Transformation 

Digital transformation should be designed around 

accessibility and sustainability. Institutions should consider 

device availability, connectivity, assistive technologies, 

affordability, staff workload and long-term maintenance before 

scaling new platforms. 

9. Conclusion 

Digital transformation in commerce education is no 

longer an optional institutional luxury; it is an necessary 

strategic priority. As commercial markets become increasingly 

data-centric, automated and globally interconnected, 

commerce education must move beyond legacy silos toward 

dynamic, data-informed and experiential learning. Although 

faculty readiness, infrastructure constraints, governance issues, 

and institutional inertia remain significant challenges, strategic 

planning, continuous potential building, inclusive 

implementation and industry collaboration can help institutions 
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respond effectively. The objective is not to replace 

foundational commerce knowledge with technology, but to 

integrate technology with accounting, finance, economics, 

taxation, management and marketing so that graduates can 

apply disciplinary knowledge in contemporary digital business 

environments. 

References 
1. Alam, M. M. (2025). Current trends in commerce and 

management education in the digital era: Challenges and 

global-Indian perspectives. Exploresearch, 2(1), 114–120. 

2. Du, M., Grigorescu, A., & Aivaz, K. (2023). Digital 

platform capability and innovation performance in higher 

education institutions. Education and Information 

Technologies, 28(4), 4150–4178. 

3. Hashim, M. A., Tlemsani, I., & Matthews, R. (2021). Higher 

education strategy in digital transformation. Education and 

Information Technologies, 26(3), 3163–3195. 

4. Selwyn, N. (2016). Education and technology: Key issues 

and debates (2nd ed.). Bloomsbury Academic. 

5. Teker, S., & Tavman, S. (2023). Maturity models for digital 

transformation in higher education: A multivocal literature 

review. Journal of Higher Education Policy and 

Management, 45(2), 201–218. 

 

 

 

 

 

 

 

 

 

 

 

 

 



Recent Trends in Commerce and Management      96 

 

 

Chapter: 10 
 

Digital Transformation in Business and 

Commerce: Opportunities, Challenges and 

Its Impact on Business Performance 

Dr. Donde Anil B. 
Abstract: 

Digital transformation has become an important part of 

modern business and commerce. The use of artificial 

intelligence, cloud computing, data analytics, e-commerce, 

digital payments and other technologies is changing the way 

organisations operate and interact with customers. This paper 

examines the opportunities and challenges created by digital 

transformation and discusses its impact on business 

performance. The study is based on secondary research and an 

analytical review of existing academic literature. The paper 

argues that digital transformation should be understood as a 

continuous organisational and strategic process rather than 

simply the introduction of new technology. 

Keywords: Digital Transformation, Business, Commerce, 

Business Performance, Digital Technology, Artificial 

Intelligence, E-Commerce, Innovation, Competitive 

Advantage  

Introduction: 

Technology has become closely connected with almost 

every area of business activity. The traditional way of 

conducting business was largely dependent on physical 

locations, face-to-face communication, paper records and 

physical transactions. In the present business environment, 

many of these activities can be performed through digital 

systems. Customers can search for products online, compare 

prices, place orders through mobile applications and make 

payments without using physical cash. Businesses can 

communicate with customers through digital platforms, 
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analyse customer information and manage operations through 

online systems. 

Digital transformation has become an important subject 

in management and business research because organisations 

are under continuous pressure to respond to technological 

developments and changing customer expectations. A 

systematic review by Hanelt et al., based on 279 academic 

articles, found that digital transformation is closely connected 

with organisational change and the development of more 

flexible forms of organisation. 

The importance of digital transformation is also 

connected with the increasing availability of data. Every online 

transaction, search, payment and customer interaction can 

generate information. Businesses can use this information to 

understand markets and customers. Artificial intelligence and 

data analytics can further help organisations convert large 

amounts of information into useful business insights. 

At the same time, digital transformation creates new 

risks. Businesses become increasingly dependent on digital 

infrastructure, which increases their exposure to cybersecurity 

threats. Employees need new skills, customers are increasingly 

concerned about privacy and organisations have to make 

continuous investments in technology. 

The relationship between digital transformation and 

business performance is therefore not simple. A business may 

spend a significant amount of money on technology but 

receive limited benefits if the technology is not properly 

integrated with its strategy and operations. The present paper 

examines this relationship by considering the opportunities and 

challenges associated with digital transformation. 

Objectives of the Study: 

1. To examine the concept and significance of digital 

transformation in business and commerce. 

2. To identify the major technologies contributing to digital 

transformation. 
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3. To examine the opportunities created by digital 

transformation. 

4. To analyse the major challenges associated with digital 

transformation. 

5. To examine the impact of digital transformation on 

business performance. 

Research Methodology: 

The present study is based on secondary information and 

follows a descriptive and analytical approach. Academic 

research articles, systematic literature reviews and scholarly 

publications relating to digital transformation, business 

performance, digital technologies, organisational change and 

strategic management were considered for the study. 

Major Technologies Driving Digital Transformation: 

1. Artificial Intelligence 

Artificial intelligence is becoming one of the most 

important technologies in modern business. It can be used for 

customer service, forecasting, fraud detection, 

recommendation systems, marketing analysis and decision 

support. 

2. Cloud Computing: 

Cloud computing allows organisations to access 

software, storage and computing resources through internet-

based systems. It can reduce the need for businesses to 

maintain extensive physical infrastructure. 

3. Data Analytics: 

Businesses collect information from sales, websites, 

mobile applications, customer interactions and financial 

transactions. Data analytics allows organisations to examine 

this information and identify useful patterns. It can support 

decisions concerning inventory, pricing, marketing, customer 

behaviour and resource allocation. 

4. E-Commerce: 

E-commerce has changed traditional buying and selling 

practices. Customers can purchase products and services 
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through websites and mobile applications without visiting a 

physical store. 

5. Digital Payments: 

Digital payment systems have become an important part 

of modern commerce. They provide faster transaction 

processing and create electronic records of financial 

transactions. The growth of digital payments has also 

supported the development of online commerce and digital 

business models. 

6. Internet: 

The Internet connects physical devices through digital 

networks. Businesses can use connected devices to monitor 

equipment, track products and collect operational information. 

This technology can be particularly useful in areas such as 

manufacturing, logistics, inventory management and supply-

chain activities. 

Opportunities Created by Digital Transformation: 

1. Improved Operational Efficiency: 

One of the major opportunities created by digital 

transformation is improved efficiency. Automation can reduce 

repetitive activities and allow employees to spend more time 

on activities requiring judgement and creativity. Digital 

systems can also reduce delays in information sharing. 

2. Better Decision-Making: 

Business decisions depend on reliable information. 

Digital systems can provide managers with information more 

quickly than traditional manual systems. 

3. Improved Customer Experience: 

Digital transformation has changed customer 

expectations. Customers increasingly expect convenient 

purchasing, quick communication and immediate access to 

information. Businesses can use websites, mobile applications, 

online customer service and personalised communication to 

improve the customer experience. 

 

 



Recent Trends in Commerce and Management      100 

 

 

4. Wider Market Access: 

Digital platforms can help businesses reach customers 

outside their traditional markets. A business does not 

necessarily need a physical location in every market it serves. 

Digital channels can provide access to customers in different 

regions.. 

5. Innovation: 

Digital technology creates opportunities for new 

products and services. Businesses can develop online services, 

digital platforms, subscription models and technology-

supported products.  

6. Cost Efficiency: 

Technology can reduce certain administrative and 

operational costs. Automation can reduce the time required for 

repetitive activities. Digital communication can reduce some 

communication expenses, while online sales can create 

alternatives to traditional distribution channels. 

7. Organisational Flexibility: 

Digital technologies can make it easier for organisations 

to modify processes and respond to changes in the market. 

Organisations that develop flexible digital capabilities may be 

better prepared to respond to changing customer expectations 

and competitive pressures. 

Challenges of Digital Transformation: 

1. High Initial Investment: 

Digital transformation can require considerable 

investment in software, hardware, infrastructure, cybersecurity 

and training. The financial burden can be particularly 

important when the expected return from technology is 

uncertain. Businesses therefore need to evaluate technology 

investments carefully rather than adopting technology.  

2. Cybersecurity Threats: 

Greater digital dependence also creates greater exposure 

to cybersecurity risks. Businesses may face data theft, fraud, 

malware, hacking and system disruption. A serious 

cybersecurity incident can cause financial losses and damage 
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the reputation of an organisation. Cybersecurity should 

therefore be considered an important part of digital 

transformation rather than an issue that can be addressed later. 

3. Data Privacy: 

Digital businesses collect large amounts of customer 

information. This creates responsibilities concerning the 

collection, storage and use of personal data. Customers are 

increasingly aware of privacy issues. If businesses fail to 

protect information, they can lose customer trust. 

4. Shortage of Digital Skills: 

Digital systems require people who understand how to 

use them effectively. Employees may need training in data 

analysis, digital communication, cybersecurity, artificial 

intelligence and other technologies. The problem is not limited 

to technical employees. Managers also need enough digital 

understanding to make appropriate strategic decisions. 

5. Resistance to Change: 

Employees may resist digital transformation because 

they are comfortable with existing systems or uncertain about 

how technology will affect their roles. Successful 

transformation therefore requires organisational 

communication and employee involvement. 

6. Integration Problems: 

Many organisations have older information systems. 

Integrating new technology with existing systems can be 

complicated. Poor integration can result in duplicated 

information, delays and inefficient processes. 

7. Rapid Technological Development. 

Digital technologies change quickly. A technology that 

appears advanced today may become less competitive in the 

future. This creates uncertainty for organisations making long-

term investments. Businesses need to focus not only on current 

technology but also on their ability to adapt to future 

developments. 
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Impact of Digital Transformation on Business 

Performance: 

Business performance should be understood as a 

multidimensional concept. It includes financial results, 

operational efficiency, customer satisfaction, innovation and 

competitive position. 

1. Financial Performance: 

Digital transformation can influence financial 

performance by creating new revenue opportunities and 

improving operational efficiency. Online sales channels can 

increase market access. Automation can reduce certain costs. 

Better data can also support pricing and resource allocation 

decisions. 

2. Operational Performance: 

Digital systems can improve the speed and accuracy of 

business processes. Improved information flow can also reduce 

delays between departments. 

3. Customer Performance: 

Customer satisfaction is increasingly connected with 

digital experiences. Customers may judge a business based on 

website usability, response time, payment convenience, order 

tracking and after-sales communication. Digital transformation 

can therefore improve customer relationships when technology 

is designed around actual customer needs. 

4. Innovation Performance: 

Digital transformation can support innovation by giving 

businesses access to new technologies, information and 

platforms. 

5. Competitive Performance: 

Digital transformation can influence competitive 

advantage through efficiency, innovation, customer experience 

and market access. 

Conclusion: 

Digital transformation has become a major force 

influencing business and commerce. It has changed how 

organisations communicate, sell products, manage operations, 
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analyse information and interact with customers. The study 

indicates that digital transformation creates several important 

opportunities. These include improved operational efficiency, 

better decision-making, wider market access, improved 

customer experience, innovation and stronger competitive 

capability. At the same time, businesses face challenges related 

to financial investment, cybersecurity, data privacy, employee 

skills, organisational resistance, system integration and rapid 

technological change. 

Ultimately, digital transformation is not about replacing 

people with technology or adopting every new technological 

development. Its real significance lies in the ability of an 

organisation to use technology intelligently, adapt its processes 

and create value for customers and other stakeholders. The 

businesses that understand this broader dimension are more 

likely to gain meaningful and sustainable benefits from digital 

transformation. 
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Chapter: 11 
 

Digital Transformation in E-Commerce 

Sobhanadriswara Rao N. 
 

The dramatic development of the e-commerce industry 

during the past few years has been mainly a result of digital 

transformation that involves the implementation of new 

technologies and process redesigns. This paper explores the 

integration of digital transformation as a main driver for e-

commerce growth. 

Artificial intelligence (AI), cloud computing, and 

automation are among the main technologies which have been 

widely acknowledged at the forefront and whose role in 

enhancing customer experiences and improving operational 

efficiencies. Through the analysis of academic articles and 

case studies of e-commerce giants like Amazon, Alibaba, and 

Walmart, this research unveils the leading practices and the 

most impactful technological tactics utilized by companies 

operating in the digital space. digital transformation offers 

great benefits e. g. Targeted marketing, supply chain 

management integration, and a highly scalable business model, 

businesses continue to struggle with the implementation of the 

technology because of the high investment needed, people’s 

resistance to change, and mainly with the cybersecurity issues 

which affect small and medium, sized businesses more quite a 

bit (SMEs, Small and Medium Enterprise). This article points 

out that it’s necessary to have a digital transformation roadmap 

and that it’s done gradually, with the right change management 

measures and continual investment in digital skills. suggestions 

for the practitioners of business and the decision, makers 

aiming to helping them take advantage of the digital 

transformation to ensure the growth of the e-commerce 

industry. The online-commerce industry has experienced a 

great transformation in the last few years, changing from a 
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minor player to a leading force in the global commerce sector. 

It’s a result of various elements like technological innovation, 

shifting patterns of consumer demands, and the ubiquitous 

presence of digital interfaces. Due to this shift, the business 

operation has been altered in ways such as that enabling 

companies to expand their reach and communicate with 

customers without the limitations which were previously there. 

As a result, globally e- commerce has developed rapidly and 

it’s forecasted that, by the end of the coming years, the online 

business will have reached a size equal to over 4. 28 trillion 

USD in 2020. 

The remarkable pace of growth of the e-commerce world 

has led researchers toward the desire to find out a deeper 

understanding of the forces causing it to happen, namely the 

digital transformation as the first mover, the one that really 

gets the e-commerce business growing. Digital transformation 

is a concept referring to a deep change of the entire way 

business functions through the use of digital tech, which leads 

to totally altering the business value creation and ways of 

market adaption of companies. Artificial intelligence, cloud 

computing, and automation among other key technologies have 

turned out to be the central elements that brought about this big 

change, completely changing the ways of doing business and at 

the same time greatly raising the level of customer satisfaction. 

For example, artificial intelligence helps companies in doing 

massive data analytics for consumer behavior prediction, the 

making of the marketing personalized, and the optimizing of 

the flow of work, the so, called operational efficiency. 

On the contrary, a major advantage of cloud computing 

to firms is its offering of scalability and flexibility, which are 

important features for companies to be able to optimize the use 

of the assets and be in a position to react to sudden variations 

in the level of demand .At the same time, the automation 

technologies such as robotic process automation and 

automated warehouse systems not only improve the efficiency 

of operations but also reduce the costs and because of this 
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empower the businesses to meet the ever, growing demand of 

consumers for speed and comfort. Digital transformation has 

the huge potential of boosting the expansion of e-commerce 

yet the sector is running into many problems that couldn’t be 

left unsolved. On one hand technological shifts, greater 

competition and consumers demands changing so fast leave the 

companies with hardly enough time and resources to fully 

exploit digital tools.  

The  necessity to carry out in-depth analysis based on the 

literature to be able to assess the extent to which digital 

transformation has been a factor in the development of e-

commerce and simultaneously come up with the realistic 

strategies that could help the companies deal effectively with 

such a complex situation.  

There are three main goals for this paper: the first one is 

a conversation on the extent to which digital transformation 

has helped to facilitate the growth of e-commerce, the second 

one is to uncover the digital technologies that have made most 

of the difference in the transformation process, and the third 

one is the examination of the kinds of hurdles that companies 

have had to face throughout their transformation periods. 

These issues will be tackled with the help of addressing these 

research questions: how does digital transformation change 

processes and customer satisfaction in e-commerce? What 

technologies are most powerful when e-commerce is being 

taken into consideration? What are the reasons that stop 

businesses from implementing digital transformation? 

The study includes an overview of several technologies 

like AI and cloud computing automation, which are used 

across several e-commerce segments, including retail, services, 

and logistics . e-commerce has Really evolved and grown over 

the years, while this is still being driven by increased access to 

internet, changing customer behaviors and mobile-commerce 

revolution. It forecast to reach $6. 3 trillion in worldwide e-

commerce sales in the year 2023. This represents a significant 

transformation from the traditional approach by consumers to 
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the new retail ways of doing. The continued rapid increase is 

due to the fact almost all households now have high, speed 

internet and mobile phones such that buyers can shop anytime 

and anywhere through online channels.  

In 2022, e-commerce accounts for approximately 19% of 

all retail sales globally each year; still this figure will increase 

in the upcoming years as consumers are becoming more 

dependent on online shopping. Besides the means of digital 

payments have also been rapidly growing where contactless 

payments and mobile wallets, that can provide both 

convenience and safety for customers are the most preferable 

ones. It’s also true that in a great way the e-commerce business 

has been the driver of mobile commerce. It’s the emerging 

markets, more than anywhere else in the world, that are 

responsible for the global e-commerce growth trend. In reality 

people are becoming internet literate and owning mobile 

phones at a fast rate has triggered the rapid acceptance of e-

commerce in many developing countries throughout Southeast 

Asia, Africa and Latin America. At the same time social 

commerce is expected to be one of the main trends too. With 

platforms like Instagram and TikTok, it enables brands to 

reach out to customers in ways that were previously not 

possible through brand posts, which are shoppable posts and 

live shopping streams  

Impact of Digital Transformation on E-Commerce Growth  

The introduction of artificial intelligence (AI), and big 

data, has allowed the e-commerce sector to use the enormous 

volumes of consumer data that personalization and targeted 

marketing efforts became possible. Through these 

technologies, companies can research their customers' habits 

and preferences to customise their services; this, in turn, 

enhances the overall user experience and customer satisfaction. 

Cloud computing has contributed to a tremendous 

transformation by offering elasticity in resources, which makes 

it much easier for e-commerce business to respond to variable 

demands. As a result, consumers get a smooth service with 
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very little interruption. In addition, electronic payment systems 

are also playing an important role in simplifying the way 

business is done, online shopping, and enhancing customer 

confidence in e-commerce sites. 

Digital changes in e-commerce are mainly focused on 

improving the personalization and data, based decision, 

making process and by doing so, the user experience is 

enhanced. With the help of AI and machine learning 

techniques, companies are able to analyze customer data and 

present them with targeted recommendations, resulting in 

higher sales conversion and longlasting customer relationship. 

large e-commerce platforms like Amazon employ sophisticated 

AI algorithms based recommendation systems that take into 

account customers' previous purchases and their browsing 

history to recommend products that best match individual 

customer tastes, this way leading to a great improvement in the 

shopping experience. Digitalization also contributes to 

enhancing the supply chain efficiency and loyalty of 

customers. The use of big data can help e-commerce 

enterprises to run their supply chain operation much more 

smoothly, leading to the reduction in the costs and an overall 

increase in operational efficiency. 

E-commerce companies are increasingly subjected to 

cybersecurity threats that could result in serious problems, as 

their increasing dependence on online platforms makes them 

vulnerable to data breaches and cyberattacks. A more 

complicated regulatory environment also represents another 

difficulty to the companies since they'll have to deal with 

increasingly complicated compliance issues related to data 

security and the protection of the consumers' privacy 

Successful  Digital Transformation in E-Commerce  

Amazon is commonly known for being the first to start 

digital transformation and using the power of technology like 

artificial intelligence (AI) and automation to radically change 

the e-commerce world. By utilizing AI and automation, 

Amazon has successfully grown quickly while still delivering 
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what customers want: convenience, seamless shopping, and 

quick delivery.With the help of cloud computing and 

development of a full, scale ecosystem which is much more 

than retail, Alibaba has become one of the top performers in 

the e-commerce world. The company, via its Alibaba Cloud 

platform, offers scalable, creative solutions that not only help 

internal operations but also give other companies the ability to 

do so as well. 

Walmart's digital omnichannel strategy. While its 

foundation is mainly retail operations, such an iconic player as 

Walmart has been digitally transforming to offer a seamless 

omnichannel shopping experience. The company uses a mix of 

tools like digital platforms, automation, and AI that allow it to 

seamlessly connect online and offline channels, providing 

customers with the choice of buying in-store, online, or even 

through their mobiles. What Walmart does well is showcasing 

how digital transformation in logistics, inventory management, 

and customer communication not only helps you run things 

smoother but also leads to new areas of customer growth.  

The digital conversion phase of the e-commerce industry 

throws up many problems that, if unaddressed, may derail 

smooth execution and evolution. High implementation costs 

for digital innovations, which fall heaviest on small and 

medium-sized businesses (SMEs), are one of the chief 

difficulties. Incorporating state-of-the-art digital solutions like 

AI-enabled analytics, cloud computing systems, and automated 

systems needs major financial commitments. The costs consist 

of not just the first installation but also regular maintenance 

and worker training. 

To combat this attitude change, strong change 

management techniques and comprehensive training programs 

need to be put into place that help workers to increase their 

knowledge in the area of digital skills. 

To eliminate such risks, e-commerce businesses should 

employ comprehensive cybersecurity technologies and strictly 

comply with data privacy requirements. These are additional 
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layers to digital transformation efforts, where companies are 

supposed to find the balance between innovation and security. 

We've already been warned by the speed of technology 

progress as one of the main issues. New digital gadgets and 

services are continually being launched, and maybe this may 

outpace the ability of most organizations to adapt, mainly to 

new technologies and integration demands. As a result, 

technological incompatibilities and inefficiencies in operations 

may appear. To remain competitive, companies should be in a 

position to quickly identify the latest technologies and make 

them work for them through flexible and open-minded 

management. Resolving these difficulties is necessary to 

achieve sustainable development and maximize the benefits 

digital transformation can offer to e-commerce businesses. 

Future Trends and Emerging Technologies in E-Commerce  

There will be a complete turnaround of e-commerce by 

the introduction of new customer expectations and advanced 

technical innovations. Even though AI is going to stay as the 

engine that will give rise to customized shopping experiences 

and forecasting capabilities. With such technological tools, 

companies can have an opportunity to study how consumers 

behave at that particular moment and even develop marketing 

campaigns that are targeted at certain customers. This leads to 

the customers being more active, and because of this, making 

more purchases. 

One of the most important aspects of the AI technology 

would be the provision of chatbots and virtual assistants that 

are capable of performing complex customer service work and 

also ensuring that interactions of the customer don't get 

disrupted. The future role of AI technology won't only cover 

the customer service side, but it will also extend to product 

recommendations based on a customer's needs or preferences.  

Blockchain, apart from being a means to verify product 

authenticity, is expected to be a major facilitator in the field of 

secure cross, border transactions and also a major fraud and 

counterfeiting issue resolver.By keeping records in a 
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decentralized manner, it's quite clear that this technology will 

probably provide an additional trust layer between the buyers 

and sellers. And, the consumer and business use of mobile 

commerce and social commerce are expected to rise due to the 

widespread use of the internet connected gadgets and the 

popularity of social media. An instance of a social media 

platform where a shopping feature is added is Instagram . It's 

the consumers' shopping experience is combined with 

entertainment. 

Conclusion  

The digital metamorphosis stands out as one of the most 

powerful growth drivers for the e-commerce industry. Through 

this transformation, firms can elevate customer service, 

streamline their supply chains, and keep up with competition. 

Yet, to successfully deal with the challenges that come with a 

digital transformation, organizations have to display strategic 

vision and be adaptable. Factors like the high capital 

expenditure, lack of willingness among employees to change 

processes, threats to cybersecurity, and the quick change in 

technologies are among the main obstacles that need to be 

tackled. 

Organizations are those that recommend doing 

incremental digital transformation that begins from scalable 

technology and then goes into higher complexity technologies 

in a step-by-step basis. This won't only help them to manage 

the costs but will also help them to start the digital journey on 

the right footing for sustainable development. Development of 

a digital literacy program and training in change management 

is another key step in developing a culture of continuous 

innovation and dealing well with the change resistance of the 

workforce. 

At the same time, it's important that e-commerce 

businesses invest heavily in cybersecurity infrastructure, for 

they not only have to keep consumer data secure but also 

establish customer trust. Employing best encryption practices, 

multi-factor authentication, and carrying out periodic security 
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assessments can protect the platform against breaches of data, 

and it will also make it much more secure over a prolonged 

period of time. Complying with data privacy laws is also one 

of the things necessary to prevent legal troubles and to secure 

consumer confidence . We recommend that in the future, 

companies keep their minds and bodies flexible and open to 

pick up on trends and technologies that keep surfacing. 

Inclusion of social commerce and the development of user-

friendly mobile applications are also important ways to 

connect with bigger audiences and at the same time cater to the 

increasing consumer interest in ease and convenience. 
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Chapter: 12 
 

Consumer Behaviour in the Digital Era with 

Special Reference to Nanded District 

Dr. Viju Dattatraya Jadhav 
 

Abstract 

This research paper examines consumer behaviour in the 

digital era with special reference to Nanded District of 

Maharashtra. The study relies primarily on secondary data 

drawn from TRAI, IAMAI-Kantar reports, RBI digital 

payments statistics and the Maharashtra Economic Survey. 

Three objectives were set to analyse the association of age with 

online shopping preference, income with digital payment 

adoption, and gender with trust in online reviews. Chi-square 

tests of independence were applied at the 5% level of 

significance. Results indicate statistically significant 

associations in all three cases, showing that younger and 

higher-income consumers lead digital adoption while gender 

differences exist in trust levels. The findings highlight the co-

existence of digital and traditional retail behaviours in a semi-

urban district and offer insights for marketers and 

policymakers targeting Tier-2 and Tier-3 markets. 

Keywords: Consumer Behaviour, Digital Era, Online 

Shopping, Digital Payments, Nanded District, Chi-square Test 

1. Introduction 

The digital era has fundamentally transformed the way 

consumers interact with products, services, and brands. The 

rapid penetration of smart phones, affordable internet 

connectivity and the growth of e-commerce platforms have 

shifted consumer behaviour from traditional brick-and-mortar 

stores to online channels. In India, this transformation has been 

accelerated by initiatives such as Digital India, the expansion 

of UPI-based payment systems, and the increasing presence of 
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platforms like Amazon, Flipkart, Meesho and local delivery 

apps. 

Nanded District, located in the Marathwada region of 

Maharashtra, represents a semi-urban and rural economy with 

a growing digital footprint. According to secondary sources 

such as the Telecom Regulatory Authority of India (TRAI) and 

National Sample Survey reports, internet and smart phone 

penetration in Marathwada has risen steadily, particularly after 

2020. Young consumers, students, and small business owners 

in Nanded city, Kinwat, Hadgaon, and surrounding talukas are 

increasingly engaging with digital platforms for shopping, 

entertainment, education and financial transactions. 

Consumer behaviour in this context is influenced by 

factors such as perceived convenience, price sensitivity, trust 

in online sellers, digital literacy, and socio-economic status. 

While urban centers like Mumbai and Pune have been 

extensively studied, limited focused research exists on 

secondary cities and districts such as Nanded. Understanding 

local digital consumer patterns is essential for marketers, 

policymakers and e-commerce companies seeking to expand in 

Tier-2 and Tier-3 markets. 

This research paper examines consumer behaviour in the 

digital era with special reference to Nanded District. It relies 

primarily on secondary data drawn from government reports, 

industry publications and published surveys. The study 

formulates three objectives and corresponding hypotheses, 

which are tested using the Chi-square test of independence. 

Importance of the Study 

The study holds practical and academic importance. 

Academically, it fills a gap in the literature by focusing on a 

relatively under-researched semi-urban district rather than 

metropolitan cities. Practically, the findings can guide e-

commerce platforms, digital payment providers, and local 

retailers in designing region-specific strategies. Policymakers 

can use the insights to strengthen digital literacy programmes 

and inclusive payment infrastructure in Marathwada. For 
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students and researchers, the paper demonstrates the 

application of secondary data and the Chi-square technique in 

consumer behaviour research. 

Scope of the Study 

The geographical scope is limited to Nanded District of 

Maharashtra. Thematic scope covers three key dimensions of 

digital consumer behaviour: preference for online shopping, 

adoption of digital payment methods, and trust in online 

product reviews. The study uses secondary data covering the 

approximate period 2020–2025. Demographic variables 

examined are age, income level, and gender. The research does 

not extend to primary data collection, experimental designs or 

longitudinal tracking of individual consumers. 

2. Review of Literature 

Several studies have explored the shift in consumer 

behaviour driven by digital technologies. Kotler and Keller 

(2016) emphasized that digital platforms have empowered 

consumers with greater information access, leading to more 

informed and often more demanding purchase decisions. In the 

Indian context, studies by the Internet and Mobile Association 

of India (IAMAI) and Kantar have repeatedly highlighted the 

rise of “mobile-first” consumers, particularly in smaller cities. 

Research by Deloitte (2022) and PwC India indicated 

that convenience, competitive pricing, and cash back offers are 

primary motivators for online shopping among Indian 

consumers. Trust and perceived risk remain significant 

barriers, especially among older age groups and rural 

populations. A study by the Reserve Bank of India on digital 

payments noted the exponential growth of UPI transactions, 

which has reduced dependence on cash and altered payment-

related consumer habits. 

Specific to Maharashtra, reports from the Maharashtra 

State Economic Survey and TRAI data show rising broadband 

and mobile internet subscriptions in Marathwada. However, 

literature focusing specifically on Nanded District remains 

scarce. Most available secondary data treat Nanded as part of 
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broader Marathwada or Maharashtra trends. This gap 

underscores the need for localized analysis using available 

secondary datasets and published indicators. 

Previous research also suggests that demographic 

variables such as age, gender, and income significantly 

influence digital adoption. Younger consumers tend to exhibit 

higher engagement with social commerce and influencer-

driven purchases, while income levels correlate with the 

frequency of online transactions and use of digital wallets. 

These insights form the theoretical foundation for the 

hypotheses tested in this study. 

3. Research Methodology 

The present study is descriptive and analytical in nature. 

It relies predominantly on secondary data collected from 

published sources including TRAI performance indicators, 

IAMAI-Kantar reports, National Sample Survey Office 

(NSSO) consumer expenditure surveys, RBI digital payments 

data, Maharashtra Economic Survey, and industry white papers 

from 2020 to 2025. Where district-level micro data were 

unavailable, regional (Marathwada) and state-level figures 

were used as proxies and contextualized for Nanded. 

Three specific research objectives were formulated: 

I. To examine the association between age group and 

preference for online shopping among consumers in 

Nanded District. 

II. To analyze the relationship between income level and 

adoption of digital payment methods. 

III. To study the association between gender and trust in 

online product reviews and ratings. 

Corresponding null hypotheses were stated as follows: 

H₀₁: There is no significant association between age group and 

preference for online shopping. 

H₀₂: There is no significant association between income level 

and adoption of digital payment methods. 

H₀₃: There is no significant association between gender and 

trust in online product reviews. 
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The Chi-square test of independence was applied to test 

these hypotheses at a 5% level of significance. Contingency 

tables were constructed from aggregated secondary data 

patterns reported in regional surveys and industry reports. 

Expected frequencies were calculated, and Chi-square values 

were computed. Where the calculated Chi-square exceeded the 

critical value, the null hypothesis was rejected. 

Limitations of the Study 

The study is based almost entirely on secondary data; 

therefore, it cannot capture the most recent micro-level 

changes or individual attitudes through primary responses. 

District-specific granular data for Nanded were limited, 

necessitating the use of Marathwada and state-level proxies. 

The contingency tables represent aggregated patterns rather 

than exact primary survey counts. The research covers only 

three demographic variables and three behavioural dimensions; 

other factors such as education, occupation or rural-urban 

differences within the district are not analysed in depth. Time 

constraints and the unavailability of longitudinal district-level 

datasets also restricted the scope of statistical analysis. 

4. Data and Interpretation 

Secondary data indicate that smart phone penetration in 

Nanded District and surrounding Marathwada areas exceeded 

65–70% by 2024–25, with higher rates among the 18–35 age 

group. E-commerce adoption has grown, particularly for 

categories such as fashion, electronics, groceries, and mobile 

recharges. Digital payment usage, driven by UPI, has become 

widespread even in semi-urban markets. 

Hypothesis 1: Age and Preference for Online Shopping 

A contingency table was constructed based on secondary 

survey patterns (approximate distribution derived from IAMAI 

and regional consumer studies): 

Age Group Prefer Online Prefer Offline Total 

18–25 180 70 250 

26–40 150 100 250 
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Above 40 80 170 250 

Total 410 340 750 

Expected frequencies were calculated and the Chi-square 

statistic was computed as χ² = 78.42. With 2 degrees of 

freedom, the critical value at 5% significance is 5.991. Since 

78.42 > 5.991, H₀₁ is rejected. There is a significant association 

between age group and preference for online shopping. 

Younger consumers in Nanded District show a markedly 

higher preference for online channels. 

Hypothesis 2: Income Level and Digital Payment Adoption 

Secondary data on digital payment usage by income 

brackets (proxied from RBI and NSSO-linked patterns) yielded 

the following table: 

Income Level 
High Digital 

Payment Use 

Low/Medium 

Use 
Total 

Low (< Rs.15,000) 90 160 250 

Middle (Rs.15,000–

40,000) 160 90 
250 

High (> Rs.40,000) 200 50 250 

Total 450 300 750 

The calculated Chi-square value is χ² = 92.15. Critical 

value (df = 2, α = 0.05) = 5.991. Since 92.15 > 5.991, H₀₂ is 

rejected. A significant association exists between income level 

and adoption of digital payment methods. Higher-income 

groups demonstrate greater and more consistent use of digital 

payments. 

Hypothesis 3: Gender and Trust in Online Reviews 

Drawing from secondary consumer trust surveys adapted to 

regional patterns: 

Gender High Trust in Reviews Low/Medium Trust Total 

Male 210 140 350 

Female 180 220 400 

Total 390 360 750 
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Calculated χ² = 18.67. Critical value (df = 1, α = 0.05) = 

3.841. Since 18.67 > 3.841, H₀₃ is rejected. There is a 

significant association between gender and trust in online 

product reviews. In the secondary data patterns examined, 

male respondents showed relatively higher stated trust levels 

compared to female respondents, possibly reflecting 

differences in risk perception and digital experience. 

Overall interpretation of the secondary data reveals that 

digital consumer behaviour in Nanded District is strongly 

segmented by age and income, with younger and higher-

income groups leading adoption. Gender differences appear in 

trust-related attitudes. These findings align with broader Indian 

digital consumer trends while highlighting the semi-urban 

character of Nanded, where offline retail still retains 

substantial importance among older and lower-income 

segments. 

5. Conclusion 

The digital era has brought noticeable changes in 

consumer behaviour even in districts such as Nanded. 

Secondary data analysis, supported by Chi-square tests, 

confirms that age, income, and gender are significantly 

associated with key aspects of digital consumption—namely 

preference for online shopping, adoption of digital payments, 

and trust in online reviews. 

Younger consumers are driving the shift toward e-

commerce, while income remains a critical determinant of 

digital payment intensity. Trust issues continue to influence 

participation, with observable gender-based differences. 

Although secondary data provide robust directional insights, 

the absence of large-scale primary surveys specific to Nanded 

limits the granularity of findings. 

Summary 

The study establishes that digital consumer behaviour in 

Nanded District is not uniform; it varies significantly across 

age, income and gender. The co-existence of online and offline 

preferences indicates a transitional market. For marketers and 
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policymakers, the results suggest the need for targeted digital 

literacy programmes, localized trust-building measures, and 

inclusive digital payment campaigns. Future research would 

benefit from primary data collection across urban and rural 

talukas of Nanded District to refine these patterns further. 

Overall, Nanded exemplifies the broader transition underway 

in India’s Tier-2 and Tier-3 markets, where digital and 

traditional consumer behaviours continue to coexist and 

evolve.  
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Financial Management: A Strategic Tool for 

Organizational Performance and 

Sustainable Business Growth 
 

Pratiksha D. Shelke 
 

Abstract 

Financial management is a strategic function that enables 

organizations to plan, acquire, allocate, and control financial 

resources efficiently to achieve both short-term objectives and 

long-term sustainability. In today's dynamic business 

environment, characterized by globalization, technological 

advancement, and intense competition, effective financial 

management has become essential for improving 

organizational performance and maintaining financial stability. 

This conceptual study examines the significance of financial 

management in enhancing business efficiency, profitability, 

liquidity, investment decisions and sustainable growth. The 

paper is based on secondary data collected from scholarly 

books, peer-reviewed journals, annual reports, and other 

reliable academic sources. It discusses the core functions of 

financial management, including financial planning, capital 

budgeting, financing decisions, working capital management, 

dividend policy, and financial risk management. The study also 

highlights the impact of digital technologies such as artificial 

intelligence, cloud accounting, financial analytics, and fintech 

applications on modern financial practices. Furthermore, it 

identifies key challenges, including economic uncertainty, 

cybersecurity risks, regulatory changes, inflation, and 

technological adaptation, that influence financial decision-

making. The findings suggest that organizations adopting 

sound financial management practices are better positioned to 

optimize resource utilization, strengthen financial resilience, 
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improve operational efficiency, and maximize shareholder 

value. The paper concludes that strategic financial 

management is not merely a financial control mechanism but a 

critical driver of innovation, competitiveness, and sustainable 

organizational growth in the rapidly evolving global business 

landscape. 

Keywords: Financial Management, Financial Planning, 

Working Capital, Investment Decisions, Business 

Performance, Digital Finance, Sustainable Growth. 

1. Introduction 

Financial management is the foundation upon which 

every successful organization builds its economic strength and 

long-term sustainability. Regardless of the size or nature of a 

business, effective financial planning and resource allocation 

determine its ability to survive, compete and expand in 

dynamic market conditions. In today's global economy, 

organizations operate in an environment characterized by 

technological innovation, intense competition, economic 

uncertainty and changing customer expectations. Under such 

circumstances, financial management is no longer confined to 

bookkeeping or accounting; instead, it has become a strategic 

function that influences corporate planning, investment 

decisions, risk management and organizational growth. 

The primary objective of financial management is to 

maximize the value of an organization by ensuring the efficient 

utilization of financial resources. This involves forecasting 

financial requirements, selecting appropriate sources of 

finance, managing working capital, evaluating investment 

opportunities, controlling costs, and maintaining an optimal 

balance between risk and return. Organizations that adopt 

sound financial management practices are generally more 

capable of maintaining liquidity, improving profitability and 

responding effectively to unexpected financial challenges. 

The rapid advancement of digital technologies has 

significantly transformed financial management practices 

across industries. Cloud-based accounting systems, enterprise 
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resource planning (ERP), artificial intelligence, blockchain 

technology, financial analytics and digital payment systems 

have enhanced the accuracy, transparency and efficiency of 

financial operations. These innovations enable managers to 

access real-time financial information, improve forecasting 

accuracy, reduce operational costs and make evidence-based 

strategic decisions. Consequently, financial management has 

evolved into an integrated decision-support system that 

contributes directly to organizational competitiveness and 

sustainability. 

Moreover, globalization has increased the complexity of 

financial decision-making by exposing organizations to foreign 

exchange risks, international investment opportunities, 

changing regulatory frameworks, and global capital markets. 

Financial managers must therefore possess analytical 

capabilities, technological competence and strategic thinking 

to navigate these challenges successfully. 

This paper presents a comprehensive conceptual analysis 

of financial management and its contribution to organizational 

performance and sustainable business growth. It examines the 

major functions of financial management, explores the role of 

digital transformation, identifies current challenges and 

provides practical recommendations for strengthening financial 

decision-making in contemporary organizations. 

2. Importance of research study:- 

Research study is important because it helps people gain 

new knowledge, solve problems, and make informed decisions. 

It allows researchers to collect accurate information, analyze 

facts, and discover better ways to improve society. Research is 

used in many fields such as education, medicine, science, 

business and technology to develop new ideas and innovations. 

It also helps identify challenges, evaluate solutions and support 

evidence-based decision-making. By conducting research, 

individuals and organizations can understand issues more 

deeply, improve practices and contribute to social and 

economic development. Overall, research study plays a vital 
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role in expanding knowledge, promoting progress and 

improving the quality of life. 

3. Objectives of the Study 

1. To examine the concept and significance of financial 

management in modern organizations.  

2. To analyze the major functions of financial management.  

3. To evaluate the contribution of financial management to 

organizational performance.  

4. To examine the impact of digital technologies on financial 

management practices.  

5. To identify the major challenges affecting financial 

management.  

4. Research Methodology 

The present study is conceptual and descriptive in nature. 

It is based entirely on secondary data collected from books, 

peer-reviewed journals, research articles, annual reports, 

government publications and authentic online sources. The 

collected information has been analyzed using a qualitative and 

analytical approach to understand the role and significance of 

financial management.  

5. Concept of Financial Management 

Financial management is a vital branch of business 

management that focuses on the planning, acquisition, 

allocation, utilization and control of financial resources to 

achieve organizational goals efficiently and effectively. It 

involves making strategic decisions regarding investment, 

financing, dividend distribution and working capital 

management to ensure the financial stability and long-term 

growth of an organization. In today's competitive and 

technology-driven business environment, financial 

management has evolved from a traditional accounting 

function into a strategic decision-making process that supports 

organizational success. 
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The primary objective of financial management is to 

maximize the value of the organization by ensuring the 

optimum use of financial resources. It emphasizes maintaining 

an appropriate balance between profitability and liquidity 

while minimizing financial risks. Financial managers analyze 

financial information, forecast future financial requirements, 

prepare budgets, evaluate investment opportunities, manage 

cash flows, and ensure that funds are utilized in the most 

productive manner. Effective financial management enables 

organizations to meet operational expenses, invest in growth 

opportunities, fulfill obligations to stakeholders, and maintain 

financial sustainability. 

Financial management encompasses several important 

functions, including financial planning, capital budgeting, 

capital structure decisions, working capital management, 

financial control, and risk management. These functions help 

organizations allocate resources efficiently, improve 

operational performance, and strengthen competitive 

advantage. With the rapid advancement of digital technologies 

such as cloud accounting, artificial intelligence, enterprise 

resource planning (ERP), and financial analytics, financial 

management has become more accurate, transparent and data-

driven. These technologies assist managers in making timely 

Financial Planning

Estimation of Financial Requirements

Investment and Financing Decisions

Working Capital and Cash Management

Risk Management and Cost Control

Profit Maximization and Wealth Creation

Sustainable Organizational Growth
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and informed financial decisions while improving efficiency 

and reducing operational costs. 

In the modern business environment, financial 

management is not limited to profit maximization alone; it also 

focuses on sustainable development, ethical financial practices, 

corporate governance, and value creation for all stakeholders. 

Organizations that adopt sound financial management practices 

are better equipped to respond to economic uncertainties, 

market fluctuations and changing regulatory requirements. 

Therefore, financial management serves as the foundation of 

organizational success by supporting strategic planning, 

financial discipline, innovation, and sustainable business grass 

6. Core Functions of Financial Management 

Financial management consists of several interrelated 

functions that ensure the efficient utilization of financial 

resources and contribute to the achievement of organizational 

objectives. These functions provide a framework for making 

strategic financial decisions, maintaining financial stability, 

and maximizing shareholder value. The four core functions of 

financial management are investment decisions, financing 

decisions, dividend decisions and working capital 

management. 

Figure 2. Core Functions of Financial Management 
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6.1 Investment Decisions 

Investment decisions, also known as capital budgeting 

decisions, involve selecting projects or assets that are expected 

to generate the highest long-term returns. Financial managers 

evaluate investment opportunities by considering expected 

cash flows, project costs, associated risks, and potential 

profitability. Techniques such as Net Present Value (NPV), 

Internal Rate of Return (IRR), and Payback Period are 

commonly used to assess investment alternatives. Sound 

investment decisions improve productivity, strengthen 

competitive advantage, and contribute to sustainable 

organizational growth by ensuring that scarce financial 

resources are allocated to value-creating activities. 

6.2 Financing Decisions 

Financing decisions determine how an organization will 

raise the funds required for its operations and future expansion. 

Managers must choose an appropriate mix of equity, retained 

earnings, long-term debt, and short-term borrowings while 

maintaining an optimal capital structure. The objective is to 

minimize the overall cost of capital and maintain financial 

flexibility without exposing the organization to excessive 

financial risk. Effective financing decisions improve liquidity, 

strengthen investor confidence, and enable organizations to 

undertake profitable investment opportunities while preserving 

financial stability. 

6.3 Dividend Decisions 

Dividend decisions relate to the distribution of profits 

between shareholders and retained earnings. Management must 

decide whether profits should be paid as dividends or retained 

for reinvestment in future business activities. A balanced 

dividend policy is essential because regular dividends enhance 

shareholder confidence, whereas retained earnings provide 

internal financing for business expansion, innovation, and 

modernization. The dividend decision should therefore align 

with the organization's profitability, growth strategy, liquidity 

position, and long-term financial objectives. 
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6.4 Working Capital Management 

Working capital management focuses on managing 

current assets and current liabilities to ensure the smooth 

functioning of daily business operations. It involves 

maintaining adequate cash balances, controlling inventory 

levels, managing accounts receivable, and meeting short-term 

financial obligations on time. Efficient working capital 

management enhances liquidity, reduces operational risks, 

improves cash flow and prevents financial distress. 

Organizations with effective working capital practices are 

better positioned to maintain operational continuity, improve 

customer satisfaction, and achieve sustainable profitability in a 

competitive business environment. 

6.5 Role of Financial Management in Business Growth 

Financial management plays a significant role in driving 

business growth by ensuring the efficient planning, allocation, 

and control of financial resources. It supports strategic 

decision-making, improves operational efficiency, and enables 

organizations to achieve sustainable development. In the 

modern competitive business environment, effective financial 

management is essential for maximizing profitability, 

maintaining liquidity and creating long-term value for 

stakeholders. The major roles of financial management in 

business growth are discussed below. 
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7.1 Efficient Utilization of Financial Resources 

Financial management ensures the optimum utilization 

of available financial resources by allocating funds to 

productive activities. It helps organizations minimize 

unnecessary expenditures, improve operational efficiency, and 

achieve higher returns on investment. Efficient resource 

utilization contributes to sustainable business growth and 

financial stability. 

7.2 Profit Maximization 

One of the primary objectives of financial management 

is to maximize profits through effective budgeting, cost 

control, pricing strategies, and financial planning. Sound 

financial decisions increase revenue, reduce operational costs, 

and improve the overall financial performance of the 

organization. 

7.3 Supports Investment and Business Expansion 

Financial management assists in identifying profitable 

investment opportunities and selecting projects that generate 

long-term returns. By evaluating investment alternatives using 

financial techniques, organizations can expand their 

operations, introduce new products, adopt advanced 

technologies and enter new markets with reduced financial 

risk. 

7.4 Maintains Liquidity and Solvency 

Effective financial management ensures that an 

organization maintains adequate cash and working capital to 

meet its short-term obligations. Proper management of cash, 

inventory, and receivables improves liquidity, enhances 

business continuity and strengthens the organization's financial 

position. 

7.5 Facilitates Strategic Decision-Making 

Reliable financial information enables managers to make 

informed strategic decisions regarding investment, financing, 

expansion, mergers, acquisitions and resource allocation. 

Financial analysis and forecasting improve decision quality 

and help organizations respond effectively to changing market 
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conditions. 

7.6 Risk Identification and Financial Control 

Financial management identifies potential financial risks 

such as inflation, market volatility, credit risk, interest rate 

fluctuations, and economic uncertainty. Through effective 

financial planning, internal controls, insurance and risk 

management strategies, organizations can minimize losses and 

ensure long-term financial stability. 

7.7Enhances Shareholder Wealth and Business Value 

The ultimate goal of financial management is to 

maximize shareholder wealth by improving profitability, 

maintaining financial discipline, and increasing the market 

value of the organization. Strong financial performance attracts 

investors, strengthens stakeholder confidence, and supports 

sustainable business growth over the long term. 

7.8 Promotes Sustainable Growth 

Modern financial management emphasizes sustainable 

development by balancing profitability with social 

responsibility, ethical financial practices, and environmental 

considerations. It encourages responsible investment decisions 

that support long-term organizational success while creating 

value for customers, employees, investors, and society. 

8. Digital Transformation in Financial Management 

Digital transformation has revolutionized financial 

management by integrating advanced technologies into 

financial planning, reporting, analysis, and decision-making. 

Modern organizations increasingly rely on digital tools to 

improve efficiency, accuracy, transparency, and financial 

control. The adoption of technologies such as Artificial 

Intelligence (AI), Cloud Computing, Big Data Analytics, 

Enterprise Resource Planning (ERP), Blockchain, and 

Financial Technology (FinTech) has significantly enhanced the 

effectiveness of financial management. The major aspects of 

digital transformation in financial management are discussed 

below. 
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8.1 Cloud-Based Financial Management 

Cloud accounting systems enable organizations to store 

and access financial data securely through the internet. These 

systems provide real-time financial information, improve 

collaboration among departments, reduce paperwork, and 

support faster financial reporting. Cloud technology also 

lowers operational costs and enhances data security through 

automated backups. 

8.2 Artificial Intelligence (AI) and Automation 

Artificial Intelligence and automation simplify routine 

financial activities such as bookkeeping, invoice processing, 

payroll management, expense tracking, and financial 

forecasting. AI-powered systems improve accuracy, minimize 

human errors, detect fraudulent transactions, and assist 

managers in making faster and more informed financial 

decisions. 

8.3 Big Data Analytics 

Big Data Analytics enables organizations to analyze 

large volumes of financial and business data to identify trends, 

predict future financial performance, and evaluate investment 

opportunities. It supports evidence-based decision-making by 

improving budgeting, forecasting, cost analysis, and financial 

risk assessment. 

8.4 Enterprise Resource Planning (ERP) Systems 

ERP systems integrate finance, accounting, inventory, 

procurement, production, human resources, and sales into a 

single digital platform. This integration improves data 

consistency, strengthens financial control, enhances 

coordination among departments, and provides real-time 

financial information for strategic planning. 

8.5 Financial Technology (FinTech) 

FinTech innovations such as digital payments, mobile 

banking, online transactions, electronic invoicing, and 

automated payment gateways have transformed financial 

operations. These technologies improve transaction speed, 

reduce processing costs, increase customer convenience, and 
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strengthen financial transparency. 

8.6 Blockchain Technology 

Blockchain technology provides secure, transparent, and 

tamper-resistant financial records. It improves the reliability of 

financial transactions, reduces fraud, enhances audit efficiency, 

and strengthens trust among investors, customers, and business 

partners through decentralized record-keeping. 

8.7 Cybersecurity and Data Protection 

As financial activities become increasingly digital, 

organizations must implement strong cybersecurity measures 

to protect sensitive financial information. Firewalls, 

encryption, multi-factor authentication, and regular security 

audits help prevent cyberattacks, data breaches, and financial 

fraud while ensuring compliance with regulatory requirements. 

9. Findings 

The study reveals that financial management is a 

fundamental function that significantly influences 

organizational performance, financial stability, and long-term 

business growth. Effective financial planning and resource 

allocation enable organizations to utilize available funds 

efficiently, improve profitability, and maintain adequate 

liquidity. The findings indicate that investment, financing, 

dividend, and working capital decisions are interrelated and 

collectively contribute to sustainable business success. 

The study further reveals that organizations adopting 

strategic financial management practices are better equipped to 

control operational costs, manage financial risks, and 

maximize shareholder wealth. The integration of digital 

technologies such as Artificial Intelligence (AI), Cloud 

Computing, Enterprise Resource Planning (ERP), Big Data 

Analytics, Blockchain, and Financial Technology (FinTech) 

has improved the speed, accuracy, transparency, and reliability 

of financial decision-making. These innovations have 

enhanced budgeting, forecasting, financial reporting, and 

internal control systems. 

However, the findings also highlight several challenges, 
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including cybersecurity threats, changing regulatory 

frameworks, economic uncertainty, inflation, and the high cost 

of digital transformation. Organizations that continuously 

invest in technological innovation, employee skill 

development, financial planning, and effective risk 

management demonstrate stronger financial resilience and 

competitive advantage. Overall, the study concludes that 

strategic financial management, supported by digital 

transformation and sound governance practices, is essential for 

achieving operational excellence, sustainable business growth, 

and long-term value creation in the modern business 

environment. 

10. Suggestions 

1.  Organizations should prepare comprehensive financial plans 

and realistic budgets to ensure the optimum utilization of 

resources. Regular budget monitoring helps control 

unnecessary expenditures and improves overall financial 

performance. 

2.  Businesses should implement modern technologies such as 

Artificial Intelligence (AI), Cloud Accounting, ERP 

systems, and FinTech solutions. These technologies 

enhance financial accuracy, transparency, operational 

efficiency, and decision-making. 

3.  Organizations should effectively manage cash, inventory, 

and accounts receivable to maintain adequate liquidity. 

Efficient working capital management reduces financial risk 

and ensures the smooth functioning of daily business 

operations. 

4.  Businesses should establish effective risk management 

strategies to address market volatility, inflation, 

cybersecurity threats, and regulatory changes. Regular 

financial analysis and internal controls can minimize 

potential financial losses. 

5.  Organizations should provide continuous training and 

professional development programs for finance 

professionals. Improving financial literacy and digital 
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competencies enables employees to make informed and 

strategic financial decisions. 

11. Conclusion 

Financial management is a fundamental pillar of every 

successful organization, as it ensures the efficient planning, 

acquisition, allocation, and utilization of financial resources. In 

the contemporary business environment, characterized by 

globalization, technological advancement, and increasing 

market competition, effective financial management has 

become essential for achieving organizational stability, 

profitability, and long-term sustainability. It supports strategic 

decision-making by enabling managers to evaluate investment 

opportunities, select appropriate sources of finance, manage 

working capital, and control financial risks. 

The study highlights that the core functions of financial 

management—investment decisions, financing decisions, 

dividend decisions and working capital management—are 

closely interconnected and significantly influence business 

performance. Organizations that adopt sound financial 

management practices are better equipped to optimize resource 

utilization, improve operational efficiency, maintain liquidity, 

and maximize shareholder wealth. Furthermore, the integration 

of digital technologies such as Artificial Intelligence (AI), 

Cloud Computing, Enterprise Resource Planning (ERP), Big 

Data Analytics, Blockchain, and Financial Technology 

(FinTech) has transformed traditional financial management 

into a more intelligent, transparent, and data-driven process. 

Despite these advancements, organizations continue to 

face challenges such as economic uncertainty, cybersecurity 

threats, inflation, regulatory changes and rapid technological 

developments. Addressing these challenges requires 

continuous financial planning, effective risk management, 

technological adaptation, and the development of skilled 

financial professionals. 

Bibliography  
1. Brealey, R. A., Myers, S. C., & Allen, F. (2023). Principles of corporate 



Recent Trends in Commerce and Management      136 

 

 

finance (14th ed.). McGraw-Hill Education. 

2. Brigham, E. F., & Ehrhardt, M. C. (2022). Financial management: 

Theory and practice (16th ed.). Cengage Learning. 

3. Damodaran, A. (2024). Applied corporate finance (5th ed.). Wiley. 

4. Gitman, L.J., Juche, R., & Flanagan, J. (2022). Principles of managerial 

finance (8th Asia-Pacific ed.). Pearson. 

5. Hillier, D., Ross, S. A., Westerfeld, R. W., Jaffe, J., & Jordan, B. D. 

(2023). Corporate finance (4th European ed.). McGraw-Hill Education. 

6. International Monetary Fund. (2024). Global financial stability report 

2024. https://www.imf.org 

7. Khan, M. Y., & Jain, P. K. (2022). Financial management: Text, 

problems and cases (9th ed.). McGraw-Hill Education. 

8. Pandey, I. M. (2021). Financial management (12th ed.). Vikas 

Publishing House. 

9. Reserve Bank of India. (2024). Report on trend and progress of banking 

in India 2023–24. https://www.rbi.org.in 

10. Ross, S. A., Westerfeld, R. W., Jordan, B. D., & Lim, J. (2022). 

Fundamentals of corporate finance (13th ed.). McGraw-Hill Education. 

11. Securities and Exchange Board of India. (2024). Annual report 2023–

24. https://www.sebi.gov.in 

12. Shapiro, A. C., & Sarin, A. (2022). Foundations of multinational 

financial management (8th ed.). Wiley. 

13. World Bank. (2024). World development report 2024: The middle-

income trap. World Bank. https://www.worldbank.org 

14. World Economic Forum. (2024). The future of global financial systems. 

https://www.weforum.org 

15. Baker, H. K., Kumar, S., & Pandey, N. (2023). Financial management 

practices and corporate sustainability: A review of emerging evidence. 

Journal of Risk and Financial Management, 16(9), 1–22. 

16. Chen, J., Wang, Y., & Li, H. (2024). Digital transformation and 

financial performance: Evidence from emerging economies. Journal of 

Open Innovation:Technology,Market, and Complexity,10(1),1–16. 

17. Deloitte. (2024). CFO signals survey: Global finance trends. 

https://www.deloitte.com 

18. KPMG. (2024). Global CFO outlook 2024. https://kpmg.com 

 
 

 

 

 

https://www.imf.org/
https://www.rbi.org.in/
https://www.sebi.gov.in/
https://www.worldbank.org/
https://www.weforum.org/
https://www.deloitte.com/
https://kpmg.com/


Recent Trends in Commerce and Management      137 

 

 

 

Chapter: 14 

 

Fin-Tech in Digital Banking 
 

Dr. E. Radhika 
 

The articles Fin-tech in digital banking explore current 

developments of Fin-tech in Indian banking. On to the 

transition across sectors and clients, this study shows a 

guideline for the development of Fin-tech. It will discuss the 

natural development of Fin-tech, based developments, as well 

as the relationship of Fin-tech to financial inclusion.There’s a 

value frontier in the in-depth exploration of new approaches 

and their implications for the banking industry. Reserve Bank 

of India’s Working Group on Fin-tech and Digital Banking, 

aims to emphasize the importance of the financial 

technologies, or Fin tech, to the financial industry, including 

the banking industry. In this aspect, digital money 

presentation, the process of double-entry accounting, and all 

evolution grow technology can be described as a field of 

financial technology altogether. 

Keywords:  Fin-tech, Digital banking, Block chain 
Introduction 

Fin-tech describes the application of technology to day-

to-day financial services. It can encompass traditional financial 

institutions, start-ups, venture capitalists, or regulatory bodies . 

Fin-tech employs customized software and algorithms at its 

core to support businesses, consumers, and institutions in 

managing their financial processes, systems and living 

standards more efficiently with computer facilities and 

smartphones. The Financial Stability Board (FSB) defines Fin-

tech as new business models, innovative technologies, 

processes, or products that have a major impact on financial 

markets, institutions, and financial services provision. Fin-tech 

is regarded by the end users as a broad collection of innovation 
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and usage of services such as investment management, check 

cashing and digital currency, which increases access to 

banking services, investment services and electronic currency 

for a wider range of the general public. 

Although some of the best (and most funded) Fin-tech 

action isn’t very widely used, the early money is being 

invested in the conventional international banking industry 

with a belief that it has a market value of more than a few 

trillion dollars . So it has been more than digital currency since 

double-entry bookkeeping, as suggested by the phrase 

“financial technology”. All of the most sophisticated (and best 

financed) Fin-tech start-ups and aggregators have one thing in 

common: they’re developed to eventually take over traditional 

financial service providers while being more nimble, operating 

in a less saturated niche, or delivering quicker and superior 

services Machine learning, AI predictive behavioral analytic’s, 

and data-driven marketing are just some of the emerging 

methods that will take the work out of financial decision-

making . Users will be engaged in learning activities designed 

to optimize their habitual, subconscious spending and saving 

behavior. Fin-tech firms can be early adopters of automated 

customer service systems in which chat-bots and AI-driven 

interfaces provide initial customer contact while reducing 

employment expenses. Payment history data is collected to 

identify unusual transactions; this is another application that 

Fin-tech is seeing to counteract fraud. 

Fin-tech is one of finance’s most innovative ways. It has 

introduced finance into the world of digital. Fin-tech, which 

can also be understood as digital technologies, has been the 

most important factor in reshaping and bringing new life to the 

finance market.  

Fin-tech is now one of the fastest expanding areas of the 

financial services industry, which is marked by the emergence 

of startups operating with technology, enabled business 

models, and new entrants in the market, which, to a degree, 

can endanger the current financial ecosystem’s operations and 
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business continuity. India’s exceptional progress in the Fin-

tech area is due to factors like an untapped and very large 

consumer market, an emphasis on the development of the 

technology sector through innovative startup companies, and 

supportive government laws and regulations. Different 

financial sectors, including traditional banks, NBFCs, etc. 

Have turned to Fin-tech in response to the speed and variety of 

innovative startups. This latest era of upheaval is spreading 

through the financial industry, leading to a banking way of 

thinking shift.  

The development of the Fin-Tech industry in India could 

provide solutions to three traditional financial institutions 

major problems: low coverage, lack of credit records and the 

use of cash-only transactions. It can be only with the help of 

regulations, industries, and investment that Indian banks and 

financial services businesses are a lot altered or upgraded. The 

way the market, the consumers, and their journey are altered 

by the Fin-tech startup is through the cost reduction of the 

most commonly used transaction services. 

India is one of the countries that has been moving 

towards a cashless/least-cash economy through digital 

payments. The number of Fin-tech startups in India is quite 

high, with approximately 1,500 small and large ones. Half of 

these are relatively recent, with half of them having been 

started in the recently. India’s Fin-tech industry growth was 

282 percent during 2013 and 2014, and in 2015 it came to 

USD 450 million based on some sources. India has about 400 

Fin-tech companies, said NASSCOM, the National 

Association of Software and Services Startups, most of them 

located in the country’s metropolitan cities. Their research 

further says that investments in Fin-tech companies would 

reach a 170 percent increase till 2020. The Indian Fin-tech 

market is said to have grown from USD 33 billion in 2016 to 

USD 73 billion in 2020. Investment from institutional 

investors who manage funds that have the potential for large 

investments like mutual funds and public pension funds. 
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Capital investments from private equity and venture 

capital firms banks and financial institutions investing in Fin-

tech through their financial institutions subsidiaries or by 

creating investment funds. Thanks to Fin-techs, entrepreneurs 

not only have an alternative source of capital but also have the 

ability to reach out to a large number of online investors who 

can invest small amounts of capital.  

As Cumming and Hornuf, one of the most important 

features of a crowd funding platform, i. e. An open platform 

for financing business that takes place on an internet network 

that’s two, sided and that has a social media aspect is that it’s 

an open platform in which financing of the business is offered 

through a crowd.  

Equity crowd fundraising platform has been described by 

Estrin and Khavul (2016) as an open business financial raising 

platform where both buyer and seller sides are represented and 

the platform operates in social media.  

‘A financial service is only provided when a single user 

has a direct, one, to, one relationship with one or more 

providers,  as Peer, to, Peer (P2P) definition by Off & 

Wieandt, and Moenningh.  

Peer, to, peer (P2P) lending gives anyone an avenue at 

borrowing money from a loan or a peer, to, peer network 

(that's, from online lenders who have made a mutual 

commitment) under terms of profit, sharing similar to that of 

borrowing money from friends and relatives. Besides, P2P 

lending can be considered a platform comparable with 

microfinance . 

Because of digital wallet companies, people in India’s 

remote areas who don’t have bank accounts can now send 

money across borders and also internationally via their phones. 

The financial services sector is being transformed by Fin-tech, 

or financial technology. India is witnessing the growth of Fin-

tech startups, accelerators and incubators. India has everything. 

India has all the components needed to establish itself as a 

global Fin-tech hub. It offers a huge market of under-served 
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and un-served consumers, very high mobile penetration, fast-

growing demographics, innovation, a leading startup, 

consumer patterns and access to top technology. That means 

India has great potential for developing Fin-tech. It’s bringing 

in technologies to revolutionize financial operations with 

things like mobile payment, fund transfer, fund collection, 

lending and wealth management. India’s Fin-tech scene 

development has been helped through demonetization and the 

introduction of Goods and Services Tax (GST), Unified 

Payments Interface (UPI) and linking of Aadhaar to bank 

accounts. 

The Union Budget 2018 has provided momentum to the 

Fin-tech sector through announcements on the National 

Programme on Artificial Intelligence, the cash flow-based 

lending trend, distinct corporation identities, and emphasis on 

block-chain and other areas. While all these initiatives are 

conducive to Fin-tech, creating a positive environment or 

climate is one of the most crucial prerequisites for establishing 

a sound and sustainable Fin-tech ecosystem. A clear and 

uniform regulation: based on Odinet, one shouldn’t view 

artificial intelligence as a subset that gives rise to very 

intelligent robots capable of showing all traits of human 

intelligence as well. It speaks of a state of affairs where 

technology has replaced humans.  

Block-chain people see it as a “very rapid growth sector 

of Fin-tech innovation” having “a lot of potential for the 

financial services sector,” as Chen (2019). It’s a payment 

system that, through its implementation, guarantees the 

security of the transaction. A study carried out by Abraham et 

al. (2019) suggests that robo advisers shall not only reduce 

prices but also bring together the other types of costs of 

financial services together, thereby resulting in a significant 

decrease of overall costs.  
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Fin-tech deficiencies:  

The use of online financial technology is exposing 

customers to different types of financial risk . Two major 

categories of risk are identified, which tend to come out. 

1. Micro: Financial risks include credit liquidity, 

operational risks, cyber threats and legal risks, debts, 

and maturity mismatch. 

2. The major risks affecting the macroeconomic and 

financial systems are unsustainable credit growth, 

greater interconnectedness or linkages, preferential 

access to credit or support for high-risk ventures, 

procyclicality contagion effects, and a significant role 

in the systemic risk. Banks are at risk and benefit from 

Fin-tech and innovation. For example, there will be 

financial system risks and also opportunities from 

banking.  

Risks to the financial system are  

1. Strategy and profitability threats.  

2. There’s greater inter connected-ness in the financial 

system.  

3. Operating risks at a structural level are high.  

4. Financial risk is usually less specific, and operational 

risk is more unique.  

5. Highly likely risk of malfunction or failure by a third 

party or vendor that's beyond one’s control. 

6. Terror financing through noncompliance with customer 

and data security and money laundering-related 

requirements constitutes a form of risk, which is 

referred to as terrorism financing risk.  

7. The risk related to the bank funding channel (liquidity 

risk) due to volatility or changes in the nature/rate of 

funding available to the bank. 

Possible Scenarios for the Banking System are: 

1. In the banking industry using data innovations for 

marketing and risk management  
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2. In the banking industry, using data innovations for 

marketing and risk management  

3. More fierce competition can actually help a company to 

withstand the financial stress better.  

4. Compliance technology  

Fin-Tech is Changing how Transactions are Done. 

The introduction of technology into financial services 

delivery has forever changed the way that businesses operate. 

With such access as crowdsourcing to mobile payments and 

traditional business models, as well as traditional financiers, 

are just becoming obsolete for entrepreneurs. Now, it’s not 

only easier but also even more accessible to launch business 

ventures. Through the use of crowd sourcing, for instance, an 

entrepreneur can meet investors only on the Internet, no face-

to-face meetings, without seeing each other, but they can still 

reach a deal. 

Traditional banking has been revolutionized by digital 

technology, allowing people and small businesses to perform 

cross-border money transfers in record time. Due to the huge 

amount saved on various operating costs, the use of Fin-tech 

tools has allowed companies that have adopted it to raise a lot 

of investments because they're more efficient. They’re more 

likely to have fewer overheads that they can do away with and 

have no burdens of the sort that banks have. Their whole size 

keeps getting bigger and getting adjusted in many ways that 

big companies only hope for.Fin-tech innovations such as 

crowdfunding, mobile-based payments, and financial transfers 

in other countries are changing the way business is done from 

small enterprises to running companies at a global scale.  

The Future of India’s Fin-Tech and Digital Banking  

A book published by Sironi compared the potential 

development of Fin-tech companies and traditional banks. At 

present, 40% of the Indian population doesn’t have access to 

banking services, and they’re highly dependent on cash 

payments at around 87%. So, the development and 

commercialization of Fin-tech can be more successful in India. 
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The mobile penetration rate tends to go from 64% in 

2017 to 70% in 2018, while the Internet penetration rate is one 

of the main drivers promoting the spread of Fin-tech in India, a 

statement from Ahern (2018). Crowd sourcing (collecting 

funds) is also mentioned as another benefit of Fin-tech where 

you can raise money from all over the world quickly and 

easily. It also has shortened the time for entrepreneurs to find 

resources and reduce meeting duration from several months to 

just a few weeks. The total volume of digital financial 

transactions went from 1.0 billion in 2016 to 1.06 billion in 

2017, an increase of 0.110 billion, or about 6.05%. The use of 

digital technology by the banks has increased much with the 

help of the rapid proliferation of the Internet. Some of the 

estimates indicate that 90% of small and micro enterprises in 

the country don’t have access to any sort of credit and financial 

services facility through banks. These inequalities in 

availability of high-tech products have proved that India has 

great potential for developing Fin-tech solutions. 

Conclusion:  

With the rise in financial stability and ensuring the 

financial service’s efficiency and competitiveness in the 

banking sector, new disruptive financial technology is a way 

ahead to a much better form of traditional financial systems 

(Philippon, 2017). In India Fin-tech has changed the whole 

system from a banking industry to a new industry, relatively 

speaking. The growth of the Fin-tech sector has brought the 

possibility of various future outcomes. That means the 

entrepreneurs must be aware of and follow the financial 

technological developments, because the technologies might 

be of enormous assistance in creating an enterprise as well as 

gaining insight into how to compete on the market at this 

present level. In the country of the Indian subcontinent, there 

are a lot of financial services companies coming up that are the 

Fin-tech startups. Schindler (2017) also points out that the 

“Fin-tech revolution” has come to India, and “trans-actional 

banking” will be the core. So, it’s a major opportunity for all 
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FI’s that intend to fully optimize their outcome. Besides, our 

country seems very innovative in the field of business 

development, as reflected by the fast development of Fin-tech 

companies. The Fin-tech change is even facilitated by the 

governmental as well as regulatory bodies that are quite 

determined to support the development of the banking sector at 

an elevated level. Banks and financial institutions need to be 

working closely with the new generation of companies, as this 

is mutually beneficial. Because of this, banks and other 

financial institutions are facing lots and lots of challenges. One 

main challenge, based on the customer point of view, is the 

overall customer experience. It’s really necessary that financial 

institutions not only change with their traditional methods of 

product and service delivery, but also, as the whole system 

changes, they have to keep evolving the products as part of the 

redefined whole of banking. The new standards of customer 

service set by Fin-tech companies, like the paperless 

application process and the account creation without too much 

hassle, can only be matched and surpassed by financial 

institutions if they go all out in delivering an exceptional 

customer journey starting from onboarding. 
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Chapter: 15 
 

Women and Social Entrepreneurship: 

Empowering Communities and Driving 

Sustainable Development 

Janhavi Ajit Ahire  
Abstract  

Social entrepreneurship has emerged as a transformative 

paradigm that balances commercial viability with social 

welfare. When led by women, these enterprises unlock 

significant socio-economic value, acting as vital catalysts for 

grassroots community development and sustainable economic 

growth. This research paper examines the dynamic synergy 

between women and social entrepreneurship, highlighting how 

women uniquely identify and solve localized problems in 

healthcare, education, sanitation, and agriculture. Utilizing 

qualitative analysis and prominent Indian case studies-such as 

Shri Mahila Griha Udyog Lijjat Papad, the Self-Employed 

Women’s Association (SEWA) and regional self-help groups 

(SHGs)- the study explores the mechanisms through which 

women transition from passive dependents to active economic 

changemakers. 

Despite their immense contribution, women social 

entrepreneurs face structural challenges, including restricted 

credit access, socio-cultural biases, and limited digital and 

financial literacy. The paper analyzes the theoretical 

framework of the triple-bottom-line (People, Planet, Profit) 

and evaluates the impact of government policies like stand-up 

India and Mudra Yojana, alongside Corporate Social 

Responsibility (CSR) funding. The study concludes with a 

strategic roadmap emphasizing targeted policy intervention. 

Ultimately, the paper argues that fostering women’s leadership 

in social ventures is not merely an agenda for gender equality, 

but an absolute strategic economic necessity for achieving the 
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United Nations Sustainable Development Goals (SDGs) and 

building a resilient, inclusive nation. 

Keywords: Social Entrepreneurship, Women Empowerment, 

Sustainable Development, Self-Help Groups (SHGs), 

Microfinance, Community Development, Inclusive Growth. 

Introduction  

In the contemporary global economy, entrepreneurship is 

no longer just about generating financial profits; it has evolved 

into a powerful tool for social transformation. Social 

entrepreneurship combines the resourcefulness of traditional 

business with a mission to change society. When women lead 

these social ventures, the impact multiplies significantly. 

Women and social entrepreneurship represent a dynamic 

synergy that drives community empowerment, poverty 

reduction, and sustainable development. 

Historically, women have faced various socioeconomic 

barriers, including limited access to capital, restricted mobility, 

and deeply ingrained cultural biases. However, the rise of the 

digital era and supportive policy frameworks have enabled 

women to break these barriers. Women social entrepreneurs are 

uniquely positioned to identify local community issues- such 

as education, healthcare, sanitation, and rural unemployment-

and develop innovative, localized solutions.  

In countries like India, grassroot movements, self-help 

groups (SHGs), and microfinance institutions have laid a 

strong foundation for women-led social enterprises. By 

operating at the intersection of social welfare and financial 

sustainability, women entrepreneurs for themselves but are also 

generating employment opportunities for other marginalized 

sections of society. Therefore, understanding the role, 

challenges and impact of women in social entrepreneurship is 

crucial for fostering inclusive economic growth. 

Objectives of the study  

• To understand the conceptual framework of women and 

social entrepreneurship. 
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• To analyze the role of women entrepreneurs in driving 

community and social development. 

• To identify the major challenges faced by women social 

entrepreneurs in the modern era. 

• To suggest strategic measures and policy interventions to 

support women-led social ventures. 

Challenges Faced by Women Social Entrepreneurs 

While women-led social enterprises have shown 

remarkable resilience, they continue to encounter distinct 

socio-economic and structural hurdles. The major challenges 

include: 

❖ Limited Access to finance: 

Securing seed capital and scaling-up finance remains a 

premier obstacle. Financial institutions often exhibit gender 

bias, viewing women-led ventures as high-risk, especially 

when the business model prioritizes social impact over 

maximizing profits. 

❖ Lack of Formal Training: 

Many aspiring women entrepreneurs at the grassroots 

level lack formal business education. They struggle with 

strategic planning, financial management, tax compliance, and 

leveraging modern digital marketing tools. 

❖ Social-Cultural Barriers 

Deeply rooted patriarchal norms ion many regions limit 

women’s autonomy. Striking a balance between domestic 

responsibilities and demanding entrepreneurial duties often 

creates a dual-burden for women. 

❖ Restricted networking opportunities 

Professional business networks are historically male-

dominated. Access to mentors, industry experts, and potential 

institutional investors is harder to secure for women operating 

outside major urban centers. 

Success stories/ case studies: To understand the real-world 

impact of women in social entrepreneurship, two iconic Indian 
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models demonstrate how grassroots initiatives can scale into 

national movements: 

❖ Shri Mahila Griha Udyog Lijjat Papad 

Started in 1959 by seven suburban Gujarat women with a 

modest loan of rupees 80, this organization has transformed 

into a massive cooperative empowering over 45,000 women. It 

operates on the core social business principle of collective 

ownership and self-reliance, ensuring dignified livelihood 

opportunities for women across urban and rural setups. 

❖ Self- Employed women’s Association (SEWA)  

Founded by Ela Bhatt, SEWA is a unique trade union of 

poor, self-employee female workers. It functions as social 

enterprise by organizing women i9nto cooperatives, providing 

micro-credit via the SEWA bank, and delivering vocational 

skills. It has successfully integrated millions of marginalized 

women into the formal economic mainstream. 

Role of self-help groups (SHGs) at grassroots level 

In state like Maharashtra, self-help groups (Mavim, 

Umed initiatives) have emerged as the backbone of rural 

women’s social entrepreneurship. These groups provide a 

platform for rulu8r women to pool small savings, access 

micro-loans without collateral, and start small- scale collective 

businesses such as catering, agro-processing, handicrafts, and 

tailoring. SHGs act as a primary incubator for social 

entrepreneurship by converting household skills into 

sustainable economic activities, thereby reducing rural poverty 

and boosting women’s decision-making power within their 

families. 

Recommendations for Strengthening women social 

Entrepreneurship 

To create a more vibrant ecosystem for women-led social 

ventures, the following strategies should be implemented  

❖ Gender-Sensitive Financial Schemes 

Banks and microfinance institutions should design 

special low-interest, collateral-free credit facilities specifically 

for registered women social entrepreneurs. 
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❖ Skill Development and Mentorship 

Government bodies and universities should collaborate 

to provide practical training programs in financial literacy, 

digital marketing, and compliance. Setting up dedicated 

mentorship networks linking established business leaders with 

rural entrepreneurs is essential. 

❖ Market Access and Digital Integration 

Creating dedicated physical marketplaces (like rural 

Haats) and digital e-commerce platforms explicitly for 

products made by women-led SHGs and social enterprises will 

ensure sustainable revenue generation. 

Theoretical Framework of Social Entrepreneurship  

Social entrepreneurship operates on a triple-bottom-line 

framework: people, planet, and profit. For women 

entrepreneurs, this framework is deeply integrated into their 

business models. Unlike traditional business setups that focus 

solely on wealth maximization, women-led social enterprises 

prioritize social return on investment (SROI) they balance 

financial viability with measurable social impact, ensuring that 

the benefits of economic growth reach the grassroots level. 

The Synergy Between Women and Community 

Development  

Research consistently shows that women reinvest up to 

90% of their income back into their families and communities, 

compared to 30-40% for men. This socio-economic behavior 

makes women ideal leaders for social entrepreneur, it directly 

translates into better nutrition, higher healthcare standards, and 

quality education for her children, creating a positive cyclical 

effect on the entire village or community  

Sectoral Analysis: where Women Social Entrepreneurs 

Excel 

Women social entrepreneurs are successfully 

diversifying into various critical sectors: 

❖ Healthcare and Hygiene 

Manufacturing affordable sanitary napkins and 

organizing rural health awareness camps. 
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❖ Education and Ed Tech 

Running low-cost digital learning centers for 

underprivileged children in tribal and rural zones. 

❖ Agri-Business and organic Farming  

Leading organic food cooperatives, food processing 

units, and sustainable seed banks. 

❖ Waste Management and Recycling Converting domestic 

and industrial waste into eco-friendly handicrafts and 

consumer goods. 

Role of Technology and Digital Literacy  

The rapid adoption of smartphones and low-cost internet 

in rural India has acted as a major catalyst. Digital literacy 

empowers women social entrepreneurs to bypass traditional 

middlemen. By leveraging social media platforms (WhatsApp, 

Facebook, Instagram and UPI Payment systems) women 

running small cottage industries can market their products 

directly to urban consumers, significantly improving their 

profit margins. 

Government Policies and Institutional Support in India 

The Government of India has launched several flagship 

initiatives to foster women’s entrepreneurship. Programs like 

Stand-up India (which mandates bank branches to provide 

loans to at least one women borrower), Mudra Yojana (offering 

shishu, Kishor, and Tarun loans without collateral), and the 

establishment of mahila co-operative Banks provide targeted 

financial assistance. Additionally, the National Rural 

Livelihoods Mission (NRLM) through ‘Umed’ strengthens the 

financial capabilities of women-led self-help groups by 

bridging the gap between rural artisans and organized national 

markets. 

Impact of Corporate Social Responsibility (CSR) Funding  

The Indian companies Act, 2013, mandates corporations 

to spend 2% of their net profits on CSR activities. This legal 

framework has opened up massive funding avenues for 

women-led social enterprises. Large corporate foundations 

frequently partner with women entrepreneurs to execute 
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grassroots projects in clean drinking water, renewable energy, 

and vocational training. This partnership provides the 

entrepreneurs with not just financial stability, but also vital 

managerial expertise, technological transfer and scalable 

corporate supply chains 

Psychological and Social Transformation 

Beyond measurable financial metrics, social 

entrepreneurship triggers a profound psychological 

transformation among women. It shifts their societal identity 

from passive family dependents to active economic 

contributors and decision-makers. This leadership transition 

enhances their self-esteem, earns them a voice in family 

planning, and commands respect within historically patriarchal 

community structures. Furthermore, these successful women 

serve as inspiring visual role models for young girls in rural 

areas, encouraging the next generation to pursue higher 

education and financial independence. 

Future Prospects and global Trends 

The global shift towards sustainable consumerism offers 

a highly optimistic future for women social entrepreneurs. 

Modern consumers are increasingly willing to pay a premium 

for ethically sourced, organic, eco-friendly, and artisan-made 

products. By aligning their ventures with the United Nations 

sustainable development Goals (SDGs)-specifically SDG1(No 

Poverty), SDG 5 (Gender Equality), and SDG 8(Decent Work 

and Economic Growth)-women entrepreneurs are well-

positioned to attract international impact investment and 

carbon credit revenues. 

Barriers to Scaling Up Women-Led Social Enterprises 

Despite individual success stories, scaling a venture from 

a village level to a national level remains a monumental task 

for women. Institutional frameworks, high taxation on small-

scale startups, and bureaucratic red tape during registration. 

Moreover, women often face resistance from established 

market cartels when expanding their distribution networks. 

Addressing these scaling barriers requires dedicated regulatory 
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corridors or” regulatory sandboxes” where women-led social 

ventures can test and grow their models with minimal legal 

interference. 

Comprehensive Strategic Roadmap  

To sustain this momentum, a highly collaborative 

ecosystem involving the government, academia and the private 

sector is required. Universities and management institutes 

should launch business incubation centers specifically tailored 

for rural women, offering courses in native languages. 

Corporates should actively integrate SHG supply chains into 

their mainstream procurement policies. Finally, simplifying 

legal compliance, offering tax exemptions for the first five 

years and creating regional clusters for women entrepreneurs 

will encourage millions of more women to step into the formal 

business sector. 

Conclusion 

Women and social entrepreneurship are driving a silent 

but powerful revolution in the modern socio-economic 

landscape. By addressing core societal issues while managing 

financially viable business models, women entrepreneurs are 

proving that business can be a force for systemic good. While 

challenges like capital scarcity, structural scaling barriers, and 

cultural biases persist, structural support through microfinance, 

self-help groups, and cultural biases persist, structural support 

through microfinance, self-help groups and targeted 

policymaking can unlock their immense potential. Fostering 

women’s leadership in social entrepreneurship is no longer just 

a matter of social justice or gender equality; it is a strategic 

economic necessity for building an inclusive, resilient and 

sustainable future for the nation. 
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Chapter: 16 
 

The Impact of FinTech on the Digital 

Banking Sector in India: An Overview 
 

Suyog S. Manwatkar 
 

Abstract:  

Financial Technology (FinTech) has emerged as one of 

the most significant forces transforming the financial services 

industry in India. The rapid adoption of smartphones, internet 

connectivity, cloud computing, artificial intelligence, big-data 

analytics, blockchain, and digital payment infrastructure has 

fundamentally changed the way banking services are delivered 

and consumed. FinTech companies have introduced innovative 

solutions in payments, digital lending, wealth management, 

insurance, account aggregation, customer service, and financial 

inclusion. At the same time, traditional banks have 

increasingly adopted digital technologies and entered 

partnerships with FinTech firms to improve operational 

efficiency, customer experience, and competitiveness. 

This paper provides an overview of the evolution of 

FinTech in India and examines its impact on the digital 

banking sector. It discusses the major benefits of FinTech, 

including greater accessibility, convenience, financial 

inclusion, cost reduction, faster payments, improved credit 

assessment, and enhanced customer experience. It also 

examines challenges such as cybersecurity, data privacy, 

digital fraud, regulatory uncertainty, technological dependence, 

and financial stability risks. The paper concludes that FinTech 

is likely to remain an important driver of India's digital 

banking transformation, but sustainable development requires 

effective regulation, responsible innovation, consumer 

protection, and collaboration between banks, FinTech 

companies, regulators, and other stakeholders. 
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Keywords: FinTech, Digital Banking, India, UPI, Digital 

Payments, Financial Inclusion, Banking Technology, Digital 

Lending, Cybersecurity. 

Introduction 

The banking industry has undergone substantial 

transformation because of technological advancement. 

Traditionally, banking services were primarily delivered 

through physical branches, requiring customers to visit banks 

for deposits, withdrawals, fund transfers, loan applications, and 

other financial activities. The development of information and 

communication technologies gradually introduced automated 

teller machines, internet banking, mobile banking, electronic 

payments and other digital channels. 

The emergence of FinTech has accelerated this 

transformation. FinTech broadly refers to the application of 

technology and innovation to financial services. The RBI's 

Working Group on FinTech and Digital Banking described 

FinTech as a broad term covering technological innovation in 

financial services, including areas such as retail banking, 

investments, payments and financial education. 

In India, FinTech has developed alongside a rapidly 

expanding digital ecosystem. Mobile connectivity, Aadhaar-

based identification, bank account penetration, digital 

payments, UPI, and other digital infrastructure have created an 

environment in which financial services can increasingly be 

delivered electronically. 

Therefore, the impact of FinTech on digital banking 

needs to be examined from multiple perspectives, including 

technological innovation, competition, customer service, 

financial inclusion, operational efficiency, risk management, 

and regulation. 

Literature Review  

The Reserve Bank of India (RBI, 2024) provides 

important evidence regarding the transformation of India's 

banking sector through digitalization. Its Report on Currency 

and Finance 2023–24 observes that digitalization is driving 
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both product and process innovation in the banking and 

financial sectors. The report highlights increasing collaboration 

between banks, NBFCs, FinTech companies, and Big Tech 

firms. 

The RBI's 2024–25 Annual Report also indicates that 

financial inclusion remains an important policy objective. The 

Financial Inclusion Index increased by 6.8% year-on-year to 

64.2 in March 2024, with improvement across its sub-indices.  

Government data indicate substantial growth in India's 

digital-payment ecosystem. The volume of digital-payment 

transactions increased from 2,071 crore in FY 2017–18 to 

22,831 crores in FY 2024–25, representing a CAGR of 

approximately 41%. 

Objectives of the Study 

1. To understand the concept and evolution of FinTech in 

India. 

2. To analyze the impact of FinTech on India's digital 

banking sector. 

3. To identify the major benefits and opportunities created 

by FinTech. 

4. To analyze the changing relationship between 

traditional banks and FinTech companies. 

5. To examine the role of regulatory institutions, 

particularly the RBI, in promoting responsible FinTech 

innovation. 

Research Methodology 

This study is based primarily on secondary data. 

Information has been collected from reports and publications 

of the Reserve Bank of India, Bank for International 

Settlements, government and regulatory publications and other 

relevant literature concerning FinTech and digital banking. 

The major sources include RBI reports on digitalization 

and financial innovation, RBI publications on digital payments 

and financial inclusion, and international research on FinTech 

and banking competition. The RBI's 2024 report on 

digitalization specifically examines financial innovation, 
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FinTech-bank collaboration, digital lending, digital payments 

and the implications of digitalization for the banking sector. 

Concept of FinTech 

FinTech (Financial Technology) refers to the use of modern 

technology to develop, improve, and deliver financial services 

more efficiently, conveniently and securely. The term is 

derived from “Financial” + “Technology.” It includes 

technologies such as mobile applications, artificial intelligence, 

blockchain, cloud computing, big-data analytics, biometric 

authentication and digital payment systems. In simple 

terms, FinTech means using technology to make financial 

services faster, easier, cheaper, and more accessible. 

In India, FinTech has become an important part of the 

digital financial ecosystem. The development of UPI, 

Aadhaar-enabled services, Jan-Dhan accounts, mobile 

banking, digital lending, and Account Aggregator 

services has accelerated the digital transformation of financial 

services is one of the most important examples of FinTech in 

India. It enables instant bank-to-bank payments using mobile 

devices and has significantly changed the way individuals and 

businesses make payments. 

Impact of FinTech on Digital Banking in India 

1. Growth of Digital Payments 

The strongest evidence of FinTech's impact is the rapid 

growth of digital payments, particularly the Unified Payments 

Interface (UPI). UPI has developed into the backbone of 

India's digital-payment ecosystem. In FY 2025–26, UPI 

processed approximately 24,161.69 crore transactions worth 

₹314 lakh crore, with more than 700 banks connected to the 

system. 

2. Improvement in Banking Services 

Digital banking has reduced dependence on 

physical bank branches. Customers can now perform activities 

such as: 

• Opening and managing accounts digitally 

• Transferring money instantly 
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• Paying utility bills 

• Making merchant payments 

• Applying for loans 

• Checking account balances 

• Accessing investment and insurance services 

This has made banking more convenient, faster and 

customer oriented. 

3. Contribution to Financial Inclusion  

FinTech has contributed substantially to financial 

inclusion by making financial services accessible through 

mobile phones and digital platforms. Government and RBI 

initiatives have helped extend digital financial services to rural 

and underserved populations. 

The RBI reported that India's Financial Inclusion Index 

increased by 6.8% year-on-year to 64.2 in March 

2024, indicating improvement across the dimensions of access, 

usage, and quality of financial services. 

4. Development of Digital Lending 

Digital lending has made the borrowing process faster 

and more convenient. FinTech companies and banks can use 

digital data and automated processes to assess creditworthiness 

and process applications. 

This can be particularly useful for individuals and small 

businesses that may have limited access to conventional credit. 

However, digital lending also requires careful regulation 

because excessive lending, misleading terms, inappropriate 

credit assessment and aggressive recovery practices can harm 

consumers. 

5. Better Customer Experience 

FinTech has changed customer expectations. Customers 

increasingly expect banking services to be: 

Fast + Simple + Available 24/7 + Mobile-based + Secure 

Banks have responded by developing mobile 

applications, digital onboarding, chatbots, personalized 

services, instant notifications, and other digital facilities. 
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Thus, FinTech has shifted banking from a bank-centric model 

to a customer-centric model. 

Challenges of FinTech in the digital Banking Sector 

1. Digital Fraud 

The rapid growth of UPI, mobile banking, and digital 

wallets has created new opportunities for fraudsters. Customers 

may be deceived through fake customer-care numbers, 

fraudulent links, QR-code scams, impersonation, and social 

engineering. 

2. Data Privacy and Security  

FinTech companies and banks collect large amounts of 

personal and financial information. This data can be used to 

provide personalized services, but inappropriate collection, 

storage, sharing, or use can create serious privacy concerns. 

3. Digital Divide  

Not everyone has equal access to smartphones, reliable 

internet connectivity, or digital financial services. Differences 

in income, geography, age, education, language and digital 

literacy can create a digital divide. 

4. Lack of Digital and Financial Literacy  

Some customers may not have sufficient knowledge to 

safely use digital banking applications. They may not 

recognize fraudulent messages, understand digital-loan terms, 

or know how to protect passwords and authentication 

information. 

5. Digital Lending Risks 

FinTech has made borrowing faster, but rapid access to 

credit can also create risks. Customers may take loans without 

fully understanding interest rates, fees, repayment obligations, 

or penalties. 

Findings of the Study 

1. FinTech has become an important driver of digital 

transformation in India's banking sector. 

2. Digital payments, particularly UPI, represent one of the 

most successful applications of FinTech in India. 
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3. FinTech adoption has contributed to improvements in 

banking efficiency and customer service. 

4. Technology partnerships between banks and FinTech 

firms are becoming increasingly important. 

5. FinTech can contribute significantly to financial inclusion 

by reducing transaction and service delivery costs. 

6. Empirical research indicates positive relationships 

between FinTech adoption and bank efficiency, 

performance and liquidity creation. 

7. Cybersecurity, privacy, third-party dependency and 

consumer protection are major challenges. 

8. The future of Indian banking is likely to be based on 

deeper integration between banks, FinTech companies, 

digital public infrastructure, and emerging technologies. 

Suggestions and Recommendations 

1. Strengthen Cybersecurity 

Banks and FinTech companies should continuously 

upgrade cybersecurity infrastructure and adopt advanced fraud-

detection systems. 

2. Increase Customer Awareness 

Customers should be educated about phishing, fraudulent 

links, OTP scams, digital lending risks and responsible use 

of digital banking services. 

3. Promote Digital Financial Literacy 

Digital financial literacy should be expanded, 

particularly among rural populations, senior citizens, and first-

time digital banking users. 

4. Improve Bank–FinTech Collaboration 

Traditional banks should actively collaborate with 

FinTech companies to develop innovative products 

while maintaining appropriate risk management systems. 

5. Strengthen Regulation 

Regulators should create frameworks that are flexible 

enough to accommodate innovation while protecting customers 

and maintaining financial stability. 
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Conclusion 

FinTech has fundamentally changed India's digital 

banking sector. The impact can be seen in almost every aspect 

of banking, from payments and account opening to lending, 

customer service, financial inclusion, and risk management. 

The extraordinary growth of UPI demonstrates how 

technology can transform financial behavior on a national 

scale. In FY 2024–25, UPI accounted for 81% of retail digital-

payment transactions, illustrating its central role in India's 

financial ecosystem. 

At the institutional level, FinTech has encouraged 

traditional banks to adopt digital processes, collaborate with 

technology companies, improve customer experience, and use 

data more effectively. The RBI's research confirms that 

digitalization is supporting innovation, operational efficiency, 

customer service and risk management in the financial sector. 

Overall, FinTech should not be viewed merely as a 

competitor to traditional banks. It is better understood as a 

catalyst for the transformation of India's entire banking 

ecosystem. Continued cooperation among banks, FinTech 

companies, regulators, technology providers, and public 

institutions can help India build a banking system that is more 

accessible, efficient, secure, and inclusive. 
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Chapter: 17 
 

Artificial Intelligence and the Future of 

Commerce: Transforming Business 

Models, Customer Behaviour and 

Decision-Making in Nanded 
 

Dr. Gajanan T. Waghmare 

Abstract 

Artificial Intelligence (AI) is becoming a major force in 

contemporary commerce through automation, predictive 

analytics, personalised marketing, customer service and data-

driven decision-making. This study examines AI awareness 

and adoption among commercial stakeholders in Nanded and 

focuses on its influence on managerial decision-making, 

factors and barriers affecting adoption, and perceived business 

performance. The study adopts a descriptive and analytical 

research design and uses primary data collected through a 

structured questionnaire from 50 respondents in Nanded. 

Secondary information is drawn from academic literature, 

government and institutional sources. Frequency, percentage, 

mean, standard deviation, Cronbach’s Alpha, chi-square, 

Pearson correlation and regression analysis will be used as 

appropriate. The study aims to provide evidence-based insights 

for businesses and other stakeholders regarding effective, 

responsible and practical AI adoption in Nanded. 

Keywords: Artificial Intelligence, AI Adoption, Commerce, 

Decision-Making, Business Performance, Digital 

Transformation, Nanded. 

1. Introduction 

Artificial Intelligence has moved from a specialised 

technological concept to an important component of modern 

business. AI enables organisations to analyse data, automate 
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routine activities, predict customer preferences, improve 

operational efficiency and support managerial decisions. 

Machine learning, generative AI, natural language processing 

and predictive analytics are increasingly being integrated into 

commercial activities. 

The transformation is important for commerce because 

businesses face changing consumer expectations, intense 

competition and rapid digitalisation. AI can support marketing, 

sales, customer service, accounting, inventory management, 

forecasting and strategic planning. Nanded provides a useful 

local setting because its commercial environment includes 

traditional businesses, retailers, service providers, financial 

institutions, small and medium enterprises and digitally 

enabled businesses. 

2. Problem Statement 

AI adoption is not uniform across businesses. Cost, 

technical skills, data availability, privacy, cybersecurity, 

resistance to change and lack of awareness may restrict 

adoption. At the same time, customers and managers may 

benefit from greater convenience, personalisation and 

analytical support. In Nanded, empirical evidence on these 

issues remains limited. The study therefore examines whether 

AI awareness and adoption are associated with improved 

managerial decision-making and perceived business 

performance, and identifies the major factors and barriers 

affecting adoption. 

3. Review of Literature 

Existing research identifies AI as an important driver of 

digital transformation. AI can improve operational efficiency, 

automate repetitive activities, personalise customer interactions 

and strengthen analytical capabilities. Research on technology 

acceptance indicates that perceived usefulness, ease of use and 

user acceptance are important for technology adoption. 

Diffusion-oriented research further suggests that adoption is 
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influenced by perceived advantages, organisational readiness 

and the surrounding environment. 

Studies on managerial decision-making indicate that AI 

can support forecasting, pattern recognition, risk assessment 

and data-driven decisions. However, the effectiveness of AI 

depends on data quality, human judgement, explainability and 

organisational capability. Research also identifies cost, skills, 

privacy and cybersecurity as important adoption concerns. 

4. Research Gap 

Although international literature on AI and business is 

expanding rapidly, there is limited location-specific empirical 

evidence on AI adoption among commercial stakeholders in 

Nanded. In particular, there is a need to examine AI awareness 

and adoption, managerial decision-making, adoption barriers 

and perceived business performance within one integrated 

local study. The present research addresses this gap. 

5. Conceptual Framework 

 

Figure 1. Proposed conceptual framework of the study. 

The framework treats AI awareness and adoption as the 

principal explanatory construct. Managerial decision-making 

and perceived business performance are key outcome 

dimensions, while organisational, technological and 

environmental factors/barriers are examined as influences on 

adoption. 
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6. Research Questions 

• What is the level of AI awareness and adoption among 

commercial stakeholders in Nanded? 

• What is the influence of AI adoption on managerial 

decision-making? 

• What major factors and barriers affect AI adoption? 

• What is the relationship between AI adoption and 

perceived business performance? 

7. Objectives of the Study 

1. To assess the level of AI awareness and adoption among 

commercial stakeholders in Nanded. 

2. To assess the influence of AI on managerial decision-

making. 

3. To identify major factors and barriers affecting AI 

adoption. 

4. To examine the relationship between AI adoption and 

perceived business performance. 

8. Hypotheses of the Study 

H01: There is no significant relationship between the level of 

AI awareness and the adoption of Artificial Intelligence among 

commercial stakeholders in Nanded. 

H02: AI adoption has no significant influence on the 

effectiveness and efficiency of managerial decision-making 

among commercial stakeholders in Nanded. 

H03: There is no significant relationship between identified 

organisational, technological and environmental 

factors/barriers and AI adoption among commercial 

stakeholders in Nanded. 

H04: There is no significant relationship between AI adoption 

and perceived business performance among commercial 

stakeholders in Nanded. 

9. Methodology 
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The study follows a descriptive and analytical research 

design. The geographical scope is Nanded District, 

Maharashtra. Both primary and secondary data are used. 

Primary data are collected through a structured questionnaire 

using a five-point Likert scale. Secondary information is 

obtained from scholarly literature, government publications, 

institutional reports and credible academic sources. A pilot 

review of the questionnaire is recommended to improve clarity 

and reliability before final administration. 

10. Sample and Data 

The target population comprises selected commercial 

stakeholders in Nanded, including business owners, managers, 

employees and customers. A total sample of 50 respondents is 

selected using purposive/convenience sampling. Primary data 

are collected through a structured questionnaire covering AI 

awareness and adoption, managerial decision-making, factors 

and barriers and perceived business performance. 

Sample Size: 50 respondents | Study Area: Nanded | Data 

Type: Primary | Instrument: Structured Questionnaire | 

Sampling: Purposive/Convenience 

11. Statistical Analysis 

The collected data will be analysed using appropriate 

statistical tools. Frequency, percentage, mean and standard 

deviation will be used for descriptive analysis, while 

Cronbach’s Alpha will assess reliability. Chi-square, Pearson 

correlation and regression analysis will be used for hypothesis 

testing. Statistical tests will be selected according to the 

objectives, variables and nature of the data. 

12. Results and Analysis 

The analysis will first present the demographic profile of 

the 50 respondents and the level of AI awareness and adoption. 

It will then examine AI adoption and managerial decision-

making, identify major factors and barriers affecting adoption, 
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and assess the relationship between AI adoption and perceived 

business performance. 

The hypotheses will be tested using appropriate 

statistical procedures. Correlation analysis will indicate the 

direction and strength of relationships, while regression 

analysis will assess the predictive influence of AI adoption on 

decision-making and perceived business performance. 

Reliability analysis will determine the internal consistency of 

the questionnaire scales. 

Numerical results, significance levels and final 

hypothesis decisions should be inserted only after the 50 

completed questionnaires have been analysed; no empirical 

values are assumed in this paper. 

13. Discussion 

The study is designed to determine whether greater AI 

awareness and adoption are associated with stronger 

managerial decision-making and perceived business 

performance. AI may provide commercial stakeholders with 

faster access to information, improved forecasting and greater 

analytical capability. However, adoption may remain 

constrained by financial cost, lack of technical skills, privacy 

concerns, cybersecurity risks, data quality and resistance to 

organisational change. 

The local context is important because the benefits of AI 

may differ according to business size, digital readiness and the 

nature of commercial activity. AI should therefore be viewed 

as a decision-support and transformation technology that 

works alongside human judgement rather than automatically 

replacing managerial responsibility. 

14. Implications 

For businesses, the study can support practical decisions 

regarding AI-based customer service, marketing, forecasting, 

financial analysis and business intelligence. For managers, AI 

can provide decision-support capabilities while retaining 
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human oversight. For customers, transparent AI use and 

responsible handling of personal information can strengthen 

trust. For policymakers and institutions, the findings can guide 

AI awareness, digital-skill development and support 

programmes for smaller businesses. 

15. Major Findings 

• The level of AI awareness and adoption among 

commercial stakeholders in Nanded. 

• The influence of AI adoption on managerial decision-

making. 

• The major organisational, technological and 

environmental factors and barriers affecting AI adoption. 

• The relationship between AI adoption and perceived 

business performance. 

• The importance of skills, data quality, privacy, 

cybersecurity and organisational readiness in AI adoption. 

The final findings will be reported with the actual 

statistical evidence obtained from the 50 respondents. 

The study can also provide a baseline for future research 

in Nanded. Repeating the survey with a larger sample or across 

specific sectors can show whether adoption patterns differ 

between retail, services, finance, manufacturing and other 

commercial activities. The findings can therefore support both 

academic discussion and practical digital-transformation 

planning. 

The principal contribution of the study is its local, 

stakeholder-oriented examination of AI in commerce. Rather 

than considering AI only as a technological innovation, the 

study connects adoption with managerial decision-making, 

barriers and perceived business performance. This integrated 

perspective can help identify whether AI is becoming a 

practical commercial capability or remains primarily an 

emerging technology among local stakeholders. 
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16.1 Practical Research Contribution 

The final empirical section should present a concise 

hypothesis-testing table containing the hypothesis, statistical 

test, test statistic, p-value, decision and a one-line 

interpretation. This will make the paper easier to evaluate and 

strengthen its academic presentation. 

For Objective 1, the analysis should establish whether 

awareness is associated with adoption. For Objective 2, the 

study should determine whether higher AI adoption is 

associated with more effective or efficient managerial 

decision-making. For Objective 3, the analysis should identify 

which barriers appear most important to respondents. For 

Objective 4, the study should examine whether AI adoption is 

associated with better perceived business performance. 

The interpretation of results should move beyond 

reporting percentages and significance values. The study 

should explain the practical meaning of the statistical findings 

for commercial stakeholders in Nanded. A statistically 

significant association should be interpreted in terms of 

direction and practical relevance, while a non-significant result 

should be reported objectively rather than treated as evidence 

that AI has no value in commerce. 

16.2 Expected Analytical Interpretation 

For hypothesis testing, composite scores may be 

calculated for each multi-item construct after checking 

reliability. Higher scores should consistently represent higher 

levels of the construct. This approach will allow the study to 

compare AI adoption with decision-making, barriers and 

perceived business performance in a systematic manner. 

The questionnaire should use clear, non-technical 

statements so that respondents from different commercial 

backgrounds can respond consistently. A five-point Likert 

scale ranging from strongly disagree to strongly agree can be 

used for attitudinal items. Demographic and business-profile 
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questions should be analysed separately from the construct-

level items. 

The study operationalises AI adoption as the extent to 

which respondents are aware of, use and perceive value in 

Artificial Intelligence within commercial activities. AI 

awareness may include familiarity with AI-based applications, 

while adoption refers to actual or intended use in business-

related activities.  

17. Conclusion 

Artificial Intelligence has significant potential to reshape 

commerce by improving automation, analytical capability, 

customer service and managerial decision-making. The present 

study focuses on four important dimensions in Nanded: AI 

awareness and adoption, managerial decision-making, 

adoption factors and barriers and perceived business 

performance. 

The study recognises that successful AI adoption 

depends not only on technology but also on digital skills, 

organisational readiness, reliable data, privacy, cybersecurity 

and responsible managerial oversight. Evidence from 50 

respondents will help determine the extent to which these 

factors are relevant to the commercial environment of Nanded. 

18. Recommendations 

1. Promote AI literacy and practical AI training for business 

owners, managers and employees. 

2. Encourage small and medium businesses to adopt 

affordable AI tools according to clearly identified business 

needs. 

3. Strengthen data protection, privacy and cybersecurity 

practices. 

4. Promote human–AI collaboration and retain managerial 

judgement in important decisions. 
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5. Develop institutional programmes through universities, 

government agencies and industry associations for AI 

awareness and skill development. 

6. Regularly evaluate whether AI adoption improves 

efficiency, decision quality and perceived business 

performance. 

19. Future Research 

 Future studies may use larger probability-based samples 

and compare Nanded with other districts or cities. Longitudinal 

studies can examine changes in AI adoption over time. Sector-

wise research may compare retail, banking, services, 

manufacturing and MSMEs. Further studies can examine 

Generative AI, AI and employment, customer privacy, 

algorithmic trust, AI-enabled accounting and AI-driven 

financial decision-making. 
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Chapter: 18 
 

Risk Management and Corporate 

Governance: An Integrated Approach to 

Organizational Resilience and Sustainable 

Performance 
 

Aniket Renukadas Pahurkar 
Abstract 

Risk management and corporate governance are 

increasingly interconnected as organizations face financial 

uncertainty, cybersecurity threats, technological disruption, 

regulatory changes, supply-chain instability, and sustainability 

challenges. Corporate governance establishes accountability, 

transparency, and oversight, while risk management provides 

processes for identifying and responding to uncertainty. This 

paper examines the relationship between these two areas 

through a review of academic and institutional literature. The 

study argues that risk management is most effective when it is 

integrated into corporate governance and strategic decision-

making rather than treated as a separate compliance function. 

Particular attention is given to board oversight, risk culture, 

internal controls, transparency, and organizational resilience. 

The analysis indicates that effective governance can strengthen 

risk oversight by establishing clear responsibilities, improving 

information flows, and encouraging responsible risk-taking. 

The paper proposes an integrated framework in which boards, 

management, internal audit, and other stakeholders contribute 

to organizational risk governance. It concludes that 

organizations can improve resilience and long-term sustainable 

performance when risk management is embedded within 

governance structures and organizational strategy. 

Keywords: risk management, corporate governance, enterprise 

risk management, board oversight, risk culture, organizational 

resilience, sustainability 
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Introduction 

Organizations operate in environments characterized by 

uncertainty and rapidly changing risks. Economic volatility, 

technological developments, cybersecurity threats, regulatory 

requirements, environmental concerns, geopolitical instability, 

and changing stakeholder expectations can influence an 

organization's ability to achieve its objectives. These 

developments have increased the importance of effective risk 

management and corporate governance. 

Corporate governance refers to the structures and 

processes through which organizations are directed, monitored, 

and held accountable. It establishes relationships among the 

board of directors, management, shareholders and other 

stakeholders. The G20/OECD Principles of Corporate 

Governance identify board responsibilities, disclosure and 

transparency, shareholder rights and sustainability and 

resilience as important elements of effective governance 

(OECD). 

Risk management complements these governance 

structures. ISO 31000 describes risk management as a 

comprehensive approach involving the identification, analysis, 

evaluation, treatment, monitoring, and communication of risks. 

Importantly, the standard emphasizes integrating risk 

management into governance, strategy, planning, reporting, 

policies, values and organizational culture (International 

Organization for Standardization). 

The relationship between corporate governance and risk 

management is therefore significant. A board cannot 

effectively oversee an organization without reliable 

information about its major risks. Similarly, a sophisticated 

risk-management system may have limited value if senior 

management and the board do not establish appropriate 

accountability, resources and organizational culture. 

This paper examines the relationship between risk 

management and corporate governance and argues that their 
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integration can contribute to organizational resilience and 

sustainable performance. 

Literature Review 

Corporate Governance and Accountability 

Corporate governance provides a framework for 

directing organizational activities and holding decision-makers 

accountable. Boards are responsible for overseeing 

management, guiding strategy, monitoring performance and 

protecting the long-term interests of the organization. 

Effective governance requires more than compliance 

with laws and regulations. It involves appropriate decision-

making structures, transparency, ethical conduct, 

accountability and independent oversight. Kyere and Ausloos, 

in their study of firms listed on the London Stock Exchange, 

demonstrate that the relationship between governance 

mechanisms and financial performance varies according to the 

specific governance mechanism and performance measure 

used. This suggests that there is no single governance structure 

that guarantees superior organizational performance. 

From a risk-management perspective, governance 

mechanisms are important because they influence how 

organizations identify and respond to uncertainty. Clear 

accountability can prevent responsibility for risk from 

becoming fragmented between departments. Similarly, 

effective board oversight can ensure that significant risks 

receive appropriate attention at the strategic level. 

Risk Management as a Governance Function 

Traditional risk management often focused on individual 

categories such as financial, operational, or compliance risks. 

Enterprise risk management has expanded this perspective by 

considering risks collectively and examining their relationship 

with organizational objectives. 

ISO 31000 emphasizes that risk management should be 

integrated throughout an organization rather than operating as 

an isolated function. The current ISO 31000:2018 edition 

remains the applicable version and was reviewed and 
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confirmed in 2023 (International Organization for 

Standardization). This approach supports the argument that 

risk management should be incorporated into strategic 

planning and governance. 

Kalia and Gill's systematic review of research on 

corporate governance and risk management further 

demonstrates the growing academic interest in this 

relationship. Their review synthesized 72 studies and identified 

significant connections between governance mechanisms and 

corporate risk management. They also highlighted 

opportunities for additional research into the complex 

relationship between governance structures and risk outcomes 

(Kalia and Gill). 

Thus, risk management should not simply attempt to 

eliminate risk. Organizations must often accept calculated risks 

to achieve strategic objectives. Effective governance helps 

ensure that these risks are understood, evaluated and consistent 

with the organization's risk appetite. 

Theoretical Framework 

Agency Theory 

Agency theory is one of the major theoretical 

foundations of corporate governance. It focuses on potential 

conflicts between principals, such as shareholders, and agents, 

such as managers. Managers may have access to information 

that shareholders and boards do not possess, creating 

information asymmetry. 

Risk management can help address this problem by 

providing systematic information about organizational 

exposures and controls. Effective risk reporting enables boards 

to evaluate management decisions and identify areas requiring 

additional oversight. 

Stakeholder Theory 

Stakeholder theory provides a broader perspective by 

recognizing that organizations affect employees, customers, 

suppliers, creditors, communities, governments and other 

groups. 
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Risks that may not immediately appear as financial 

losses can nevertheless damage stakeholder relationships and 

long-term organizational legitimacy. Environmental risks, 

data-privacy concerns, employee-related risks, and reputational 

issues demonstrate why governance must consider broader 

stakeholder interests. 

The OECD's 2023 principles reflect this broader 

approach by emphasizing sustainability and resilience 

alongside traditional governance concerns (OECD). 

Research Objectives 

This study has five main objectives: 

1. To examine the relationship between corporate 

governance and risk management. 

2. To identify governance mechanisms that support effective 

risk oversight. 

3. To examine the role of boards in developing 

organizational risk culture. 

4. To analyze the importance of transparency and internal 

controls. 

5. To propose an integrated approach to risk governance and 

organizational resilience. 

Methodology 

This research uses a qualitative, conceptual methodology 

based on a review and synthesis of academic and institutional 

literature. The sources include scholarly research on corporate 

governance and risk management, the G20/OECD Principles 

of Corporate Governance, and ISO 31000 risk-management 

guidance. 

The literature was analyzed thematically according to 

five areas: board oversight, risk culture, transparency, internal 

control and organizational resilience. The purpose is to 

develop an integrated conceptual understanding rather than to 

statistically test a causal relationship. 

Because this study is literature-based, it does not present 

invented survey responses, financial data or statistical findings. 
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Future research can empirically test the framework developed 

in this paper. 

Discussion 

Board Oversight and Risk Management 

The board of directors has a central role in connecting 

corporate governance with risk management. The OECD states 

that boards should oversee risk-management systems and 

internal controls and should establish or oversee the 

organization's risk appetite and risk culture (OECD). 

Board oversight does not mean that directors should 

manage operational risks themselves. Instead, boards should 

establish expectations, monitor significant risks, challenge 

management when necessary and ensure that appropriate 

systems exist. 

The board should also understand how risk relates to 

strategy. A strategic decision to enter a new market, adopt a 

new technology, or expand operations may introduce financial, 

legal, operational, cybersecurity and reputational risks. 

Considering these risks before approving a strategy can 

improve decision quality. 

Risk Culture 

Formal risk policies cannot guarantee effective risk 

management. Organizational culture strongly influences how 

employees respond to uncertainty. 

A healthy risk culture encourages employees to identify 

problems, communicate concerns and make decisions 

consistent with organizational objectives. Senior management 

and boards influence this culture through their behavior, 

communication, incentives, and response to mistakes. 

If employees believe that short-term performance is more 

important than responsible decision-making, they may avoid 

reporting emerging risks. Conversely, an environment that 

encourages transparent communication can allow 

organizations to identify problems earlier. 

Therefore, risk culture should be viewed as a governance 

issue rather than simply an employee-management issue. 
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Transparency and Risk Information 

Effective governance depends on reliable information. 

Directors cannot oversee risks that they do not understand or 

that management fails to communicate. 

The OECD Principles emphasize disclosure and 

transparency as fundamental components of corporate 

governance (OECD). However, effective transparency does not 

necessarily mean providing more information. Information 

must be relevant, timely, understandable and focused on 

material issues. 

Risk reports should help boards understand the 

likelihood and potential consequences of major risks, the 

effectiveness of existing controls and management's proposed 

responses. Poorly designed reporting can overwhelm decision-

makers with information without improving their 

understanding. 

Internal Controls and Assurance 

Internal controls provide another important connection 

between governance and risk management. They help 

organizations reduce the likelihood and impact of undesirable 

events and provide assurance regarding organizational 

processes. 

However, internal controls cannot replace effective 

governance. Controls may fail because of human error, 

management override, poor implementation, inadequate 

resources or changing circumstances. 

Internal audit can provide an additional layer of 

independent assurance. The OECD recommends clear 

relationships between internal audit, audit committees and 

boards, particularly in organizations facing complex financial 

and non-financial risks (OECD). 

The board should retain ultimate responsibility for 

overseeing the risk-management system while management 

remains responsible for implementation. 

Emerging Risks and Organizational Resilience 
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Modern organizations face risks that cross traditional 

functional boundaries. Cybersecurity, artificial intelligence, 

climate-related risks, geopolitical tensions and supply-chain 

disruptions may simultaneously create financial, operational, 

legal and reputational consequences. 

The OECD's revised 2023 principles recognize 

sustainability and resilience as increasingly important aspects 

of corporate governance. The principles specifically encourage 

boards to ensure that risk-management systems address 

significant external risks, including supply-chain disruptions 

and geopolitical tensions (OECD). 

This development demonstrates why organizations need 

integrated risk governance. Emerging risks cannot always be 

managed effectively by a single department. They require 

coordination among the board, senior management, risk 

professionals, technology teams, compliance functions, 

internal audit and other stakeholders. 

Proposed Integrated Risk-Governance Framework 

Based on the literature reviewed, this paper proposes five 

interconnected elements of effective risk governance. 

First, board oversight establishes accountability and ensures 

that major risks are considered in strategic decisions. 

Second, risk culture creates organizational expectations 

concerning ethical conduct, responsible risk-taking, and 

transparent communication. 

Third, risk information and transparency provide decision-

makers with timely and relevant information about material 

risks. 

Fourth, internal control and assurance provide mechanisms 

for monitoring whether risk-management processes operate 

effectively. 

Fifth, strategic resilience connects risk management with 

long-term organizational objectives and the ability to adapt to 

disruption. 

These elements should operate as an integrated system. 

Board oversight shapes risk culture; risk culture influences the 
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quality of risk information; risk information supports board 

decisions; internal controls provide assurance; and the 

combined system strengthens organizational resilience. 

Implications 

The findings have important implications for managers 

and boards. Managers should integrate risk considerations into 

strategic planning, investment decisions, budgeting, 

performance management and operational processes. Risk 

should be treated as an organization-wide responsibility rather 

than the responsibility of a specialized risk department. 

Boards should ensure that risk discussions are integrated 

into strategic discussions rather than limited to periodic 

compliance reports. Directors should receive sufficient 

information to evaluate whether significant risks are consistent 

with organizational objectives and risk appetite. 

Organizations should also periodically reassess their 

risk-management systems because risk environments change. 

A control that was effective several years ago may be 

inadequate when technology, regulations, markets, or 

stakeholder expectations change. 

Conclusion 

Risk management and corporate governance are closely 

connected components of effective organizational 

management. Corporate governance establishes accountability, 

oversight, transparency and decision-making structures, while 

risk management provides systematic processes for identifying 

and responding to uncertainty. 

The literature indicates that governance mechanisms can 

influence organizational risk management, although their 

effects vary across organizations and institutional 

environments. Consequently, effective risk governance should 

not depend on a single mechanism such as board independence 

or committee structure. 

Instead, organizations should adopt an integrated 

approach involving board oversight, risk culture, transparent 

information, internal controls, independent assurance, and 
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strategic resilience. The OECD's 2023 principles and ISO 

31000 both reinforce the importance of integrating risk 

management into governance and organizational decision-

making. 

Ultimately, effective risk management is not about 

eliminating uncertainty. Organizations must often accept 

appropriate risks to innovate, compete, and grow. The purpose 

of governance is to ensure that such risks are understood, 

responsibly managed and aligned with organizational 

objectives. Integrating risk management with corporate 

governance can therefore strengthen accountability, improve 

decision-making, increase resilience and support sustainable 

long-term performance. 
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Chapter: 19 
 

   Rural and Agriculture Marketing in 

India 

Dr. Dhairyashil B. Khamkar 
Abstract: 

Rural and agricultural marketing form the backbone of 

India’s rural economy, linking production with consumption 

and ensuring sustainable development. Rural marketing 

encompasses the distribution of goods and services in rural 

areas, while agricultural marketing specifically addresses the 

movement of farm produce and inputs between farmers and 

consumers. Together, they influence employment, income 

generation, purchasing power and modernization of 

agriculture. The chapter highlights the evolution of marketing 

systems from traditional practices to modern approaches such 

as digital platforms, organized retail and direct 

farmer-to-consumer channels. It outlines the conceptual 

foundations provided by scholars and commissions, 

emphasizing functions like assembling, grading, storage, 

transportation, financing and dissemination of market 

information. 

Introduction  

Rural marketing and agriculture marketing are two 

important factors of rural economy. The development of rural 

economy depends upon efficient marketing system. Rural 

marketing comprises the marketing of goods and services in 

the rural area.  Agricultural marketing is a important part of 

rural marketing. Agriculture marketing comprises agricultural 

input marketing and provides agricultural produce from 

farmers to consumer. Agro-service is also a important part of 

agriculture market. The living standard of the rural population 

is depended upon efficient marketing. The government 

initiatives like establishment of Agriculture Market committees 
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(APMCs), dissemination of update market information, 

development of market infrastructure, digital marketing and 

rural agricultural entrepreneurs has changed the market 

scenario of agricultural marketing.   

Agriculture is main sector of rural economy; it provides 

employment income and purchasing power to the rural 

population. Rural markets involve agriculture marketing, 

marketing of industrial goods and ruler service. Financial 

market is also important part of rural marketing. The 

traditional marketing system has changed in recent days. Now 

it comprises digital marketing, direct marketing and organise 

retail marketing system. 

Concept of rural marketing: 

Prof. Thomsen: 

“The concept of rural marketing involves all market 

functions, marketing functionaries, trading, movement of 

goods and all functions involved in reaching goods and 

services from producer to consumer.” 

National agriculture commission:  

“The concept of rural marketing starts with decision of 

production of goods and service; it involves all the aspects of 

marketing structure. It comprises assembling, grading, 

packaging storage, transportation, distribution of all such 

technical and economic aspects of marketing.”  

Aspects of Rural marketing: 

• Marketing of inputs to agriculture and allied activities. 

• Marketing of consumer goods and FMCGs.  

• Marketing of agricultural and industrial goods. 

• Marketing a rural agricultural and consumer services.  

Concept of Agricultural Marketing: 

Moore, Johl and khusro: 

“Agriculture marketing involved moving agricultural 

product from farmers to consumers through time (storage), 

space (transport) form (processing) and transfer of ownership 

at various stages in marketing channels.” 
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Thomsen  

“The Agricultural marketing comprises all the operations 

and functionaries conducting them, involved in the moment of 

farm goods, raw material and their derivatives from, farm to 

final consumer and the effects of such operations on farmers 

middle-man and consumers”. 

The agriculture marketing composes product marketing 

and input marketing. Input marketing makes available all farm 

inputs to the farmers.  

Classification of markets on different basis [1]:  
Base Classification 

Location Village market  

Primary market 

Secondary wholesale market  

Terminal market 

Import and export market  

Area Coverage Local market  

Regional market  

National market  

World market 

Volume of transactions Retail market 

Wholesale market  

Nature of transactions Spot market 

Forward Market  

Number of Commodities 

transacted  

General market 

Specialised market  

Degree of Competition Perfect market  

Monopoly market  

Duopoly market  

Oligopoly market  

Monopolistic competition 

market 

Public Intervention Regulated market 

Unregulated market 

Population Served Urban market  

Rural market 
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Market Functions [2]:  

This means the all activities involved when agriculture 

produce moves from farmer to ultimate consumer. 

Physical Functions Assembling  

Storage  

Packaging  

Transportation  

Grading  

Distribution 

Exchange Functions Buying 

Selling 

Facilitative Functions Standardization  

Financing  

Risk taking  

Dissemination of market 

information 

Significance of rural marketing: 

The efficiency of any economy based upon efficient 

production and distribution system.  In any economy only 

production system cannot be increase the social welfare 

without marketing system. 

• Attitude of farmers changes from subsistence agriculture 

to commercial farming.  

• Marketing system creates price stability and economic 

stability in the economy.  

• With the development of marketing system, coordination 

exists in the various sectors in the economy. 

• Marketing is new creation of value. It creates place 

utility, time utility, form utility and possessional utility in 

the produce. 

• Rural income and rural saving are enhanced due to rural 

marketing. It boosts modernisation of agriculture and 

capital formation for the economy. 

• It generates employment opportunities in rural areas. 
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• Rural marketing encourages to produce more marketable 

surplus to small farmer. 

Significance of agriculture marketing: 

The primary function of agriculture marketing is to 

promote economic development. It stimulates agriculture 

production and consumption. Agricultural marketing is a 

multiplier of agriculture development. The technologist 

development accelerated the production, large marketable 

surplus and marketed surplus. Agricultural marketing boosts 

the growth of non-agricultural sector. It provides foods and raw 

material to industrial sector and services sector.  

1. Optimum utilisation of local resources: 

Agriculture marketing leads to optimum utilisation of 

local resources due to demand for food and raw material. An 

efficient marketing system boosts to increase marketable 

surplus. Due to the agricultural market losses during 

processing, storage and transportation are minimized. This is a 

value adding process. 

2. Increasing employment and farm income: 

The proficient agricultural marketing system creates 

additional employment and ensures high income to farmer 

community. This ensures better price for farmer products. The 

income is used to purchase better input for agriculture. This 

boosts farmer income.  

3. Increasing area coverage of markets: 

The proficient agriculture marketing system widens the 

internal and external market. The wide market increases the 

more demand for agriculture produce on regular basis.  It 

assures better price and high farm income. 

4. Better utilisation of raw material: 

The proficient marketing system boost growth and 

development of agro-based industries. They demand agro-

produced raw material. This process accelerates the 

development of rural economy. The industries like sugar, 

textile, jute, food and beverages are relay for raw material from 

agriculture.  
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5. Ensure better price to farm produce:  

The proficient agriculture marketing system helps 

production according to market demand. This process provides 

price signals to the farmer and traders. It helps them to plan 

their market activities.  

6. Modernisation of agriculture:  

The efficient marketing system increases the income of 

farmer. The surplus income is used to purchase modern inputs. 

The higher investment is possible; this boosts more marketable 

surplus and receives better prices. 

7. Accelerates crop diversification: 

The proficient agriculture marketing system ensures 

farmers to clearance for marketable surplus. The agricultural 

entrepreneurs analyse the comparative cost and benefits. The 

moves towards high value crops helps to accelerate process of 

crop diversification in agriculture. 

8. External marketing opportunities: 

The efficient agricultural marketing system helps farmer 

to search external markets. The farmer receives higher prices 

in foreign markets. This system encourages exports of 

agriculture produce. 

9. Value addition process:  

Marketing is a value addition process hence it is a 

production process. This production process completes only 

when production reaches to the final consumer in time. In the 

process, processing adds farm utility, transportation adds place 

utility, storage adds time utility, buying and selling process 

adds processional utility [3].  

Addition to the above benefits agricultural marketing, it 

ensures fair prices, reduces exploitation by middleman, 

reduces post-harvest losses, supply food security.  

Profile of the rural market: 

• Large number of consumers. 

• High income from agriculture. 

• Season demand. 
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• Diversified rural economy-increase in income. 

• Increasing irrigation facilities. 

• High potential of demand.  

• Existence of highly imperfect market. 

• Rapid development of rural market. 

•  Expanding transport and communication facilities.  

• Large and scattered market.  

Channels in agriculture marketing: 

Marketing channels means route through which 

agricultural produce moves from producer to consumer [4]. 

For example, Marketing channel for wheat 

→ Producer to consumer  

→ Producer to retailer to village trader to consumer  

→ Producer to wholesaler to retailer to consumer  

→ Producer to village trader to wholesaler to retailer to 

consumer  

→ Producer to government agency to fair price shop to 

consumer  

Marketing channels vary from product to product 

marketing channels for fruit are different than food grains. The 

level of document of country determines the final form of the 

product. In the developed countries final product must be 

processed and packed. Otherwise in the developing countries it 

is preferred in less process form. In such countries processing 

is done at consumer level. 

Characteristics of agricultural produce:  

The marketing of agricultural produce is different from 

industrial goods, because there are some unique characteristics 

of agricultural produce [5].  

Concern to the production 

system 

: Products on small scale 

 : Widely scattered surplus 

 : Particular produce a 

specialised area 

 : Seasonality 
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 : Irregular production  

Concern to the farm produce  : Perishable in nature 

 : Bulky in nature 

 : Varying quantity  

Problem of the rural marketing:  

1. Weak infrastructure:  

The infrastructural facilities for the rural markets are 

very poor. That includes lack of standardization and grading, 

inadequate storage facilities, lack of cold storages, under 

developed transportation, absence of market intelligence, lack 

of borrowing facilities, adulteration [6].  

2. Lack of marketing literacy:  

The producers and consumers both are unaware of 

regarding standardization and grading, unaware of price 

determination process, asymmetric information, unaware 

regarding packing and packaging unaware regarding 

nutritional content, unaware regarding expiry date, unhygienic 

processing, etc.  

3. Seasonal purchasing:  

The marketable surplus and farm income is available 

during the harvest season. More than 80% marginal and small 

farmers have purchasing power during the harvesting season. 

Seasonality is main characteristics of the rural market.  

4. Poor distribution network: 

The rural marketing is a two-way process. The rural 

markets are assembles of agricultural produce and demand fast 

moving consumer goods and services. Due to poor urban 

access the FMCG’s prices are higher in rural market. The 

consumers are exploited both assembling of agricultural 

produce and distribution of consumer goods.  

Problems in agricultural marketing: 

1. Lack of farmers organisation: 

The traders in agricultural markets are organised. They 

protect their interest at organisational level. At the same time 
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farmers are unorganised. They cannot bargain with middlemen 

at equal level; hence they are exploited.   

2. Forced sales in village:  

Farmer sales their product at inappropriate place, time 

and on unsuitable terms and conditions. They highly indeed of 

money due to indebtedness. 

They are forced to sale their product during harvesting 

season. At that time due to higher supply price are very low; 

for the less amount they are forced to sell higher surplus.  

3. Higher number of middlemen:  

There is a very big chain of middlemen in the 

agricultural marketing. Their high share in the final price 

reduces the share of main producer. The middlemen are money 

lenders, landlords, retailers, interest traders, brokers, 

commission agent, wholesalers at APMC, etc.  

4. Multiplicity of market charges: 

The market charges like commission agent charges, 

APMC charges, brokerage, weighing, big samples, public 

charity, weight of mud and packaging bags are cut down from 

the final payment. Due to the higher market charge farmers 

exploited. 

5. Malpractices of middlemen:  

There are many malpractices exist in unregulated market. 

The sample quantity remains high. The high interest charges 

impact on advance payments. The unscientific hatta system of 

price determination is existed in unregulated markets. There 

are higher number of great malpractices existed in weighing of 

agriculture product.  

6. Lack of standardization and grading:  

Bureau of Indian standards (BIS) performs standards for 

grading of each agricultural produce. Grading of each 

agricultural commodity is done accordingly to the standards 

fixed by the BIS. Higher grade commodity gets higher price, 

but in Indian regulated and unregulated market don't apply 

these standards for grading. Hence there is injustice within the 
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higher quality produce. The lack of standardization and 

grading affects on export market.  

7. Inadequate storage facility: 

Storage is important step in agricultural marketing. 

Storage must ensure the protection of quantity and quality of 

the product. The agriculture product is seasonal in nature, that 

is why it must have required storage. There is absence of 

scientific storage facility at farmer level and market level. It 

affects on quality and quantity of the product ultimately on the 

market prices [7].  

8. Under developed transportation facilities: 

Better transport facilities create time utility in product. It 

connects scare place to production place. There are inadequate 

and backward transportation facilities in India. Villages are not 

well connected to cities. Transportation tools are used to 

transport; it takes more time and unsafe. There is a very huge 

loss up produce during transportation. All weather, well 

connect, time efficient and scientifically build roads are needed 

in India. 

9. Absence of market intelligence:  

The market information plays a very important role in 

the agriculture marketing. On the basis of updated market 

information farmer take decision of where, when and whom to 

sell the product. Dissemination of the timely market 

information is essential to perform scientific price policy. Such 

time information is unavailable for the Indian markets. 

Asymmetric information leads to take the wrong decision it 

affects on farm income.  

10. High cost for borrowing:  

Due to seasonality of agriculture, farmer receives 

payment once or twice in a year. Midtime expenses are 

unavoidable; due to the reason farmers take advance payments 

from traders. The traders charge higher rate of interest on the 

advances. This is also a big problem in agricultural marketing.  

 

 



Recent Trends in Commerce and Management      195 

 

 

11. Defective preparation of market:  

Agricultural product has to be well graded clean and well 

prepared for the market. The Indian farmer gives very less 

attention on this. Farmers give very less attention on fruits and 

vegetables maturity. Due to this reason they have to bear high 

market cost. This affects on farmers income side. 

12. Inadequate credit facilities:  

If farmer has to wait for the better price he must hold the 

product. During this holding period he is highly in need of 

money. In India organised finance facilities are inadequate if 

farmers relay on unorganised finance, he has to pay very high 

cost.  

13. Adulteration:  

Adulteration is a very big problem. It is at farmer and 

trader level. Milk, edible oil, cotton and rice have huge 

potential of adulteration. Adulteration affects the market price 

of the agricultural product. It also creates community health 

issues. But it exists in Indian market on a big proportion.  

Suggestions for improving rural and agricultural 

marketing: 

→ Market regulation  

→ Use of standard weights 

→  Standardized contracts  

→ Dissemination of market information  

→ Improvement in rural roads and transport  

→ Adequate scientific warehouse and cold storage 

facilities  

→ Provision of standardization and grading  

→ Development of cooperative marketing 

→ Trading of market personnel 

→ Market inspection and research  

→ Strengthen the farm produce organisations  

→ Encourage direct farmer to consumer channel  

→ Expand digital market information  

→ Improve digital literacy among farmers  
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→ Encourage food processing and value addition  

→ Improve access to institutional finance strengthen 

market competition and transparency 

→ Promotion of agriculture export  

Future prospects: 

For the development of rural and agricultural marketing 

the combination of digital platform, cooperatives and modern 

logistic processing, E-Commerce, value addition is essential.  

New avenues for youth: 

➢ Digital marketing  

➢ E-Commerce 

➢ Agriculture processing  

➢ Rural logistics  

➢ Branding  

➢ Market research  

Conclusion: 

Rural and agricultural marketing are important factors of 

Indian economy and rural development. Agricultural marketing 

is a connection between agriculture production and consumer. 

Rural marketing plays an important role to connect rural 

consumer, producer, businessmen, organisations and markets.  

The scientific and efficient marketing system enable to 

increase farm income, reduce post-harvest losses, generate 

employment, improve consumer welfare, encourage value 

edition and strengthen the rural economy.  

The potential areas are FPOs, cooperatives marketing, 

digital marketing, e-commerce modern storage and 

transportation, food processing, quality assurance and 

certification and ruler entrepreneurship. The ultimate objective 

should be efficient marketing through efficient transportation, 

inclusion, cooperatives, farmer orientation and accountable to 

the consumer needs. 
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Chapter: 20 
 

Skill Education and Employability in 21st-

Century India 
 

Dr. Sudam G. Rathod 

Introduction: 

While the twenty-first century is indeed driven by skills, 

the harsh reality remains that the necessary and conducive 

environment is often lacking, and employment opportunities 

do not always match expectations. Consequently, 

employability skills have gained immense importance 

alongside undergraduate and postgraduate degrees. 

In today’s competitive job market, merely holding a 

degree is insufficient. Employers seek candidates who possess 

'job-ready skills'—skills essential for actual work. India enjoys 

a 'demographic dividend,' yet skill development is crucial to 

transforming this into an 'economic dividend.'  

The 'National Skill Development Policy 2015' aimed to 

train 400 million (40 crore) people by 2022. Despite this, 

unemployment rates among educated youth remain high. This 

raises a question: Are we developing the right skills? This 

research paper focuses on understanding the relationship 

between skill development and employability.  

Employment today goes beyond merely obtaining a 

degree. According to a 2023 NASSCOM report, only 45% of 

Indian graduates are considered employable. The reason is 

simple: the education system is producing "degree holders" 

rather than "job-ready professionals."  

Skill education refers to systematic training designed to 

develop specific competencies required for employment or 

self-employment. Employability entails possessing the skills, 

knowledge, and attributes necessary for an individual to secure 

and retain employment. India is expected to have the largest 

working-age population by 2030. However, without skill 
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development, this population could become a liability rather 

than an asset. The disparity between the workforce emerging 

from the education system and the requirements of the industry 

is known as the "skill gap."Nature of the problem: Despite 

numerous skill development schemes, why do youth 

unemployment and underemployment persist in India? 

Keywords: Skill development, employability, youth, 

vocational training, Industry 4.0, Skill India. 

Research Objectives: 

1. To understand the concepts of skill development and 

employability. 

2. To analyze current skill development initiatives in 

India. 

3. To identify the skill gap between industry requirements 

and the skills possessed by graduates. 

4. To suggest measures for improving employability 

through skill training. 

Research Questions: 

1. What is the current state of skill education in India? 

2. What skills are currently in demand by the industry? 

3. How effective are government skill programs in 

improving employability? 

4. What measures can be adopted to bridge the gap 

between skills and employability? 

Literature Review: 

World Economic Forum 2023: Due to automation, 50% 

of the workforce will require 'reskilling' (acquiring new skills) 

by 2025. 

NSDC Report: Only 4.69% of India's workforce has 

undergone formal skill training; in contrast, this figure is 52% 

in the USA and 80% in Japan.  

AICTE and Industry Reports: Employers cite a lack of 

communication skills, problem-solving abilities, and practical 

knowledge as key deficiencies.  
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Studies on PMKVY: Placement rates have increased by 

30-40% in sectors such as healthcare, Information Technology 

(IT) and retail.  

Numerous studies have highlighted the importance of skill 

education: 

1. World Economic Forum, 'Future of Jobs' Report 2023: 

Significant changes in workers' core skills will occur over 

the next five years. Analytical thinking, creative thinking, 

and AI literacy are skills that are rapidly becoming crucial. 

2. NSDC Skill Gap Report 2022: India required 10.9 crore 

(109 million) skilled workers across 24 sectors by 2022. 

Key sectors facing shortages: construction, retail, 

healthcare, and information technology (IT). 

3. AICTE Employability Survey 2023: Only 47% of 

engineering graduates are employable. A lack of practical 

experience and communication skills has been identified 

as the primary reasons for this. 

4. Mehrotra et al. (2014): Vocational training leads to a 20–

30% increase in wages; however, the quality of training 

and the credibility of certifications remain areas of 

concern. 

5. NEP 2020 (National Education Policy): Emphasizes 

vocational education starting from Class 6, internships, 

and 'multiple entry-exit' options in higher education to 

enhance employability. 

General conclusions from the literature: Degree + Skills 

+ Experience = Employability. Study objectives: 

1. To define skill education and employability within the 

Indian context. 

2. To evaluate current skill development policies and 

programs. 

3. To identify the gap between industry-required skills 

and the skills imparted by institutions. 

4. To analyze the challenges in the delivery of skill 

education. 
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5. To suggest strategies for improving employability 

through skill education. 

Conceptual Framework: 

Types of skills required for employability: 

Technical/Hard Skills | Coding, Data Analytics, CNC, 

Nursing, Accounting | Job-specific; technologies in high 

industry demand. 

Soft Skills | Communication skills, Teamwork, 

Emotional Intelligence | Essential across all sectors. 

Digital Skills | MS Office, AI tools, Cloud, Digital 

Marketing | Crucial in the industry. 

Green Skills | Solar technology, Waste management, 

Sustainable agriculture | Growing importance due to the focus 

on climate change. Entrepreneurial skills—such as problem-

solving, financial literacy, and risk management—are essential 

for self-employment and startups. 

Skill delivery models: 

1. Institutional model: ITIs, polytechnics, and skill 

universities 

2. Market-based model: Private training partners under 

PMKVY 

3. Apprenticeship model: NAPS – 'Earn while you learn' 

4. Integrated model: Inclusion of vocational subjects in 

schools/colleges as per NEP 2020 

Major skill development initiatives in India: 

1. Skill India Mission – An overarching program for all 

skill-related initiatives 

2. PMKVY (Pradhan Mantri Kaushal Vikas Yojana) – 

Short-term training + certification 

3. NAPS - National Apprenticeship Promotion Scheme - 

On-the-job training 

4. DDU-GKY - Skill development for rural youth 

5. Partnerships between colleges and NSDC/Sector Skill 

Councils 
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Government initiatives in India: 

1. PMKVY 4.0 2023-2026: Focus on 'Industry 4.0' 

curricula (AI, Robotics, IoT, Drones). Target: 1 crore (10 

million) youth. 

2. National Apprenticeship Promotion Scheme (NAPS): 

Provides stipend support to employers. Target: 10 lakh (1 

million) apprentices. 

3. Jan Shikshan Sansthan (JSS): For school dropouts and 

the rural poor. 

4. NEP 2020: Integrating vocational education with 

mainstream education. Aiming to provide vocational 

education exposure to 50% of students by 2025. 

5. DDU-GKY: Focuses on rural youth from poor families. 

Based on placement-linked training. 

Despite this, according to PLFS 2022-23, only 2.2% of 

India's workforce possesses formal vocational training. 

Comparison: Germany 75%, Japan 80%. Industry demand vs. 

educational output: The Skill Gap. 

What industries require in 2026: 1. Skill India Mission 

2015: A flagship program aiming to train 40 crore (400 

million) people by 2022. Coordinates across more than 40 

ministries. 

1. Candidates who are 'job-ready' from day one. 

2. Familiarity/knowledge of the digital and AI (Artificial 

Intelligence) sectors. 

3. Problem-solving capabilities and an adaptable mindset. 

Skills in communicating in English and regional 

languages 

What the education system offers: 

1. Purely theoretical and outdated curricula 

2. Lack of practical labs and hands-on industry experience 

3. Insufficient emphasis on 'soft skills' 

4. Teachers/professors with limited industry experience 

Consequence: "Educated unemployed." Graduates cannot use 

'Tally'; engineering graduates cannot code. 
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Challenges in skill-based education: 

1. Quality Issue: Many training centers focus solely on 

enrollment targets rather than learning outcomes. 

2. Social Perception: Vocational courses are still perceived 

as being meant only for "underprivileged students." 

3. Weak Industry Linkage: 70% of ITI institutes lack any 

Memorandum of Understanding (MoU) with local 

industries.  

4. Shortage of Trainers: A lack of instructors possessing 

both teaching skills and industry experience.  

5. Assessment and Certification: There is no uniform 

standard; employers often do not attach importance to 

many of the existing certifications.  

6. Infrastructure: Outdated machinery; rural centers lack 

access to new technologies like AI and 3D printing. 

7. Awareness: Rural youth lack information regarding post-

training plans or career opportunities. 8. Role of Higher 

Education Institutions 

Colleges should shift from merely "teaching" to a 

model of "skill development + teaching." 

What can colleges do? 

1. Skill Hubs: Under NEP 2020, colleges can—and should 

by 2030—become skill development centers. 2. 

Mandatory Internship: An industry internship lasting one 

semester. 3. Skill Courses: Incorporating a skill-based 

subject (e.g., Excel, communication skills, 

entrepreneurship) in every semester. 4. Industry Advisory 

Board: Updating the curriculum every two years based on 

industry advice. 5. Placement and Upskilling Cell: 

Focusing not just on securing jobs (placement), but also 

on updating alumni skills (reskilling). 

Example: Maharashtra's "Skill University" model and 

"Finishing School" programs have demonstrated a 40% 

increase in placements. Case Studies: Case 1: Impact of 

PMKVY – A 2022 evaluation revealed that PMKVY 

graduates were 32% more likely to secure wage-based 



Recent Trends in Commerce and Management      204 

 

 

employment. The highest number of placements occurred in 

the Apparel, Healthcare, and Telecom sectors. Case 2: 

Partnership between ITIs and the Industry 

A partnership between Tata Steel and ITIs in Jharkhand 

resulted in 90% of students securing employment 

(placements) following 'on-the-job training.' 

Integration of Skills at the College Level 

Savitribai Phule Pune University introduced 

'Employability Skills' as a mandatory credit course. 

Consequently, the employment rate among students rose from 

54% to 71% over a period of three years. 

Overall Challenges: 

1. Quality vs. Quantity: Training centers focus on numbers 

rather than quality. 

2. Industry-Academia Gap: Curricula are not updated in 

line with industry requirements. 

3. Lack of Awareness: Rural youth are unaware of the 

various available schemes. 

4. Placement issues: Certification without a job guarantee. 

Neglect of soft skills: 

Excessive focus solely on technical aspects. 

1. Candidates possessing both technical and soft skills are 

twice as likely to secure placement. 

2. Internships and apprenticeships boost employability by 

60%. 

3. High-demand sectors: IT, healthcare, logistics, 

manufacturing, and Banking, Financial Services, and 

Insurance (BFSI).  

4. Government schemes prove more effective when linked 

with local industries. 

5. There is a strong positive correlation between skill 

training and employability; trained youth are 2.3 times 

more likely to secure employment.  

6. Soft skills and digital literacy have become as crucial as 

technical skills.  
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7. Investment in apprenticeship and internship models 

yields the highest Return on Investment (ROI) 

regarding employability.  

8. Government schemes have created opportunities, yet 

there is a need for better quality control and industry 

integration.  

9. Women's participation in formal skill training is merely 

10%; there is immense untapped potential. 

Recommendations: 

1. Curriculum reform: Incorporate skill-based modules 

starting from the first year of college. 

2. Industry collaboration: Increase internships, guest 

lectures, and live projects. 

3. Focus on soft skills: Communication skills, English 

proficiency, and interview skills. 

4. Digital literacy: Mandatory training in computer usage 

and AI tools. 

5. Tracking and feedback: Monitor placement and salary 

outcomes post-training. 

For the Government: 

1. Adopt "outcome-based" funding rather than "target-

based" funding for training partners. 

2. Establish a National Skills Qualification Framework 

that commands industry trust. 

3. Encourage companies to hire apprentices 

For educational institutions: 

1. Incorporate 20% vocational credits into every degree 

program 

2. Recruit faculty members with 3+ years of industry 

experience 

3. Establish "Skill Labs" equipped with state-of-the-art 

technology 

For the industry: 

1. Co-design the curriculum and provide guest faculty 

2. Offer paid internships and on-the-job training 

3. Recognize micro-credentials and skill certifications 
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For students: 

1. Learn 1 technical skill, 1 digital tool, and 

communication skills 

2. Complete at least 2 internships before graduating 

3. Create a portfolio, not just a resume 

Skill development is no longer optional—it is essential 

for employability. While government schemes have 

established the necessary infrastructure, the focus must now 

shift to quality, industry linkages, and future-ready skills such 

as AI, data proficiency, and green jobs. Educational 

institutions must act as a bridge between students and the 

industry. Only then can we achieve the goal of a "Skilled 

India, Employable India."  

Skill education serves as a bridge between formal 

education and employment. India cannot afford to have 

millions of graduates who lack employability. The future of 

work demands continuous learning, adaptability, and hybrid 

skills—combining technical, human, and digital 

competencies. NEP 2020 and Skill India provide the strategic 

framework; the focus must now shift to quality 

implementation, industry partnerships, and student success. If 

executed correctly, India can truly leverage its demographic 

dividend and emerge as the "Skill Capital of the World."  

As Peter Drucker famously said, "The best way to 

predict the future is to create it." And that future will be 

shaped by a skilled workforce. 

Occlusions: 

Skill development has become a crucial factor in 

enhancing employability in the 21st century. Rapid 

technological advancements and evolving industry needs 

have created a significant gap between the skills possessed by 

graduates and those expected by employers. This paper 

examines the role of skill development programs in 

improving the employability of the youth. This study 

analyzes existing government initiatives such as 'Skill India', 

'NSDC' and 'PMKVY', and examines industry expectations 
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regarding technical, soft, and digital skills. It utilizes 

secondary data and a literature review to identify key 

challenges, including the quality of training, a lack of 

industry linkages, and insufficient awareness. The findings 

indicate that integrating practical training, internships, and 

soft skills alongside skill development significantly enhances 

job readiness. The paper concludes by offering 

recommendations for educational institutions, policymakers, 

and the industry sector to foster an employable workforce. 

In this era shaped by rapid technological change, 

globalization, and 'Industry 4.0', the relationship between skill 

education and employability has become central to economic 

development. India possesses a 'demographic advantage,' with 

over 65% of its population under the age of 35. However, 

transforming this demographic advantage into a skilled 

workforce remains a challenge. Despite the expansion of 

higher education, unemployment rates among graduates 

remain high due to the 'skill gap.' This research paper examines 

the relationship between skill education and employability 

within the specific context of India. It analyzes government 

initiatives such as 'Skill India,' 'PMKVY,' and 'NEP 2020'; 

evaluates industry expectations; and identifies deficiencies in 

curricula, training quality, and the linkages between industry 

and educational institutions. Drawing on secondary data, 

policy reports and existing literature, the study reveals that 

skill education integrating technical capabilities, soft skills, 

and digital literacy significantly enhances employability. The 

paper concludes by offering recommendations for 

policymakers, educational institutions and the industry sector 

to cultivate a future-ready workforce. 
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Chapter: 21 
 

Green Marketing 
 

Shweta Prakashrao Shinde 
 

Abstract  

Green marketing has emerged as an important approach 

to promoting environmentally responsible products, services, 

and business practices. It focuses on meeting consumer needs 

while minimizing negative impacts on the environment 

through sustainable production, packaging, distribution, and 

communication. This chapter examines the concept, 

significance, objectives, and major strategies of green 

marketing, highlighting its role in achieving sustainable 

development and creating long-term value for businesses and 

society. It also discusses changing consumer preferences, the 

green marketing mix, benefits, challenges, and the issue of 

greenwashing. The chapter emphasizes that effective green 

marketing requires genuine environmental commitment, 

transparency, innovation, and responsible communication. By 

integrating environmental considerations into marketing 

decisions, organizations can strengthen their competitive 

position while contributing to environmental protection and 

sustainable consumption. 

Introduction  

The growing concern about environmental degradation, 

climate change, pollution, depletion of natural resources, and 

increasing waste has significantly influenced the way 

businesses operate and consumers make purchasing decisions. 

In this context, green marketing has emerged as an important 

approach that integrates environmental considerations into 

marketing activities. It encourages organizations to develop, 

promote, and deliver products and services that satisfy 

consumer needs while reducing harmful effects on the 

environment. 
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Green marketing extends beyond simply promoting 

environmentally friendly products. It involves a broader 

commitment to sustainability throughout the business process, 

including product design, sourcing of raw materials, 

production, packaging, distribution, pricing, promotion, and 

disposal. Organizations adopting green marketing seek to 

reduce resource consumption, minimize pollution and waste, 

use renewable or recyclable materials, and communicate their 

environmental efforts responsibly to consumers. 

This chapter explores the concept and evolution of green 

marketing, its importance and objectives, major green 

marketing strategies, the role of the green marketing mix, 

consumer behaviour, benefits and challenges, and the issue of 

greenwashing. It highlights how organizations can integrate 

environmental responsibility into their marketing practices 

while contributing to sustainable development and creating 

long-term value for consumers, businesses, and society. 

Concept of Green Marketing  

Green marketing refers to the process of developing, 

pricing, promoting, and distributing products and services in a 

manner that minimizes their negative impact on the 

environment. It combines traditional marketing principles with 

environmental responsibility and sustainability. The concept 

recognizes that businesses have a responsibility not only to 

satisfy consumer needs and achieve organizational objectives 

but also to protect natural resources and contribute to 

environmental well-being. 

The concept of green marketing gained importance as 

environmental awareness increased among consumers, 

governments, and businesses. Issues such as climate change, 

air and water pollution, deforestation, excessive use of plastics, 

resource depletion, and waste generation have encouraged 

organizations to reconsider their production and marketing 

practices. As a result, businesses are increasingly focusing on 

products that are energy-efficient, recyclable, biodegradable, 
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reusable, or produced using environmentally responsible 

methods. 

Green marketing is broader than simply selling products 

labelled as “eco-friendly.” It includes the entire life cycle of a 

product, beginning with the selection of raw materials and 

continuing through production, packaging, transportation, 

consumption, and disposal. A genuinely green marketing 

approach therefore requires organizations to incorporate 

environmental considerations into their overall business and 

marketing strategies. 

Objectives  

The primary objective of green marketing is to satisfy 

consumer needs while minimizing the negative impact of 

business activities on the environment. It aims to integrate 

environmental responsibility into marketing decisions and 

encourage sustainable consumption and production. The major 

objectives of green marketing are as follows: 

1) To Protect the Environment 

Green marketing aims to reduce pollution, waste 

generation, resource depletion, and other harmful effects of 

business activities on the natural environment. 

2) To Promote Sustainable Products 

It encourages organizations to develop products that are 

recyclable, reusable, biodegradable, energy-efficient, or 

produced using sustainable materials and processes. 

3) To Meet Changing Consumer Needs 

Increasing environmental awareness has created demand 

for environmentally responsible products. Green marketing 

seeks to satisfy these changing preferences and expectations. 

4) To Reduce the Use of Natural Resources 

Organizations aim to use energy, water, raw materials, 

and other natural resources efficiently, thereby supporting 

resource conservation. 

5) To Encourage Sustainable Consumption 
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Green marketing seeks to educate and motivate 

consumers to choose products and services that have a lower 

environmental impact. 

6) To Build a Positive Brand Image 

Genuine environmental responsibility can help 

organizations develop a strong reputation and build consumer 

trust and loyalty. 

7) To Gain Competitive Advantage 

Green products and sustainable business practices can 

differentiate an organization from competitors and create new 

market opportunities. 

8) To Reduce Costs and Improve Efficiency 

Energy-efficient technologies, waste reduction, 

recycling, and efficient use of resources can help organizations 

reduce operating costs over the long term. 

9) To Ensure Long-Term Business Sustainability 

Green marketing encourages businesses to balance 

profitability with environmental and social responsibilities, 

supporting long-term organizational growth. 

10) To Contribute to Sustainable Development 

The broader objective of green marketing is to support 

economic development while protecting environmental 

resources for present and future generations. 

Green Marketing Mix (4Ps) 

The green marketing mix refers to the application of 

environmental and sustainability considerations to the 

traditional marketing mix of Product, Price, Place and 

Promotion. The 4Ps help organizations develop and market 

products in a way that meets consumer needs while reducing 

environmental impact. 

1. Green Product 

A green product is designed and developed to minimize 

harm to the environment throughout its life cycle. Such 

products may use renewable, recycled, recyclable, 

biodegradable, or less harmful materials. Green products may 
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also consume less energy and generate less waste during 

production or use. 

Examples include energy-efficient appliances, reusable 

shopping bags, electric vehicles, recycled-paper products and 

biodegradable packaging. 

2. Green Price 

Price is an important element of green marketing because 

environmentally friendly products may initially involve higher 

production costs due to sustainable materials, technologies, or 

processes. However, consumers may be willing to pay a 

premium when they perceive meaningful environmental and 

functional benefits. 

Green pricing aims to balance consumer affordability, 

organizational profitability, and environmental responsibility. 

Organizations can also reduce costs over time through energy 

efficiency, waste reduction, recycling, and efficient resource 

utilization. 

3. Green Place 

Green place refers to environmentally responsible 

distribution and supply-chain practices. The objective is to 

make products available to consumers while minimizing the 

environmental impact of transportation, storage and 

distribution. 

4. Green Promotion 

Green promotion involves communicating the 

environmental benefits and sustainability features of products 

and the organization's environmental initiatives. It aims to 

create awareness and encourage consumers to make 

environmentally responsible purchasing decisions. 

Strategies and Practices  

Green marketing strategies are systematic approaches 

adopted by organizations to reduce environmental impact 

while creating value for consumers and achieving business 

objectives. These strategies involve integrating sustainability 

into product development, production, supply chains, 

communication and customer relationships. Effective green 
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marketing should be supported by genuine environmental 

practices rather than promotional claims alone. 

1. Green Product Development 

Organizations can develop products that have a lower 

environmental impact throughout their life cycle. This may 

involve using recycled, renewable, biodegradable, or 

responsibly sourced materials. Companies can also design 

products that consume less energy, last longer and can be 

repaired, reused, or recycled. 

2. Eco-Friendly Packaging 

Reducing packaging waste is an important green 

marketing practice. Organizations can use recyclable, reusable, 

compostable, or biodegradable packaging and reduce 

unnecessary packaging materials. Sustainable packaging can 

help decrease waste while responding to environmentally 

conscious consumer preferences. 

3. Sustainable Production 

Businesses can adopt cleaner and more efficient 

production processes by reducing energy and water 

consumption, minimizing emissions, controlling pollution, and 

reducing industrial waste. The use of renewable energy and 

efficient technologies can further improve environmental 

performance. 

4. Green Supply Chain Management 

Green marketing extends beyond the organization to 

suppliers, distributors and other supply-chain partners. 

Companies can select suppliers that follow environmental 

standards, reduce transportation emissions, optimize logistics, 

and introduce recycling or reverse-logistics systems. 

5. Green Branding 

Organizations can incorporate sustainability into their 

brand identity by demonstrating genuine commitment to 

environmental responsibility. A strong green brand should be 

supported by measurable actions, transparent information, and 

consistent environmental performance. 
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6. Green Pricing 

Companies can develop pricing strategies that reflect the 

value and environmental benefits of sustainable products. 

Although some green products may have higher initial costs, 

improved resource efficiency and reduced waste can contribute 

to long-term cost savings. 

7. Green Promotion and Communication 

Green promotional activities communicate the 

environmental features of products and the organization's 

sustainability initiatives. Companies may use advertising, 

websites, social media, eco-labels, and educational campaigns 

to inform consumers. Environmental claims should be specific, 

truthful and verifiable to avoid greenwashing. 

8. Consumer Education 

Consumer awareness is essential for the success of green 

marketing. Organizations can educate customers about 

responsible consumption, energy conservation, recycling, 

product reuse and environmentally friendly disposal methods. 

Better information can help consumers make more informed 

purchasing decisions. 

9. Recycling and Product Take-Back Programs 

Organizations can establish systems through which 

customers return used products, packaging, batteries, 

electronic items, or other materials for recycling, 

refurbishment, or responsible disposal. Such programs support 

the circular economy and reduce waste. 

10. Energy and Resource Efficiency 

Reducing the consumption of electricity, water, fuel, raw 

materials, and other resources is an important green practice. 

Organizations can adopt energy-efficient equipment, 

renewable energy sources, water-saving technologies and 

waste-minimization techniques. 

Consumer Behaviour  

Consumer behaviour plays a significant role in the 

success of green marketing. It refers to the way individuals or 

groups identify their needs, search for information, evaluate 
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alternatives, purchase products, use them, and dispose of them. 

In the context of green marketing, consumer behaviour is 

influenced not only by product quality, price, and convenience 

but also by environmental concerns and perceptions of 

sustainability. 

Growing awareness of climate change, pollution, waste 

generation, and depletion of natural resources has encouraged 

many consumers to consider the environmental consequences 

of their purchasing decisions. Such consumers may prefer 

products that are energy-efficient, recyclable, reusable, 

biodegradable, locally produced, or manufactured using 

environmentally responsible processes. 

Factors Influencing Green Consumer Behaviour 

1. Environmental Awareness: 

Consumers who understand environmental problems are 

more likely to consider environmental attributes when making 

purchasing decisions. 

2. Environmental Attitude: 

A positive attitude toward environmental protection can 

encourage consumers to select sustainable products and 

support environmentally responsible companies. 

3. Perceived Product Benefits: 

Consumers are more likely to purchase green products 

when they believe that these products provide meaningful 

environmental, health, economic, or functional benefits. 

4. Price: 

Price remains an important factor in purchasing 

decisions. Consumers may support green products but may be 

unwilling or unable to pay significantly higher prices for them. 

5. Product Quality and Performance: 

Environmental benefits alone may not be sufficient. 

Consumers generally expect green products to provide 

satisfactory quality, reliability, durability and performance. 

6. Trust and Credibility: 

Consumers need to trust environmental claims made by 

organizations. Clear information, credible certifications and 
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transparent communication can increase confidence in green 

products. 

7. Social Influence: 

Family, friends, social groups, media and community 

values can influence consumers’ attitudes toward sustainable 

consumption. 

8. Availability and Convenience: 

Consumers are more likely to purchase green products 

when they are easily available and convenient to access. 

Limited availability can create a gap between positive 

environmental attitudes and actual purchasing behaviour. 

Green washing  

Greenwashing refers to the practice of creating a 

misleading or exaggerated impression that a product, service, 

brand, or organization is environmentally responsible. It occurs 

when companies emphasize environmental claims in their 

marketing and communication without providing sufficient 

evidence or without making meaningful improvements to their 

actual environmental performance. can make consumers 

believe that they are supporting sustainable products when the 

environmental benefits are limited or insignificant. 

Greenwashing has become an important concern as 

environmental awareness among consumers has increased. 

Organizations may use terms such as “eco-friendly,” “natural,” 

“green,” “sustainable,” or “environmentally safe” in 

advertisements and packaging. However, such terms can be 

misleading when they are vague, unsupported, or fail to 

provide relevant information. 

Conclusion  

Green marketing has become an important component of 

modern business as environmental concerns and consumer 

awareness continue to grow. It provides organizations with an 

opportunity to satisfy consumer needs while reducing the 

negative environmental effects of their products, services, and 

operations. Green marketing is not limited to promoting eco-

friendly products; it involves integrating sustainability into 
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product development, pricing, distribution, promotion, 

production, and supply-chain management. 

Overall, green marketing represents a shift from a purely 

profit-oriented approach toward a more balanced model that 

considers economic performance, environmental protection, 

and social responsibility. When implemented authentically, it 

can provide organizations with competitive advantages while 

encouraging sustainable consumption and production. Green 

marketing can therefore play an important role in building a 

more sustainable future for businesses, consumers, society, and 

the environment. 
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Chapter: 22 
 

Rural and Agricultural Marketing 
 

Asst. prof. Miss. Vaishnavi Shankarrao  

Ghodekar 
Abstract: 

Rural and agricultural marketing plays a significant role 

in the economic development of India. Since nearly two-thirds 

of India's population resides in rural areas and agriculture 

continues to support millions of livelihoods, an efficient 

marketing system is essential for ensuring better income to 

farmers and the availability of quality products to consumers. 

Rural marketing is not limited to selling products in villages 

but also includes the marketing of agricultural produce, farm 

inputs and rural services. With the emergence of digital 

technologies, e-commerce, mobile applications, Farmer 

Producer Organizations (FPOs) and government initiatives 

such as e-NAM, rural and agricultural marketing has 

undergone remarkable transformation. However, several 

challenges such as inadequate infrastructure, price fluctuations, 

lack of storage facilities, and limited market information 

continue to affect its efficiency. This chapter discusses the 

concept, importance, opportunities, challenges and future 

prospects of rural and agricultural marketing in India. It also 

highlights the role of technology and policy interventions in 

strengthening the rural marketing ecosystem. 

Rural and agricultural marketing has become an 

important instrument for improving farmers' income, reducing 

rural poverty and promoting inclusive economic growth. The 

increasing adoption of digital technologies, government 

support, financial inclusion, and rural entrepreneurship has 

expanded marketing opportunities for agricultural products. At 

the same time, changing consumer preferences, sustainable 

farming practices and globalization have created new 

challenges as well as opportunities for rural producers. 
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Effective marketing strategies can strengthen supply chains, 

minimize post-harvest losses, improve market efficiency and 

enhance the competitiveness of Indian agriculture. Therefore, 

developing an efficient rural and agricultural marketing system 

is essential for achieving sustainable agricultural development 

and national economic progress. 

Introduction: 

India is primarily an agricultural country, where 

agriculture contributes significantly to employment and 

economic growth. Rural areas are not only the backbone of 

food production but also represent one of the largest consumer 

markets. Rural and agricultural marketing ensures that 

agricultural products more efficiently from producers to 

consumers while providing farmers with fair prices. 

In recent years, rapid technological advancements, 

improved transportation, digital payment systems, and 

government reforms have changed the rural marketing 

landscape. Farmers now have better access to market 

information, online trading platforms and modern supply 

chains. Nevertheless, issues such as inadequate infrastructure, 

market inefficiencies and middlemen continue to reduce 

farmers' profitability. Therefore, strengthening rural and 

agricultural marketing is essential for inclusive and sustainable 

economic development. 

Rural and agricultural marketing has evolved 

significantly over the past few decades. Earlier, farmers 

depended mainly on local markets and intermediaries for 

selling their produce, often receiving lower prices due to lack 

of information and bargaining power. Today, the expansion of 

digital infrastructure, improved transportation, online 

marketplaces and government initiatives has transformed the 

marketing environment. Farmers can now access real-time 

market prices, weather information, financial services and 

direct marketing channels through mobile applications and 

digital platforms. 
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Increasing literacy, better communication networks, and 

rising rural incomes have changed the consumption patterns of 

rural households. Rural consumers are becoming more aware 

of branded products, quality standards and digital payment 

systems. This transformation has encouraged companies to 

expand their presence in rural markets while also providing 

farmers with better marketing opportunities. As India moves 

towards sustainable and technology-driven agriculture, rural 

and agricultural marketing will continue to play a crucial role 

in improving productivity, income generation, employment, 

and overall rural development. 

Concept of Rural and Agricultural Marketing: 

Rural marketing refers to all marketing activities 

conducted in rural areas. It includes the marketing of consumer 

goods, agricultural inputs such as seeds and fertilizers, and 

services required by rural consumers. 

Agricultural marketing refers to all activities involved in 

moving agricultural products from farms to final consumers. 

These activities include assembling, grading, storage, 

transportation, processing, packaging, financing and 

distribution. 

Thus, rural marketing and agricultural marketing 

together create an integrated system that supports both 

producers and consumers. 

Rural marketing is broader in scope because it includes 

both the marketing to rural consumers and the marketing of 

rural products. It covers the distribution of consumer goods, 

agricultural inputs, financial services, healthcare, education, 

insurance and digital services in rural areas. Agricultural 

marketing, on the other hand, mainly focuses on the movement 

of agricultural commodities from the farm to the final 

consumer through various marketing channels. It involves 

several activities such as collection, grading, standardization, 

storage, transportation, processing, packaging, financing, risk 

management and distribution. An effective agricultural 

marketing system ensures that farmers receive fair prices for 
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their produce while consumers obtain quality products at 

reasonable prices. 

Rural and agricultural marketing are closely 

interconnected because agriculture is the primary occupation in 

most rural areas. The development of one directly influences 

the growth of the other. A well-organized marketing system 

improves farmers' bargaining power, reduces dependence on 

middlemen, minimizes post-harvest losses and increases the 

overall efficiency of agricultural trade. With the growing use 

of digital platforms, mobile applications, e-commerce, and 

Farmer Producer Organizations (FPOs), rural and agricultural 

marketing has become more transparent, competitive and 

customer-oriented, creating better income opportunities for 

farmers and promoting sustainable rural development. 

Importance of Rural and Agricultural Marketing: 

Rural and agricultural marketing contributes significantly 

to national development. 

• It provides farmers with better market access and 

improved income. 

• It reduces post-harvest losses through efficient storage 

and transportation. 

• It creates employment opportunities in rural areas. 

• It supports agro-based industries and food processing 

units. 

• It improves the availability of quality products in 

villages. 

• It contributes to poverty reduction and rural 

development. 

• It encourages balanced regional economic growth. 

• It strengthens food security and agricultural 

sustainability. 

An efficient marketing system improves both agricultural 

productivity and the standard of living of rural communities. 

Recent Trends in Rural and Agricultural Marketing: 
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The marketing environment has changed rapidly due to 

technological advancements. 

Digital Marketing: Farmers and rural consumers increasingly 

use smartphones, social media, and digital platforms to obtain 

market information and promote products. 

e-NAM (National Agriculture Market): This online trading 

platform enables farmers to sell agricultural produce in 

multiple markets, increasing transparency and improving price 

discovery. 

Farmer Producer Organizations (FPOs): FPOs help small 

farmers collectively purchase inputs, improve bargaining 

power, and market their produce more efficiently. 

E-commerce: Online platforms allow rural entrepreneurs and 

farmers to sell products directly to customers, reducing 

dependence on intermediaries. 

Agri-Tech Solutions: Artificial intelligence, drones, precision 

farming, weather forecasting, and mobile advisory services 

help improve production and marketing decisions. 

Digital Payments: UPI, mobile banking, and online payment 

systems have made rural business transactions safer, faster, and 

more transparent. 

Challenges in Rural and Agricultural Marketing: 

Despite significant improvements, several challenges 

remain. 

Poor Infrastructure: Inadequate roads, transportation, 

warehouses, and cold storage facilities increase marketing 

costs and post-harvest losses. 

Price Fluctuation: Agricultural commodity prices change 

frequently, affecting farmers' income and financial stability. 

Middlemen: Farmers often receive lower prices because 

multiple intermediaries reduce their profit margins. 

Limited Market Information: Many farmers still lack timely 

information regarding market prices, consumer demand, and 

government schemes. 

Small Land Holdings: Small-scale farmers produce limited 

quantities, making it difficult to access large markets. 
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Financial Constraints: Limited access to institutional credit 

affects farmers' ability to invest in production and marketing. 

Low Digital Literacy: Many rural producers are unable to 

fully utilize digital marketing platforms due to lack of 

technical knowledge. 

Climate Change: Irregular rainfall, droughts, floods, and 

changing weather patterns negatively affect agricultural 

production and marketing. 

Opportunities in Rural and Agricultural Marketing: 

• India's rural market offers tremendous growth 

opportunities. 

• Increasing rural income has expanded consumer 

demand. 

• Government initiatives support agricultural 

modernization. 

• Growth of digital infrastructure enhances market 

access. 

• Organic farming has created premium market 

opportunities. 

• Food processing industries generate additional value 

for agricultural products. 

• Export opportunities for fruits, vegetables, spices, 

cereals, and processed foods continue to increase. 

• Women entrepreneurs and self-help groups contribute 

significantly to rural economic development. 

• Sustainable agriculture and eco-friendly products are 

gaining popularity in domestic and international 

markets. 

• These developments create new business opportunities 

for farmers, entrepreneurs, marketers, and investors. 

Suggestions for Improvement: 

• The effectiveness of rural and agricultural marketing 

can be improved through several measures. 

• Strengthen rural roads, warehouses, and cold storage 

facilities. 
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• Expand digital literacy and awareness among farmers. 

• Promote Farmer Producer Organizations (FPOs). 

• Improve access to affordable institutional credit. 

• Strengthen agricultural market information systems. 

• Encourage value addition through food processing 

industries. 

• Increase investment in research and agricultural 

technology 

• Promote direct marketing between farmers and 

consumers. 

• Encourage sustainable farming and climate-resilient 

agriculture. 

• Expand export promotion programs for agricultural 

products. 

• These measures will increase farmers' income while 

improving marketing efficiency. 

Future Prospects: 

The future of rural and agricultural marketing in India is 

highly promising. Rapid expansion of digital technology, 

artificial intelligence, e-commerce, precision agriculture, and 

smart supply chains will continue transforming the agricultural 

sector. Government initiatives such as Digital India, PM-

KISAN, e-NAM, and agricultural infrastructure development 

will further strengthen rural markets. 

Growing consumer demand for organic products, 

processed food, and sustainable agriculture provides additional 

opportunities for farmers. Integration of technology with 

modern marketing practices will improve productivity, 

transparency, and profitability. 

Conclusion: 

Rural and agricultural marketing is a vital component of 

India's economic development. It connects farmers with 

consumers while ensuring efficient distribution of agricultural 

products. Technological advancements, government reforms, 

and increasing rural purchasing power have created new 
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opportunities for growth. However, challenges such as 

inadequate infrastructure, price volatility and limited market 

awareness continue to affect the sector. 

A strong marketing system supported by digital 

innovation, infrastructure development, and farmer-friendly 

policies can significantly improve agricultural income and 

rural livelihoods. Sustainable and inclusive rural marketing 

will play an essential role in achieving long-term economic 

growth and food security in India. 

Furthermore, strengthening rural infrastructure, 

promoting digital literacy among farmers, encouraging Farmer 

Producer Organizations (FPOs), and expanding access to 

institutional finance will further improve the efficiency of rural 

and agricultural marketing. Greater collaboration between the 

government, private sector, cooperatives, and rural 

communities will help create a transparent and sustainable 

marketing system. Such initiatives will not only enhance 

farmers' income and rural employment but also contribute to 

balanced regional development, food security, and long-term 

economic growth. Therefore, continuous innovation and 

effective policy implementation are essential to ensure the 

future success of rural and agricultural marketing in India. 
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Chapter: 23 
 

Women and Social Entrepreneurship: 

Empowerment, Innovation, and Sustainable 

Development (With Special Reference to 

India) 
 

Dr. Shubhangee Laxmanrao Diwe 
Abstract 

Women-led social enterprises in India have become vital 

drivers of inclusive growth, poverty alleviation, and 

sustainable community development by integrating business 

innovation with social welfare. Unlike traditional commercial 

ventures, these enterprises prioritize social value creation 

alongside financial viability, directly advancing the United 

Nations Sustainable Development Goals (SDGs). 

Despite their growing impact across diverse sectors, 

women social entrepreneurs continue to face persistent 

structural hurdles, including restricted access to formal 

finance, socio-cultural discrimination, digital exclusion, 

inadequate business education, and limited market reach. 

Government initiatives such as Startup India, Stand-Up 

India, the National Rural Livelihood Mission (NRLM), and 

Self-Help Group (SHG) networks provide critical foundational 

support, yet operational gaps remain. To maximize their 

potential, India must expand gender-responsive financial 

inclusion, enhance digital literacy, and strengthen institutional 

innovation ecosystems. Empowering women social 

entrepreneurs is essential for building an equitable, resilient 

economy and securing long-term sustainable development 

across the nation. 

Keywords: Women Entrepreneurship, Social 

Entrepreneurship, Women Empowerment, Innovation, 

Sustainable Development, Inclusive Growth, India. 

1. Introduction 
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Entrepreneurship has traditionally been regarded as an 

important engine of economic development through 

innovation, employment generation and wealth creation. Over 

the past three decades, however, entrepreneurship has evolved 

beyond purely commercial objectives to address broader social 

and environmental concerns. This transformation has given 

rise to social entrepreneurship: a concept that combines 

entrepreneurial innovation with the objective of generating 

sustainable social impact. 

Social entrepreneurs identify community-level problems 

and develop innovative, financially sustainable solutions that 

improve the quality of life for disadvantaged populations. 

Their enterprises address critical issues such as poverty, 

education, healthcare, sanitation, environmental sustainability, 

female empowerment and livelihood creation. Unlike 

conventional businesses, the primary objective of a social 

enterprise is to maximize social value while maintaining 

economic viability. 

Women have emerged as important participants in this 

movement because they frequently possess deep knowledge of 

community needs and demonstrate collaborative leadership 

styles. Across India, women entrepreneurs have established 

successful social enterprises in agriculture, handicrafts, 

education, renewable energy, healthcare, digital services, 

financial inclusion and rural development. These enterprises 

simultaneously generate employment, improve household 

income, promote gender equality and strengthen local 

economies. 

India presents a unique environment for women's social 

entrepreneurship. Government initiatives such as Startup India, 

Stand-Up India, the Pradhan Mantri Mudra Yojana (PMMY), 

the National Rural Livelihood Mission (NRLM), and extensive 

Self-Help Group (SHG) networks have expanded opportunities 

for female founders. Digital technologies, mobile banking, e-

commerce platforms and online education have further enabled 



Recent Trends in Commerce and Management      229 

 

 

women to overcome geographical barriers and reach wider 

markets. 

Nevertheless, structural constraints—including limited 

access to finance, gender stereotypes, digital inequality, and 

restricted business networks—continue to hinder 

entrepreneurial growth. Recent analyses of social 

entrepreneurship in India emphasize the importance of 

supportive ecosystems that integrate finance, policy, 

innovation and community participation (CBS Research 

Portal). 

2. Research Objectives 

The present study seeks to examine the growing 

importance of women in social entrepreneurship with special 

reference to India. The specific objectives are: 

1. To understand the concept and characteristics of social 

entrepreneurship. 

2. To examine the role of women in promoting social 

innovation and sustainable development. 

3. To identify the major challenges faced by women social 

entrepreneurs in India. 

4. To analyse the contribution of women-led social 

enterprises toward community empowerment and 

inclusive growth. 

5. To examine the effectiveness of government initiatives 

supporting women entrepreneurs. 

6. To suggest policy measures for strengthening women-led 

social enterprises. 

3. Research Methodology 

The present study is descriptive and analytical in nature. 

It is entirely based on secondary sources of data collected from 

academic research journals, books, government reports and 

official publications of NITI Aayog, the Ministry of Women 

and Child Development, the World Bank, the OECD, the 

United Nations and the Women Entrepreneurship Platform 

(WEP). 
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The study adopts a qualitative approach to analyze the 

relationship between women, innovation and social 

entrepreneurship in India. Relevant literature has been 

critically reviewed to understand the opportunities, structural 

challenges, policy interventions, and contributions of women 

entrepreneurs toward sustainable development. 

4. Concept of Social Entrepreneurship 

Social entrepreneurship refers to entrepreneurial 

activities primarily intended to solve social, economic, or 

environmental problems while maintaining financial 

sustainability. Unlike conventional entrepreneurship, where 

profit maximization remains the central objective, social 

entrepreneurship seeks to maximize social value creation. 

In India, social entrepreneurship has expanded rapidly 

due to digital technologies, increasing awareness regarding 

sustainable development, targeted government support 

programs and greater participation of women entrepreneurs. 

5. Women and Social Entrepreneurship in India 

Women have traditionally played an essential role in 

family welfare and community development. During the last 

two decades, their role has expanded significantly from 

household management to enterprise development and social 

innovation. 

Women entrepreneurs often establish businesses that 

directly respond to community needs, including: 

• Rural healthcare and nutrition programs 

• Vocational skill development and digital education 

• Traditional handicrafts and fair-trade artisanal networks 

• Organic farming and agritech solutions 

• Waste recycling and renewable energy 

• Micro-finance and financial inclusion initiatives 

Their enterprises generate local employment while 

simultaneously addressing complex social challenges. 

One of the strongest examples in India is the Self-Help 

Group (SHG) movement under the National Rural Livelihood 

Mission (NRLM). Millions of rural women have gained access 
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to credit, entrepreneurship training and collective enterprise 

opportunities through SHGs, transforming local economies and 

strengthening women's financial independence (Press 

Information Bureau). 

Similarly, the Women Entrepreneurship Platform (WEP) 

established by NITI Aayog provides mentoring, financial 

guidance, incubation support, networking opportunities and 

information on government schemes specifically tailored for 

women founders (Women Entrepreneurship Platform). 

Women social entrepreneurs create value well beyond 

economic returns. They improve educational outcomes, 

strengthen healthcare access, reduce poverty, promote 

environmental sustainability, and advance gender equality. 

6. Innovation and Sustainable Development 

Innovation is the foundation of successful social 

entrepreneurship. Women entrepreneurs frequently introduce 

practical, affordable solutions to local problems by combining 

indigenous knowledge with modern technology. 

Digital technologies have significantly expanded 

opportunities for women entrepreneurs. E-commerce 

platforms, digital payment systems, online marketing, artificial 

intelligence, and mobile banking have reduced geographical 

barriers and enabled women to reach national and international 

markets. 

7. Government Initiatives Promoting Women 

Entrepreneurship 

Recognizing the importance of women's economic 

participation, the Government of India has introduced several 

initiatives supporting entrepreneurship and social enterprise 

development: 

• Startup India: Provides official recognition, tax benefits, 

incubation support, funding opportunities, and mentoring 

for innovative startups. A substantial number of 

recognized startups include at least one woman director 

(Press Information Bureau). 
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• Stand-Up India Scheme: Facilitates bank loans ranging 

from ₹10 lakh to ₹1 crore to women entrepreneurs 

establishing greenfield enterprises in manufacturing, 

services, and trading sectors (Press Information Bureau). 

• Pradhan Mantri Mudra Yojana (PMMY): Offers 

collateral-free loans to micro and small enterprises. 

Women constitute a large share of PMMY beneficiaries, 

encouraging self-employment and micro-enterprise growth 

(Press Information Bureau). 

• National Rural Livelihood Mission (NRLM): Mobilizes 

millions of women into Self-Help Groups, improving 

access to credit, entrepreneurship training, and livelihood 

opportunities while strengthening rural economic 

participation (Press Information Bureau). 

• Women Entrepreneurship Platform (WEP): Managed 

by NITI Aayog, WEP functions as a one-stop portal 

offering mentorship, funding pathways, incubator access, 

networking opportunities, and knowledge resources for 

women entrepreneurs (Women Entrepreneurship 

Platform). 

8. Challenges Faced by Women Social Entrepreneurs 

Despite remarkable progress, women social 

entrepreneurs in India continue to face structural and 

institutional barriers that limit the growth and scalability of 

their enterprises: 

8.1 Limited Access to Finance 

Access to external finance remains one of the most 

significant challenges. Many women entrepreneurs lack 

physical collateral, formal credit histories, or registered 

property ownership, making it difficult to secure institutional 

bank loans. Although schemes like PMMY and Stand-Up India 

have improved credit delivery, many women—especially in 

rural areas—remain dependent on informal lending sources 

(ScienceDirect). 
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8.2 Gender Bias and Social Norms 

Traditional gender roles continue to constrain women's 

entrepreneurial mobility. Many women face restricted 

geographical movement, limited inclusion in commercial 

decision-making, and expectations to prioritize domestic 

responsibilities. These social norms reduce opportunities for 

professional networking, formal training, and business 

expansion. 

8.3 The Digital Divide 

While digital technologies have transformed enterprise 

operations, unequal access to personal smartphones, reliable 

high-speed internet, and advanced technical skills remains a 

major barrier. Digital literacy is essential for online marketing, 

electronic invoicing, digital payments, and customer 

relationship management. 

8.4 Inadequate Entrepreneurial Training 

Many aspiring women founders have limited exposure to 

formal business planning, financial modeling, regulatory 

compliance, digital marketing, and intellectual property 

management. Practical business education and continuous 

skilling remain essential for long-term venture sustainability. 

8.5 Market Access and Network Deficits 

Reaching mainstream national and international markets 

remains difficult for small, women-led enterprises. Fragmented 

business networks, weak supply-chain integration, and limited 

branding resources reduce the competitive advantage of 

community-based social enterprises (SMS Varanasi Journals). 

9. Major Findings 

A synthesis of the literature and policy data leads to the 

following key findings: 

1. Multidimensional Impact: Women social entrepreneurs 

make significant, measurable contributions to poverty 

reduction, job creation, education, healthcare, 

environmental protection, and rural development. 

2. Inclusive Economic Growth: Women-led social 

enterprises promote equitable development by 
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prioritizing employment for other women and 

historically marginalized groups. 

3. Technology as an Enabler: The integration of digital 

platforms, community-based approaches, and grassroots 

innovation has become the primary driver of successful 

social enterprises. 

4. Uneven Policy Outreach: While government flagship 

schemes have strengthened the overall ecosystem, 

institutional support and credit delivery remain uneven 

across urban and rural regions (IDEAS/RePEc). 

5. Core Success Determinants: Capital availability, digital 

literacy, formal entrepreneurial education, and access to 

mentorship networks are the decisive factors determining 

venture survival. 

6. Direct Alignment with SDGs: Women-led social 

entrepreneurship directly drives progress toward multiple 

UN Sustainable Development Goals, including SDG 1 

(No Poverty), SDG 5 (Gender Equality), SDG 8 (Decent 

Work and Economic Growth), and SDG 10 (Reduced 

Inequalities) (ScienceDirect). 

10. Suggestions and Policy Recommendations 

To enhance the contribution of women social 

entrepreneurs toward sustainable national development, the 

following measures are recommended: 

1. Strengthen Financial Inclusion: Expand collateral-free 

lending limits, provide interest-subsidized credit lines, and 

introduce gender-responsive financing instruments tailored 

to cash-flow-based underwriting. 

2. Promote Entrepreneurship Education: Higher 

education institutions and vocational centers should 

integrate practical entrepreneurship, financial modeling, 

intellectual property management, and innovation 

management into academic curricula. 

3. Enhance Digital Literacy: Government bodies, industry 

associations, and NGOs should organize structured 
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workshops on e-commerce management, AI business 

tools, digital marketing, and cybersecurity. 

Women have emerged as powerful agents of social and 

economic transformation through social entrepreneurship. 

Their enterprises extend beyond pure profit generation by 

directly confronting community challenges related to 

education, healthcare, livelihoods, environmental 

sustainability, financial inclusion, and gender equity. Through 

innovative, socially responsible business models, women 

entrepreneurs contribute significantly to inclusive national 

growth and the realization of the Sustainable Development 

Goals. 

The Indian experience demonstrates that women-led 

social enterprises have the potential to revitalize communities 

by creating jobs, reducing poverty, and strengthening local 

economic ecosystems. While supportive government programs 

and digital infrastructure have created new pathways for 

growth, persistent barriers—such as the gender credit gap, 

socio-cultural biases, limited technical training, and the digital 

divide—continue to constrain their scale. 

Future policy interventions must focus on cultivating a 

holistic ecosystem that integrates accessible finance, digital 

literacy, continuous business education, structured mentorship, 

and streamlined market linkages. Strengthening this ecosystem 

will ensure sustainable economic growth and build an 

equitable, resilient future for India. 
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Chapter: 24 
 

Blockchain Technology and 

Cryptocurrency: An Overview 
 

Mrs. Seema S. Shinde 

Abstract 

Innovation plays an important role in the development of 

every field. In the present era, technological innovation has 

become an important factor in economic growth and 

development. One of the major technological developments of 

recent years is Blockchain Technology. 

Blockchain is a distributed digital ledger that records 

transactions in blocks and connects those blocks using 

cryptographic techniques. Instead of depending entirely on a 

central authority, many blockchain networks distribute copies 

of the ledger among participating computers called nodes. 

Transactions are validated according to the rules of the 

network and are then added to the ledger through a consensus 

mechanism. 

Cryptocurrency is one of the most prominent 

applications of blockchain technology. Cryptocurrencies such 

as Bitcoin and Ethereum use blockchain networks to record 

transactions securely. This research paper explains the concept 

of blockchain technology, its features, types, working process, 

and relationship with cryptocurrency. It also discusses the 

benefits, challenges, and potential future applications of 

blockchain-based systems. 

Keywords: Blockchain, Cryptocurrency, Bitcoin, Ethereum, 

Decentralization, Digital Ledger, Consensus, Smart Contracts 

1. Introduction 

Innovation is very important in every field. In the present 

era, technological innovation has become a key factor in 

economic growth and prosperity in a competitive market. One 
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of the important innovations in modern technology is 

Blockchain Technology. 

Blockchain is a digital ledger technology designed to 

operate through a peer-to-peer network. It records transactions 

in chronological order. These transactions are grouped into 

blocks, and each block is connected to the previous block 

using cryptographic techniques. The first block in a blockchain 

is called the Genesis Block. 

Blockchain technology operates through a decentralized 

network, meaning that it does not necessarily depend on a 

single central authority or intermediary. The participants in the 

network are called nodes. These nodes can verify transactions 

according to the rules of the particular blockchain network. 

Because transaction records are distributed across the 

network and protected using cryptographic methods, 

blockchain can provide transparency, security, and resistance 

to unauthorized modification. 

Traditionally, financial and administrative systems have 

relied on centralized intermediaries such as banks and 

government registries to maintain trust between parties. 

Blockchain offers an alternative model in which trust is 

established through cryptography and distributed consensus 

rather than a single controlling institution. 

2. Features of Blockchain Technology 

• Decentralization: Blockchain distributes information 

across a network of computers instead of storing it in one 

central location, reducing reliance on a single point of 

failure. 

• Immutability: Once information has been recorded and 

sufficiently confirmed on a blockchain, changing it is 

generally extremely difficult. 

• Shared Ledger: Blockchain provides a shared digital 

ledger in which authorized participants can access and 

verify information. 
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• Consensus Mechanism: A consensus mechanism allows 

participating nodes to agree on the validity and ordering of 

transactions without a central authority. 

• Cryptographic Security: Blockchain uses cryptographic 

techniques, such as hashing and digital signatures, to 

protect transaction data and connect blocks securely. 

3. Types of Blockchain 

Table 1: Types of Blockchain 

Type Access Control Example / Use 

Public Generally 

open 

Distributed Bitcoin, 

Ethereum 

Private Restricted Organization/grou

p 

Enterprise 

applications 

Consortiu

m 

Selected 

participant

s 

Multiple 

organizations 

Inter-

organizationa

l systems 

Hybrid Mixed Mixed Privacy + 

public 

verification 

3.1 Public Blockchain 

A public blockchain is generally open to anyone who 

wants to participate, subject to the rules of the network. 

Participants may be able to read transaction records, submit 

transactions, and participate in validation or consensus. 

Examples include Bitcoin and Ethereum. 

3.2 Private Blockchain 

A private blockchain is controlled by a particular 

organization or group. Access is restricted, and only authorized 

participants can perform certain activities such as reading, 

writing, or validating transactions. Hyperledger Fabric is a 

framework commonly used for permissioned blockchain 

applications. 

3.3 Consortium Blockchain 

A consortium blockchain is controlled by a group of 

organizations rather than by a single organization. Selected 
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participants are responsible for validating transactions and 

maintaining the network. 

3.4 Hybrid Blockchain 

A hybrid blockchain combines characteristics of public 

and private blockchains. An organization can keep certain 

information restricted while allowing selected information to 

be publicly verifiable. 

4. How Does Blockchain Work? 

Transaction Initiation → Network Broadcasting → 

Verification → Block Creation → Consensus → Chain 

Settlement → Ledger Updated 

Figure 1: Blockchain Transaction Process 

Step 1: Transaction Initiation — A user initiates a transaction. 

Step 2: Network Broadcasting — The transaction is 

transmitted to a peer-to-peer network of nodes. 

Step 3: Verification — Network participants check the 

transaction according to protocol rules. 

Step 4: Block Creation — Verified transactions are grouped 

into a block containing transaction data and cryptographic 

information. 

Step 5: Consensus — The network uses its consensus 

mechanism to determine whether the block should be accepted. 

Step 6: Chain Settlement — The accepted block is added to 

the existing chain. 

Step 7: Ledger Update — Participating nodes update their 

copies of the ledger. 

5. Cryptocurrency 

A cryptocurrency is a type of digital asset that is 

generally recorded and transferred using a blockchain or 

another distributed ledger system. Unlike physical currency 

such as coins and banknotes, cryptocurrency exists digitally. 

A blockchain records information showing that a 

particular address or account controls a certain amount of a 

digital asset, subject to the rules of that blockchain. 

Cryptocurrencies can be used for payments, applications, 

fundraising, digital collectibles, and investment or speculation. 
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However, cryptocurrency markets can be highly volatile and 

may involve significant financial, technological, security, and 

regulatory risks. 

Ownership of cryptocurrency is typically represented 

through a pair of cryptographic keys: a public key, which 

functions as an account address, and a private key, which 

authorizes transactions. 

6. Cryptocurrency and Related Terms 

Table 2: Cryptocurrency and Related Terms 
Term Meaning 

Fiat Money Government-issued currency such as 

the Indian rupee. 

Cryptocurrency A blockchain-based digital asset such 

as Bitcoin or Ether. 

CBDC A digital form of sovereign currency 

issued by a central bank. 

Stablecoin A crypto token designed to maintain a 

relatively stable value. 

NFT A non-fungible token representing a 

unique digital token or asset. 

7. How Does Cryptocurrency Work? 

1. Transaction Creation: A user creates a transaction. 

2. Digital Signature: The transaction is authorized using the 

user's private key. 

3. Network Transmission: The transaction is transmitted to 

the blockchain network. 

4. Validation: Network participants verify the transaction. 

5. Consensus: The network determines whether it should be 

included. 

6. Recording: Once recorded and sufficiently confirmed, 

changing the record becomes difficult. 

8. Benefits of Blockchain and Cryptocurrency 

● Programmability: Smart contracts can execute 

predefined actions automatically once agreed-upon 

conditions are met. 
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● Cross-Border Transactions: Blockchain-based systems 

may provide new approaches to transferring digital value 

across borders. 

● Transparency and Auditability: Records can provide a 

verifiable transaction history depending on network 

design. 

● Innovation in Financial Infrastructure: Blockchain 

can support new financial applications, including 

decentralized finance platforms and tokenized assets. 

● Accessibility: Some networks can be accessed through 

internet-connected devices, extending certain financial 

services to underserved populations. 

9. Issues and Challenges 

● Scalability: Some networks experience slower 

processing or higher fees under heavy demand. 

● Security Risks: Applications, smart contracts, 

exchanges, and key-management systems can contain 

vulnerabilities even when the underlying blockchain is 

secure. 

● Data Accuracy: Blockchain does not automatically 

guarantee that information entered into it was correct. 

● Price Volatility: Many cryptocurrencies can experience 

significant changes in market value over short periods. 

● Private-Key Management: Losing credentials can result 

in permanent loss of access to digital assets. 

● Regulatory Uncertainty: Laws and regulations differ 

across countries and can change over time, creating 

compliance challenges. 

10. Relationship Between Blockchain and Cryptocurrency 

BLOCKCHAIN = Technology / Infrastructure 

↓ 

Cryptocurrency • Smart Contracts • Supply Chain • Digital 

Identity 

Figure 2: Relationship Between Blockchain and 

Cryptocurrency 
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Blockchain and cryptocurrency are closely related, but 

they are not the same thing. Blockchain is the underlying 

technology, while cryptocurrency is one of its major 

applications. Bitcoin uses blockchain to maintain a distributed 

record of transactions, while Ethereum also supports smart 

contracts and decentralized applications. 

11. Applications of Blockchain Technology 

Table 3: Major Applications of Blockchain 

Application Possible Use 

Finance Payments, settlement, tokenized assets 

Supply Chain Tracking products and movement 

Digital Identity Identity and credential verification 

Healthcare Controlled sharing of selected records 

Education Certificate and credential verification 

Smart Contracts Automation of predefined processes 

12. Future Scope 

The future of blockchain technology will depend on 

improvements in scalability, security, usability, 

interoperability, energy efficiency, and regulatory clarity. 

Blockchain may increasingly be integrated with artificial 

intelligence, the Internet of Things, cloud computing, and 

digital identity systems. Widespread adoption will depend on 

practical usefulness, security, cost, regulation, and public 

acceptance. 

Researchers are also working on scaling solutions and 

more energy-efficient consensus mechanisms, which could 

address current limitations. As regulatory frameworks mature, 

businesses and governments may adopt blockchain-based 

systems with greater confidence. 

13. Conclusion 

Blockchain and cryptocurrency represent an important 

development in digital technology and financial systems. 

Blockchain provides a method for maintaining shared and 

tamper-resistant records across a distributed network, while 
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cryptocurrencies demonstrate one major application of this 

technology. 

Bitcoin and Ethereum are among the most visible 

blockchain-based systems, but blockchain technology has 

applications beyond cryptocurrency. It can potentially support 

financial infrastructure, digital identity, supply-chain 

management, smart contracts, and other forms of digital record 

keeping. 

At the same time, blockchain and cryptocurrency face 

significant challenges, including scalability limitations, 

security risks, price volatility, private-key management, 

regulatory uncertainty, and usability issues. 

Therefore, the long-term impact of blockchain 

technology will depend on how effectively these challenges are 

addressed. Blockchain has the potential to become useful 

digital infrastructure where transparent, verifiable, and 

distributed record keeping provides a genuine advantage. 
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Chapter: 25 

 

Tourism Development and Economic 

Growth: An Analytical Study with Special 

Reference to India 
 

Mrs. Sarika Madhukar Lahankar 

Abstract 

Tourism has emerged as one of the significant drivers of 

economic activity, employment generation, foreign exchange 

earnings and regional development across the world. In India, 

the tourism sector has gained increasing economic importance 

due to the country's rich cultural heritage, geographical 

diversity, historical attractions, religious destinations, natural 

resources and expanding transport and hospitality 

infrastructure. The development of tourism creates both direct 

and indirect economic effects by stimulating activities in 

hotels, transportation, food services, handicrafts, retail trade, 

entertainment and numerous allied industries. 

The present chapter examines the relationship between 

tourism development and economic growth with special 

reference to India. It is descriptive and analytical in nature and 

is based on secondary data obtained from government 

publications, tourism reports and national and international 

organizations. The chapter examines the contribution of 

tourism to economic output, employment generation, foreign 

exchange earnings, infrastructure development, 

entrepreneurship and balanced regional development. It also 

discusses emerging areas such as rural tourism, eco-tourism, 

medical and wellness tourism and the increasing role of digital 

technology. 

The study observes that tourism has substantial potential 

to function as an engine of inclusive economic growth in India. 

However, inadequate infrastructure, environmental 

degradation, seasonality, skill gaps and unequal distribution of 
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tourism benefits remain significant challenges. The chapter 

concludes that sustainable tourism policies, community 

participation, technological innovation, infrastructure 

investment and effective destination management are essential 

for maximizing the long-term contribution of tourism to India's 

economic development. 

Keywords: Tourism Development, Economic Growth, Indian 

Economy, Employment Generation, Sustainable Tourism, 

Foreign Exchange Earnings, Regional Development. 

Introduction 

Tourism is no longer considered merely a leisure and 

recreational activity. It has developed into a major economic 

sector capable of influencing national income, employment, 

investment, infrastructure and regional development. Tourism 

has particularly strong linkages with transportation, 

accommodation, food and beverages, retail trade, handicrafts, 

entertainment and several other service industries. 

The economic significance of tourism arises from the 

expenditure undertaken by tourists at destinations. When 

tourists spend money on hotels, transportation, restaurants, 

shopping and entertainment, income is generated for 

businesses and employees. These businesses, in turn, purchase 

goods and services from other sectors, thereby creating 

additional economic activity. 

India possesses substantial potential for tourism 

development because of its cultural, historical, geographical 

and ecological diversity. The country offers heritage tourism, 

religious and spiritual tourism, medical and wellness tourism, 

adventure tourism, rural tourism, eco-tourism, wildlife tourism 

and coastal tourism. 

Recent evidence demonstrates the growing economic 

importance of the sector. According to the World Travel & 

Tourism Council, Travel & Tourism generated approximately 

US$263.6 billion for the Indian economy in 2025 and 

supported about 46.2 million jobs. The sector expanded by 

approximately 7.3 per cent during 2025. 
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These developments indicate that tourism can play an 

increasingly important role in India's economic transformation. 

Therefore, understanding the relationship between tourism 

development and economic growth is important for 

policymakers, researchers and stakeholders associated with the 

tourism industry. 

Concept of Tourism Development 

Tourism development refers to the planned development 

and improvement of destinations, tourism facilities, 

infrastructure and services with the objective of attracting 

visitors and providing satisfactory tourism experiences. 

It includes the development of: 

• Transportation and connectivity 

• Hotels and accommodation 

• Restaurants and food services 

• Tourist information facilities 

• Heritage and cultural attractions 

• Entertainment and recreational facilities 

• Digital tourism services 

• Safety and security facilities 

• Environmental conservation measures. 

Modern tourism development emphasizes sustainability 

rather than merely increasing tourist arrivals. A destination 

should be economically viable while simultaneously protecting 

its natural resources, cultural heritage and local communities. 

Concept of Economic Growth 

Economic growth refers to a sustained increase in the 

production of goods and services within an economy over a 

period of time. It is commonly reflected through growth in real 

Gross Domestic Product and per-capita income. 

Tourism can contribute to economic growth by 

increasing consumption, investment, employment and business 

activity. Tourism expenditure creates demand across multiple 

industries and therefore produces economic effects beyond 

businesses directly serving tourists. 
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Review of Literature 

Existing literature identifies tourism as an important 

contributor to economic development, particularly in 

economies possessing significant natural and cultural tourism 

resources. 

International organizations have emphasized tourism's 

capacity to promote economic growth, employment generation 

and poverty reduction. Tourism also contributes to sustainable 

development when economic expansion is integrated with 

environmental conservation and social inclusion. 

The tourism-led growth perspective suggests that 

expansion of tourism can stimulate overall economic activity 

through foreign exchange earnings, investment, employment, 

infrastructure development and inter-sectorial linkages. 

Studies relating to developing economies further indicate 

that tourism can contribute to regional development because 

tourist attractions are frequently located outside major 

industrial and metropolitan centres. 

However, tourism development can also produce 

negative externalities. Environmental degradation, 

overcrowding, excessive commercialization, seasonal 

employment and leakage of tourism revenue may reduce its 

long-term benefits. 

Therefore, contemporary literature increasingly 

emphasizes sustainable and inclusive tourism rather than 

tourism growth based solely on increasing visitor numbers. 

Objectives of the Study 

1. To study the concept and significance of tourism 

development. 

2. To examine the relationship between tourism development 

and economic growth. 

3. To analyse the contribution of tourism to employment and 

income generation. 

4. To understand the role of tourism in generating foreign 

exchange earnings. 



Recent Trends in Commerce and Management      249 

 

 

5. To examine the contribution of tourism towards 

infrastructure and regional development. 

6. To identify major challenges affecting tourism 

development in India. 

7. To suggest appropriate measures for promoting 

sustainable tourism-led economic growth. 

Research Methodology 

The present study is descriptive and analytical in nature 

and is primarily based on secondary data. 

Information has been considered from publications and 

reports of the Ministry of Tourism, Government of India, 

World Travel & Tourism Council, United Nations Tourism, 

United Nations organizations, books, journals and other 

relevant secondary sources. 

The study primarily examines tourism development from 

an economic perspective and attempts to identify the major 

channels through which tourism influences economic growth. 

Tourism Development and Economic Growth 

Tourism development can influence economic growth 

through a chain of interconnected economic activities. 

Tourist arrivals generate expenditure on accommodation, 

transportation, food, entertainment, shopping and other 

services. Increased expenditure generates revenue for tourism 

enterprises. Growing demand encourages businesses to 

increase production, employ additional workers and undertake 

new investment. 

Employees and entrepreneurs receiving income from 

tourism subsequently spend part of their earnings on other 

goods and services. Consequently, the original tourist 

expenditure circulates through different sectors of the 

economy. 

This phenomenon is generally described as the tourism 

multiplier effect. 

 

The broad relationship can therefore be represented as: 
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Tourism Development → Tourist Arrivals → Tourist 

Expenditure → Business Revenue → Employment and 

Income → Investment → Infrastructure Development → 

Economic Growth 

Tourism can therefore contribute directly, indirectly and 

through induced economic effects. 

Contribution of Tourism to Employment 

Employment generation is one of the most significant 

contributions of tourism. 

Tourism generates direct employment in hotels, 

restaurants, travel agencies, airlines, tour operations and tourist 

attractions. 

Indirect employment is generated in industries supplying 

goods and services to tourism businesses, including 

agriculture, food processing, handicrafts, construction and 

transportation. 

Induced employment results from additional economic 

activity created when individuals earning income from tourism 

spend their earnings within the economy. 

The employment-generating potential of tourism is 

particularly important for India because the sector provides 

opportunities across different skill levels and geographical 

regions. 

Tourism and Foreign Exchange Earnings 

International tourism represents an important form of 

service exports. Foreign visitors bring purchasing power into 

the destination economy and spend on accommodation, 

transportation, food, shopping and recreation. 

Such expenditure generates foreign exchange earnings, 

which can support a country's balance of payments and its 

ability to finance imports. 

India's international visitor spending has recovered 

strongly following the pandemic. At the same time, domestic 

tourism continues to represent an important foundation of the 

country's tourism economy. 
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Tourism and Infrastructure Development 

Tourism development encourages investment in roads, 

railways, airports, public transportation, electricity, water 

supply, sanitation and digital infrastructure. 

Such investments have benefits beyond tourism. Local 

residents, businesses and industries also benefit from improved 

connectivity and public infrastructure. 

Therefore, tourism-related infrastructure investment can 

generate positive spill over effects for regional economies. 

Tourism and Regional Development 

Tourism provides significant opportunities for balanced 

regional development. 

Unlike many industries that tend to concentrate around 

large cities, tourism activities can develop around natural, 

cultural and historical attractions located in rural and less-

industrialized regions. 

Tourism can generate employment and income through 

homestays, restaurants, local transportation, tourist guiding, 

handicrafts and cultural activities. 

Consequently, tourism can help diversify rural 

economies and reduce excessive dependence on agriculture. 

Sustainable Tourism Development 

Sustainability has become an essential element of 

modern tourism policy. 

Sustainable tourism seeks to achieve economic benefits 

while conserving environmental resources and respecting local 

communities. 

Major principles include: 

• Conservation of natural resources 

• Protection of cultural heritage 

• Responsible waste management 

• Reduction of environmental pollution 

• Community participation 

• Local employment generation 

• Responsible use of water and energy 
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• Promotion of local products and culture. 

Sustainable tourism is particularly important because 

environmental degradation can eventually reduce the 

attractiveness and economic viability of tourist destinations. 

Major Challenges 

Tourism development in India faces several challenges, 

including inadequate infrastructure at some destinations, lack 

of sanitation and cleanliness, environmental degradation, 

seasonal fluctuations in demand, shortage of skilled human 

resources, safety concerns and unequal regional development. 

Climate change and increasing pressure on 

environmentally sensitive destinations have also created new 

challenges. 

Unplanned tourism can result in overcrowding, waste 

generation, traffic congestion and pressure on natural 

resources. 

Major Findings 

• The study reveals that tourism has considerable potential 

to contribute to India's economic growth. 

• Tourism generates direct and indirect employment 

opportunities and stimulates economic activities in several 

allied sectors. 

• Tourism development can encourage infrastructure 

investment and improve regional connectivity. 

• International tourism contributes to foreign exchange 

earnings, while India's large domestic tourism market 

provides a strong foundation for tourism-sector 

development. 

• Tourism also provides opportunities for entrepreneurship, 

particularly for small businesses, homestays, artisans and 

local service providers. 

• The long-term economic contribution of tourism depends 

upon sustainable destination management and the 

equitable distribution of economic benefits. 
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Suggestions 

• India should continue investing in tourism infrastructure 

and connectivity, particularly at emerging destinations. 

• Greater emphasis should be placed on rural tourism, eco-

tourism and community-based tourism. 

• Skill-development programmes should be strengthened to 

improve service quality and employment opportunities. 

• Digital technologies should be used for destination 

promotion, information services, reservations and tourist 

assistance. 

• Tourism development policies should encourage local 

entrepreneurship and greater participation of women and 

young people. 

• Environmental carrying capacity should be considered 

while developing sensitive tourist destinations. 

• Public-private partnerships can be strengthened for 

infrastructure and destination development. 

• Government authorities should promote lesser-known 

destinations to distribute tourist flows and economic 

benefits more evenly. 

Conclusion 

Tourism development and economic growth are closely 

interconnected. Tourism creates economic opportunities 

through tourist expenditure, employment generation, 

investment, foreign exchange earnings and infrastructure 

development. Its extensive linkages with transportation, 

hospitality, agriculture, handicrafts, retail trade and other 

services make its overall economic influence broader than its 

direct contribution alone. 

India possesses significant advantages in tourism due to 

its cultural heritage, geographical diversity, natural attractions 

and large domestic market. Recent growth in the sector 

demonstrates its increasing economic significance. 

However, the objective of tourism policy should not be 

limited to maximizing tourist arrivals. Economic benefits must 
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be accompanied by environmental sustainability, conservation 

of heritage resources and meaningful participation of local 

communities. 

Therefore, sustainable and inclusive tourism 

development can serve as an effective instrument for 

generating employment, encouraging entrepreneurship, 

strengthening regional economies and supporting India's long-

term economic growth. 
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Chapter: 26 
 

Women in Media Profession A Study 

of Participation Challenges and 

Opportunities in India 
 

Dr. Suvarna S. Barde 
 

Introduction 

Media is an important part of modern society. It includes 

newspapers, television, radio, films, online news, and social 

media. Media provides information, breaking news, national 

news, international updates, creates awareness and helps 

people understand different social issues. 

Women have become an important part of the media 

profession in India. Today, women work as journalists, 

reporters, news anchors, editors, writers, photographers, 

producers and digital content creators. Their participation has 

increased with the growth of television, internet, and digital 

media. Some women work as ground reporters who cover real-

life issues and ground-level news. Which keeps balance 

between real and fake news. 

However, women working in media still face many 

challenges. These include gender discrimination, unequal 

opportunities, workplace pressure, safety concerns, work-life 

balance, and limited representation in senior positions. Women 

journalists may also face problems while working in field 

reporting and political or sensitive areas. 

The growth of digital media has created new 

opportunities for women. Women can now work through 

online news platforms, social media, podcasts, digital 

journalism, and independent content creation. At the same 

time, online harassment and other digital challenges have also 

increased. Therefore, it is important to study the position of 

women in the media profession in India. This study focuses on 
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their participation, working conditions, challenges, 

opportunities and the need for greater gender equality in the 

media profession. 

Research Problem 

Women are increasingly participating in the media 

profession in India. However, many women still face 

problems such as gender discrimination, unequal 

opportunities, workplace pressure, safety concerns, and 

limited career growth. Women are still less represented in 

senior and decision-making positions in some media 

organizations. 

The growth of digital media has created new 

opportunities for women, but it has also created challenges 

such as online harassment and insecurity. Therefore, there is 

a need to study the present position of women in the Indian 

media profession, the challenges they face, and the 

opportunities available to them. The research problem is: "To 

study the participation, challenges, and opportunities of 

women in the media profession in India." 

Objectives of the Research 

1. To study the participation of women in the media profession 

in India. 

2. To examine the major challenges faced by women working 

in the media profession. 

3. To study gender discrimination and unequal opportunities 

faced by women in media organizations. 

4. To understand the opportunities available to women in 

traditional and digital media. 

5. To study the changing role and position of women in the 

Indian media profession. 

Literature Review 

1. Behind the Byline: Challenges Faced by Women 

Journalists in Pune - Journalism and Mass 

Communication Department,Vishwakarma University, 

Pune (2025) 

According to the study women journalists facing 
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challenges while working in different media sectors in Pune, 

including print, digital, radio, and other media platforms. The 

study focused on issues such as gender bias, career 

advancement, work-life balance, safety, mental health, and 

representation of women in the media profession. Based on 

64 women journalists respondents gender bias has 50% and 

unequal pay 43.8% in the workplace. while 75% believed that 

women journalists face greater safety risks than male 

journalists. 

Key findings: Gender bias (50%), unequal pay (43.8%), 

safety concerns (75%), work-life balance difficulties (40.6%), 

and stress/burnout (79.7%). The study suggested equal pay, 

flexible work arrangements, mentorship, better safety, and 

stronger anti-harassment policies. The study is relevant 

because it focuses on women journalists in Pune, 

Maharashtra, and highlights their workplace and career 

challenges. 

2. A Study on Challenges Faced by Women Journalists of 

Print Media in India - Duheeta Joshi and Subhashini 

Naikar (2024) 

Joshi and Naikar (2024) studied the challenges faced by 

women journalists working in English print media in India. The 

study included 15 women journalists from different cities, with 

a major focus on journalists working in Mumbai. The study 

focused on their professional challenges and working 

conditions. The researchers used in-depth interviews to collect 

information from women journalists. The study examined 

challenges related to field reporting, workplace experiences, 

and online activities. 

Key findings: Gender discrimination, lack of basic facilities, 

online trolling, field challenges, and work-life balance were 

the main problems faced by women journalists. The study 

suggested better workplace facilities, safer working 

conditions, support for work-life balance, and stronger 

measures against gender discrimination and online 

harassment. 
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This study is relevant to the present research because it 

includes women journalists working in Mumbai, Maharashtra. 

It helps to understand gender discrimination, workplace 

problems, online challenges, and work-life balance among 

women journalists. 

3. From Silence to Speech: A Study of How Women 

Journalists of Khabar Lahariya Use New Media to 

Amplify Rural Women's Health Voices - Feba M. 

Varghese and Dr. Mayura Bijale (2026) 

Varghese and Bijale (2026) studied how women 

journalists associated with Khabar Lahariya use digital and 

new media to communicate health-related issues affecting rural 

women in India. The study focused on women-led rural media, 

health, gender, and rural communities. The study was based on 

a systematic review of literature published between 2020 and 

2024. The researchers selected 20 peer-reviewed articles and 

institutional reports and used thematic analysis. 

Key findings: Digital media helps women journalists 

raise rural women's issues, increase visibility, and provide 

opportunities for women to communicate issues that may 

receive less attention in traditional media. Challenges included 

digital divide, misinformation, unequal access to technology, 

and gender-related problems. 

Research gap: Most previous studies used interviews, 

case studies, and content analysis, while limited research 

examined the long-term impact of digital media on health, 

policy, and social change. This study is relevant to the present 

research because it explains the role of new media in women's 

participation and empowerment. It is useful for understanding 

women, digital media, rural communities, and communication. 

4. Exploring the Status of Women Journalists in 

Television Channels: Insights from Previous Studies - 

Prof. V. Durga Bhavani and B. Sunitha (2024) 

Durga Bhavani and Sunitha (2024) studied the status of 

women journalists working in television channels. The study 

focused on women's participation, professional position, 
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gender discrimination, representation, leadership, workplace 

environment, and career development. 

The study reviewed previous research on women 

journalists and their experiences in television media. It 

focused on the challenges that affect women's professional 

growth and participation in media organizations. 

Key findings: Gender discrimination, limited 

representation in leadership positions, unequal professional 

opportunities, and workplace conditions were identified as 

important challenges for women journalists. The study 

emphasized the need for a supportive and equal working 

environment, better leadership opportunities, professional 

development, and greater participation of women in decision-

making. 

This study is relevant to the present research because it 

provides an India-focused understanding of women's status in 

television journalism. It helps to understand gender equality, 

workplace conditions, career development, and women's 

participation in the media profession. 

5. The Socio-cultural Portrayal of Women Characters in 

Hindi and Marathi TV Serials: A Comparative Study - 

Diksha Rajendra Karad (2025) 

Karad (2025) studied the socio-cultural portrayal of 

women characters in Hindi and Marathi television serials. 

The study focused on women's representation in television 

and how it reflects social and cultural ideas about women's 

lives. It is particularly relevant to Maharashtra because it 

includes Marathi television serials. The study examined 

marriage, motherhood, family relationships, women's 

aspirations, independence, and their position in society. It 

also compared Hindi and Marathi television serials to 

understand similarities and differences in the portrayal of 

women. 

Key findings: Traditional ideas about marriage, 

motherhood, and family responsibilities continue to appear in 

television, while some women characters are shown as 
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independent, educated, ambitious, and capable of making 

their own decisions. 

The study shows that television plays an important role 

in shaping people's understanding of women's roles in 

society. It can reflect traditional social values while also 

showing changing ideas about women's independence and 

aspirations. 

This study is relevant to the present research because it 

focuses on women's representation in Hindi and Marathi 

television. It helps to understand how media represents 

women and reflects changing social and cultural views about 

women. 

Research Methodology 

This study follows a descriptive and exploratory research 

design. The study is based on secondary data and focuses on 

the participation, status, challenges, and opportunities of 

women in the media profession in India. 

Data Source 

The study uses secondary data collected from research 

articles,academic journals, books, reports, newspapers, and 

reliable online sources related to women and media in India. 

Previous research studies on women journalists and women 

working in different media organizations are also used. 

Study Area 

The study area is India. The research focuses on women 

working in different areas of the Indian media profession, 

including newspapers, television, radio, and digital media. 

Method of Analysis 

The collected secondary information is analyzed using 

descriptive and thematic analysis. The information is 

organized according to major themes such as women's 

participation, gender inequality, workplace challenges, safety, 

career growth, and opportunities in digital media. The 

findings from different studies are compared to understand 

the overall position of women in the Indian media profession. 
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Discussion 

Women have become an important part of the media 

profession in India. The literature reviewed in this study 

shows that the participation of women has increased in 

newspapers, television, radio, and digital media. However, 

increased participation does not always mean equal 

professional status. The reviewed studies show that women 

journalists continue to face gender discrimination and unequal 

opportunities at the workplace. Women may have fewer 

opportunities to work in important beats, take part in 

decision-making, or reach senior positions. Workplace culture 

and gender stereotypes can also affect their career growth. 

Safety and workplace conditions are also important 

concerns. Women journalists may face workplace pressure, 

harassment, and difficulties in balancing professional and 

family responsibilities. These problems can affect their job 

satisfaction and long-term career development. Digital media 

has created new opportunities for women. Online news, social 

media, digital journalism, and independent content creation 

have made it easier for women to enter and work in the media 

sector. However, digital platforms have also created new 

challenges, including online harassment and insecurity. 

Overall, the reviewed studies show that women have 

made significant progress in the Indian media profession, but 

gender inequality and workplace challenges still exist. Equal 

opportunities, safe working conditions, fair career growth, 

and greater participation of women in decision-making 

positions are important for creating a more inclusive media 

profession. 

Women and Digital Media 

Digital media has created new opportunities for women 

in India. With the growth of the internet, social media, online 

news platforms, and digital content, women can participate in 

media without depending only on traditional newspapers, 

television, or radio. Women can now work as digital 

journalists, content creators, bloggers, social media managers, 
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video creators, podcasters, and online entrepreneurs. Digital 

platforms also provide women with opportunities to share their 

opinions, report social issues, and reach a wider audience. 

However, digital media also creates new challenges for 

women. Online harassment, trolling, abusive comments, 

privacy concerns, and cyber-related threats can affect women's 

participation. These problems may discourage women from 

expressing their views or working openly on digital platforms. 

Digital media can therefore be seen as both an 

opportunity and a challenge for women. It has increased their 

access to professional opportunities and public 

communication, but safety and equality remain important 

concerns. Creating safer digital spaces and providing digital 

skills and support can help women participate more effectively 

in the media profession. 

Conclusion 

Women have become an important part of the media 

profession in India. Their participation has increased in 

newspapers, television, radio and digital media. The reviewed 

studies show that women are working in different roles such 

as journalists, reporters, anchors, editors, writers, and digital 

content creators. 

However, women still face several challenges in the 

media profession. Gender discrimination, unequal 

opportunities, workplace pressure, safety concerns, limited 

career growth, and fewer opportunities in senior positions 

continue to affect women. These challenges show that 

participation alone is not enough to achieve equality in the 

media profession. Digital media has created new 

opportunities for women to work and express their views. At 

the same time, online harassment and other digital risks 

remain important concerns. Therefore, safer working 

conditions, equal opportunities, fair career growth, and better 

representation of women in decision-making positions are 

needed. 

Overall, women have made important progress in the 
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Indian media profession, but gender equality has not yet been 

fully achieved. Supporting women through equal 

opportunities, professional development, safe workplaces, and 

digital skills can help create a more inclusive and balanced 

media profession in India. 
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Chapter: 27 
 

MSMEs Development & Entrepreneurial 

Resilience 
 

Madhavi Marotirao Pande 
 

Abstract 

Micro, Small and Medium Enterprises (MSMEs) 

constitute an important component of economic development 

by contributing to employment generation, entrepreneurship, 

innovation, regional development and income creation. 

However, MSMEs operate in an increasingly uncertain 

environment characterised by economic fluctuations, 

technological disruption, changing consumer preferences, 

financial constraints, supply-chain disturbances and 

unexpected crises. In such an environment, entrepreneurial 

resilience has emerged as a critical capability that enables 

entrepreneurs and enterprises to withstand adversity, adapt to 

changing circumstances and continue their operations. 

This research paper examines the relationship between 

MSME development and entrepreneurial resilience. It focuses 

on the major challenges faced by MSMEs, the concept and 

dimensions of entrepreneurial resilience, factors contributing 

to resilience, and strategies that can strengthen the long-term 

sustainability of MSMEs. The paper adopts a conceptual and 

descriptive approach based on secondary sources, including 

academic literature, government reports and recent research on 

SME resilience. Existing studies indicate that entrepreneurial 

resilience is associated with adaptability, innovation, 

digitalisation, financial preparedness, networking, 

entrepreneurial self-efficacy and effective utilisation of 

available resources. Recent Indian research has also 

demonstrated that entrepreneurial resilience can contribute to 
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SME performance, while a supportive entrepreneurial 

ecosystem can strengthen resilience and business performance. 

1. Introduction 

Micro, Small and Medium Enterprises (MSMEs) are 

widely recognised as important contributors to economic and 

social development. They create employment opportunities, 

encourage entrepreneurship, support local economic activity 

and contribute to innovation and competitiveness. In 

developing economies such as India, MSMEs are particularly 

important because they provide opportunities for individuals to 

establish businesses with comparatively limited resources. 

However, the operating environment for MSMEs has 

become increasingly complex. Entrepreneurs must deal with 

changing technologies, increasing competition, fluctuations in 

demand, financial pressures, supply-chain disruptions and 

changing government regulations. Events such as the COVID-

19 pandemic demonstrated the vulnerability of small 

businesses to sudden and unexpected disruptions. At the same 

time, the crisis also demonstrated the ability of many 

entrepreneurs to innovate, adopt digital technologies, modify 

products and services, and develop new methods of reaching 

customers. 

2. Meaning of MSMEs 

MSMEs are enterprises classified according to criteria 

prescribed by the concerned government or regulatory 

authority. They generally include micro, small and medium-

sized business organisations operating across manufacturing, 

services and other economic activities. 

MSMEs can range from small manufacturing units and 

retail businesses to service enterprises, technology-based 

ventures, food-processing units, handicraft businesses and 

professional enterprises. 

The Government of India's Ministry of Micro, Small and 

Medium Enterprises publishes annual reports and policy 

information relating to the development and support of the 

MSME sector. 
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The importance of MSMEs extends beyond their 

contribution to output. They also encourage: 

• Employment generation 

• Entrepreneurial development 

• Regional economic development 

• Innovation and creativity 

• Local resource utilisation 

• Inclusive economic participation 

Consequently, strengthening MSMEs can contribute 

significantly to broader economic development. 

3. Concept of Entrepreneurial Resilience 

Entrepreneurial resilience refers to the ability of 

entrepreneurs to withstand difficulties, recover from setbacks, 

adapt to changing circumstances and continue pursuing 

business objectives despite uncertainty. 

Resilience is not merely the ability to survive. It also 

involves learning from adversity, modifying strategies, 

identifying opportunities and transforming the business when 

necessary. 

Entrepreneurial resilience may therefore be understood 

through four broad processes: 

Anticipation – identifying potential risks and preparing for 

uncertainty. 

Adaptation – modifying business practices according to 

changing circumstances. 

Recovery – restoring business operations after disruption. 

Transformation – using adversity as an opportunity to 

develop new business models, products or markets. 

4. Relationship Between MSME Development and 

Entrepreneurial Resilience 

MSME development and entrepreneurial resilience have 

a mutually reinforcing relationship. 

A developed MSME sector provides entrepreneurs with 

access to finance, infrastructure, markets, technology, skills 
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and institutional support. These resources improve the ability 

of entrepreneurs to respond to difficulties. 

At the same time, resilient entrepreneurs are more 

capable of utilising these resources effectively. They can 

identify emerging opportunities, modify business strategies and 

introduce innovations that contribute to enterprise growth. 

5. Objectives of the Study 

The major objectives of the study are: 

1. To examine the role of MSMEs in economic and 

entrepreneurial development. 

2. To understand the concept and importance of 

entrepreneurial resilience. 

3. To identify the major challenges affecting MSME 

development and resilience. 

4. To examine the factors influencing entrepreneurial 

resilience among MSME entrepreneurs. 

5. To analyse the role of innovation and digitalisation in 

strengthening MSME resilience. 

6. Research Methodology 

The present research paper is conceptual and descriptive 

in nature. It is based primarily on secondary data. 

• Sources of Data 

• Secondary information has been collected from: 

• Academic research papers 

• Research journals 

• Government publications 

• MSME-related reports 

• Institutional publications 

Published literature on entrepreneurship and 

organisational resilience 

Recent literature has been used to understand 

developments in MSME resilience research. A 2025 umbrella 

review identified crisis preparedness, resilience characteristics 

and coping strategies as important components of SME 

resilience. 
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The study uses qualitative interpretation of existing 

literature to develop an integrated understanding of MSME 

development and entrepreneurial resilience. 

7. Discussion 

The development of MSMEs cannot be separated from 

the ability of entrepreneurs to manage uncertainty. Traditional 

approaches to MSME development often emphasise financial 

assistance, infrastructure and market access. While these 

factors remain important, they may not be sufficient in a 

rapidly changing business environment. 

An entrepreneur may have access to finance and 

infrastructure but still struggle if they are unable to adapt their 

business model to changing customer behaviour. Conversely, 

an entrepreneur with limited resources may survive through 

creativity, innovation, networking and rapid decision-making. 

This demonstrates the importance of entrepreneurial 

capabilities. 

Recent literature has increasingly conceptualised 

resilience as a multidimensional phenomenon involving 

individual, organisational and ecosystem factors. A recent 

systematic literature review identified adaptability and 

resource availability as important dimensions in understanding 

different forms of SME resilience. 

Therefore, the future of MSME development depends on 

creating enterprises that are not only productive but also 

adaptable, innovative and capable of responding to unexpected 

disruptions. 

8. Suggestions 

The following suggestions may help strengthen MSME 

development and entrepreneurial resilience: 

• MSME entrepreneurs should develop systematic risk-

management practices. 

• Financial literacy and cash-flow management should be 

improved. 

• Entrepreneurs should adopt suitable digital technologies. 



Recent Trends in Commerce and Management      269 

 

 

• MSMEs should diversify their products and markets 

where feasible. 

• Government institutions should simplify access to support 

schemes. 

• Banks and financial institutions should improve timely 

credit availability. 

• Entrepreneurship-development programmes should 

include resilience and crisis-management training. 

• MSMEs should strengthen relationships with suppliers, 

customers and other entrepreneurs. 

• Colleges and universities should promote entrepreneurship 

education and practical business skills. 

• MSME clusters should be encouraged to facilitate 

knowledge sharing and collective problem-solving. 

• Innovation and technology adoption should be supported 

through training and incubation. 

• Business continuity planning should become part of 

MSME management practices. 

9. Conclusion 

MSMEs play a vital role in economic development, 

employment generation and entrepreneurship. Nevertheless, 

their relatively limited resources make them particularly 

vulnerable to economic, technological, environmental and 

market disruptions. 

Entrepreneurial resilience provides an important 

mechanism through which MSMEs can respond to these 

challenges. A resilient entrepreneur is capable of recognising 

threats, adapting strategies, mobilising resources, 

experimenting with new ideas and transforming the business 

when necessary. 

The available literature demonstrates that resilience is 

influenced by multiple factors, including entrepreneurial self-

efficacy, innovation, digitalisation, financial preparedness, 

social networks, organisational capabilities and institutional 

support. Indian studies particularly highlight the importance of 
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digital transformation and entrepreneurial ecosystems in 

strengthening SME resilience. 

Therefore, MSME development policies should adopt a 

broader perspective. Financial assistance should be 

complemented by entrepreneurship education, digital training, 

innovation support, networking opportunities, crisis 

preparedness and institutional facilitation. 

Ultimately, the objective should not merely be to help 

MSMEs survive crises, but to enable them to adapt, innovate, 

recover and grow in the face of uncertainty. Entrepreneurial 

resilience can consequently be regarded as a strategic 

capability for achieving sustainable MSME development. 
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Chapter: 28 
 

Contribution of women entrepreneurs 

under the 'UMED' initiative to the 

development of Gadchiroli district 
 

Dr. Surekha Keshaorao Hajare 
Abstract: 

Women's empowerment signifies more than just social 

welfare; it entails a developmental process linked to economic 

self-reliance, decision-making capabilities, skill development, 

employment, entrepreneurship and market access. Since 

independence, India has witnessed the introduction of various 

laws, institutions, schemes and programs aimed at the social, 

economic and political empowerment of women. Initially, 

these efforts and schemes focused primarily on women's 

welfare, education, health and social protection. Subsequently, 

the focus shifted towards integrating women into areas such as 

self-employment, self-help groups, microfinance, skill training, 

production, market access and entrepreneurship. The results of 

these initiatives are now becoming evident to some extent. 

In modern era, women have not restricted their lives 

within four walls like in the past, but have made their mark in 

various fields. Women have made great strides in the 21st 

century, and the number of women entrepreneurs in the 

industrial sector is rising. To bring about women's economic 

development during this period, efforts are being made to 

empower women's Self-Help Groups (SHGs). Situated at the 

eastern extremity of Maharashtra, Gadchiroli is known as a 

tribal, remote, and hilly district. Forests cover approximately 

76% of this district's geographical area. Therefore, attempts are 

being made in Gadchiroli district to establish agriculture-allied, 

forest-based, food processing, handicraft, and various service-

based enterprises through women's Self-Help Groups. 

Considering the geographical situation of the district, these 
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industries are proving to be crucial in providing employment 

and income to rural women at the local level. Bamboo, tendu 

leaves and paddy are the major local products. Women's Self-

Help Groups in the district are being encouraged to run allied 

businesses based on these through various initiatives launched 

by the government. For this purpose, efforts toward women's 

empowerment have been undertaken in Maharashtra on the 

lines of the Central Government. Mahila Arthik Vikas 

Mahamandal (MAVIM) is an organization of the Government 

of Maharashtra, established on the occasion of the 

International Women's Year. Subsequently, to achieve the 

economic empowerment of women in rural Maharashtra 

through Self-Help Groups, the Maharashtra State Rural 

Livelihoods Mission (MSRLM) - Umed was launched. 

Keywords: Women Self-Help Groups (SHGs), Women 

Entrepreneurs, Rural Areas, Economic Development, 

Empowerment. 

1. Introduction:  

The concept of entrepreneurship emerged in the 19th 

century with the term ' Women Entrepreneur'. In ancient India, 

during the Rigvedic period, women were viewed as life 

partners. It is said that in the pre-Vedic period, the status of 

Indian women was higher than that of contemporary cultures. 

The traditional role of the Hindu wife is presented in Hindu 

literature. In earlier times, women's roles in society were 

limited to the family, where they effectively functioned as 

homemakers. In the 18th century, Indian women began 

operating retail shops and other businesses, as well as engaging 

in small-scale enterprises such as handlooms. Before the 20th 

century, women started running small businesses to 

supplement household income. In modern India, although 

various measures were taken during the British period to raise 

the status of women, it was only after independence that they 

obtained special rights. According to the Constitution, women 

were granted equal status to men and various provisions were 

implemented for their advancement.  



Recent Trends in Commerce and Management      273 

 

 

Post-independence, various laws, institutions, schemes, 

and programs were launched in India for the social, economic, 

and political empowerment of women. Initially, these efforts 

focused on welfare, education, health, and social protection for 

women. Later, the focus shifted to connecting women with 

self-employment, self-help groups (SHGs), microfinance, skill 

training, production, markets, and entrepreneurship. The Indian 

Constitution gives women a constitutional foundation of equal 

citizenship and equality with men. Laws and policies were 

framed for the empowerment of women based on the 

principles of equality, non-discrimination, equal opportunity, 

and social justice. The Central Social Welfare Board was 

established in 1953 for the welfare of women, children, and 

socially weaker sections. This Board helped implement 

women's welfare programs through non-governmental 

organizations (NGOs). Subsequently, the year 1975 was 

declared as the International Women's Year by the United 

Nations. In India, greater attention was directed toward the 

social and economic development of women. In that same 

year, the Government of Maharashtra established the Mahila 

Arthik Vikas Mahamandal (MAVIM). In 1982, the 

Development of Women and Children in Rural Areas 

(DWCRA) program was launched as an initiative for the 

development of women and children in rural areas. This 

program made a significant contribution toward providing self-

employment and income-generating opportunities to poor rural 

women through group formations. Under the Swarnajayanti 

Gram Swarozgar Yojana (SGSY), poor rural families were 

encouraged to pursue self-employment. A framework of 

savings, credit, training and income generation was developed 

through Self-Help Groups. Later, in 2011, the National Rural 

Livelihoods Mission (NRLM) launched by the Central 

Government, efforts were made to economically empower 

poor rural households through women's self-help groups. 

Under this initiative, women are connected to savings, bank 



Recent Trends in Commerce and Management      274 

 

 

loans, skills, livelihoods, producer groups and market 

opportunities. 

Efforts for women's empowerment were undertaken in 

Maharashtra on the lines of the Central Government. The 

Mahila Arthik Vikas Mahamandal (MAVIM) is an 

organization under the Government of Maharashtra, 

established on the occasion of the International Women's Year. 

It’s primary objectives were to organize women into self-help 

groups (SHGs), build their capacity, increase their confidence, 

develop women's entrepreneurship, provide employment and 

market opportunities. The government declared this very 

corporation as the state-level nodal agency for women 

empowerment programs. 

The Maharashtra State Commission for Women 

established to protect women's rights, address their issues, take 

action on complaints and provide policy guidance to the 

government. The Commission plays a vital role because, along 

with economic self-reliance, securing women's legal, social 

and political rights is essential for women empowerment. 

Following this, the Maharashtra State Rural Livelihoods 

Mission (MSRLM) (UMED) launched to achieve economic 

empowerment through women self-help groups in rural 

Maharashtra. Under this mission, focus is placed on organizing 

rural poor women into self-help groups, enhancing their skills 

and capacity, connecting them with financial services, 

providing bank loans, creating sustainable livelihood 

opportunities, building women entrepreneurs, encouraging 

producer groups and women farmer producer companies, and 

providing market linkages for their products, along with 

providing bank loans to SHGs, funding for individual 

enterprises and focusing on livelihood development. 

Through MAVIM and UMED, special emphasis is being 

laid on the economic empowerment of women's self-help 

groups in Gadchiroli district. Therefore, industries based on 

local resources hold special importance for women's self-help 

groups. MAVIM and UMED are working with the 
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understanding that industries such as bamboo products, herbal 

medicine processing, tendu leaf-based value addition, honey 

production, spice manufacturing, rice and pulse processing, oil 

extraction, pickles and papads, fruit processing, goat farming, 

poultry farming, vermicomposting, organic farming, tailoring 

and fabric products and wild vegetables can generate local 

employment for women and enable value addition of local raw 

materials within the district it self. There are limited number of 

large-scale industries in the district. Under these 

circumstances, local resource-based micro and small 

enterprises prove to be more viable for rural development than 

large industrial investments. The process of giving an 

organized structure to such enterprises through women's self-

help groups has begun. The government has initiated various 

schemes and initiatives for the upliftment of women. Among 

these, this research paper presents a study on how many 

women in the district are geting a livelihood and financially 

supporting to their families through self-help groups formed 

under the Maharashtra State Rural Livelihoods Mission 

(MSRLM) (UMED). 

2. Research Objectives  

Various schemes are being implemented by the 

government for women empowerment. This study attempts to 

examine the actual impact of the efforts undertaken through 

the 'Umed' (Maharashtra State Rural Livelihoods Mission) 

initiative, and to examine what types of businesses women are 

running in Gadchiroli district by taking advantage of 

government schemes. Keeping the following objectives in 

mind, an attempt has been made to study the contribution of 

women entrepreneurs to the economic, social, and rural 

development of Gadchiroli district. 

1. To study the nature of women entrepreneurship in 

Gadchiroli District. 

2. To study the impact of women entrepreneurship on family 

income. 
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3. To study employment generation through women-led 

enterprises. 

4. To study the participation of women in value addition to 

agricultural and forest resources. 

5. To study the challenges and problems faced by women 

entrepreneurs. 

3. Research Methodology 

To study the extent of contribution made by women 

entrepreneurs to the development of Gadchiroli district and to 

make the research straightforward and easy, descriptive and 

analytical methods have been used for collecting economic 

facts. The researcher has attempted to draw conclusions by 

utilizing secondary data sources. Data was collected through 

secondary sources, which include government reports, 

circulars, official documents, magazines, periodicals, 

newspaper articles, reference books, and the internet. 

4. Concept of Women Entrepreneurship 

"Entrepreneurship is a process of creating economic 

value, taking risks, and exploring new opportunities by making 

optimum use of local resources." The participation of women 

in this process is called Women Entrepreneurship. 

In business, considerations include generating self-

employment, creating new products and services, making 

commercial use of locally available resources, identifying local 

target markets, raising required capital, taking potential risks, 

adopting new market skills, creating job opportunities, adding 

value to manufactured products, and managing the branding 

and marketing of the final output. In rural areas, women 

entrepreneurship often begins on a very small scale. A few 

women from self-help groups have collectively started selling 

spices, papads, pickles, processed grains, food items, livestock 

products, or various forest-based products. In Gadchiroli 

district, minor forest produce collected from forests is being 

processed and made available for sale in the market. Similarly, 

agri-based processing businesses are also being initiated 

through Self-Help Groups in several places. 
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5. Socio-Economic Background of Gadchiroli District 

Gadchiroli is a tribal district enriched with hills, valleys, 

and abundant forest and natural resources. More than 75.96% 

of the total geographical area of Gadchiroli district is covered 

by forests. Bamboo, Tendu leaves and valuable teak wood are 

the primary forest resources of the district. Rice is the main 

agricultural crop and a large portion of the population depends 

on agriculture. Due to the abundance of natural resources, 

large-scale businesses are also gradually entering the region. In 

the district, micro, small, agri-allied and forest-based 

enterprises based on local forest and agricultural resources 

hold special significance. The economy of the district is 

centered around agriculture, forest-based livelihoods, minor 

forest produce, animal husbandry, fisheries, bamboo, tendu 

leaves and rural self-employment. Women in the district play a 

crucial role in the family economy through agricultural labour, 

livestock care, fuel and fodder collection and the gathering of 

forest produce. However, economic contributions made 

through traditional methods are often not formally recorded as 

'entrepreneurship'. Therefore, through various government 

initiatives and women SHGs, a process has begun in the 

district to convert this labour into organized economic activity. 

Self-Help Groups provide women with opportunities for 

collective savings, loans, business planning, training and 

market linkages through the Umed campaign. 

The Mahila Arthik Vikas Mahamandal (MAVIM) in 

Maharashtra is a state-level institutional platform working for 

the economic development of women. Its objectives include 

organizing women, capacity building, boosting self-

confidence, promoting entrepreneurial development, linking 

employment with markets and strengthening Self-Help 

Groups. Along with this, the Maharashtra State Rural 

Livelihoods Mission (MSRLM) - Umed was launched to 

achieve economic empowerment through women Self-Help 

Groups. Under this mission, various activities are conducted 

for SHGs. Emphasis is placed on developing skills and 
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capabilities in women, creating livelihood opportunities, 

building bank and financial institution linkages, fostering 

women entrepreneurs, promoting producer groups and women 

farmer producer companies (FPCs), providing market access 

and funding individual enterprises alongside overall livelihood 

development. 

Table No. 1 

Taluka-wise details of SHGs and business-oriented groups 

under Umed (MSRLM) in Gadchiroli District. 

Sr. 

No

. 

Taluka 

Number 

of Self-

Help 

Groups 

(SHGs) 

Number 

of Groups 

Taking 

Loans 

Loans 

Taken by 

Groups 

(in Lakhs 

₹) 

Percentage 

of Groups 

Taking 

Loans 

1 Desaiganj 1042 512 408.23 49.13% 

2 Armori 1612 994 564.28 61.66% 

3 Kurkheda 1564 1307 968.15 83.56% 

4 Korchi 688 303 180.50 44.04% 

5 Dhanora 1195 803 568.13 67.19% 

6 Gadchiroli 1564 710 495.63 45.39% 

7 Chamorshi 2898 1903 1863.96 65.66% 

8 Mulchera 782 403 296.25 51.53% 

9 Etapalli 994 482 499.25 48.49% 

10 Bhamraga

d 

494 86 36.45 17.40% 

11 Aheri 1496 968 1106.52 64.70% 

12 Sironcha 959 322 239.80 33.57% 

Total 15288 8793 7227.15 57.51% 

(Source: Gadchiroli District Social and Economic Review - 2025) 

The above table no.1 it is observed that the Maharashtra 

State Rural Livelihoods Mission (UMED) is working 

successfully across all 12 talukas of Gadchiroli district. 

Through this mission, 15,288 Self-Help Groups (SHGs) have 

been formed across all 12 talukas. To achieve the goals of this 

mission, Village Organizations (VOs) and Cluster Level 

Federations (CLFs) were established, through which credit 

(capital) support was provided to the SHGs across the 12 

talukas of the district. Out of 15,288 SHGs in the district, 
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8,793 SHGs have been provided with loan assistance totaling 

72 crore 27 lakh 15 thousand. Generally, a self-help group 

consists of 10 to 20 members. Considering the 8,793 loan-

taking SHGs in the district and an average of 15 members per 

group, approximately 131,895 members have taken loans from 

various credit-providing banks to start local enterprises. Out of 

the total formed groups, 57.51% of SHGs have taken loans to 

start business activities. Among these, Kurkheda taluka leads 

with the highest proportion, where 83.56% of SHGs took loans 

totaling ₹9 crore 68 lakh 15 thousand to start businesses. 

Considering the total number of SHGs and the number of 

groups taking loans, it indicates a strong inclination among 

women in the district toward self-employment. Overall, in line 

with the objectives of UMED, women in the district are 

actively moving toward economic self-reliance. 

6. Major Areas of Women Entrepreneurship in Gadchiroli 

District: 

6.1 Agri-allied Enterprises: Agriculture holds an important 

place in the economy of Gadchiroli district. Since women work 

alongside men in agricultural tasks, there is immense potential 

for agri-allied enterprises among them. Mainly through 

vegetable production, nurseries, poultry farming, goat rearing, 

dairy farming, fisheries, mushroom cultivation, beekeeping, 

organic farming, and agro-processing, women can earn regular 

or supplementary income along with seasonal agricultural 

earnings. 

6.2 Micro Food Processing Industry: Food processing is a 

business that women entrepreneurs can start with relatively 

low capital. There are significant opportunities in rice 

processing, pulse processing, spice manufacturing, papad, 

pickles, chutneys, various food products, bhajani (roasted flour 

mixes), flour production, and creating value-added products 

from locally grown grains. Since raw materials are available on 

a large scale locally, it helps reduce production costs. 

However, it is essential to support these industries with market 
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access, packaging, FSSAI registration, quality control, and 

branding to manage the products manufactured. 

6.3 Forest-based Enterprises: A key feature of Gadchiroli 

district’s economy is its rich forest resources, making forest-

based livelihoods central to the area. Integrating women into 

this sector can generate local employment and create 

significant economic value. Creating value-added products 

from Mahua flowers, processing and trading Tendupatta, 

collecting honey, gathering various medicinal plants, and 

utilizing bamboo and other minor forest produce can be 

integrated into the value chain of products like Mahua seeds, 

Mahua flowers, and rice associated with women producers in 

Gadchiroli district. 

6.4 Bamboo and Handicrafts Industry: Bamboo is a vital 

resource linked to Gadchiroli's forest wealth. Various useful 

and decorative items can be made from it, including baskets, 

furniture, home decor, utility items, handicrafts, gift items and 

modern-designed bamboo products. Providing women in this 

sector with design training, modern tools, proper packaging 

and online sales opportunities can lead to substantial value 

addition. 

7. Impact of Women Entrepreneurship on Job Creation: 

Women entrepreneurship is not limited to generating 

income for a single woman. A business started by one woman 

can involve her family members, self-help group (SHG) 

members, or local workers. For instance, if a women's SHG 

starts a food processing enterprise, it creates a supply chain 

‘Local Raw Material – Processing - Packaging -Transport – 

Sales’ thereby generating employment opportunities. 

Consequently, women entrepreneurship impacts employment 

at three levels: direct employment, indirect employment and 

supplementary income. 

8. Impact on the Family’s Economic Status: 

Women entrepreneurship directly impacts family 

income. It increases household savings, reduces reliance on 

loans, helps provide resources for children's education, 
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enhances the capacity to spend on healthcare, increases 

women's participation in household decision-making, and 

strengthens the ability to face financial crises. Overall, an 

entrepreneurial woman becomes a pillar of financial security 

for the family. 

9. Women Entrepreneurship and Social Empowerment: 

When a woman becomes financially self-reliant, her 

confidence in the social sphere also increases. Through 

participating in SHG meetings, banking transactions, 

interacting with government offices, market transactions, 

training programs, and business management, women develop 

leadership qualities, decision-making skills, communication 

skills, financial literacy, knowledge of laws and schemes, and 

the capacity to interact with public institutions. 

10. Government Schemes and Institutional Support: 

Various government schemes and institutions plays a 

crucial role in promoting women entrepreneurship. Under their 

guidance, SHGs receives credit facilities and training. 

Therefore, government schemes and institutions are pivotal to 

the successful journey of women self-help groups. 

10.1 Maharashtra State Rural Livelihoods Mission 

(UMED): UMED works to promote the economic and social 

empowerment of rural women by organizing them into Self-

Help Groups (SHGs). Through UMED, women are provided 

training ranging from forming SHGs to business development. 

Guidance is offered on how to utilize Community Investment 

Funds and bank loans for business. The mission's scope 

includes promoting farm and non-farm enterprises, producer 

groups, and women farmers' companies. It works to 

economically empower SHGs by creating Village 

Organizations (VOs) and Cluster Level Federations (CLFs). 

10.2 Mahila Arthik Vikas Mahamandal (MAVIM): 

MAVIM is an important institutional platform of the 

Government of Maharashtra working towards the economic 

development of women. Its initiatives cover women SHGs, 
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village-level institutions, microfinance, entrepreneurship 

development, and market linkages. 

10.3 Nav Tejaswini: MAVIM’s Nav Tejaswini program 

focuses on transitioning women toward market-linked, 

sustainable enterprises. Emphasis is placed on developing 

women-led businesses in sectors such as agriculture, agro-

processing, dairy, poultry, goat rearing, textiles, and tourism. 

11. The Role of Women Entrepreneurship in District 

Development: 

A large number of self-help groups have been 

established in Gadchiroli district. Rural women are attempting 

to achieve economic self-reliance through these SHGs. Many 

groups, with the support of UMED, have availed loans from 

various banks to set up micro-enterprises, thereby striving to 

uplift their own economic status as well as that of other 

members. Women entrepreneurs have established a vital role 

in the district's overall development through several key 

factors: 

• Enhancing household and local income 

• Generating self-employment and job creation 

• Increasing financial transactions 

• Adding value to local resources 

• Establishing agri-allied enterprises and value-adding 

minor forest produce 

• Increasing women's participation in decision-making 

processes 

• Connecting with banking and credit systems 

• Adopting digital payments and online sales 

• Investing in education, healthcare, and family welfare 

• Promoting women leadership and public participation 

• Boosting enterprises based on local resources 

12. Major Challenges Faced by Women Entrepreneurs: 

Although there are immense opportunities for women 

entrepreneurship in Gadchiroli, the geographical conditions of 

the district present several challenges: 
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12.1 Lack of Capital: Inadequate availability of necessary 

capital to start micro-enterprises. 

12.2 Distance from Markets: The district consists of small, 

scattered villages, many of which are located in remote areas. 

The lack of proper roads, transportation, electricity, internet 

access, storage facilities, and cold chain infrastructure poses 

severe challenges to businesses. 

12.3 Skill Gap: In today's digital age, while women in the 

district possess traditional production skills, they often lack 

training in modern packaging, quality control, accounting, 

digital marketing, and branding. 

12.4 Family Responsibilities: Women often manage 

housework, childcare, and business operations simultaneously. 

Balancing all three responsibilities remains a significant 

challenge. 

12.5 Branding and Packaging: Despite good demand for 

local products, the absence of attractive packaging and 

branding prevents them from fetching fair prices in the market. 

13. Measures for the Development of Women 

Entrepreneurship: 

To make women entrepreneurship more effective in 

Gadchiroli, the following measures are essential and require 

action from government authorities: 

13.1 District-Level Women Entrepreneurship Centers: 

Establish integrated guidance centers for women entrepreneurs 

in every sub-district (taluka). These centers should offer 

guidance on business selection, project report preparation, loan 

applications, licenses, FSSAI, GST, branding, packaging, 

digital marketing, and other business-enabling aspects. 

13.2 Resource-Based Local Clusters: Developing product-

specific women enterprise clusters in Gadchiroli can greatly 

benefit women entrepreneurs. Examples include Rice 

Processing Clusters, Mahua Value Addition Clusters, Bamboo 

Product Clusters, Food Processing Clusters, and Goat Rearing 

Clusters. 
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13.3 Collective Branding: Creating a district-level brand for 

SHG products would significantly help market and sell the 

various items produced by women entrepreneurs across the 

district. 

13.4 Financial Literacy: Localized training should be 

provided regarding bank loans, interest rates, insurance, 

savings, investment, and maintaining balance sheets to track 

business profits. 

Conclusion 

The contribution of women entrepreneurs to the 

development of Gadchiroli district is multidimensional. 

Women's entrepreneurship is not merely a process of earning 

an income; it is a process of economic self-reliance, social 

empowerment, local job creation, value addition to natural 

resources, and inclusive rural development. In a forest-rich and 

tribal-dominated district like Gadchiroli, women's 

entrepreneurship holds special significance. The women here 

possess traditional knowledge, an understanding of local 

resources, and a capacity for community cooperation. If this 

potential is backed by modern skills, financial facilities, 

technology, market access, branding, and institutional support, 

women's entrepreneurship can give a new direction to the 

district's economy. 

Through organizations such as the Maharashtra State 

Rural Livelihoods Mission (UMED) and MAVIM (Mahila 

Arthik Vikas Mahamandal), training, financial inclusion, and 

entrepreneurship development are being actively promoted. 

The very important point of Gadchiroli's future development 

should not merely be the utilization of natural resources, but 

generating economic value from the skills of the local 

community. In this process, women entrepreneurs are not just 

beneficiaries, but active partners in the process of 

development. 

Therefore, it can be said that: “The development of 

women's entrepreneurship means the development of the 

family; the development of families means the development 
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of the village; and the development of villages is the 

foundation for the overall inclusive development of 

Gadchiroli.” 
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Chapter: 29 
 

Digital Transformation in Tourism 

Industry: Technologies, Impacts and 

Emerging Challenges 

Dr. D. R. Panzade  
 

Abstract— 

The tourism industry is undergoing a profound digital 

transformation driven by advances in artificial intelligence, big 

data analytics, the Internet of Things (IoT), mobile 

technologies, and immersive experiences such as virtual and 

augmented reality. This paper examines the key digital 

technologies reshaping the tourism value chain, analyzes their 

impact on travelers, businesses, and destinations, and presents 

illustrative case studies of smart tourism implementation. 

Adoption trends between 2015 and 2025 are reviewed, along 

with the principal barriers—including data privacy, cost, and 

the digital divide—that continue to slow full-scale 

transformation. The paper concludes with a discussion of 

future research directions and practical recommendations for 

sustainable digital adoption in tourism. 

Index Terms—digital transformation, smart tourism, artificial 

intelligence, big data, IoT, mobile applications, blockchain, 

virtual reality. 

I. Introduction 

Tourism is one of the world’s largest and most dynamic 

economic sectors, and it has become deeply intertwined with 

digital technology over the past decade. Digital 

transformation—defined as the integration of digital 

technologies into all areas of an organization or industry—has 

fundamentally altered how travelers search, plan, book, and 

experience journeys. From AI-powered recommendation 

systems to IoT-enabled smart destinations, digital tools are 
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reshaping traveler expectations and the competitive landscape 

of tourism businesses. 

This paper aims to (i) identify the core digital 

technologies driving transformation in tourism, (ii) analyze 

their impact on key stakeholders, (iii) present representative 

case studies, and (iv) discuss the barriers and future outlook for 

digital adoption in the sector. 

II. Literature Review 

Prior research on smart tourism emphasizes the 

convergence of information and communication technologies 

with physical tourism infrastructure to create responsive, data-

driven ecosystems [1], [2]. Studies highlight those big-data 

analytics enable more accurate demand forecasting and 

dynamic pricing [4], while artificial intelligence is increasingly 

applied to personalization, chatbots, and virtual travel 

assistants [5]. Blockchain has been explored for secure, 

transparent booking and payment systems [7], and 

augmented/virtual reality technologies are gaining traction for 

immersive destination marketing and heritage-site previews 

[8]. Collectively, this body of work indicates a shift from 

traditional service delivery toward intelligent, interconnected 

tourism ecosystems. 

III. Key Digital Technologies Transforming Tourism 

A range of digital technologies underpin the ongoing 

transformation of the tourism sector. Table I summarizes the 

principal technologies, their primary applications, and 

representative use cases observed in practice. 

TABLE I 

Key Digital Technologies in Tourism 

Technology Application Example Use Case 

Artificial 

Intelligence 

Personalization, 

Chatbots 

AI concierge & 

recommendation engines 

Big Data 

Analytics 

Demand 

forecasting 

Predicting seasonal tourist 

flow 
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Technology Application Example Use Case 

Internet of 

Things 

Smart 

destinations 

Sensor-based crowd 

management 

Mobile 

Application

s 

Booking & 

navigation 

Real-time itinerary 

planning apps 

Blockchain 
Secure 

transactions 

Tamper-proof booking 

records 

VR / AR 
Immersive 

previews 

Virtual hotel & heritage-

site tours 

A. Artificial Intelligence and Big Data 

AI-driven Chabot’s and recommendation engines 

personalize the travel-planning experience, while big-data 

analytics allow destination managers to forecast visitor flow 

and optimize resource allocation. 

B. Internet of Things and Mobile Applications 

IoT sensors embedded in transportation hubs, hotels, and 

attractions enable real-time monitoring of crowd density and 

environmental conditions, while mobile applications give 

travelers on-demand access to bookings, navigation, and local 

recommendations. 

C. Block chain and Immersive Technologies 

Blockchain technology supports secure, tamper-resistant 

transaction records, and virtual/augmented reality allow 

prospective visitors to preview destinations before committing 

to travel, reducing uncertainty and enhancing marketing 

effectiveness. 

IV. IMPACT ON TOURISM STAKEHOLDERS 

Digital adoption has grown substantially over the past 

decade across both booking platforms and mobile channels, as 

shown in Fig. 1. This shift has redefined expectations among 

travelers, who now expect seamless, personalized, and instant 

digital interactions at every stage of the journey. 
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      Fig. 1. Growth of digital adoption in tourism (2015–2025). 

For travelers, digital tools have increased convenience, 

transparency and access to peer reviews, but have also raised 

concerns about information overload and data privacy. For 

tourism businesses, digital transformation has enabled dynamic 

pricing, targeted marketing, and operational efficiency, while 

placing pressure on smaller enterprises to keep pace with well-

resourced platforms. Destinations, in turn, benefit from 

improved crowd management and sustainability monitoring, 

though they must also invest heavily in digital infrastructure. 

V. Case Studies 

Several destinations and organizations illustrate practical 

applications of digital transformation in tourism. Table II 

summarizes three representative case studies, and Fig. 3 

presents a conceptual model of how these initiatives 

interconnect within a broader smart tourism ecosystem. 

TABLE II 

Representative Smart Tourism Case Studies 

Case Study Region Key Digital Initiative 

Smart Dubai 

Tourism 
UAE 

AI-driven visitor services & 

unified digital ID 

Seoul Smart 

Tourism 
S. Korea 

Big-data-based crowd and 

traffic management 

Booking.com 

Ecosystem 

Global 

(OTA) 

AI-powered dynamic pricing 

& recommendations 
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Fig. 3. Conceptual model of a smart tourism ecosystem. 

VI. Challenges and Barriers 

Despite clear benefits, digital transformation in tourism 

faces several barriers. Fig. 2 summarizes the relative share of 

commonly reported obstacles, with data privacy, 

implementation cost, and the digital divide emerging as the 

most significant concerns. 

 
Fig. 2. Key barriers to digital transformation in tourism. 

Data privacy concerns arise from the extensive collection 

of personal and location data required for personalization 

services. High implementation costs disproportionately affect 

small and medium-sized tourism enterprises, limiting equitable 

adoption. The digital divide—both between regions and 

between generations of travelers—further constrains the reach 
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of digital tourism services, while cybersecurity risks and 

infrastructure limitations remain ongoing operational concerns. 

VII. Future Scope 

Future research should explore the integration of 

generative AI for hyper-personalized itinerary design, the use 

of federated learning to address data-privacy concerns, and the 

expansion of low-cost digital infrastructure in emerging 

tourism markets. Sustainable and inclusive digital 

transformation strategies will be essential to ensure that the 

benefits of smart tourism are broadly and equitably distributed. 

VIII. Conclusion 

Digital transformation is fundamentally reshaping the 

tourism industry, offering significant benefits in 

personalization, efficiency, and destination management, while 

simultaneously introducing new challenges related to privacy, 

cost, and equitable access. A coordinated approach involving 

technology providers, tourism businesses, and policymakers 

will be critical to realizing the full potential of digital tourism 

in a sustainable and inclusive manner. 

REFERENCES 
1. J. Buhalis and A. Amaranggana, "Smart tourism destinations," 

in Information and Communication Technologies in Tourism, 

Springer, 2015, pp. 553–564. 

2. U. Gretzel, M. Sigala, Z. Xiang, and C. Koo, "Smart tourism: 

foundations and developments," Electronic Markets, vol. 25, 

no. 3, pp. 179–188, 2015. 

3. World Tourism Organization (UNWTO), "Digital 

transformation in tourism," UNWTO Reports, 2022. 

4. N. Stylos, V. Zwiegelaar, and V. Buhalis, "Big data empowered 

agility for dynamic, volatile, and time-sensitive service 

industries," International Journal of Contemporary Hospitality 

Management, vol. 33, no. 3, 2021. 

5. S. Kaur and R. Sharma, "Role of artificial intelligence in 

tourism industry: an overview," International Journal of 

Tourism Research, vol. 24, no. 1, pp. 45–58, 2022. 



Recent Trends in Commerce and Management      292 

 

 

6. D. Buhalis, "Technology in tourism-from information 

communication technologies to eTourism and smart tourism," 

Tourism Review, vol. 75, no. 1, pp. 267–272, 2020. 

7. M. Ivanova and S. Ivanov, "Blockchain implementation in the 

travel and tourism industry," in Robots, Artificial Intelligence, 

and Service Automation in Travel, Tourism and Hospitality, 

Emerald, 2019, pp. 149–162. 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Recent Trends in Commerce and Management      293 

 

 

Chapter: 30 
 

NEP 2020 and Reforms in Commerce 

Education: From Conventional Learning to 

Skill-Oriented and Entrepreneurial 

Education 
 

Dr. Anuja Prabhakar Mudholkar 
 

Abstract 

Commerce education in India has traditionally focused 

on accounting, economics, business studies, taxation, finance 

and other theoretical areas. While these subjects continue to 

form the foundation of commerce education, the changing 

nature of business, technology, employment and 

entrepreneurship demands a broader approach to 

undergraduate education. The National Education Policy 

(NEP) 2020 has provided an important framework for such 

transformation by emphasizing multidisciplinary learning, 

flexibility, vocational education, experiential learning, 

internships, skill development, entrepreneurship and 

employability. 

For commerce students, this shift is particularly 

significant. Commerce is not merely a subject of books and 

examinations; it is closely connected with markets, 

communication, business decisions, consumer behaviour, 

enterprise creation and employment. Therefore, skill-oriented 

subjects such as Business Correspondence, Advertising Skills 

and Entrepreneurship Development can play an important role 

in making commerce education more practical and 

employment-oriented. 

This chapter examines the major reforms introduced 

through NEP 2020 and their relevance to commerce education. 

It discusses the benefits, challenges and possibilities of 
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integrating skill-based subjects into undergraduate commerce 

programmes. Particular attention is given to communication 

skills, advertising competencies and entrepreneurial abilities in 

preparing students for employment and self-employment. The 

chapter also critically examines challenges in implementation, 

including infrastructure limitations, faculty preparedness, 

assessment difficulties and unequal institutional capacity. The 

chapter argues that the real success of NEP in commerce 

education will depend not only on curriculum restructuring but 

also on how effectively colleges connect classroom learning 

with real business situations. 

Keywords: NEP 2020, Commerce Education, Skill 

Development, Business Correspondence, Advertising Skills, 

Entrepreneurship Development, Employability, 

Entrepreneurship, Higher Education. 

1. Introduction 

Education has never been a static process. As society 

changes, educational institutions are expected to prepare 

learners for new social, economic and professional realities. 

This is particularly true in the field of commerce. Business 

practices that were considered sufficient a few decades ago 

have changed considerably with the growth of digital 

technology, e-commerce, social media, financial technology, 

online advertising and new forms of entrepreneurship. 

A commerce graduate today enters a world where 

possessing only theoretical knowledge may not be sufficient. 

Employers expect graduates to communicate effectively, 

prepare professional documents, understand customers, use 

digital platforms, analyse business situations, work in teams 

and demonstrate problem-solving abilities. At the same time, 

the growth of entrepreneurship has created opportunities for 

students to become job creators rather than remaining 

dependent only on conventional employment. 

The National Education Policy 2020 represents a major 

shift towards a more holistic, multidisciplinary and flexible 

system of education. The policy emphasizes vocational 
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education, internships, multidisciplinary learning, practical 

exposure and flexible undergraduate structures. It also 

proposes multiple entry and exit options and the Academic 

Bank of Credits. 

The relevance of these reforms to commerce education is 

considerable. Commerce has always been closely related to 

practical business activity. Therefore, the integration of skill 

subjects into commerce programmes is an opportunity to 

reconnect classroom learning with the realities of business and 

employment. 

In my view as a commerce educator, the important 

question is not simply “What should commerce students 

study?” but rather “What should commerce students be able to 

do after studying?” This distinction is central to the success of 

NEP-oriented commerce education. 

2. NEP 2020 and The Changing Philosophy of Higher 

Education 

NEP 2020 seeks to move Indian education away from 

rigid disciplinary boundaries and towards a more holistic and 

multidisciplinary system. The policy advocates flexible 

curricular structures, creative combinations of subjects and 

opportunities for multidisciplinary learning. It also emphasizes 

communication, discussion, debate, research and cross-

disciplinary thinking. 

Another important change is the reduction of the 

traditional separation between academic and vocational 

education. NEP encourages the integration of vocational 

education into mainstream education and promotes internships, 

apprenticeships and industry interaction. 

This approach is particularly relevant to commerce 

because commerce itself is an applied discipline. A student 

may learn the principles of marketing in the classroom, but 

understanding how to design an advertisement, communicate 

with a customer, prepare a sales proposal or promote a small 

business requires practical exposure. 
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Similarly, a student may study entrepreneurship 

theoretically but still lack confidence in preparing a business 

plan or identifying a market opportunity. Therefore, NEP 

provides an opportunity to transform commerce education 

from a predominantly knowledge-acquisition model into a 

knowledge-plus-application model. 

3. Major Reforms Relevant to Commerce Education 

3.1 Multidisciplinary Education 

Commerce cannot operate independently from 

economics, technology, psychology, communication, 

mathematics, statistics and social sciences. A modern 

commerce graduate therefore benefits from exposure to 

subjects beyond the traditional boundaries of commerce. 

Possible combinations include: 

• Commerce and Digital Marketing 

• Commerce and Data Analytics 

• Commerce and Entrepreneurship 

• Commerce and Communication 

• Commerce and Banking and Financial Technology 

• Commerce and Advertising 

• Commerce and E-commerce 

Such combinations can make learners more adaptable to 

changing employment opportunities. 

3.2 Skill-Based Learning 

NEP places considerable emphasis on vocational 

education and skill development. The purpose of skill 

education should not be merely to add another paper to the 

timetable. It should help students acquire competencies that 

they can actually use in professional and entrepreneurial 

situations. 

3.3 Experiential Learning 

The policy encourages learning through practical 

experiences, internships, projects and interaction with industry. 

For commerce students, experiential learning can include 

preparing business letters, developing advertisements, 

conducting market surveys, preparing business plans, visiting 
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enterprises, interacting with entrepreneurs, preparing 

promotional material and undertaking internships. 

3.4 Multiple Entry and Exit 

NEP provides flexible undergraduate structures with 

appropriate certification at different stages. The flexibility can 

be useful for students who may have financial, personal or 

employment-related reasons for temporarily discontinuing 

their education. 

3.5 Academic Bank of Credits 

The Academic Bank of Credits is intended to facilitate 

the storage and transfer of academic credits earned by students 

from recognized institutions. It can support greater flexibility 

and mobility in higher education. 

4. Why Commerce Education Needs Reform 

Traditional commerce education has made an important 

contribution to Indian higher education. However, certain 

limitations have become increasingly visible. 

A student may successfully pass examinations in 

business communication but hesitate to write an actual 

professional email. A student may score good marks in 

marketing but find it difficult to create an advertisement for a 

local business. Another student may understand the definition 

of entrepreneurship but may not know how to identify a 

business opportunity or calculate the basic financial 

requirements of a start-up. 

This indicates a gap between knowing and doing. 

The problem is not necessarily the syllabus itself. In 

many cases, the problem lies in the method of teaching and 

assessment. If Business Correspondence is taught only through 

definitions and model letters, students may pass the 

examination but fail to develop professional communication. 

Similarly, theoretical teaching of advertising and 

entrepreneurship may not provide sufficient practical exposure. 
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NEP provides an opportunity to address this gap by 

encouraging learner-centred, experiential and skill-oriented 

education. 

5. Importance of Business Correspondence as A Skill 

Subject 

Business communication is one of the practical skills 

required by commerce graduates. Every organization 

communicates with customers, suppliers, employees, banks, 

government departments and other organizations through 

letters, emails, notices, reports, quotations, applications, 

complaints, enquiries and proposals. 

Therefore, Business Correspondence should be regarded 

as a professional skill rather than merely a language subject. 

5.1 Professional Writing Skills 

Students can learn to prepare business letters, enquiry 

letters, complaint letters, adjustment letters, order letters, 

quotations, job applications, business emails, notices, reports, 

memoranda and circulars. 

5.2 Employability 

A graduate applying for employment may be required to 

draft an email, prepare a report or communicate with 

customers. Repeated practice during college can help students 

approach such situations with greater confidence. 

5.3 Professional Etiquette 

Business correspondence teaches students that 

communication is not simply about grammar. Tone, clarity, 

courtesy, accuracy and professionalism are equally important. 

5.4 Digital Communication 

Business correspondence today cannot be restricted to 

traditional letters. Email communication, online applications, 

digital notices and professional messages are increasingly 

important. The subject can therefore be developed around 

“Business Correspondence and Professional Communication”. 

5.5 Experiential Activities 

Students can be asked to write an email to a supplier, 

prepare a quotation, respond to a customer complaint, draft an 
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internship application, prepare a business proposal, conduct a 

mock business meeting and prepare minutes of a meeting. 

6. Advertising Skills: From Theory to Creative Business 

Communication 

Advertising is another area where commerce education 

can become highly practical. Students encounter 

advertisements through television, newspapers, websites and 

digital platforms. However, consuming advertisements and 

understanding how advertisements are created are different 

skills. 

An Advertising Skills course can bridge this gap. 

6.1 Development of Creativity 

Advertising requires students to identify the selling point 

of a product and communicate it attractively. A simple 

classroom activity such as preparing an advertisement for a 

locally manufactured product can encourage creativity. 

6.2 Understanding Consumer Behaviour 

An effective advertisement connects with its target 

audience. Students can therefore understand the relationship 

between product, consumer, message, medium and response. 

6.3 Digital Advertising Skills 

Modern advertising is increasingly connected with 

digital media. Students should understand basic concepts such 

as social media promotion, digital content, promotional 

messages, brand communication, visual presentation, target 

audience and online consumer engagement. 

6.4 Local Business Applications 

Students can work with small local businesses such as 

bakeries, boutiques, restaurants, grocery stores, home-based 

food businesses or handicraft businesses. They can study the 

business and prepare a simple advertising strategy. Such 

activities provide practical learning that is difficult to achieve 

through textbooks alone. 

7. Entrepreneurship Development: Preparing Job 

Creators 
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Among skill-oriented subjects, Entrepreneurship 

Development deserves special importance. Higher education 

has an important role in developing entrepreneurial thinking, 

innovation and self-employment opportunities. 

Entrepreneurship education should not mean that every 

student must establish a company immediately after 

graduation. Its broader objective should be to develop an 

entrepreneurial mindset. 

7.1 Opportunity Identification 

Students should learn to identify problems that can 

become business opportunities, such as demand for convenient 

local services, healthy food, home delivery, digital services, 

educational services and handmade products. 

7.2 Business Planning 

Students should understand the basic components of a 

business plan, including business idea, target customer, 

product or service, market, competition, pricing, promotion, 

cost, revenue, sources of finance and risk. 

7.3 Financial Awareness 

Commerce students can connect accounting and financial 

knowledge with entrepreneurship by preparing cost estimates, 

sales forecasts, profit calculations, break-even analysis and 

simple cash-flow statements. 

7.4 Confidence and Decision-Making 

Entrepreneurship education develops confidence and 

decision-making abilities. These qualities are useful not only 

for entrepreneurs but also for employees, managers and 

professionals. 

8. Benefits of Integrating Skill Subjects into Commerce 

Education 

The integration of Business Correspondence, Advertising 

Skills and Entrepreneurship Development can provide several 

benefits. 

First, students become better prepared for actual 

workplace requirements. Second, they develop soft skills such 

as communication, teamwork, creativity, presentation, 
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problem-solving, decision-making and leadership. Third, 

practical activities help students apply concepts rather than 

merely reproduce them in examinations. 

Skill-oriented learning can also build confidence and 

entrepreneurial orientation. When students work with local 

entrepreneurs and small businesses, colleges can develop 

stronger relationships with the local economy. Projects and 

internships can further improve industry-academia interaction. 

9. Drawbacks And Challenges of Nep Implementation 

A balanced academic discussion should not present NEP 

only as a collection of advantages. Implementation of such a 

large reform naturally involves challenges. 

9.1 Infrastructure Differences 

Not all colleges have digital classrooms, computer 

laboratories, industry partnerships, incubation facilities or 

adequately trained faculty. Smaller institutions may therefore 

face limitations. 

9.2 Faculty Preparedness 

Teachers may require professional development in 

project-based learning, digital pedagogy, entrepreneurship 

education, industry interaction and outcome-based assessment. 

9.3 Curriculum Overload 

There is a possibility that colleges may add numerous 

skill subjects without reducing unnecessary theoretical content. 

This can create curriculum overload rather than flexibility. 

9.4 Assessment Problems 

Skill development cannot always be measured through a 

three-hour written examination. Communication, creativity, 

entrepreneurial thinking, advertising ability and teamwork 

require practical and continuous assessment. 

9.5 Unequal Industry Exposure 

Urban colleges may find it easier to establish industry 

partnerships than colleges in smaller towns or rural areas. 

Local businesses, entrepreneurs, banks, NGOs and community 

organizations can nevertheless become valuable learning 

partners. 
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9.6 Possibility of Formalism 

Institutions may technically introduce skill subjects but 

teach them in the same traditional manner. If Advertising 

Skills or Entrepreneurship Development becomes another 

subject based mainly on memorizing definitions, the purpose 

of reform is defeated. 

10. Possibilities for the Future of Commerce Education 

10.1 Commerce Classroom as a Mini Business Laboratory 

Commerce departments can create practical learning 

spaces. A Business Communication Lab can provide practice 

in emails, interviews, reports and presentations. An 

Advertising Lab can allow students to design advertisements, 

while an Entrepreneurship Lab can help students develop 

business ideas and business plans. 

10.2 Student-Run Enterprises 

Colleges can encourage students to develop small 

enterprises as project activities. Students can operate 

temporary stalls during college events, calculate costs, promote 

products and prepare accounts. Such activities provide direct 

exposure to business processes. 

10.3 Collaboration with Local Entrepreneurs 

Local entrepreneurs can be invited to discuss how their 

businesses began, initial difficulties, sources of finance, 

customer management, marketing strategies, failures and 

recovery. Such experiences can complement textbook learning. 

10.4 Internship-Oriented Education 

Internships should not be viewed merely as certificates. 

Students should receive specific learning assignments, such as 

studying the marketing practices of an organization and 

preparing a report. This makes internship learning more 

meaningful and measurable. 

10.5 Integration of Technology 

Commerce education can increasingly incorporate digital 

accounting, data analysis, e-commerce, digital marketing, 

online business communication, financial technology and 

business analytics. 
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11. Role of the Commerce Teacher Under NEP 

The role of the teacher changes considerably under a 

skill-oriented education system. The teacher is no longer only a 

provider of information but also becomes a facilitator, mentor, 

guide and evaluator. 

For example, while teaching entrepreneurship, instead of 

explaining definitions throughout a lecture, the teacher may 

ask: 

“Suppose you have ₹20,000 and want to start a business 

in your locality. What business would you start and why?” 

Students can then discuss customers, investment, risk, 

location and profit. The teacher can connect their responses 

with theoretical concepts. 

Similarly, while teaching advertising, students can 

compare two advertisements and discuss why one attracts their 

attention more than the other. Such teaching methods 

encourage experiential, inquiry-driven and learner-centred 

learning. 

12. Suggested Model for Skill-Based Commerce Education 

A practical model for undergraduate commerce 

education can integrate theoretical knowledge with skill-based 

activities through a simple four-stage approach: 

Stage 1 – Learn: Students understand the basic concepts, 

principles and theories related to the subject. 

Stage 2 – Practise: Students perform classroom activities such 

as drafting business correspondence, creating advertisements, 

preparing business plans and conducting presentations. 

Stage 3 – Apply: Students apply their learning to real or 

simulated business situations through projects, market surveys, 

internships and interaction with local enterprises. 

Stage 4 – Reflect and Improve: Students receive feedback 

from teachers, peers and industry participants and revise their 

work accordingly. 

For example, in Business Correspondence, students can 

first learn communication principles, then prepare a business 

email, submit it for feedback and revise it. In Advertising 
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Skills, students can study advertising concepts, create an 

advertisement for a local business and evaluate its 

effectiveness. In Entrepreneurship Development, students can 

identify a problem, prepare a business model, estimate costs 

and present their idea. 

Such a model can make skill education a continuous 

learning process rather than an examination-oriented exercise. 

13. Implementation Strategies for Commerce Colleges 

For effective implementation, commerce colleges should 

adopt practical and locally suitable strategies. 

First, curricula should maintain a balance between 

theoretical foundations and practical skills. Accounting, 

economics, finance, taxation, business law and management 

should remain strong components while being connected with 

practical applications. 

Second, teachers should be provided with regular faculty 

development programmes related to digital tools, experiential 

pedagogy, entrepreneurship and assessment methods. 

Third, colleges should develop partnerships with local 

businesses, banks, entrepreneurs, start-ups and professional 

organizations. These partnerships need not always be large 

corporate collaborations; even a local enterprise can provide 

meaningful learning opportunities. 

Fourth, assessment should include projects, 

presentations, business simulations, practical assignments, 

field studies and portfolios along with conventional 

examinations. 

Finally, colleges should encourage students to 

experiment and learn from failure. Skill development requires 

practice, feedback and improvement. Therefore, students 

should be given opportunities to create, communicate, analyse, 

revise and present their work. 

14. Critical Perspective: Nep is an Opportunity, Not A 

Guarantee 

It is important to understand that policy reform alone 

cannot transform education. 
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NEP provides a framework, but actual transformation 

depends on institutions, teachers, students and other 

stakeholders. 

A college may introduce a subject called 

Entrepreneurship Development. But if students only write 

answers about the “qualities of an entrepreneur” in the 

examination, little has changed. 

Similarly, introducing Advertising Skills does not 

automatically create advertising competence. 

The transformation occurs when students create, 

communicate, experiment, analyse, revise, present, receive 

feedback and apply their knowledge. 

Therefore, NEP should not be judged only by the number 

of new courses introduced. It should be judged by the quality 

of learning experiences created for students. 

15. Conclusion 

The National Education Policy 2020 has created an 

important opportunity to rethink the purpose and structure of 

commerce education in India. Its emphasis on 

multidisciplinary learning, flexibility, vocational education, 

experiential learning, internships, skills and entrepreneurship is 

particularly relevant to the changing requirements of 

commerce graduates. 

Commerce education must continue to provide strong 

foundations in accounting, economics, finance, taxation, 

business law, management and related disciplines. At the same 

time, these foundations must be connected with practical 

competencies. 

Subjects such as Business Correspondence, Advertising 

Skills and Entrepreneurship Development have considerable 

potential in this regard. Business Correspondence develops the 

ability to communicate professionally. Advertising Skills 

develop creativity, marketing awareness and consumer 

understanding. Entrepreneurship Development develops 

opportunity recognition, decision-making, financial awareness 

and confidence. 
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The reforms, however, are not without challenges. 

Infrastructure inequalities, faculty preparedness, assessment 

issues, curriculum overload and uneven industry exposure can 

affect implementation. These limitations should be openly 

acknowledged rather than ignored. 

The future of commerce education should therefore not 

be a choice between theory and skill. It should be an 

integration of theory and skill. 

A good commerce graduate should understand a business 

concept, explain it clearly, apply it practically and, where 

possible, create something useful from it. 

The ultimate objective of NEP-oriented commerce 

education should be to produce graduates who are not only 

degree holders, but also effective communicators, responsible 

professionals, problem solvers, innovators and potential 

entrepreneurs. 

In this sense, the reform of commerce education is not 

merely a change in syllabus. It is a change in the philosophy of 

learning itself—from “learning for examination” to “learning 

for life, work and enterprise.” 
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Chapter: 31 
 

Impact of Direct Selling on the Economic 

Empowerment of Distributors in the Digital 

Commerce Era 

Ghanwat Sawita Bhagwanrao 
Abstract 

Direct selling has long served as a low-entry channel of 

self-employment in India, and its character has changed 

markedly with the spread of smartphones, social media, and 

instant digital payments. This paper examines how digital 

commerce tools shape the economic empowerment of direct 

selling distributors, with attention to income change, business 

growth, and the challenges distributors face while operating in 

an increasingly online environment. The study adopts a 

descriptive and analytical design and draws on a structured 

questionnaire designed for 120 direct selling distributors in 

Maharashtra, supported by secondary data from the Indian 

Direct Selling Association (IDSA), the World Federation of 

Direct Selling Associations (WFDSA), and the National 

Payments Corporation of India (NPCI). Because full-scale 

primary data collection is still in progress, the empirical tables 

presented here are illustrative, built to demonstrate the 

intended statistical treatment (percentage analysis, chi-square, 

and correlation) rather than to report completed fieldwork; the 

discussion draws on verified industry-level figures to ground 

the analysis in fact. The review suggests that digital tools such 

as WhatsApp Business, Instagram, and UPI-based payments 

are closely associated with income improvement, wider 

customer reach, and greater confidence among distributors, 

particularly women and first-generation entrepreneurs. The 

paper concludes that direct selling is evolving into a digitally 

integrated entrepreneurial model whose long-term contribution 
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to economic empowerment depends on distributor training, 

transparent compensation, and stronger consumer protection. 

Keywords: Direct selling, digital commerce, economic 

empowerment, distributors, financial inclusion, social 

commerce, self-employment 

Introduction 

Direct selling refers to the marketing of consumer goods 

and services directly to customers, away from a fixed retail 

location, typically through a network of independent 

distributors who earn income from personal sales and, in many 

models, from the sales of people they recruit and mentor. In 

India, the model has historically offered an accessible route 

into entrepreneurship for people who lack capital, formal 

qualifications, or access to conventional employment, 

including a large share of women and first-generation business 

owners. 

Over the last decade, direct selling has moved 

substantially online. Distributors who once relied on home 

demonstrations and word-of-mouth now build their customer 

base through WhatsApp Business catalogues, Instagram pages, 

short-form video, and payment collection through UPI. This 

shift has lowered the cost of reaching customers, allowed 

distributors to operate beyond their immediate neighbourhood, 

and made record-keeping and repeat ordering simpler. The 

scale of this payment shift is striking: UPI transaction volume 

in India rose from roughly 172 billion transactions in 2024 to 

over 228 billion in 2025, a year-on-year increase of about 29 

percent (Meetanshi, 2026), reflecting how deeply digital 

payment habits have taken root among consumers and small 

sellers alike. 

For distributors, digital tools are no longer incidental; 

they now form the operating infrastructure of the business. Yet 

the economic significance of this shift for the distributor 

herself, rather than the parent company, has received 

comparatively little dedicated attention in Indian commerce 

research. This paper addresses that gap by asking how digital 
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commerce tools relate to distributor income, business growth, 

and the practical difficulties distributors face while adapting to 

an online mode of working. 

Review of Literature 

A growing body of work links direct selling to 

entrepreneurial behaviour. Studies conducted after 2020 

generally describe direct selling as a form of micro-

entrepreneurship that lowers the barriers to starting a business, 

since it requires little upfront capital and offers flexible 

working hours (Sharma & Kumar, 2021). Several authors note 

that this flexibility is particularly valued by women managing 

domestic responsibilities alongside income-generating work, 

and that direct selling has therefore been discussed as a 

channel for women's economic empowerment in emerging 

markets (Bhatt & Rani, 2022). 

A parallel literature on social commerce documents how 

small sellers use social media platforms to build trust, 

showcase products, and manage orders without the cost of a 

website or physical store (Gupta, 2022). Research on network-

based business models suggests that income in such models is 

uneven, with a small proportion of highly active distributors 

earning substantially more than the majority (Reddy & Menon, 

2023), a pattern consistent with WFDSA's global reporting on 

the sector. 

Work on financial inclusion in India has repeatedly 

linked the growth of UPI and mobile banking to greater 

participation of small entrepreneurs in the formal payment 

system (RBI, 2024), improving the ability of micro-

entrepreneurs to track income and build a transaction history. 

More recent studies specific to India's direct selling sector 

describe a steady increase in industry turnover and workforce, 

with the Indian Direct Selling Association reporting that 

women now account for close to half of all active distributors 

nationally (IDSA, 2026). 

Taken together, this literature establishes that direct 

selling supports entrepreneurship, that social platforms have 
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changed how small sellers operate, and that digital payments 

are reshaping financial inclusion. What remains comparatively 

underexamined is how these digital tools relate to income and 

business performance at the level of the individual distributor. 

Research Gap 

Existing literature on direct selling in India has 

concentrated mainly on three areas: consumer behaviour, the 

business and regulatory performance of direct selling 

companies, and the legal framework governing the sector 

under the Consumer Protection (Direct Selling) Rules, 2021. 

Comparatively little empirical work isolates the distributor as 

the unit of analysis and examines how specific digital 

commerce tools relate to that distributor's income, customer 

reach, and day-to-day challenges. This paper addresses that 

narrower question, with reference to Maharashtra, which IDSA 

data identifies as the largest contributing state to national direct 

selling turnover. 

Objectives of the Study 

1. To examine the impact of direct selling on the income 

level of distributors. 

2. To analyze the role of digital commerce tools in 

distributor business growth. 

3. To assess the contribution of direct selling to 

employment generation and financial independence. 

4. To identify the challenges faced by distributors in the 

digital commerce environment. 

Hypotheses 

H1: Direct selling has a significant positive impact on 

the economic empowerment of distributors. 

H2: The use of digital commerce tools significantly 

enhances distributor business performance. 

Research Methodology 

The study follows a descriptive and analytical research 

design suited to examining relationships between digital tool 

usage and income outcomes without manipulating any 

variable. The study area is Maharashtra, chosen because it is 
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the leading state by direct selling turnover in India (IDSA, 

2025). A sample of 120 direct selling distributors is targeted 

using convenience sampling, given the absence of a complete 

sampling frame of distributors. Primary data is to be collected 

through a structured questionnaire built around a five-point 

Likert scale, covering demographic details, income before and 

after joining direct selling, frequency of digital platform usage, 

and perceived benefits and challenges. Secondary data is 

drawn from IDSA and WFDSA annual reports, RBI and NPCI 

publications, and peer-reviewed journal articles. Planned 

statistical tools include percentage analysis, mean score 

analysis, the chi-square test, correlation analysis, and simple 

regression, processed using SPSS. 

Authentic Secondary Data 

Verifiable secondary sources indicate that India's direct 

selling industry recorded an all-time high turnover of 

approximately ₹22,142 crore in FY 2023-24, a 4.4 percent 

increase over the previous year, growing at a five-year 

compound annual growth rate of about 7.15 percent (IDSA, 

2025). Active direct sellers rose to about 88 lakh that year, and 

IDSA's subsequent Direct Selling Industry 2025 Outlook 

reported turnover of ₹23,021 crore and roughly 93.2 lakh 

active sellers, with women accounting for 48 percent of the 

workforce, up from 44 percent (Adgully, 2026). Maharashtra 

alone accounted for 13 percent of national direct selling sales, 

the highest share of any state (Indian Retailer, 2025). On the 

payments side, UPI transaction volume grew from about 172 

billion in 2024 to over 228 billion in 2025, a rise of 29.3 

percent in volume and 20.3 percent in value (Meetanshi, 2026), 

underscoring the scale of digital payment adoption 

underpinning distributor-level commerce. 

Data Analysis and Interpretation 

The following tables illustrate the intended analytical 

treatment of the primary survey and are constructed for 

methodological demonstration; actual respondent-level results 

will be reported once fieldwork is complete. 
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Table 1: Age Distribution of Respondents (Illustrative, n = 

120) 

Age Group Frequency Percentage 

21–30 years 34 28.3 

31–40 years 46 38.3 

41–50 years 28 23.3 

Above 50 years 12 10.0 

Interpretation: The distribution suggests direct selling in 

the sample area draws heavily from adults in their prime 

working-and-parenting years, consistent with literature 

describing the model as attractive to those balancing household 

duties with income needs. 

Table 2: Gender Distribution (Illustrative, n = 120) 

Gender Frequency Percentage 

Female 74 61.7 

Male 46 38.3 

Interpretation: A majority-female sample would be 

consistent with IDSA's reported national trend of rising female 

participation in direct selling. 

Table 3: Monthly Income Before and After Joining Direct 

Selling (Illustrative, n = 120) 

Income Band Before (%) After (%) 

Below ₹10,000 42.0 15.0 

₹10,000–20,000 35.0 30.0 

₹20,001–30,000 15.0 32.0 

Above ₹30,000 8.0 23.0 

Interpretation: The illustrative shift toward higher 

income bands after joining direct selling demonstrates how the 

questionnaire will capture perceived income change; it should 

not be read as a completed empirical finding. 

Table 4: Chi-Square Test — Digital Tool Usage and 

Income Improvement (Illustrative) 

This test is designed to examine the association between 

frequency of digital platform usage (high/low) and self-

reported income improvement (yes/no). A significant chi-
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square value (p < 0.05) would support H2, indicating digital 

tool usage is not independent of income improvement. 

Table 5: Correlation — Digital Engagement and Earnings 

(Illustrative) 

A Pearson correlation between a digital engagement 

score (based on posting, messaging, and online payment 

frequency) and monthly earnings is planned. A positive, 

significant coefficient would support the proposition that 

greater digital engagement is associated with higher distributor 

earnings. 

Discussion 

The literature and industry data reviewed above point 

toward digital commerce functioning as an enabler of micro-

entrepreneurship rather than merely a communication 

convenience. Distributors who use WhatsApp Business and 

Instagram can reach customers beyond their immediate 

locality, reducing the geographical limits that once confined 

direct selling to a personal network. Digital payment adoption, 

evident in the scale of UPI growth, likely reduces friction in 

collecting payment and encourages repeat purchase, since 

customers no longer need cash on hand. For women 

distributors, running a business from home using a smartphone 

fits the empowerment narrative found in earlier studies, since it 

does not require leaving the household. At the same time, 

digital tools alone do not guarantee income growth; 

distributors lacking digital literacy or reliable internet may not 

benefit equally, and online fraud, misleading claims, and 

confusion over the boundary between legitimate direct selling 

and pyramid schemes remain live regulatory concerns. 

Major Findings 

The review of literature and secondary industry data 

suggest several patterns relevant to this study's objectives. 

First, India's direct selling industry has grown steadily in 

turnover and distributor numbers through the mid-2020s, 

indicating the model retains its relevance as a source of 

livelihood. Second, women's participation has been rising as a 
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share of the total workforce, suggesting the sector is an 

accessible entry point for women into income-generating work. 

Third, Maharashtra's leading position in state-wise turnover 

indicates a strong existing base of distributor activity in the 

chosen study area. Fourth, the scale of UPI adoption suggests 

digital payment infrastructure is now a normal part of small-

scale commerce. Fifth, social commerce literature indicates 

WhatsApp and Instagram have become standard tools for small 

sellers to build customer relationships at low cost. Sixth, 

income within direct selling networks tends to be unevenly 

distributed, with a minority of highly active distributors 

accounting for a disproportionate share of earnings. Seventh, 

digital payment participation appears to improve record-

keeping and access to formal financial history, which may 

support future access to credit. Eighth, regulatory attention to 

the boundary between legitimate direct selling and unlawful 

pyramid structures remains an ongoing concern shaping how 

distributors and companies operate. 

Suggestions 

Direct selling companies would benefit from structured 

digital marketing training for distributors, particularly around 

content creation, customer communication, and ethical use of 

testimonials, so digital reach translates into sustainable income 

rather than short-term promotion. Government and regulatory 

bodies could strengthen awareness of the Consumer Protection 

(Direct Selling) Rules, 2021 among distributors themselves, 

not only companies. Skill development institutions could 

incorporate basic digital and financial literacy modules tailored 

to micro-entrepreneurs working through social media and 

mobile payments. Distributors themselves would benefit from 

transparent record-keeping, verified payment channels, and 

vigilance against cybersecurity risks such as phishing links and 

fraudulent payment requests. Finally, industry associations 

such as IDSA could continue publishing disaggregated, state- 

and gender-level data to support more precise academic 

research of this kind. 
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Conclusion 

Direct selling in India has moved from a largely offline, 

relationship-based model to one substantially mediated by 

digital tools, from social media catalogues to UPI-based 

payment collection. Evidence drawn from IDSA, WFDSA, and 

RBI/NPCI sources indicates a sector that continues to grow in 

turnover and distributor numbers, with a rising share of women 

participants, even as the underlying model remains built 

around individual distributor effort. Digital commerce tools 

appear to extend the reach, convenience, and professionalism 

of distributor businesses, supporting the case that direct selling 

can contribute to income generation, self-employment, and 

economic empowerment, particularly for women and first-

generation entrepreneurs. However, this gain is not automatic: 

it depends on distributors receiving digital and financial 

literacy training, companies maintaining transparent 

compensation structures, and regulators enforcing the 

boundary between legitimate direct selling and exploitative 

schemes. Future empirical work, including the primary survey 

outlined in this paper's methodology, would help quantify 

these relationships more precisely at the distributor level. 
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Chapter: 32 
 

A Study of the Scope and Functions of 

Marketing 
 

Vaibhav Sheshrao Bangar 
Introduction 

In the stage of evolution of the society, the needs of the 

society are continuously changing and the form of the means to 

fulfill them also changed. Along with this, the methods of 

supplying the tools also changed.  The ever-changing nature of 

economic and social institutions and their state of 

transformation is what gives rise to the modern form of market 

system.  Studying the changing and expanding nature of the 

market system has become important in the modern computer 

age. Life values of the society, moral values, nature of living 

conditions and structure of the society are unfolding from this.  

Such a market system is called by the term ‘Marketing’. 

Marketing is a process and it’s a complex process. 

Mobility is a characteristic of human life.  Man made special 

efforts to meet his basic needs such as food, clothing and 

shelter. A conscious effort was made to give significance to 

place, time and form for manufactured goods. The term 

marketing also includes effort and hard work.  Marketing has 

evolved with the evolution of business. It has become 

necessary to determine the quality, sample, quantity to 

maintain the manufactured goods in the competition.  

Competition started among manufacturers to deliver their 

goods to consumers. Merchandising means selling goods while 

marketing means trying to make goods salable. 

Marketing is as important as producing goods in 

business.  In general we think of marketing as advertising and 

supply of goods. But these two aspects are part of marketing. 

Marketing is a very effective and equally important 

process. You know, until a human being can understand 
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something clearly and effectively, that person does not trust the 

next person.  In such a case, the job of marketing is to change 

the mind of that person. Marketing is called ‘Marketing’ in 

English. The word Market is derived from Old French Markeit, 

Italian Marecato, German Market from Latin Mercatus. 

Objectives of the research paper 

1) To study the concept and meaning of marketing. 

2) To study the scope of marketing. 

3) To study the functions of marketing. 

Data collection and analysis 

Various reference books, weekly magazines, websites on 

the internet, these secondary tools have been used for the 

present research paper and here it has been arranged in a 

detailed manner using the technique of content analysis. 

Concepts of marketing  

The study of marketing is based on some of his concepts.  

It is these concepts in marketing that help the marketer to do 

the marketing work properly and effectively. These concepts 

are as follows. 

1) Conventional Concept or Sales Concept. 

The traditional concept of marketing is also referred to as 

the selling concept. In this concept the main objective of 

marketing is to sell goods/services only. This concept ignores 

the major aspects of product quality, product demand or 

customer satisfaction. This concept is outdated in modern 

marketing system. 

2) Exchange concept. 

In this concept only exchange of goods is considered.  

The main objective of this concept is to provide goods or 

services to the customers for the price/money they pay.  In this 

concept, however, not so much customer satisfaction is 

considered, but the extent to which goods are exchanged, 

predicts the effective implementation of marketing. 

3) Production concept. 

It is a concept in which the producer assumes something.  

(If the production of goods is increased and the supply of own 
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goods to the customer is maximized, it affects the sales. The 

function of marketing is automatically fulfilled and helps to 

maximize the sales of the goods produced. 

4) Creation of utility concept. 

As you know, the power of a thing to satisfy human 

needs is called ‘utility’. It has been used in this place also in 

the same sense. 

The utility of the goods changes according to the 

situation and in that changing situation, it is considered in this 

concept that our goods should create more utility for the 

customer and as a result of that, the demand will increase. 

5) Modern Marketing Concept. 

As we have seen, in the traditional concept, a 

producer/marketer thinks only of goods and their sale. But, in 

modern marketing concept, marketing is customer oriented and 

customer is considered as its focal point. 

The traditional concept focuses on maximizing profits 

and maximizing sales; But the important objective of modern 

marketing concept is consumer satisfaction is assumed and the 

marketing process is done. 

 Definitions of marketing 

1) According to The committee on Delegations of the 

National Association of Marketing teachers. 

“Marketing includes those business activities involved in 

the flow of goods and services from production to 

consumption.”  

2) According to  Tousley, Clark and Clark. –  

“Marketing consists of those efforts which effect 

transfers in the owenership of goods and services and which 

provide for their physical distribution. The marketing process, 

consequently, involves both mental and physical aspects 

Mental, in that sellers must know what buyers want and buyers 

must know what is for sale, and physical, in that goods must be 

moved to the places at which they are wanted by the time they 

are wanted.”. 

3) According to Phillip kotler. –  
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“Marketing is a social and Managerial process by which 

individuads and groups satisfy what they need and want 

through creating and exchanging products and value with 

others”. 

4) According to  Candiff Still.-  

”Marketing is the business process by which products 

matched with Markets and through which transfer of 

ownership is affected”. 

Scope of Marketing 

From the above information we have understood what 

marketing is in brief.  Now we are going to study the scope of 

marketing here. The scope of marketing can be explained on 

the basis of following important points. 

1)  Purchase and integration. 

The process of procuring all the raw materials required 

for the production of goods and assembling all the purchased 

goods is known as a part of the marketing process. Marketing 

in general may seem somewhat unrelated to one’s marketing;  

But the scope of marketing is also the responsibility of 

procurement and integration of all these things for the 

production of goods. 

2)  Transport. 

Transportation system plays an important role in 

marketing. When it comes to moving an object from one place 

to another. At this time availability of transport is very 

essential.  That is why transportation also plays an important 

role in the marketing process to ensure that the goods are 

supplied at the right place and at the right time. 

3)  Storage. 

Storage of goods becomes a major requirement when the 

goods are being marketed and the number of goods is high.  

Before selling an item, it is important to keep it in a safe place.  

Otherwise, the possibility of huge losses cannot be avoided. 

4) Sales. 
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Every function in marketing is done with sales as the 

main objective. When marketing is properly implemented, 

marketing results in increased sales.  

It would not be inappropriate to consider the sale of each 

item as the result of marketing of that item. In fact, sales are 

the result of marketing and nothing else. 

5) Segmentation. 

To achieve the marketing objective of getting the product 

to the right customers, it is essential to properly categorize the 

market.  

Marketing has made the task of categorization very easy.  

For example we make categories to find customers based on 

geographical, social, ethnic and gender.  The effect of such 

tiered marketing is to increase the market share of the product. 

6)  Advertisement. 

Advertising is the lifeblood of marketing. Without 

advertising the concept of marketing will not be correct.  

Because in general, the objectives of the business in marketing 

management, advertising plays a major role in achieving all the 

objectives. 

7)  Distribution. 

Distribution is also a branch of marketing. It is important 

that goods and services are delivered to every customer.  

Because the goal of marketing is not only to attract customers 

or to change their thinking, but marketing also performs the 

function of distribution. 

It also means that the marketing function is not suitable 

when there is a high demand for the goods and services in a 

place and there is a failure to deliver the goods. Because the 

jurisdiction of marketing covers all these aspects. 

8)  Economy. 

Marketing affects demand and marketing provides the 

means to satisfy customer needs. In such a situation, the 

economy remains balanced, because in marketing, the price of 

goods and its proper information is provided to the consumers, 

which results in no exploitation of the consumers, and the 
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economy remains balanced without the effects of both booms 

and recessions in the economy. 

9)  Risk management. 

When a producer undertakes the task of production, he 

has to take some risk. Because there is no reward without risk.  

Marketing is considered to be responsible for managing this 

risk appropriately. 

Profit is said to be the reward for taking risk. At the same 

time, it is equally true that profit is achieved only by managing 

risk. This management falls entirely within the purview of 

marketing itself. 

10)  Market research. 

This concept has gained a very important place in 

business. Because when a new product is launched and 

marketed, it is important to conduct market research. 

Market research provides information about product 

demand, product quality, consumer preferences, their income, 

consumer willingness to spend and many more, which makes 

selling the product hassle-free.  This process needs to be 

supported by marketing. 

11)  Packaging. 

When the product is presented in the right size and 

attractive packaging, it attracts the consumer and makes him 

buy the product, which results in a change in the demand for 

the product.  It is very important to be attractive and attractive. 

12) Branding. 

Product naming is very important to make your product 

stand out from other competing products available in the 

market and give it proper recognition. 

The process of branding is also assumed to be a part of 

marketing itself. It would be no exaggeration to say that 

naming is a part of marketing. 

We have studied the scope of marketing as above.  When 

it comes to the marketing process, it is important to consider its 

scope and the scope of marketing is not limited to the above 

point but we use it in a much wider sense in business. Since the 
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marketing process is an ongoing process, its scope increases 

accordingly. 

Functions of marketing 

Here we have studied marketing, its concept and 

definitions of various marketing scholars. We have also 

studied the scope of marketing.  At this point we will now 

study the functions of marketing. 

1)  Buying. 

The first part of the marketing process is the 

responsibility of procuring all the primary goods and raw 

materials required by the business, with which the business 

will begin its further processing and production. Performing 

this task can be considered as the foundation of the entire 

marketing. 

2)  Financing. 

Business needs money to run smoothly. Money in 

business is like blood in a person’s body. If the money supply 

stops, the business will die. Hence financial supply is very 

essential in business. 

Solving financial problems can also be considered as an 

important function of marketing. 

3)  Production. 

The production of goods and services must be done at 

the right time, because only if the goods are supplied to the 

consumer at the right time, he buys the goods, otherwise the 

same consumer tries to satisfy his need by consuming other 

substitute or competing goods. That is why it is the prime duty 

of the marketer to increase the production of his goods. 

4)  Pricing. 

In business, if the price of the good is higher than the 

market price at the time when the good is produced and the 

good is introduced to the market, the quantity demanded will 

decrease; And if the price is low, the consumer’s mentality 

may be affected by the misconception that the price is lower 

than others because there is something wrong with the product, 

which can affect the demand. Hence the function of pricing has 
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assumed a very important place in marketing. It involves 

pricing using different types of methods; And care is taken that 

it will be the consideration paid by the consumer for the 

consumption of the goods. Because customer satisfaction is the 

main objective of marketing. 

5)  Risk Bearing. 

Every time a business operates, its future is uncertain. A 

producer or a marketer cannot predict the future demand and 

therefore the marketer has to bear the risk for the smooth 

running of the marketing function.  

Marketing is done by taking such risks and trying to get 

more demand for your product in the future. 

6)  Distribution. 

Supply of goods must be done to every customer and the 

function of doing that is considered as marketing. As important 

as producing goods is distributing them. Different channels are 

available in distribution. Among them, it is necessary to adopt 

a suitable method and distribute the goods. 

A marketer should study all the methods of distribution 

and use the right method so that the quality of the goods does 

not decrease. For example. If perishable goods are 

supplied/distributed by a large chain, ie manufacturer 

wholesaler retailer – there is a high chance of perishables 

before reaching the consumer. Therefore, the quality of the 

goods, while the perishable goods reach the consumers, 

deteriorates and the consumers will not buy the goods again.  

This affects the demand, so marketing comes with the task of 

distributing the goods using the right marketing system. 

7) Selling. 

The function of marketing is not only to produce the 

goods, finance them and distribute them at the right price, but 

one important aspect in marketing is to sell the goods and 

marketing has the full responsibility of making all kinds of 

efforts to sell the goods. 

8) Marketing Research. 
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The task of giving more importance to the marketing 

process in business is considered to be only the result of 

research. 

Marketing research involves finding out the defects, 

deficiencies and changes required in the product. Hence 

marketing research is considered as an important task. 

9) Product development. 

Marketing is considered to be the function of eliminating 

product defects and creating new products based on the 

findings and information obtained from marketing research. 

The function of marketing is to reduce the 

inappropriateness of the product or the undesirable elements in 

the product and to make the product suitable for the consumer. 

10) After sale service. 

The function of marketing is not only to sell goods but 

also to achieve customer satisfaction.  Sometimes the goods 

sold may be damaged or defective, in which case the goods are 

not sold, but after the sale of the goods to the customer, if there 

is a defect in the goods, they have to repair them, and this 

function is considered as marketing. This type of service 

results in increasing the number of customers in the future.  As 

a result, business increases. 

11) Advertising. 

Advertising is the soul of marketing.  If advertising is not 

included in the marketing process, it will never result in 

generating new customers. 

Marketing involves promoting goods and trying to create 

demand for the goods. Consumers get knowledge of goods 

only through advertisement. 

While studying marketing it is important to first study 

the functions of marketing so above we have briefly studied 

the functions of marketing. 

Conclusion 

Until now we thought that marketing only meant selling 

something. But when we study through the above research 

paper related to marketing, we can see that there are many 
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functions within it, sales is one function of marketing. We have 

understood various concepts of marketing here. Along with 

this, we have also studied the definitions of various scholars in 

marketing.  

Here you mainly realize that the scope of marketing is 

unlimited in nature. Also any business organization while 

studying marketing management should study the scope of 

marketing of their business organization first so that the 

working employees realize their scope and limitations of work.  

Along with this, what we have studied about marketing, it can 

be seen that all the activities that have to be done by different 

departments in the business organization are related to 

marketing and from this the responsibility of the employees is 

determined and also the marketing work becomes easier for the 

business organization. 
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Chapter: 33 

Emerging Trends in Commerce and 

Management: Digital Transformation, 

Sustainability and Future Perspectives 
 

Dr. Niranjan Ramesh Shah 

Abstract 

Commerce and management are undergoing rapid 

transformation due to technological advancement, changing 

consumer behaviour, globalization, sustainability concerns, 

and evolving regulatory environments. Emerging technologies 

such as artificial intelligence, generative AI, big data analytics, 

cloud computing, block-chain, e-commerce, fintech, digital 

payments, and automation are reshaping business models, 

managerial practices, and customer engagement. This chapter 

examines these emerging trends and their implications for 

organizations, managers, employees, consumers, and 

commerce and management education. The study adopts a 

conceptual and descriptive research design based on secondary 

sources, including academic literature, government 

publications, institutional reports, and reports of international 

organizations. Particular attention is given to the Indian 

context, especially digital payments, fintech, entrepreneurship, 

and technology-enabled business practices. The chapter also 

examines sustainability, ESG, cybersecurity, future skills, and 

the changing nature of work. It concludes that sustainable 

business development requires the integration of technology, 

human capabilities, innovation, ethical governance, and 

continuous learning. 

Keywords: Commerce, Management, Digital Transformation, 

Artificial Intelligence, E-Commerce, FinTech, Sustainability, 

ESG, Future of Work. 

 

 



Recent Trends in Commerce and Management      328 

 

 

Introduction 

Commerce and management are undergoing rapid 

transformation due to technological advancement, changing 

consumer behaviour, globalization, sustainability concerns, 

and evolving regulatory frameworks. Digital technologies such 

as artificial intelligence, generative AI, big data analytics, 

cloud computing, block chain, e-commerce, fintech, and digital 

payments are reshaping traditional business models and 

managerial practices. Organizations increasingly rely on data-

driven decision-making, digital platforms, automation, and 

personalized customer engagement to improve efficiency and 

competitiveness. At the same time, sustainability, 

environmental, social and governance (ESG) considerations, 

cybersecurity, ethical technology adoption, and responsible 

business practices have become important elements of 

contemporary management. The changing nature of work is 

also increasing the demand for digital literacy, analytical 

capabilities, creativity, adaptability, and continuous learning. 

In India, the growth of digital public infrastructure, UPI, 

fintech, e-commerce, and technology-enabled entrepreneurship 

has further accelerated this transformation. These 

developments require commerce and management education to 

integrate technological competence with human skills, ethics, 

innovation, and sustainability. This chapter therefore examines 

the major emerging trends shaping commerce and management 

and discusses their implications for organizations and 

management education. 

Objectives of the Study –  

The major objectives of the chapter are: 

1) To examine the emerging trends in commerce and 

management, with special reference to digital 

transformation, artificial intelligence, e-commerce, 

fintech and data-driven business practices.  

2) To analyse the impact of technological transformation on 

business and managerial practices, including decision-
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making, innovation, customer engagement, human 

resource management and organizational performance.  

3) To examine the role of sustainability, ESG and 

responsible management in shaping contemporary 

business strategies and long-term value creation.  

4) To identify the major challenges and future opportunities 

arising from emerging trends and suggest suitable 

directions for commerce and management education and 

practice. 

Research Methodology 

This chapter adopts a conceptual and descriptive research 

approach based primarily on secondary information. A 

qualitative review-based research design is used to identify, 

organize, and analyse major emerging trends in commerce and 

management. Secondary data have been collected from peer-

reviewed journals, books, and research publications, reports of 

international organizations, government publications, and 

institutional sources. Important sources include reports and 

publications of the Reserve Bank of India (RBI), Securities and 

Exchange Board of India (SEBI), OECD, UN Trade and 

Development, World Economic Forum, and relevant industry 

bodies. The scope of the study covers contemporary 

developments in digitalization, artificial intelligence, e-

commerce, fintech, sustainability, ESG, human resource 

management, entrepreneurship, and future skills. The study is 

limited to secondary sources and does not involve primary data 

collection. Therefore, the findings represent a conceptual 

synthesis rather than empirical testing of specific hypotheses. 

Changing Landscape of Commerce and Management 

The distinction between commerce and management is 

becoming increasingly integrated due to rapid digitalization 

and technological advancement. Traditionally, commerce 

focused on trade, accounting, finance, banking and marketing, 

while management concentrated on planning, organizing, 

directing and controlling organizational resources. Digital 

transformation has created an interconnected business 
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environment in which these functions increasingly operate 

through data, digital platforms and advanced technologies 

(Vial, 2019). Contemporary organizations are characterized by 

technology-enabled operations, data-driven decision-making, 

customer-centric strategies, sustainability and continuous 

innovation. Technologies such as cloud computing, artificial 

intelligence, big data and the Internet of Things are reshaping 

business processes and managerial practices. However, digital 

technology adoption remains uneven across sectors and firm 

sizes, creating particular challenges for small and medium 

enterprises (OECD, 2024). Therefore, modern managers 

require technological knowledge, analytical capabilities, 

strategic thinking and cross-functional competencies to 

respond effectively to the changing business environment. 

Digital Transformation in Commerce and Management 

Digital transformation is more than the conversion of 

physical processes into digital formats. It represents a 

fundamental transformation of business models, organizational 

processes, customer relationships and competitive strategies. 

Vial (2019) conceptualizes digital transformation as a 

process through which digital technologies create disruptions 

that require organizations to strategically respond to changes in 

value creation and capture. 

Major Components of Digital Transformation 

Digital transformation is driven by a combination of 

interconnected technologies that are reshaping business 

processes, organizational operations and customer experiences. 

Key components include cloud computing, artificial 

intelligence (AI), big data analytics, the Internet of Things 

(IoT), block-chain, mobile technologies, robotic process 

automation (RPA), digital platforms, and cybersecurity 

technologies. Cloud computing enables organizations to access 

flexible computing and storage resources without extensive 

investment in physical infrastructure. Big data analytics 

supports the processing and interpretation of large volumes of 

information for informed decision-making. AI facilitates 
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prediction, automation, personalization and intelligent decision 

support, while IoT connects physical devices and systems to 

collect and exchange data. Block-chain can enhance 

transparency and traceability in digital transactions, whereas 

RPA automates repetitive business processes. Digital platforms 

facilitate interactions among businesses and customers, while 

cybersecurity technologies help protect digital systems, data, 

and transactions. Together, these technologies form the 

foundation of modern digital transformation (Vial, 2019; 

OECD, 2024). 

Impact on Management 

Digital transformation is influencing almost every 

managerial function by integrating technology, data, and 

automation into organizational processes. Managers can use 

real-time data and analytics to identify market trends, 

understand customer behaviour, monitor competitors and 

support strategic decision-making. Digital marketing enables 

organizations to reach and engage customers using 

demographic, behavioural, and transactional information. In 

finance, fintech solutions facilitate faster transactions, digital 

payments, automated reporting, and improved financial 

analysis. Human resource management is also being 

transformed through digital recruitment platforms, employee 

analytics, online training and technology-enabled performance 

management. Similarly, automation, the Internet of Things, 

and data analytics enhance production planning, inventory 

control, and supply-chain visibility. These developments 

require managers to move beyond traditional administrative 

responsibilities and develop technological, analytical, strategic, 

and leadership capabilities. Thus, digital transformation is 

increasingly repositioning managers as technology-enabled 

strategic decision-makers (Vial, 2019; OECD, 2024). 

Artificial Intelligence and Generative AI 

Artificial Intelligence (AI) is one of the most influential 

emerging technologies shaping contemporary commerce and 

management. AI systems can analyse large volumes of data, 
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identify patterns, generate predictions, automate routine 

activities and support managerial decision-making. Generative 

AI has further expanded these capabilities by enabling systems 

to produce text, images, summaries, code, and other forms of 

digital content. According to the OECD (2024), AI has 

significant potential to improve productivity and economic 

activity, but its adoption also requires attention to trust, safety, 

transparency, privacy and accountability. 

In commerce, AI is increasingly applied across various 

business functions. In marketing, it supports customer 

segmentation, recommendation systems, personalized 

advertising, sentiment analysis, content generation and demand 

forecasting. In accounting, AI can assist with transaction 

classification, invoice processing, anomaly detection, 

reconciliation, audit analytics and financial forecasting. In 

banking and finance, AI applications include credit 

assessment, fraud detection, customer support, risk analysis, 

and personalized financial services. Human resource 

management can also benefit from AI through recruitment, 

candidate screening, employee engagement analysis, learning 

recommendations and workforce planning. 

AI-based decision-support systems enable managers to 

identify patterns and insights that may be difficult to detect 

through traditional methods. However, AI should complement 

rather than replace managerial judgement. Decisions involving 

ethics, accountability, organizational culture and human 

consequences require appropriate human oversight. Therefore, 

responsible AI adoption requires a balanced integration of 

technological capabilities, managerial expertise, ethical 

principles, and effective governance (OECD, 2024). 

Generative AI and the Future of Managerial Work 

Generative Artificial Intelligence (GenAI) is 

transforming managerial work by performing a range of 

knowledge-intensive tasks that traditionally required 

substantial human effort. It can support managers in preparing 

business reports, summarizing documents, developing 
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marketing content, analysing qualitative information, 

generating business ideas, assisting with coding, preparing 

presentations and supporting research activities. These 

applications can improve productivity, reduce routine 

workloads, and enable managers to focus more on strategic and 

creative responsibilities. However, GenAI also presents 

challenges, including inaccurate or misleading outputs, 

algorithmic bias, intellectual property concerns, data privacy, 

cybersecurity risks, technological dependence, and potential 

changes in employment patterns. The Future of Jobs Report 

2025 identifies AI and big data, networks and cybersecurity, 

and technological literacy among the rapidly growing skill 

areas, while emphasizing the continuing importance of creative 

thinking, resilience, leadership and collaboration (World 

Economic Forum, 2025). Thus, future managers will need to 

combine technological literacy with critical thinking, human 

judgement, ethical awareness, and interpersonal capabilities. 

Emerging Trends in Commerce and Management 

The rapid development of digital technologies has 

significantly transformed commerce and management. E-

commerce, fintech, artificial intelligence, data analytics, block-

chain, automation and digital platforms are changing how 

organizations create value, interact with customers, manage 

resources and make decisions. At the same time, sustainability, 

ESG, cybersecurity, changing workforce expectations and 

continuous skill development have become important 

dimensions of contemporary management. 

1) E-Commerce and Changing Consumer Behaviour 

E-commerce has transformed traditional retail and 

business transactions by enabling organizations to reach 

customers through websites, mobile applications, social media 

and digital marketplaces. Business models now include 

Business-to-Consumer (B2C), Business-to-Business (B2B), 

Consumer-to-Consumer (C2C), social commerce and quick 

commerce. Digital commerce provides businesses with wider 
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market access and greater opportunities for customer 

engagement. 

Consumer behaviour has also changed significantly. 

Digital consumers increasingly expect convenience, 

personalization, speed, transparent information, multiple 

payment options, responsive customer service and seamless 

experiences across digital channels. Consequently, 

organizations must manage the complete customer journey, 

from product discovery and purchase to payment, delivery and 

after-sales support. Customer data and analytics have therefore 

become important tools for marketing and customer 

relationship management (OECD, 2024). 

2) FinTech and Digital Financial Services 

Financial technology (FinTech) integrates digital 

technologies with financial services and includes digital 

wallets, mobile banking, online lending, digital insurance, 

payment platforms and automated financial services. India has 

experienced substantial growth in digital payments, 

particularly through the Unified Payments Interface (UPI). The 

Reserve Bank of India reported that UPI transactions exceeded 

13 billion in March 2024, demonstrating the rapid expansion of 

India's digital payment ecosystem (RBI, 2024). 

Digital payments can reduce transaction barriers, 

improve convenience and facilitate the participation of small 

businesses in the formal digital economy. However, 

cybersecurity, consumer protection, digital literacy and 

responsible financial practices remain important 

considerations. 

3) Data Analytics and Block-chain 

Data has become a strategic resource for modern 

organizations. Business analytics includes descriptive, 

diagnostic, predictive and prescriptive approaches, enabling 

organizations to understand past performance, identify causes, 

forecast future outcomes and support managerial decisions. 

Retailers can use analytics for demand forecasting, financial 

institutions for fraud detection and HR departments for 
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workforce planning. Data-driven decision-making can improve 

organizational performance when supported by appropriate 

management practices (Brynjolfsson, Hitt, & Kim, 2011). 

Block-chain provides distributed and tamper-resistant 

record keeping and has potential applications in supply chains, 

digital identity, smart contracts, trade documentation and 

financial transactions. However, scalability, interoperability, 

regulatory uncertainty and technical complexity remain 

challenges. Organizations should therefore adopt block-chain 

where it provides identifiable business value. 

4) Sustainability, ESG and Responsible Management 

Sustainability has become an important element of long-

term business strategy. Organizations are increasingly 

expected to address environmental impacts, employee welfare, 

consumer interests, community development and responsible 

governance. Sustainable practices include energy efficiency, 

renewable energy, waste reduction, circular economy 

approaches and responsible sourcing. 

UN Trade and Development (2024) highlights that 

digitalization itself has environmental consequences through 

resource extraction, energy consumption, digital infrastructure 

and electronic waste. Therefore, digital transformation needs to 

be accompanied by environmental responsibility. 

ESG considerations have also gained importance in 

corporate reporting and governance. In India, SEBI's Business 

Responsibility and Sustainability Reporting (BRSR) 

framework and BRSR Core have strengthened sustainability-

related disclosures. Consequently, commerce and management 

professionals increasingly require knowledge of both financial 

and non-financial information (SEBI, 2023; 2024). 

5) Future of Work, Skills and Cybersecurity 

Automation, AI, remote work, digital learning and 

people analytics are transforming human resource 

management. The World Economic Forum (2025) estimates 

that approximately 39% of workers' core skills are expected to 
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change by 2030. Therefore, continuous reskilling and 

upskilling are becoming essential. 

Future commerce professionals require a combination of 

accounting, finance and management knowledge with AI 

literacy, business analytics, digital finance, cybersecurity 

awareness and technological skills. Human capabilities such as 

creativity, communication, leadership, critical thinking and 

adaptability remain equally important. 

The expansion of digital commerce also increases 

exposure to phishing, ransomware, payment fraud, identity 

theft and data breaches. Cybersecurity must therefore be 

treated as an enterprise-level management responsibility rather 

than solely an IT function. 

6) Implications for Education and Management 

The emerging business environment requires commerce 

and management education to integrate AI, business analytics, 

fintech, digital marketing, e-commerce, cybersecurity, ESG, 

digital accounting and entrepreneurship. Experiential learning 

through internships, projects, case studies and industry 

collaboration should complement classroom learning. Students 

should also develop ethical awareness regarding AI, privacy, 

data protection, intellectual property and responsible 

technology use. 

Overall, the future of commerce and management will 

depend on the effective integration of technology, human 

capabilities, innovation, sustainability and ethical governance. 

Organizations and professionals that continuously adapt their 

skills and practices will be better positioned to respond to the 

changing digital business environment. 

❖ Findings and Observations 

The conceptual analysis leads to the following major 

findings: 

1. Digital transformation has become a strategic necessity 

rather than an optional technological initiative. 
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2. Artificial intelligence is transforming managerial 

functions, particularly decision-making, marketing, 

finance and human resource management. 

3. Generative AI will increase productivity but requires 

responsible human oversight. 

4. E-commerce and digital commerce are changing 

traditional distribution and customer engagement 

models. 

5. Fintech and digital payments are transforming financial 

services, with India emerging as an important example of 

digital payment innovation. 

6. Data has become a strategic resource, making analytics 

and data literacy increasingly important. 

7. Sustainability and ESG are becoming integral to 

corporate strategy and reporting. 

8. The future of work will require continuous reskilling, 

particularly in AI, analytics, cybersecurity and digital 

technologies. 

9. Human skills remain important despite technological 

transformation, particularly creativity, leadership, critical 

thinking, communication and adaptability. 

10. Cybersecurity and digital trust are becoming strategic 

management issues. 

11. Commerce and management education must evolve to 

combine traditional disciplinary knowledge with digital 

and analytical capabilities. 

12. Technology adoption without ethical and sustainability 

considerations may create new risks. 

13. The most successful organizations will integrate 

technology with human capabilities rather than treating 

technology as a substitute for people. 

Conclusion 

Commerce and management are undergoing rapid 

transformation due to artificial intelligence, generative AI, e-

commerce, fintech, big data, cloud computing, blockchain, 

automation, and changing consumer expectations. These 



Recent Trends in Commerce and Management      338 

 

 

developments create opportunities to improve productivity, 

decision-making, customer experiences, market access, 

financial inclusion, and entrepreneurial activity. However, they 

also present challenges relating to cybersecurity, data privacy, 

ethical AI, digital inequality, employment transformation, 

regulatory uncertainty, and environmental sustainability. As 

highlighted by UN Trade and Development (2024), 

digitalization must be pursued through an inclusive and 

environmentally sustainable approach. For India, expanding 

digital payments, fintech, e-commerce and technology-enabled 

services provide significant opportunities for economic and 

business development. The future therefore requires 

organizations to integrate technology with human capabilities, 

innovation, ethical governance and sustainability. Commerce 

and management education must consequently emphasize 

digital literacy, analytical skills, continuous learning, 

responsible technology use and effective human–technology 

collaboration. 
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Chapter: 34 
 

२१ व्या शतकातील भारतातील कौशल्य शशक्षण 

आशण रोजगारक्षमता 

डॉ. सदुाम जी. राठोड 

प्रस्तावना: 

वास्तशवक पाहता एकशवसाव्या शतकातील जैन जी 

कौशल्याधाररत आहेच पण त्याला आवश्यक आशण पोषक वातावरण 

प्राप्त होत नाही म्हणावा तसा रोजगार शमळत नाही ह े कटू सत्य 

नाकारता येत नाही म्हणूनच आज काल पदवी पदव्युत्तर पदवी 

रोजगारक्षम कौशल्याला अनन्यसाधारण महत्त्व प्राप्त झालेले आहे  

आजच्या स्पधाात्मक रोजगार बाजारपेठेत केवळ पदवी असणे 

पुरेसे नाही. शनयोके्त (रोजगार देणारे) अशा उमेदवारांच्या शोधात 

असतात जयांच्याकडे प्रत्यक्ष कामासाठी आवश्यक कौशल्ये (job-ready 

skills) आहते. भारताला 'लोकसंख्याशास्त्रीय लाभांशाचा' 

(demographic dividend) फायदा आह,े परंतु त्याचे 'आर्थाक 

लाभांशात' रूपांतर करण्यासाठी कौशल्य शवकास अत्यंत आवश्यक आह.े 

'राष्ट्रीय कौशल्य शवकास धोरण २०१५' चे उदिष्ट २०२२ पयंत 

४० कोटी (४०० दशलक्ष) लोकांना प्रशशशक्षत करण्याच े होते. तरीही, 

सुशशशक्षत तरुणांमधील बेरोजगारीचे प्रमाण उच्च राशहले आह.े यामुळे 

एक प्रश्न शनमााण होतो: आपण योग्य कौशल्ये शवकशसत करत आहोत 

का? हा शोधशनबंध कौशल्य शवकास आशण रोजगारक्षमता 

(employability) यांच्यातील संबंध समजनू घेण्यावर लक्ष कें दित 

करतो. 

रोजगार म्हणजे आता केवळ पदवी शमळवणे नव्ह.े नसॅकॉमच्या 

(NASSCOM) २०२३ च्या अहवालानुसार, केवळ ४५% भारतीय 

पदवीधर रोजगारक्षम मानले जातात. याचे कारण सोपे आह:े शशक्षण 
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व्यवस्था केवळ "पदवीधारक" तयार करत आहे, "कामासाठी सज्ज 

व्यावसाशयक" (job-ready professionals) नाही. 

कौशल्य शशक्षण म्हणजे अशा प्रकारचे पितशीर प्रशशक्षण, जे 

नोकरी ककंवा स्वयंरोजगारासाठी आवश्यक शवशशष्ट क्षमता शवकशसत 

करते. रोजगारक्षमता म्हणजे एखाद्या व्यक्तीला रोजगार शमळवण्यास 

आशण तो रटकवून ठेवण्यास सक्षम बनवण्यासाठी आवश्यक कौशल्ये, 

ज्ञान आशण गुण असणे. 

२०३० पयंत भारताकडे सवााशधक कायाक्षम वयोगटातील 

लोकसंख्या (working-age population) असेल अशी अपेक्षा आह.े 

परंतु कौशल्य शवकासाशशवाय, ही लोकसंख्या संपत्तीऐवजी (asset) 

ओझे (liability) ठरू शकते. शशक्षण व्यवस्थेतून बाहरे पडणारे मनुष्यबळ 

आशण उद्योगांच्या गरजा यांमधील तफावतीला "कौशल्य तफावत" 

(skill gap) असे म्हणतात. 

समस्यचे ेस्वरूप: कौशल्य शवकासाच्या अनेक योजना असनूही, भारतात 

तरुणांमधील बेरोजगारी आशण अपूणा रोजगार (underemployment) 

का कायम आह?े 

मखु्य शब्द: कौशल्य शवकास, रोजगारक्षमता, तरुण, व्यावसाशयक 

प्रशशक्षण, इंडस्री ४.०, शस्कल इंशडया. 

सशंोधनाच े उिेश: 

१. कौशल्य शवकास आशण रोजगारक्षमता या संकल्पना समजून घेणे. 

२. भारतातील सध्याच्या कौशल्य शवकास उपक्रमांचे शवशे्लषण करणे. 

३. उद्योगांच्या गरजा आशण पदवीधरांची कौशल्ये यांमधील तफावत 

(skill gap) ओळखणे. 

४. कौशल्य प्रशशक्षणाद्वारे रोजगारक्षमता सुधारण्यासाठी उपाय 

सुचवणे. 
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सशंोधनाच ेप्रश्न: 

१. भारतातील कौशल्य शशक्षणाची सध्याची शस्थती काय आहे? 

२. आज उद्योगक्षेत्राकडून कोणत्या कौशल्यांची मागणी केली जाते? 

३. रोजगारक्षमता सुधारण्यात सरकारी कौशल्य कायाक्रम दकती 

प्रभावी आहते? 

४. कौशल्य आशण रोजगारक्षमता यांमधील तफावत दरू 

करण्यासाठी कोणते उपाय योजता येतील? 

साशहत्य परीक्षण (Literature Review): 

वल्डा इकॉनॉशमक फोरम २०२३: ऑटोमेशनमुळे २०२५ पयंत 

५०% कमाचाऱयांना 'रीशस्कसलंग'ची (नवीन कौशल्ये आत्मसात 

करण्याची) गरज भासेल. 

NSDC अहवाल: भारतातील केवळ ४.६९% मनुष्यबळाकडे 

औपचाररक कौशल्य प्रशशक्षण आहे; याउलट अमेररकेत ह ेप्रमाण ५२% 

आशण जपानमध्ये ८०% आह.े 

AICTE आशण उद्योग क्षते्रातील अहवाल: संवाद कौशल्ये, समस्या 

शनवारण क्षमता आशण व्यावहाररक ज्ञानाचा अभाव या मुख्य त्रुटी 

असल्याचे शनयोके्त (employers) नमूद करतात. 

PMKVY वरील अभ्यास: आरोग्यसेवा, माशहती तंत्रज्ञान (IT) आशण 

दकरकोळ शवक्री (retail) यांसारख्या क्षेत्रांमध्ये रोजगार शमळण्याचे 

प्रमाण (placement rates) ३०-४०% नी वाढले आह.े 

अनके अभ्यासामंधनू कौशल्य शशक्षणाच ेमहत्त्व अधोरेशखत केल ेआह:े 

१. वल्डा इकॉनॉशमक फोरम, 'फ्यचुर ऑफ जॉब्स' अहवाल २०२३: 

पुढील ५ वषांत कामगारांच्या मुख्य कौशल्यांमध्ये (core skills) मोठे 

बदल होतील. शवशे्लषणात्मक शवचार, सजानशील शवचार आशण AI 

साक्षरता ही वेगाने महत्त्वाची ठरणारी कौशल्ये आहते. 



Recent Trends in Commerce and Management      343 

 

 

२. NSDC कौशल्य तफावत (Skill Gap) अहवाल २०२२: भारताला 

२०२२ पयंत २४ क्षेत्रांमध्ये १०.९ कोटी (१०९ दशलक्ष) कुशल 

कामगारांची गरज होती. मुख्य कमतरता असलेली क्षेत्रे: बांधकाम, 

दकरकोळ शवक्री, आरोग्यसेवा, माशहती तंत्रज्ञान (IT). 

३. AICTE रोजगारक्षमता सवके्षण २०२३: केवळ ४७% अशभयांशत्रकी 

पदवीधर रोजगार शमळवण्यास पात्र आहते. व्यावहाररक अनुभव आशण 

संवाद कौशल्यांचा अभाव ही याची मुख्य कारणे असल्याचे नमूद केले 

आह.े 

४. महेरोत्रा इत्यादी (२०१४): व्यावसाशयक प्रशशक्षणामुळे वेतनात २०-

३०% वाढ होते, परंत ु प्रशशक्षणाचा दजाा आशण प्रमाणपत्रांची 

शवश्वासाहाता ह ेअजूनही सचतंेचे शवषय आहते. 

५. NEP २०२० (राष्ट्रीय शकै्षशणक धोरण): रोजगारक्षमता 

सुधारण्यासाठी इयत्ता ६ वी पासून व्यावसाशयक शशक्षण, इंटनाशशप 

आशण उच्च शशक्षणात 'मशल्टपल एन्री-एशझझट' (प्रवेश आशण बाहरे 

पडण्याच्या अनेक संधी) यांवर भर ददला आह.े 

साशहत्यातील सवासाधारण शनष्कषा: पदवी + कौशल्य + अनभुव = 

रोजगारक्षमता.  

अभ्यासाची उदिष्य:े 

१. भारतीय संदभाात कौशल्य शशक्षण आशण रोजगारक्षमतेची व्याख्या 

करणे. 

२. सध्याच्या कौशल्य शवकास धोरणांचे आशण कायाक्रमांचे मूल्यांकन 

करणे. 

३. उद्योगात आवश्यक असललेी कौशल्ये आशण संस्थांमध्ये ददली 

जाणारी कौशल्ये यांमधील फरक ओळखणे. 

४. कौशल्य शशक्षण शवतरणातील आव्हानाचंे शवशे्लषण करणे. 

५. कौशल्य शशक्षणाद्वारे रोजगारक्षमता सुधारण्यासाठी धोरणे 

सुचवणे. 
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सकंल्पनात्मक चौकट: 

रोजगारक्षमतसेाठी आवश्यक कौशल्याचं ेप्रकार: 

श्रेणी उदाहरण े२०२६ मधील प्रासशंगकताताशंत्रक/हाडा शस्कल्स: कोसडंग, 

डेटा ॲनाशलरट ददसून येते गरजेचे आहे झस, सीएनसी, नर्संग, 

अकाउंटटंग नोकरी-शवशशष्ट, उद्योगात मागणी असलेले तंत्रज्ञान. 

सॉफ्ट शस्कल्स: संवाद कौशल्य, सांशघक काया, भावशनक बुशिमत्ता प्रत्येक 

क्षेत्रात आवश्यक आहे  

शडशजटल शस्कल्स: एमएस ऑदफस, एआय टूल्स, झलाउड, शडशजटल 

माकेटटंग उद्योगात अत्यावश्यक आह े 

ग्रीन शस्कल्स: सौर तंत्रज्ञान, कचरा व्यवस्थापन, शाश्वत शेती हवामान 

बदलावर लक्ष कें दित केल्यामुळे वाढत असलेले ददसून येते. 

उद्योजकीय कौशल्य:े समस्या शनराकरण, आर्थाक साक्षरता, जोखीम 

व्यवस्थापन स्वयंरोजगार आशण स्टाटाअपसाठी आवश्यक आहे   

कौशल्य प्रदान करण्याच्या पिती (मॉडले्स): 

१. संस्थात्मक पित: आयटीआय (ITI), पॉशलटेदिक, कौशल्य 

शवद्यापीठे 

२. बाजार-आधाररत पित: PMKVY अंतगात खाजगी प्रशशक्षण 

भागीदार 

३. शशकाऊ उमेदवारी (Apprenticeship) पित: NAPS - 

'शशकताना कमवा' (Earn while you learn) 

४. एकाशत्मक पित: NEP 2020 नुसार 

शाळा/महाशवद्यालयांमध्ये व्यावसाशयक शवषयांचा समावेश 

भारतातील प्रमखु कौशल्य शवकास उपक्रम 

1. शस्कल इंशडया शमशन - सवा कौशल्य उपक्रमांसाठी एक सवासमावेशक 

कायाक्रम 
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2. PMKVY - प्रधानमंत्री कौशल शवकास योजना - अल्पकालीन 

प्रशशक्षण + प्रमाणपत्र 

3. NAPS - नॅशनल अप्रेंरटसशशप प्रमोशन स्कीम - प्रत्यक्ष कामाच्या 

रठकाणी प्रशशक्षण (On-job training) 

4. DDU-GKY - ग्रामीण तरुणांचे कौशल्य शवकास 

5. NSDC आशण सेझटर शस्कल कौशन्सल्ससोबत महाशवद्यालयांची 

भागीदारी 

भारतातील सरकारी उपक्रम: 

1. शस्कल इंशडया शमशन 2015: 2022 पयंत 40 कोटी (400 दशलक्ष) 

लोकांना प्रशशशक्षत करण्याचा प्रमुख कायाक्रम. 40 हून अशधक 

मंत्रालयांमध्ये समन्वय साधतो. 

2. PMKVY 4.0 2023-2026: 'इंडस्री 4.0' अभ्यासक्रमांवर (AI, 

रोबोरटझस, IoT, ड्रोन) भर. 1 कोटी तरुणांच ेउदिष्ट. 

3. नशॅनल अप्रेंरटसशशप प्रमोशन स्कीम (NAPS): शनयोझत्यांना 

(employers) शवद्यावेतन (stipend) सहाय्य प्रदान करते. 10 लाख 

शशकाऊ उमेदवारांचे उदिष्ट. 

4. जन शशक्षण ससं्था (JSS): शाळा सोडलेले शवद्याथी आशण ग्रामीण 

भागातील गरीब लोकासंाठी. 

5. NEP 2020: मुख्य प्रवाहातील शशक्षणाशी व्यावसाशयक शशक्षणाचा 

मेळ. 2025 पयंत 50% शवद्यार्थयांना व्यावसाशयक शशक्षणाचा अनुभव 

शमळवून देणे. 

6. DDU-GKY: गरीब कुटंुबातील ग्रामीण तरुणांवर लक्ष कें दित. 

रोजगार-जोडणीवर (placement-linked) आधाररत. 

असे असूनही, PLFS 2022-23 नुसार भारतातील केवळ 2.2% 

मनुष्यबळाकडे औपचाररक व्यावसाशयक प्रशशक्षण आह.े तुलना: जमानी 
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75%, जपान 80%. उद्योगांची मागणी शवरुि शशक्षण क्षेत्रातील 

आउटपुट: कौशल्य तफावत (Skill Gap) 

२०२६ मध्य ेउद्योगानंा काय हव ेआह:े 

१. पशहल्या ददवसापासूनच कामासाठी सज्ज (Job-ready) उमेदवार 

गरजेचे आह.े ते २०३० पयंत व्हावेत 

२. शडशजटल आशण AI (कृशत्रम बुशिमत्ता) क्षेत्राची ओळख/ज्ञान आवश्यक 

आहे  

३. समस्या शनवारण क्षमता आशण पररशस्थतीशी जुळवून घेण्याची वृत्ती 

आवश्यक आहे  

४. इंग्रजी आशण प्रादेशशक भाषेत संवाद साधण्याचे कौशल्य 

शशक्षण व्यवस्था काय प्रदान करत:े 

१. केवळ सैिांशतक (Theory) आशण कालबाह्य अभ्यासक्रम  

२. प्रत्यक्ष प्रयोगशाळा (Practical labs) आशण उद्योगांचा प्रत्यक्ष 

अनुभव यांचा अभाव 

३. 'सॉफ्ट शस्कल्स'वर (Soft skills) कमी भर 

४. उद्योगांचा मयााददत अनभुव असलेले शशक्षक/प्राध्यापक 

पररणाम: "शशशक्षत बरेोजगार". पदवीधर 'टॅली' (Tally) वापरू शकत 

नाही; अशभयांशत्रकी पदवीधर कोसडंग करू शकत नाही. 

कौशल्य शशक्षणातील आव्हाने: 

१. गणुवत्तचेा प्रश्न: अनके प्रशशक्षण कें िे केवळ प्रवेशाच्या (enrollment) 

उदिष्टांवर लक्ष कें दित करतात, शशकण्याच्या शनष्पत्तीवर (learning 

outcomes) नाही. 

२. सामाशजक दशृष्टकोन: व्यावसाशयक अभ्यासक्रम अजूनही "गरीब 

शवद्यार्थयांसाठी" आहते असे मानले जाते. 
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३. उद्योगाशंी कमकुवत दवुा: ७०% ITI संस्थांचा स्थाशनक उद्योगांशी 

कोणताही सामंजस्य करार (MoU) नाही. 

४. प्रशशक्षकाचंी कमतरता: अध्यापन कौशल्य आशण उद्योग क्षेत्रातील 

अनुभव दोन्ही असलेल्या प्रशशक्षकांचा अभाव. 

५. मलू्याकंन आशण प्रमाणपत्र: कोणतेही एकसमान मानक नाही. अनके 

प्रमाणपत्रांना शनयोके्त (employers) महत्त्व देत नाहीत. 

६. पायाभतू सशुवधा: जुनी यंत्रसामग्री; ग्रामीण कें िांमध्ये AI, 3D 

सपं्रटटंग यांसारख्या नवीन तंत्रज्ञानाची उपलब्धता नाही. 

७. जागरूकता: ग्रामीण तरुणांना प्रशशक्षणानंतरच्या योजना ककंवा 

कररअरच्या संधींबिल माशहती नाही. 

८. उच्च शशक्षण ससं्थाचंी भशूमका 

महाशवद्यालयांनी केवळ "अध्यापन" करण्याऐवजी "कौशल्य शवकास + 

अध्यापन" याकडे वळले पाशहजे. 

महाशवद्यालय ेकाय करू शकतात? 

१. शस्कल हब्स (Skill Hubs): NEP २०२० अंतगात, महाशवद्यालये 

कौशल्य शवकास कें िे बन ूशकतात ते २०३० पयंत व्हावेत. 

२. अशनवाया इंटनाशशप: एका सत्रासाठी (semester) उद्योगात 

इंटनाशशप. 

३. कौशल्य अभ्यासक्रम: प्रत्येक सत्रात एक कौशल्य-आधाररत शवषय 

(उदा. एझसेल, संवाद कौशल्य, उद्योजकता) समाशवष्ट करणे. 

४. उद्योग सल्लागार मडंळ: उद्योगांच्या सल्ल्यानुसार दर २ वषानंी 

अभ्यासक्रम अद्ययावत करणे. 

५. प्लसेमेंट आशण अपशस्कसलगं सले: केवळ नोकरी शमळवून देणे 

(placement) नव्ह,े तर माजी शवद्यार्थयांचे कौशल्य अद्ययावत करणे 

(reskilling). 

उदाहरण: महाराष्ट्राच े "शस्कल युशनव्हर्साटी" मॉडेल आशण "दफशनसशंग 

स्कूल" कायाक्रम ४०% अशधक प्लेसमेंट दशावतात. 
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केस स्टडीज (अभ्यास): केस १: PMKVY चा प्रभाव-२०२२ च्या 

मूल्यमापनात असे ददसून आले की, PMKVY पदवीधरांना वेतन-

आधाररत रोजगार शमळण्याची शझयता ३२% अशधक होती. वस्त्रोद्योग 

(Apparel), आरोग्यसेवा आशण दरूसंचार (Telecom) क्षेत्रात सवााशधक 

प्लेसमेंट झाली.  

प्रकरण २: आयटीआय (ITI) आशण उद्योग क्षेत्रातील भागीदारी 

झारखंडमधील आयटीआय संस्थांसोबत टाटा स्टीलने केलेल्या 

भागीदारीमुळे 'ऑन-द-जॉब रेसनंग'सह ९०% शवद्यार्थयांना रोजगार 

(प्लेसमेंट) शमळाला. 

महाशवद्यालयीन स्तरावर कौशल्य समावशे 

 साशवत्रीबाई फुले पुणे शवद्यापीठाने 'एम्प्लॉयशबशलटी शस्कल्स' 

(रोजगारक्षमता कौशल्ये) हा शवषय अशनवाया 'के्रशडट' म्हणून समाशवष्ट 

केला. यामुळे ३ वषांत शवद्यार्थयांच्या रोजगाराचे प्रमाण ५४% वरून 

७१% पयंत वाढले. 

आव्हान:े 

१. गुणवत्ता शवरुि संख्या: प्रशशक्षण कें िे गुणवत्तेऐवजी संख्येवर 

लक्ष कें दित करतात. 

२. उद्योग-शैक्षशणक क्षेत्रातील दरी: अभ्यासक्रम उद्योगानुसार 

अद्ययावत नाही. 

३. जागृतीचा अभाव: ग्रामीण तरुणांना शवशवध योजनांची माशहती 

नाही. 

४. प्लेसमेंटच्या समस्या: नोकरीच्या हमीशशवाय प्रमाणपत्र. 

सॉफ्ट शस्कल्सकड ेदलुाक्ष:  

केवळ तांशत्रक बाबींवर जास्त लक्ष कें दित करतात. 

१. तांशत्रक आशण सॉफ्ट शस्कल्स दोन्ही असलेल्या उमेदवारांना 

प्लेसमेंट शमळण्याची शझयता दपु्पट असते. 

२. इंटनाशशप आशण अप्रेंरटसशशपमुळे रोजगारक्षमता ६०% वाढते. 
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३. सवााशधक मागणी असलेली क्षेत्रे: आयटी, आरोग्यसेवा, 

लॉशजशस्टझस, उत्पादन, बँककंग, शवत्तीय सेवा आशण शवमा 

(BFSI). 

४. स्थाशनक उद्योगांशी जोडल्यास सरकारी योजना अशधक प्रभावी 

ठरतात. 

५. कौशल्य प्रशशक्षण आशण रोजगारक्षमता याचं्यात एक मजबूत 

सकारात्मक संबंध आह.े प्रशशशक्षत तरुणांना नोकरी शमळण्याची 

शझयता २.३ पट जास्त असते. 

६. सॉफ्ट शस्कल्स आशण शडशजटल साक्षरता आता तांशत्रक 

कौशल्यांइतकीच महत्त्वाची झाली आह.े 

७. रोजगारक्षमतसेाठी अप्रेंरटसशशप आशण इंटनाशशप मॉडेलमध्ये 

गुंतवणुकीवर सवााशधक परतावा (ROI) शमळतो. 

८. शासकीय योजनांमुळे संधी उपलब्ध झाल्या आहते, परंतु उत्तम 

गुणवत्ता शनयंत्रण आशण उद्योग-एकीकरणाची गरज आह.े 

९. औपचाररक कौशल्य प्रशशक्षणात मशहलाचंा सहभाग केवळ 

१०% आह.े प्रचंड अप्रयुक्त क्षमता आह.े 

शशफारसी: 

१. अभ्यासक्रम सुधारणा: महाशवद्यालयाच्या पशहल्या वषाापासून 

कौशल्य-आधाररत मॉडू्यल समाशवष्ट करा 

२. उद्योग सहकाया: अशधक इंटनाशशप, अशतथी व्याख्यान,े थेट 

प्रकल्प 

३. सॉफ्ट शस्कल्सवर लक्ष कें दित करणे: संवाद कौशल्य, इंग्रजी, 

मुलाखत कौशल्ये 

४. शडशजटल साक्षरता: संगणक + एआय साधनांचे प्रशशक्षण 

अशनवाया 

५. मागोवा आशण अशभप्राय: प्रशशक्षणानंतर प्लेसमेंट आशण 

पगारावर लक्ष ठेवा 
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सरकारसाठी: 

१. प्रशशक्षण भागीदारांसाठी "लक्ष्य-आधाररत" शनधीऐवजी 

"पररणाम-आधाररत" शनधीचा अवलंब करा 

२. उद्योगाचा शवश्वास असेल अशी राष्ट्रीय कौशल्य पात्रता चौकट 

तयार करा 

३. शशकाऊ उमेदवारांना कामावर ठेवण्यासाठी कंपन्यांना प्रोत्साहन द्या 

शकै्षशणक ससं्थासंाठी: 

१. प्रत्येक पदवी अभ्यासक्रमात २०% व्यावसाशयक के्रशडट्स 

समाशवष्ट करा 

२. ३+ वषांचा उद्योग अनुभव असलेले प्राध्यापक शनयुक्त करा 

३. अत्याधुशनक तंत्रज्ञानासह "शस्कल लॅब्स" स्थाशपत करा 

उद्योगासाठी: 

१. अभ्यासक्रमाची सह-रचना करा आशण अशतथी प्राध्यापक 

उपलब्ध करून द्या 

२. सशुल्क इंटनाशशप आशण कामावर प्रशशक्षण द्या 

३. मायक्रो-के्रडेंशशयल्स आशण कौशल्य प्रमाणपत्रांना मान्यता द्या 

शवद्याथी: 

४. १ तांशत्रक कौशल्य + १ शडशजटल साधन + संवाद कौशल्य 

शशका 

५. पदवी शमळवण्यापूवी दकमान २ इंटनाशशप करा 

६. केवळ रेझ्युमेच नव्ह,े तर पोटाफोशलओ तयार करा 

कौशल्य शवकास आता ऐशच्िक राशहलेला नाही — तो 

रोजगारक्षमतसेाठी अत्यावश्यक आह.े सरकारी योजनांनी पायाभतू 

सुशवधा शनमााण केल्या असल्या तरी, आता गुणवत्ता, उद्योग संबंध आशण 

एआय (AI), डेटा व हररत नोकऱयासंारख्या भशवष्यासाठी सज्ज 

कौशल्यांवर लक्ष कें दित करणे आवश्यक आह.े शैक्षशणक संस्थानंी 

शवद्याथी आशण उद्योग यांच्यात पूल म्हणून काम केल े पाशहजे. तरच 

आपण "कुशल भारत, रोजगारक्षम भारत" ह ेध्येय साध्य करू शकतो. 
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कौशल्य शशक्षण ह े शशक्षण आशण रोजगार यांच्यातील पूल आह.े 

भारताला असे लाखो पदवीधर परवडणारे नाहीत, जे रोजगारक्षम 

नाहीत. कामाच्या भशवष्यासाठी सतत शशकणे, जुळवून घेण्याची क्षमता 

आशण संकररत कौशल्ये - तांशत्रक + मानवी + शडशजटल - यांची 

आवश्यकता आह.ेएनईपी २०२० (NEP 2020) आशण शस्कल इंशडया 

(Skill India) धोरणात्मक चौकट प्रदान करतात. आता 

अंमलबजावणीमध्ये गुणवत्ता, उद्योग भागीदारी आशण शवद्यार्थयांचे यश 

यावर लक्ष कें दित करणे आवश्यक आह.े जर ह ेयोग्यररत्या केले गेले, तर 

भारत आपल्या लोकसंख्याशास्त्रीय लाभांशाचा खऱया अथााने फायदा 

घेऊ शकतो आशण "जगाची कौशल्य राजधानी" बन ूशकतो. 

पीटर ड्रकर यांनी म्हटल्याप्रमाणे: "भशवष्याचा अंदाज लावण्याचा 

सवोत्तम मागा म्हणजे ते शनमााण करणे." आशण त े भशवष्य कुशल 

मनुष्यबळाद्वारे घडवले जाईल. 

साराशं: 

२१ व्या शतकात रोजगारक्षमता वाढवण्यासाठी कौशल्य शवकास 

हा एक अत्यंत महत्त्वाचा घटक बनला आह.े जलद तांशत्रक बदल आशण 

उद्योगांच्या गरजांमुळे, पदवीधरांकडे असलेली कौशल्ये आशण 

शनयोझत्यांना (employers) अपेशक्षत असलेली कौशल्ये यांच्यात मोठी 

तफावत शनमााण झाली आह.े हा शोधशनबंध तरुणांमधील रोजगारक्षमता 

सुधारण्यात कौशल्य शवकास कायाक्रमांची भूशमका तपासतो. यात 'शस्कल 

इंशडया' (Skill India), 'एनएसडीसी' (NSDC) आशण 'पीएमकेव्हीवाय' 

(PMKVY) यांसारख्या सध्याच्या सरकारी उपक्रमांचे शवशे्लषण केले आह े

आशण तांशत्रक, सॉफ्ट शस्कल्स (soft skills) व शडशजटल कौशल्यांबाबत 

उद्योगांच्या अपेक्षांचा आढावा घेतला आह.े प्रशशक्षणाचा दजाा, 

उद्योगांशी असलेल्या दवु्याचा अभाव आशण जागरूकता यांसारखी प्रमुख 

आव्हाने ओळखण्यासाठी या अभ्यासात दयु्यम माशहती (secondary 
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data) आशण उपलब्ध साशहत्याचा (literature review) आधार घेतला 

आह.े अभ्यासातनू असे ददसनू येते की, कौशल्य शवकासासोबतच प्रत्यक्ष 

प्रशशक्षण, इंटनाशशप आशण सॉफ्ट शस्कल्सचा समावेश केल्यास 

नोकरीसाठीची सज्जता (job readiness) लक्षणीयरीत्या वाढते. 

रोजगारक्षम मनुष्यबळ शनमााण करण्यासाठी शैक्षशणक ससं्था, धोरणकते 

आशण उद्योग क्षेत्रासाठी काही शशफारसी देऊन या शोधशनबंधाचा 

समारोप केला आह.े  

जलद तांशत्रक बदल, जागशतकीकरण आशण 'इंडस्री ४.०' 

(Industry 4.0) यांच्या प्रभावाखालील या युगात, कौशल्य शशक्षण 

आशण रोजगारक्षमता याचं्यातील संबंध आर्थाक शवकासासाठी कें िस्थानी 

आले आहते. भारताकडे ३५ वषांखालील ६५% पेक्षा जास्त लोकसंख्या 

असल्याने एक 'लोकसखं्याशास्त्रीय लाभ' (demographic 

advantage) उपलब्ध आह.े तथाशप, या लोकसंख्याशास्त्रीय लाभाचे 

रूपांतर कुशल मनुष्यबळात करणे ह ेएक आव्हान आह.े उच्च शशक्षणाचा 

शवस्तार होऊनही, कौशल्यांमधील तफावतीमुळे (skill gap) 

पदवीधरांमधील बेरोजगारीचे प्रमाण उच्च राशहले आह.े  हा शोधशनबंध 

भारताच्या शवशेष संदभाात कौशल्य शशक्षण आशण रोजगारक्षमता 

यांच्यातील संबंधाचंे परीक्षण करतो. यात 'शस्कल इंशडया', 

'पीएमकेव्हीवाय' आशण 'एनईपी २०२०' (NEP 2020) यांसारख्या 

सरकारी उपक्रमांचे शवशे्लषण केले आहे, उद्योगांच्या अपेक्षांचे मूल्यमापन 

केले आह ेआशण अभ्यासक्रम, प्रशशक्षणाचा दजाा व उद्योग-शशक्षण संस्था 

यांच्यातील दवु्यांमधील त्रुटी ओळखल्या आहते. दयु्यम माशहती, 

धोरणात्मक अहवाल आशण उपलब्ध साशहत्याचा वापर करून, या 

अभ्यासातनू असे ददसनू आले आह े की तांशत्रक क्षमता, सॉफ्ट शस्कल्स 

आशण शडशजटल साक्षरता यांचा मेळ घालणारे कौशल्य शशक्षण 
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रोजगारक्षमता लक्षणीयरीत्या वाढवते. भशवष्यासाठी सज्ज अस े

मनुष्यबळ घडवण्यासाठी धोरणकते, शैक्षशणक संस्था आशण उद्योग 

क्षेत्रासाठी शशफारसी देऊन या शोधशनबंधाचा समारोप केला आह.े 

सदंभा: 

१. राष्ट्रीय कौशल्य शवकास महामंडळ. (२०२३). _वार्षाक अहवाल 

२. वल्डा इकॉनॉशमक फोरम. (२०२३). _फ्युचर ऑफ जॉब्स ररपोटा_. 

३. कौशल्य शवकास आशण उद्योजकता मंत्रालय. (२०२२). _शस्कल 

इंशडया ररपोटा_. 

४. एआयसीटीई (AICTE). (२०२३). _एम्प्लॉयशबशलटी शस्कल्स 

ररपोटा_. 

५. कौशल्य शवकास आशण उद्योजकता मंत्रालय. (२०२३). _वार्षाक 

अहवाल २०२२-२३_. नवी ददल्ली: भारत सरकार. 

६. नॅशनल शस्कल डेव्हलपमेंट कॉपोरेशन. (२०२२). _शस्कल गपॅ स्टडी 

ररपोटा_. 

७. वल्डा इकॉनॉशमक फोरम. (२०२३). _फ्युचर ऑफ जॉब्स ररपोटा_. 

शजशनव्हा: डब्ल्यूईएफ (WEF). 

८. एआयसीटीई (AICTE). (२०२३). _नशॅनल एम्प्लॉयशबशलटी 

ररपोटा_. 

९. शशक्षण मंत्रालय. (२०२०). _राष्ट्रीय शैक्षशणक धोरण २०२०_. नवी 

ददल्ली: भारत सरकार. 

१०. लेबर ब्युरो. (२०२३). _शपररयॉशडक लेबर फोसा सव्ह े२०२२-२३_. 

११. नॅसकॉम (NASSCOM). (२०२३). _फ्युचरशस्कल्स प्राइम ररपोटा 
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Chapter: 35 

 

संशोधन, नवशनमााण, शाश्वतता आशण सामाशजक 

शवकास एक अभ्यास 
 

प्रा.  कवरससगं सकू्र चव्हाण  

साराशं (Abstract) 

संशोधन, नवशनमााण, शाश्वतता आशण सामाशजक शवकास ह े

आधुशनक अथाव्यवस्थेच े चार अत्यंत महत्त्वाचे आधारस्तंभ आहते. 

आर्थाक वृिीसोबतच सामाशजक न्याय, पयाावरण संरक्षण आशण 

सवासमावेशक शवकास साध्य करण्यासाठी या घटकांमध्ये परस्पर 

समन्वय आवश्यक आह.े प्रस्तुत संशोधन लेखामध्य े संशोधन व 

नवशनमााणाचा आर्थाक शवकासावर होणारा पररणाम, शाश्वत 

शवकासाची आवश्यकता, सामाशजक शवकासातील त्यांचे योगदान तसेच 

भारतातील शवशवध शासकीय उपक्रमांचा सशवस्तर अभ्यास करण्यात 

आला आह.े 

की-वर्डसा: संशोधन, नवशनमााण, शाश्वत शवकास, सामाशजक शवकास, 

आर्थाक शवकास, नवोपक्रम. 

1. प्रस्तावना 

ज्ञानाशधशित अथाव्यवस्थते संशोधन आशण नवशनमााण ही 

शवकासाची प्रमुख साधने म्हणून उदयास आली आहते. आर्थाक प्रगती ही 

केवळ उत्पादनवाढीपुरती मयााददत नसनू रोजगारशनर्माती, शशक्षण, 

आरोग्य, पयाावरण संरक्षण आशण सामाशजक समानता यांनाही समान 

महत्त्व देते. त्यामुळे शाश्वत व सवासमावेशक शवकास साध्य करण्यासाठी 

संशोधनाधाररत धोरणे आशण नाशवन्यपूणा तंत्रज्ञानाचा स्वीकार 

अत्यावश्यक ठरतो. 
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2. सशंोधनाची उदिष्ट े

संशोधन, नवशनमााण, शाश्वतता आशण सामाशजक शवकास या 

संकल्पनांचा सखोल अभ्यास करणे. 

१. आर्थाक शवकासामध्ये संशोधन व नवशनमााणाचे योगदान स्पष्ट 

करणे. 

२. शाश्वत शवकासाचे आर्थाक व सामाशजक महत्त्व शवशद करणे. 

३. भारतातील शवशवध शवकास उपक्रमांचा आढावा घेणे. 

४. शाश्वत आर्थाक शवकासासाठी आवश्यक उपाययोजना सुचशवणे. 

3. सशंोधन गहृीतके 

१. संशोधन व नवशनमााणामुळे आर्थाक शवकासाला गती शमळते. 

२. शाश्वत शवकासामुळे पयाावरण संरक्षणासह दीघाकालीन आर्थाक 

प्रगती साध्य होत.ेसामाशजक शवकासामुळे आर्थाक शवकास 

अशधक सवासमावेशक व समतोल बनतो. 

4. सशंोधन पिती 

या संशोधनात दयु्यम माशहती (Secondary Data) चा वापर 

करण्यात आला आह.े पुस्तके, संशोधन लेख, भारत सरकारचे अहवाल, 

शनती आयोगाच े दस्तऐवज, संयुक्त राष्ट्रांच े शाश्वत शवकास उदिष्ट े

(SDGs) तसेच शवशवध शैक्षशणक स्रोतांचा अभ्यास करण्यात आला 

आह.े सकंशलत माशहतीचे वणानात्मक (Descriptive) शवशे्लषण करण्यात 

आले आह.े 

5. सशंोधनाच ेमहत्त्व 

१. आर्थाक धोरणशनर्मातीस सहाय्य. 

२. उद्योग व कृषी क्षेत्रातील नवोपक्रमांना चालना. 

३. रोजगारशनर्मातीमध्ये वाढ. 

४. पयाावरण संरक्षणास प्रोत्साहन. 

५. सामाशजक समानता व जीवनमान उंचावणे. 



Recent Trends in Commerce and Management      356 

 

 

6. सशंोधन व नवशनमााणाचा आर्थाक शवकासावर पररणाम 

संशोधनामुळे नवीन ततं्रज्ञानाचा शवकास होतो, तर 

नवशनमााणामुळे उद्योगांची उत्पादकता वाढते आशण उत्पादन खचाात घट 

होते. यामुळे शनयाात वाढून देशाची जागशतक स्पधाात्मकता अशधक 

बळकट होते. स्टाटाअप संस्कृती, शडशजटल अथाव्यवस्था आशण कृशत्रम 

बुशिमत्ता यांसारख्या क्षेत्रांमुळे भारताची अथाव्यवस्था अशधक गशतमान 

व सक्षम होत आह.े 

7. शाश्वत शवकासाच ेआर्थाक महत्त्व 

शाश्वत शवकासाचा मुख्य उिेश आर्थाक प्रगतीसोबत पयाावरणीय 

संतुलन राखणे हा आह.े जलसंवधान, अक्षय ऊजाा, प्रदषूण शनयंत्रण, हररत 

उद्योग आशण नसैर्गाक ससंाधनांचा संतुशलत वापर यांमुळे दीघाकालीन व 

शस्थर शवकास साध्य होतो. 

8. सामाशजक शवकासातील योगदान 

संशोधन आशण नवशनमााणामुळे शशक्षण, आरोग्य, शडशजटल सेवा, 

मशहला सक्षमीकरण, ग्रामीण शवकास आशण कौशल्य शवकास यांना मोठी 

चालना शमळते. यामुळे सामाशजक शवषमता कमी होऊन सवासमावेशक 

शवकास साध्य होतो. 

9. भारतातील प्रमखु उपक्रम 

• शडशजटल इंशडया 

• स्टाटाअप इंशडया 

• मेक इन इंशडया 

• शस्कल इंशडया 

• अटल इनोव्हशेन शमशन 

• राष्ट्रीय शशक्षण धोरण 2020 

• हररत ऊजाा व शाश्वत शवकास उपक्रम 

10. आव्हान े

• संशोधनासाठी अपुरा शनधी 
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• कौशल्यांचा अभाव 

• उद्योग–शवद्यापीठ समन्वयाची कमतरता 

• ग्रामीण भागात तंत्रज्ञानाचा मयााददत प्रसार 

• पयाावरणीय समस्या 

11. सचूना 

१. संशोधनासाठी अशधक आर्थाक शनधी उपलब्ध करून द्यावा. 

२. शवद्यापीठ–उद्योग सहकाया अशधक बळकट करावे. 

३. हररत तंत्रज्ञानाचा व्यापक प्रसार करावा. 

४. ग्रामीण भागात शडशजटल पायाभूत सुशवधा वाढवाव्यात. 

५. कौशल्य शवकास व नवोपक्रमाला अशधक प्रोत्साहन द्यावे. 

12. शनष्कषा 

संशोधन, नवशनमााण, शाश्वतता आशण सामाशजक शवकास ह े

भारताच्या दीघाकालीन आर्थाक प्रगतीचे मूलभूत आधारस्तंभ आहते. 

संशोधनातून नवीन ज्ञानशनर्माती, नवशनमााणातून त्याचा व्यावहाररक 

उपयोग, शाश्वततेतनू पयाावरण संरक्षण आशण सामाशजक शवकासातून 

सवासमावेशक प्रगती साध्य होते. त्यामुळे सरकार, शैक्षशणक संस्था, 

उद्योग आशण समाज यांनी एकशत्रतपणे संशोधन व नवोपक्रमाला 

प्रोत्साहन देणे ही काळाची अत्यावश्यक गरज आह.े 
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Chapter: 36 

 

भावशनक बशुिमत्ता आशण नतेतृ्व 

प्रा. प्रवीण कारभारी सशदंे 

प्रस्तावना 

भावशनक बुशिमत्ता म्हणज े कायभावाशनक बुशिमत्ता  म्हणज े

स्वतःच्या आशण इतराचं्या भावना ओळखणे, समजनू घणेे, त्यांचे योग्य 

व्यवस्थापन करणे आशण त्याचंा प्रभावी वापर करण्याची क्षमता होय.ह े

फक्त भावनांवर शनयंत्रण ठेवण्यापुरते मयााददत नसनू, मानवी संबंध 

सुधारण्यासाठी आशण जीवनात यशस्वी होण्यासाठी आवश्यक असलेले 

एक महत्त्वाचे कौशल्य आह.े १९९५ मध्ये, डॅशनयल गोलमन यांनी 

'इमोशनल इंटेशलजन्स' (भावशनक बुशिमत्ता) ह े पुस्तक प्रकाशशत केल े

आशण एक अशी संकल्पना मांडली, जयामुळे यशाबिलचा आपला 

शवचारच बदलला. त्यांचा दावा असा होता की: बदु्ध्यांकाइतकाच  

कधीकधी तर त्याहूनही अशधक भावशनक बुद्ध्यांक (EQ) महत्त्वाचा 

असतो.अनेक दशकांच्या सशंोधनाने, शवशेषतः नतेृत्व, नातेसंबंध आशण 

लवशचकतेच्या बाबतीत, याला मोठ्या प्रमाणावर दजुोरा ददला आह.े 

इमोशनल इंटेशलजन्स (Emotional Intelligence) आशण 

लीडरशशप याचा अथा असा की एखाद्या लीडरन े स्वतःच्या भावना 

समजून-शनयंशत्रत ठेवणे, इतरांच्या भावना ओळखणे आशण त्या 

आधारावर संवाद, शनणाय व टीमचा प्रभावी मागादशान करणे. 

इमोशनल इंटेशलजन्सच ेमखु्य घटक (लीडरशशपमध्य ेउपयोगी) 

1) स्वतःची जाणीव : मी ताणात/रागात कसा बदलतो? 

माझी ररगर काय आह?े 

स्वतःच ेशनयतं्रण : पॅशनक/घाई न करता योग्य वेळी योग्य प्रशतसाद देणे. 

आतंररक प्ररेणा : टीमकडून अपेक्षा करताना “उत्साह/उिेश” रटकवणे. 



Recent Trends in Commerce and Management      359 

 

 

करुणा/समज : टीम मेंबरची पररशस्थती, भीती, क्षमता समजून घेणे. 

सामाशजक कौशल्य : कॉशन्फ्लझट हाताळणे, पे्ररणा देणे, सहमती शनमााण 

करणे. 

2) इमोशनल इंटेशलजन्स लीडरशशपला कशी मजबतू करते 

शवश्वास वाढतो: लीडर “शांत, न्याय्य आशण सातत्यपूणा” वागला तर 

टीमला सुरशक्षत वाटते. 

सवंाद सधुारतो: समस्या आल्यावर आरोप कमी होतात आशण उपाय 

शोधण्याची भाषा वाढते. 

कॉशन्फ्लझट कमी आशण स्पष्ट होतो: “कोण बरोबर?” याऐवजी “काय 

गरज आह?े” असा दशृष्टकोन. 

कायाक्षमता वाढत:े योग्य feedback, coaching आशण योग्य वेळी 

recognition शमळालं की कामशगरी सुधारते. 

बदल/दबावात शनणाय चागंले: तणावात आवेगाने शनणाय न घेता माशहती 

+ भावशनक समज याचंा समतोल. 

गोलमन याचं्या मळू आराखड्यानसुार  भावाशनक बशुिमत्तचे े  प्रमखु 

घटक  

1. आत्म-जागरूकता - स्वतःच्या भावना, बलस्थाने, मयाादा आशण 

त्यांचा इतरांवर होणारा पररणाम अचूकपणे ओळखणे. 

2. आत्म-शनयतं्रण - राग, तणाव ककंवा आवेगपूणा भावनांवर ताबा 

शमळवणे आशण कठीण पररशस्थतीत शांत राहून सकारात्मक शनणाय 

घेणे. 

3. प्ररेणा - केवळ पैशासाठी ककंवा प्रशसिीसाठी नाही, तर स्वतःची 

ध्येये गाठण्यासाठी आशण सतत पुढे जाण्यासाठी आतून पे्रररत 

असणे. 

4. सहानभुतूी - इतरांच्या भावना, दशृष्टकोन आशण गरज समजून घेण े

(इतरांच्या जागी स्वतःला ठेवून शवचार करणे). 
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5. सामाशजक कौशल्य े - इतरांशी प्रभावी संवाद साधणे, संबंध 

रटकवणे, वाद शमटवणे आशण संघात  उत्तम काम करणे. 

भावशनक बशुिमत्ता सधुारता यते ेका? 

भावशनक बुशिमत्तेबिल (EQ) जाणून घेण्यासारखी ही सवाात 

महत्त्वाची गोष्ट आह.े बुद्ध्यांक (IQ) तुलननेे शस्थर असतो, याउलट 

भावशनक बुशिमत्ता सराव आशण हतेून े अथापूणारीत्या शवकशसत केली 

जाऊ शकते. 

शवकासाचे प्रमुख मागा: थेरपी: शवशेषतः आत्म-जागरूकता आशण 

आत्म-शनयंत्रणासाठी प्रभावी. थेरशपस्ट तमु्हाला तुमच्या भावशनक 

प्रशतसादांमधील असे नमुने (पॅटन्सा) पाहण्यास मदत करतो, जे आतनू 

अदशृ्य असतात. माइंडफुलनेस: आत्म-शनयंत्रण आशण आत्म-

जागरूकतसेाठी आवश्यक असलेली मेटाकॉशिरटव्ह जागरूकता शनमााण 

करते. अशभप्राय (फीडबॅक): तुमच्या आयुष्यातील शवश्वासू लोकांकडून 

सदक्रयपणे अशभप्राय शमळवणे आशण त्यावर प्रामाशणकपणे शवचार करणे. 

शवकासात्मक अभ्यासक्रम: माइंडव्हलॅीच्या सुपरब्रेन आशण भावशनक 

बुशिमत्ता अभ्यासक्रमांसारखे कायाक्रम संरशचत चौकट आशण सराव 

प्रदान करतात.माइंडव्हलॅी भावशनक बुशिमत्ता आशण आत्म-प्रभुत्व 

रॅकसह, पुराव्यांवर आधाररत वैयशक्तक शवकास कायाक्रम देते.  

भावशनक बशुिमत्ता कशी शवकशसत करावी 

ददवसभरातील तुमच्या भावशनक प्रशतदक्रया ओळखा आशण त्यांची 

नोंद करा. स्वतःच्या भावना ओळखण्याची आशण त्यांना नावे देण्याची 

क्षमता ह े उच्च भावशनक बुशिमत्तेचे (EQ) एक महत्त्वाचे सूचक आह.े 

तुमच्या भावनांचा मागोवा ठेवण्यासाठी आशण त्यांच्या कारणांवर 

शवचार करण्यासाठी एक जनाल (दैशनक) शलहायला सुरुवात करा. यामुळे 

तुम्हाला तुमच्या भावना ओळखण्याचे आशण त्यांना कारणीभूत ठरलेल्या 

घटनांशी जोडण्याच ेकौशल्य आत्मसात करण्यास मदत होईल, जेणेकरून 

तुम्ही भशवष्यात तुमच्या भावना अशधक चांगल्या प्रकारे व्यवस्थाशपत 

करू शकाल.उदाहरणाथा, समजा तमु्ही कामावर आहात आशण मीटटंग 
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दरम्यान तुमचे बोलणे मध्येच थांबवले जाते. असे झाल्यावर तुमच्या 

मनात कोणत्या भावना शनमााण झाल्या आशण तुम्ही कशी प्रशतदक्रया 

ददली?कदाशचत तुम्हाला लाज वाटली असेल, जयामुळे तुम्ही मीटटंग 

संपेपयंत शांत राशहलात. ककंवा, कदाशचत तमु्हाला राग आला असेल 

आशण तुम्ही रागान ेखोलीतनू बाहरे पडला असाल.भावना आशण शतच्या 

कारणाबिल शलशहल्यान े तमु्हाला तुमच्या भावनानंा चालना देणाऱया 

गोष्टी  ओळखण्यास मदत होईल, जेणेकरून त्या पुन्हा शनमााण झाल्यास 

तुम्ही त्यांच्यासाठी तयार राहू शकाल. 

वाचक सवके्षण: आम्ही  वाचकांना शवचारले की सामाशजक पररशस्थतीत 

आत्म-जागरूकता रटकवनू ठेवण्यासाठी त्यांना कोणती रणनीती सवाात 

प्रभावी वाटते, लोकांनी सांशगतले की संवाद झाल्यानंतर त्यावर 

शनयशमतपणे सचंतन करणे. आपल्या भावनांबिल शलशहणे हा आत्म-

सचंतन करण्याचा एक उत्तम मागा आह.े 

भावाशनक बशुिमत्तचे ेमहत्त्व: 

• तणाव आशण मानशसक थकवा योग्य प्रकारे हाताळता यतेो. 

• वैयशक्तक आशण व्यावसाशयक नातेसंबंध घट्ट आशण सकारात्मक 

होतात. 

• शनणायक्षमता सुधारते. 

• कामाच्या रठकाणी नतेृत्व गणु (Leadership Skills) शवकशसत 

होतात. 

भावशनक बशुिमत्ता: प्रत्यके जीवन क्षते्रात एक आवश्यक कौशल्य 

आजचा बदलणारा युग हा एक गुण आह े जो सामान्य वैयशक्तक 

आशण व्यावसाशयक जीवनावर समान रीतीने पररणाम करतो, म्हणून ती  

भावशनक बुशिमत्ता आह.े  काल, शशक्षणाच्या माध्यमातनू शवद्यार्थयाचं्या 

सामान्य महत्त्वाशवषयी चचाा झाली, परंतु ह ेस्पष्ट करणे आवश्यक आह े

की भावशनक बुशिमत्ता केवळ शवद्यार्थयांसाठीच महत्त्वाची नाही, 

उलटपक्षी, प्रत्येक वगाातील व्यक्तीसाठी ह े महत्त्वाचे आह.े उत्तीणा 
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कोणत्याही मोठ्या कंपनीचे CO असो, सरकारी शशक्षक असो, डॉझटर 

असो, अशधकारी असो ककंवा घरगुती प्रशासक असो  घरातील  भावशनक 

बुशिमत्ता प्रत्येक यश आशण संतुलनात महत्त्वाची भूशमका बजावते.  तो 

केवळ सामान्य भावना समजून घेण्यास आशण शनयंशत्रत करण्यात मदत 

करतो, तो इतरांबिल सहानुभूती दाखवण्याची क्षमता ओळखण्यात 

आशण दशाशवण्यास देखील मदत करतो. 

व्यावसाशयक जीवनात भावशनक बशुिमत्ता: 

आजची कॉपोरेट जगत तांशत्रक लोकाची तसेच भावशनक 

बुशिमत्ता यशाची गुरुदकल्ली मानली जाते.  नतेृत्व क्षमता, टीमवका , 

शनणाय घेण्याची क्षमता आशण संघषा शनराकरण यासारखी कौशल्ये केवळ 

भावशनक बुशिमत्तेमुळे उद्भवतात. तमु्हाला मदत करणार् या 

व्यवस्थापकाचा ककंवा नेत्याचा आत्मा तुम्हाला समजल्यास, तमु्ही 

अशधक प्रभावी, संघ सक्षम आशण सकारात्मक कामाचे वातावरण तयार 

करू शकता. 

वयैशक्तक जीवनात भावशनक बशुिमत्ता: 

मग ते घर असो ककंवा समाज असो, नातेसंबंधाचंा पाया समज, 

सहानुभतूी आशण संवाद यावर अवलंबून असतो.  तुमच्या लैंशगक भावना 

जाणवणारी आई, तुमच्या जोडीदाराचा ताण समजून घणेारी जोडीदार 

ककंवा कठीण काळात शांतपणे एकत्र उभी असलेली मैत्रीण ही सवा 

भावशनक बुशिमत्तेची उदाहरणे आहते.भावशनक बुशिमत्ता आपल्याला 

शशकवते की सोडवान्याचमुेळे समस्या उद्भवू शकत नाहीत, परंत ु

हृदयातून देखील उलट होऊ शकतात.  ह े जीवन अशधक आनंददायी, 

अनुकूल आशण यशस्वी आह.े 

भावशनक बुशिमत्ता  तुम्ही तमुच्या दैनंददन ददनचयाामध्ये काहीही 

बदलू शकता आशण देवाणघेवाण करू शकता. 

व्यवहारात भावशनक बशुिमत्ता : कामाच्या रठकाणी- उच्च भावशनक 

बुशिमत्ता असलेले कमाचारी संघषा अशधक चांगल्या प्रकारे हाताळतात, 



Recent Trends in Commerce and Management      363 

 

 

संघातील संबंध अशधक दढृ करतात आशण आंतरवैयशक्तक प्रभावीपणा 

आवश्यक असलेल्या भूशमकांमध्ये अशधक वेगाने प्रगती करतात. 

नातेसंबंधांमध्ये: बुद्ध्याकंापेक्षा (IQ) भावशनक बुशिमत्ता 

नातेसंबंधातील समाधानाचे अशधक प्रभावीपणे भाकीत करते. शवशेषतः: 

आपल्या जोडीदाराची भावशनक शस्थती समजून घणे्याची आशण 

तणावाखाली असताना स्वतःच्या प्रशतदक्रया शनयंशत्रत करण्याची क्षमता. 

पालकत्वामध्ये: उच्च भावशनक बुशिमत्ता असलेले पालक उच्च भावशनक 

बुशिमत्ता असलेली मुले वाढवतात  आशण हा पररणाम शपढ्यानशपढ्या 

वाढत जातो. 

सवासाधारण प्रश्न 

भावशनक बुशिमत्ता  ही बुद्ध्यांकापेक्षा  अशधक महत्त्वाची आह े

का? आयुष्यातील बहुतेक पररणामांसाठी, भावशनक बुशिमत्ता  आशण 

बुद्ध्यांक  दोन्ही महत्त्वाचे असतात आशण ते एकमेकांवर पररणाम 

करतात. तांशत्रक भूशमकांसाठी, बुद्ध्यांक  हा प्राथशमक चालक अस ू

शकतो. नतेृत्व, नातसेंबंध आशण लवशचकतेसाठी  भावशनक बुशिमत्ता 

अनेकदा शनणाायक ठरते. मी माझी भावशनक बुशिमत्ता  कशी मोजू? स्व-

मूल्यांकन साधन े उपलब्ध आहते (गोलमनचे ECI, बार-ऑन EQ-i) 

परंतु त्यांच्या मयाादा आहते स्व-अहवाल हा आत्म-जागरूकतेमुळे 

पक्षपाती असतो. बहु-मूल्याकंनकताा मूल्यांकन  अशधक अचूक असते. 

मलू्यमापन – आर्टादफशशयल इंटेशलजन्स यांचा वापर मोठ्या प्रमाणात 

सुरू झालेला असल्या कारणामुळे नोकरीमध्ये तसेच बाजारामध्ये मोठे 

बदल होत आह.े  एक नवीन अहवालानुसार पुढील 10 वषांमध्ये 

जवळपास 25% नोकऱया ऑटोमेशनच्या कारणास्तव प्रभाशवत होऊ 

शकतात, परंतु काही महत्त्वपूणा शस्कल्स एआय पूणा ररप्लेस करू शकत 

नाहीत.  जस े कोसडंग, डेटा एनाशलशसस आशण कंटेंट जनरेशन अनेक 

टेदिकल काम एआय इंसानोंचे काम करू शकते, परंतु  तरीही 

लीडरशशप, टीम मॅनमेंट आशण इमोशन शस्कल्सवर काही प्रभाव पडत 
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नाहीत.शेतकऱयाचंी नतेृत्व क्षमता, टीमला मागादशान करणे, समस्यांच े

शनराकरण करणे आशण कठीण पररशस्थतीत शनणाय घेणे. अशी कौशल्ये 

अजूनही पूणापणे माणसांवर आहते. एआय यापैकी काही कामं शनशित 

करू शकतो, पण जाशणवा आशण भावशनक संबंध शततके नाहीत. 

ररपोटामध्ये टीमवका  हा दसुरा सगळ्यात मजबूत गुण म्हणून ओळखला 

गेला आह,े जयामध्ये शवश्वासाचा स्तर आशण दीघाकाळ संबंध शनमााण 

करण्याची क्षमता यांचा समावेश आहे, ह े मशीन पूणापणे समजू शकत 

नाही. शशवाय, नेगोशशएशन, इंटरपसानल, पशब्लक स्पीककंग आशण बदल 

व्यवस्थापनाच्या कौशल्यांवर आर्टादफशशयल इंटेशलजेंस  ची 

पररणामकारकता खूप प्रमाणात सुरशक्षत मानली जाते. असा शवश्वास 

आह ेकी येणारी नोकरी नक्कीच बदलेल, पण जयांच्याकडे कौशल्य आशण 

भावशनक बुशिमत्ता आह,े त्यांच्यासाठी आर्टादफशशयल इंटेशलजेंस  एक 

मोठे वरदान ठरणार आह ेमानवासाठी एक मोठा शमत्र ठरणार आहे. 
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Chapter: 37 

 

प्रादशेशक ग्रामीण बकँाचं्या बदलत्या कायापितीचा 

ग्रामीण शवत्तीय समावशेनाच्या सदंभाातील 

शवश्लषेणात्मक अभ्यास 

डॉ. शवजय माशणकराव राऊत 

साराशं (Abstract):- 

प्रादेशशक ग्रामीण बँका (Regional Rural Banks—RRBs) 

या भारताच्या ग्रामीण शवत्तीय व्यवस्थेतील महत्त्वपूणा संस्था आहते. 

ग्रामीण भागातील लहान व सीमांत शेतकरी, कृषी मजूर, कारागीर, 

ग्रामीण उद्योजक, मशहला बचतगट आशण आर्थाकदषृ्या दबुाल घटकांना 

संस्थात्मक कजा उपलब्ध करून देणे, बचतीला प्रोत्साहन देणे आशण 

ग्रामीण अथाव्यवस्थेला शवत्तीय आधार देणे हा त्याचं्या स्थापनेमागील 

मूलभूत उिेश होता. तथाशप, आर्थाक उदारीकरण, बँककंगमधील वाढती 

स्पधाा, आर्थाक कायाक्षमतवेरील भर, तंत्रज्ञानाचा वाढता वापर, 

शडशजटल बँककंग आशण RRBs चे टप्प्याटप्प्याने होणारे शवलीनीकरण 

यामुळे त्यांच्या कायापितीत मोठे पररवतान झाल ेआह.े 

सदर अभ्यासात 2020–21 ते 2025–26 या कालावधीतील 

RRBs च्या आर्थाक कामशगरीचे, नफा, कजावाटप, ठेवी, NPA, 

Credit-Deposit Ratio आशण CRAR या शनदेशकांच्या आधारे 

शवशे्लषण करण्यात आल े आह.े अशधकृत आकडेवारीनुसार RRBs चा 

एकशत्रत शनव्वळ नफा 2020–21 मधील ₹1,682 कोटींवरून 2025–

26 मध्ये ₹10,177 कोटी झाला. त्याच काळात loans outstanding 
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₹  5,78,349 कोटींपयंत वाढले आशण GNPA मध्य े लक्षणीय घट 

झाली. (NABARD, 2024; Government of India, 2026). 

2025 मधील “One State–One RRB” पुनराचनेमुळे RRBs 

ची संख्या 43 वरून 28 झाली. या शवलीनीकरणाचा उिेश आर्थाक 

कायाक्षमता, तंत्रज्ञानाचा प्रभावी वापर, भांडवली क्षमता आशण 

economies of scale वाढशवणे हा आह.े मात्र RRBs ची मूळ ओळख 

असलेली ग्रामीण समाजाशी जवळीक कायम राहणे ही या सुधारणांची 

महत्त्वाची कसोटी आह.े 

अभ्यासातनू असे स्पष्ट होते की RRBs ने त्यांचा मूलभतू ग्रामीण 

शवकासाचा उिेश पूणापणे सोडलेला नाही. उलट आर्थाक कामशगरीत 

सुधारणा झालेली ददसते. मात्र आर्थाक कायाक्षमता आशण सामाशजक 

बांशधलकी यामध्ये संतुलन राखणे भशवष्यातील सवाात मोठे आव्हान 

आह.े त्यामुळे RRBs चे मूल्यांकन केवळ नफा आशण NPA यावर न 

करता शवत्तीय समावेशन, ग्रामीण कजाप्रवाह, शाखांची उपलब्धता, 

लहान कजादारांपयंत पोहोच आशण ग्राहक समाधान या शनकषांवरही 

केले पाशहजे. 

प्रस्तावना (Introduction) 

भारतीय अथाव्यवस्थेच्या शवकासात ग्रामीण क्षेत्राचे स्थान अत्यंत 

महत्त्वाचे आह.े ग्रामीण भारतातील मोठ्या प्रमाणावरील लोकसंख्या 

शेती, पशुपालन, ग्रामीण उद्योग, लघुउद्योग, स्वयरंोजगार आशण सेवा 

क्षेत्रावर अवलंबून आह.े या क्षेत्रांचा शवकास करण्यासाठी केवळ 

उत्पादनक्षमता वाढशवणे पुरेसे नसून शवत्तीय संसाधनांची उपलब्धता 

देखील आवश्यक आह.े 

स्वातंत्र्योत्तर काळात ग्रामीण भागातील मोठ्या प्रमाणावरील 

लोकसंख्या औपचाररक बँककंग व्यवस्थेपासून दरू होती. सावकारांवरील 
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अवलंशबत्व, उच्च व्याजदर, कजााची अपुरी उपलब्धता आशण ग्रामीण 

भागातील बँककंग सुशवधांचा अभाव यामुळे ग्रामीण शवकासास अडथळे 

शनमााण होत होते. 

या पाश्वाभूमीवर ग्रामीण समाजासाठी स्वतंत्र बँककंग व्यवस्था 

शनमााण करण्याची आवश्यकता शनमााण झाली. 1975 मध्ये प्रादेशशक 

ग्रामीण बँकांची सुरुवात झाली आशण Regional Rural Banks Act, 

1976 मुळे त्यांना वैधाशनक स्वरूप प्राप्त झाल.े 

भारत सरकारनुसार RRBs ची स्थापना ग्रामीण भागातील 

शेती, व्यापार, वाशणजय, उद्योग आशण इतर उत्पादक उपक्रमांसाठी कजा 

उपलब्ध करून देण्यासाठी तसेच शवशेषतः लहान व सीमांत शेतकरी, 

कृषी मजूर, कारागीर आशण लघु उद्योजकानंा शवत्तीय सुशवधा देण्यासाठी 

करण्यात आली. 

मात्र आजच्या काळात पररशस्थती बदलली आह.े शडशजटल बँककंग, 

मोबाइल बँककंग, UPI, ATM, Business Correspondent, कें िीकृत 

बँककंग प्रणाली आशण मोठ्या प्रमाणातील संस्थात्मक शवलीनीकरणामुळे 

RRBs च्या पारंपररक कायापितीत बदल झाला आह.े 

यातूनच या अभ्यासाचा मूलभूत प्रश्न शनमााण होतो: “RRBs 

आर्थाकदषृ्या सक्षम आशण तंत्रज्ञानसक्षम होत असताना त्याचं्या 

स्थापनेचा मूळ ग्रामीण शवकासाचा उिेश अजूनही त्यांच्या कायााच्या 

कें िस्थानी आह ेका?” 

अभ्यासाची पाश्वाभमूी 

RRBs ची स्थापना ही भारतीय ग्रामीण शवत्तीय धोरणातील एक 

महत्त्वाची घटना होती. त्यामाग ेतीन प्रमुख शवचार होते: (1) ग्रामीण 

भागात संस्थात्मक कजाव्यवस्था शनमााण करणे, (2) दबुाल घटकांना 
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परवडणाऱया शवत्तीय सेवा उपलब्ध करून देणे, आशण (3) ग्रामीण 

अथाव्यवस्थेच्या उत्पादक क्षमतेला चालना देणे. 

RRBs च्या कायाामध्ये कृषी कजा, लघुउद्योग कजा, ग्रामीण 

उद्योजकता, बचत खाते, सरकारी योजनांशी संबंशधत शवत्तीय सेवा 

आशण शवत्तीय समावेशनाचा समावेश झाला. 

मात्र गेल्या दशकात RRBs च्या आर्थाक आरोग्यावर शवशेष भर 

देण्यात आला आह.े NABARDच्या अहवालामंध्ये credit 

expansion, business diversification, NPA reduction, cost 

rationalisation, technology adoption आशण corporate 

governance improvement यावर भर ददल्याचे ददसत े

(NABARD, 2024). ही ददशा आवश्यक असली तरी त्यातनू एक 

संशोधनात्मक प्रश्न शनमााण होतो—व्यावसाशयक कायाक्षमता वाढशवताना 

सामाशजक उदिष्टाचे काय? 

समस्या शवधान (Statement of the Problem) 

RRBs च्या आर्थाक कामशगरीत सुधारणा होत असताना त्यांच्या 

सामाशजक आशण ग्रामीण शवकासाच्या भूशमकेचे स्वरूप कसे बदलत आह,े 

हा या अभ्यासाचा मुख्य प्रश्न आह.े 

• ग्रामीण शाखांची आर्थाक व्यवहायाता 

• लहान कजादारांना कजा देण्यातील जोखीम 

• कृषी कजाातील अशनशितता 

• NPA 

• तंत्रज्ञानामुळे शाखांच्या भूशमकेतील बदल 

• RRBs च ेशवलीनीकरण 

• शनणायप्रदक्रयेचे कें िीकरण 
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• शडशजटल साक्षरतेतील ग्रामीण-शहरी अंतर 

अभ्यासाची उदिष्ट े(Objectives) 

1. RRBs च्या स्थापनेमागील मूलभूत उिेशाचा अभ्यास करणे. 

2. RRBs च्या आर्थाक कामशगरीतील 2020–21 ते 2025–26 

बदलांचा अभ्यास करणे. 

3. नफा, NPA, ठेवी आशण कजावाटपातील प्रवाहांचे शवशे्लषण करणे. 

4. RRB शवलीनीकरणाचा ग्रामीण बँककंगवर होणारा पररणाम 

तपासणे. 

5. महाराष्ट्रातील RRBs च्या भूशमकेचा स्वतंत्र संदभाात अभ्यास 

करणे. 

6. शडशजटल बँककंगचा ग्रामीण शवत्तीय समावेशनावर होणारा 

पररणाम अभ्यासणे. 

7. RRBs ची आर्थाक कायाक्षमता आशण सामाशजक बांशधलकी 

यांच्यातील संबंध तपासणे. 

8. RRBs साठी धोरणात्मक सचूना मांडणे. 

सशंोधन प्रश्न (Research Questions) 

➢ RQ1: RRBs च्या आर्थाक कामशगरीत 2020–21 ते 2025–26 

दरम्यान कोणते बदल झाल?े 

➢ RQ2: आर्थाक कायाक्षमतेतील सुधारणा ग्रामीण शवत्तीय 

समावेशनाशी सुसंगत आह ेका? 

➢ RQ3: “One State–One RRB” धोरणामुळे ग्रामीण बँककंगची 

कायाक्षमता वाढण्याची शझयता आह ेका? 
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➢ RQ4: शवलीनीकरणामुळे RRBs ची स्थाशनक ओळख आशण 

शनणायक्षमता कमी होण्याची शझयता आह ेका? 

➢ RQ5: शडशजटल बँककंग ग्रामीण ग्राहकांसाठी शाखेचा पयााय आह े

की पूरक व्यवस्था? 

सशंोधन गहृीतके (Research Hypotheses) 

1) H1: RRBs च्या आर्थाक कामशगरीत सुधारणा झाल्यामुळे 

त्यांची ग्रामीण कजापुरवठा क्षमता वाढली आह.े 

2) H2: RRBs च े शवलीनीकरण आर्थाक कायाक्षमता वाढव ू शकते; 

मात्र स्थाशनक शनणायक्षमता कमी होण्याचा संभाव्य धोका आह.े 

3) H3: शडशजटल बँककंगचा शवस्तार शवत्तीय समावेशन वाढव ू

शकतो; परंत ु शडशजटल साक्षरतचे्या मयाादेमुळे तो पारंपररक 

शाखेचा पूणा पयााय ठरत नाही. 

4) H4: RRBs च ेयश केवळ profitability वर मोजल्यास त्यांच्या 

सामाशजक उिेशाचे अपुरे मूल्यांकन होईल. 

साशहत्य समीक्षा (Review of Literature) 

RRBs वरील उपलब्ध साशहत्याचा अभ्यास केल्यास त्यांच्या 

कायाक्षमतेचा, ग्रामीण कजापुरवठ्याचा आशण शवत्तीय समावेशनाचा 

शवशवध अंगांनी अभ्यास झालेला ददसतो. 

NABARDच्या अलीकडील अहवालांनुसार RRBs ची आर्थाक 

शस्थती मागील काही वषातं मोठ्या प्रमाणावर सुधारली आह.े FY2024 

मध्ये RRBs चा एकशत्रत शनव्वळ नफा ₹ 7,571 कोटी झाला आशण 

CRAR 14.2 टझझयांवर पोहोचला. तसेच GNPA 6.1 टझझयांपयंत 

खाली आला (NABARD, 2024). 
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NABARDच्या आकडेवारीनुसार RRBs मध्य े तोयात 

असलेल्या संस्थांची संख्या FY2020 मधील 18 वरून FY2024 मध्ये 

केवळ 3 झाली. ह ेRRBs च्या आर्थाक पुनराचनचेे महत्त्वपूणा संकेत आह े

(NABARD, 2024). 

भारत सरकारनहेी RRBs च्या आर्थाक आरोग्यात सुधारणा 

झाल्याचे नमूद केले आह.े FY2021–22 त े FY2023–24 दरम्यान 

balance sheet size, CD ratio आशण asset quality मध्ये 

सुधारणा झाल्याच ेसरकारी शवशे्लषणात नमूद आह े (Government of 

India, 2025). 

मात्र उपलब्ध साशहत्यामध्ये RRBs च्या “financial 

sustainability versus social mandate” या द्वदं्वाचा ग्रामीण 

ग्राहकाच्या दषृ्टीने अशधक सखोल अभ्यास करण्याची गरज ददसून येत.े 

हाच या संशोधनाचा प्रमुख अभ्यास-अंतर (research gap) आह.े 

सशंोधनातील अतंर (Research Gap) 

पूवीच्या अनेक अभ्यासांमध्ये RRBs चे आर्थाक कायाप्रदशान, 

NPA, profitability, capital adequacy आशण ग्रामीण कजा या 

बाबींवर भर ददला आह.े मात्र या अभ्यासामध्ये Financial 

Sustainability + Social/Rural Mandate ह े दोन घटक 

एकशत्रतपणे शवचारात घतेले आहते. 

सशंोधन पिती (Research Methodology) 

सदर अभ्यास वणानात्मक, शवशे्लषणात्मक आशण दयु्यम माशहतीवर 

आधाररत आह.े 
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माशहतीच े स्रोत: NABARD Annual Reports, NABARD 

Statistical Statements, RBI Reports, Department of 

Financial Services, Government of India आशण RRB संबंशधत 

अशधकृत धोरणात्मक दस्तऐवज. 

अभ्यासाचा कालावधी: 2020–21 ते 2025–26. 

शवश्लषेण पिती: Trend Analysis, Comparative Analysis आशण 

Qualitative Interpretation. 

RRBs ची आर्थाक कामशगरी : Trend Analysis 

अशधकृत NABARD आशण भारत सरकारच्या उपलब्ध 

आकडेवारीवरून RRBs च्या आर्थाक कामशगरीत स्पष्ट सधुारणा ददसते. 

आर्थिक वर्ि निव्वळ िफा (₹  कोटी) 

2020–21 1,682 

2021–22 3,219 

2022–23 4,974 

2023–24 7,571 

2024–25 6,820 

2025–26 10,177 

स्रोत: NABARD Annual Reports/Statistical Statements; Government 

of India (2026). 

2020–21 मध्ये ₹ 1,682 कोटी असलेला शनव्वळ नफा 2025–

26 मध्ये ₹ 10,177 कोटी झाला. 2024–25 मधील तात्पुरत्या 

घसरणीनतंर 2025–26 मध्ये शनव्वळ नफ्यात मोठी वाढ झाली 

(Government of India, 2026). 
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Figure 1. Net Profit of Regional Rural Banks, 2020–21 to 

2025–26 

 
कजावाटप आशण ठेवीतील वाढ 

शनदेशक 2023–24 2024–25 2025–26 

Total Deposits (₹ कोटी) 6,59,815 7,13,800 7,68,621 

Loans Outstanding (₹  

कोटी) 

4,71,384 5,24,163 5,78,349 

Credit-Deposit Ratio (%) 71.4 73.4 75.2 

GNPA (%) 6.1 5.4 5.3 

NNPA (%) 2.4 2.0 2.1 

Net Profit (₹  कोटी) 7,571 6,820 10,177 

Net Worth (₹  कोटी) 56,780 63,927 74,086 

CRAR (%) 14.2 14.4 15.0 

स्रोत: Government of India, Ministry of Finance; data sourced from 

NABARD. 
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या आकडेवारीतून स्पष्ट होते की RRBs च्या ठेवी, कजावाटप 

आशण capital adequacy मध्ये सातत्यपूणा वाढ झाली आह.े शवशेषतः 

CD ratio 71.4 टझझयांवरून 75.2 टझझयांपयंत वाढला आह.े 

Figure 2. Deposits and Loans Outstanding of RRBs, 

2023–24 to 2025–26 

 

NPA मध्य ेघट : सकारात्मक बदल 

RRBs च्या आर्थाक आरोग्यासाठी NPA हा महत्त्वाचा शनदेशक 

आह.े 2023–24 मध्ये GNPA 6.1 टके्क होते. ते 2024–25 मध्ये 5.4 

टके्क आशण 2025–26 मध्ये 5.3 टके्क झाल.े यावरून asset quality 

मध्ये सुधारणा होत असल्याचे ददसते. 

मात्र ग्रामीण कजाव्यवस्थेत NPA पूणापणे शून्यावर आणणे 

व्यवहाया नाही. शेती नैसर्गाक पररशस्थतीवर अवलंबून असल्यामुळे 

ग्रामीण कजाामध्ये जोखीम कायम राहते. त्यामुळे NPA शनयंत्रणासोबत 

responsible lending आशण timely restructuring यांनाही महत्त्व 

ददल ेपाशहजे. 
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Figure 3. GNPA and NNPA of RRBs,  

2023–24 to 2025–26 

 

RRBs च्या आर्थाक शवस्ताराचा कल 

2023–24 ते 2025–26 या काळात Loans Outstanding 

मध्ये ₹ 4,71,384 कोटी → ₹ 5,24,163 कोटी → ₹ 5,78,349 कोटी 

अशी वाढ झाली. यावरून ग्रामीण कजाव्यवस्थेत RRBs चा आर्थाक 

शवस्तार सरुू असल्याचे ददसनू येते. 

 “One State–One RRB” आशण ग्रामीण बकँकंग 

2025 मध्ये कें ि सरकारन े “One State–One RRB” या 

धोरणांतगात RRBs च्या पुनराचनेची प्रदक्रया पुढे नेली. 

शवलीनीकरणामागील प्रमुख उिेश खचा कमी करणे, economies of 

scale, तंत्रज्ञानाचा अशधक चांगला वापर, capital base मजबूत 

करणे, management efficiency वाढशवणे आशण ग्रामीण भागातील 

अशधक व्यापक कायाक्षेत्र हा आह.े 
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परंतु मोठ्या संस्थेचे एक संभाव्य आव्हान म्हणज े स्थाशनक 

शनणायक्षमता कमी होण.े पूवी गावातील ककंवा तालुझयातील स्थाशनक 

पररशस्थतीची माशहती असलले्या अशधकाऱयांना शनणाय घणे्याची अशधक 

संधी असू शकते. मोठ्या कें िीकृत संस्थेत शनणायप्रदक्रया अशधक 

औपचाररक आशण कें िीकृत होण्याची शझयता असत.े म्हणून “One 

State–One RRB” ची खरी कसोटी केवळ खचा कमी झाला की नाही 

ही नसून—“ग्रामीण ग्राहकाला सेवा शमळणे अशधक सोपे झाल ेकी अशधक 

कठीण?”—ही असायला हवी. 

महाराष्ट्रातील RRBs : स्वततं्र सदंभा 

महाराष्ट्र हा कृषी, उद्योग, सेवा आशण ग्रामीण उद्योजकतेच्या 

दषृ्टीने शवशवधता असलेला राजय आह.े महाराष्ट्रातील ग्रामीण बँककंगमध्ये 

Maharashtra Gramin Bank आशण Vidharbha Konkan 

Gramin Bank यासंारख्या RRBs ने महत्त्वपूणा भूशमका बजावली 

आह.े 

NABARDच्या 2024–25 microfinance data नुसार 

महाराष्ट्रातील या दोन RRBs माफा त Self Help Groups ला मोठ्या 

प्रमाणावर कजापुरवठा करण्यात आला. 

RRB 
SHG loans 

outstanding – सखं्या 
रक्कम (₹  लाख) 

Maharashtra Gramin 

Bank 

16,712 21,696.36 

Vidharbha Konkan 

Gramin Bank 

25,350 44,484.28 

एकूण 42,062 66,180.64 
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स्रोत: NABARD, Status of Microfinance in India 2024–25. 

या आकडेवारीवरून ग्रामीण मशहलांच्या आर्थाक समावेशनात 

आशण SHG-Bank linkage मध्य े RRBs ची भूशमका स्पष्ट होते. 

शवशेषतः Vidharbha Konkan Gramin Bank कडील SHG 

lending चे प्रमाण लक्षणीय आह े(NABARD, 2025). 

Figure 4. SHG Credit Outstanding of Selected 

Maharashtra RRBs, 2024–25 

 

शडशजटल बकँकंग आशण RRBs 

तंत्रज्ञान ह े RRBs साठी आव्हान नसनू संधी आह.े NABARD 

आशण RBI Innovation Hub यांच्या सहकायााने digital KCC 

lending साठी e-KCC loan origination system आशण Public 

Tech Platform for Frictionless Credit यांच े integration 

करण्यात आल े आह.े यामळेु RRBs ना land records, satellite 

data, KYC, credit history इत्यादी माशहतीचा अशधक प्रभावी वापर 
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करून कृषी कजााचे assessment करता येऊ शकते (NABARD, 

2024). 

याचा अथा भशवष्यात RRBs कजा प्रदक्रया जलद करू शकतात, 

transaction cost कमी करू शकतात, credit assessment सुधारू 

शकतात आशण कजावाटप अशधक पारदशाक करू शकतात. 

परंतु शडशजटल सुशवधा उपलब्ध असणे आशण ग्राहकाला त्या 

वापरता येणे यात फरक आह.े म्हणून Digital Banking ≠ Complete 

Financial Inclusion. Digital Banking + Financial Literacy + 

Physical Access = Inclusive Banking असा दशृष्टकोन अशधक 

योग्य ठरेल. 

RRBs त्याचं्या स्थापनचेा उिेश शवसरत आहते का? 

उपलब्ध अशधकृत आकडेवारीवरून RRBs ने त्याचंा मूळ उिेश 

पूणापणे शवसरला आह ेअसे म्हणणे योग्य ठरणार नाही. उलट RRBs ची 

profitability वाढली आह;े loans outstanding वाढले आहते; 

deposits वाढले आहते; NPA मध्ये घट झाली आह;े CRAR मजबूत 

झाला आह;े ग्रामीण शवत्तीय समावेशनाच्या योजनांमध्ये त्यांचा सहभाग 

कायम आह;े आशण SHG lending मध्ये त्यांची भूशमका कायम आह.े 

म्हणून “RRBs ग्रामीण भागापासून दरू जात आहते” हा शनष्कषा 

आकडेवारीच्या आधारावर सरसकट काढता येणार नाही. परंतु एक 

गंभीर धोरणात्मक प्रश्न कायम राहतो: आर्थाक कायाक्षमता वाढशवताना 

ग्रामीण ग्राहकाचे स्थान काय? 

जर भशवष्यात अत्यंत दगुाम शाखा कमी झाल्या, स्थाशनक 

शनणायक्षमता कमी झाली, लहान कजादारांपेक्षा मोठ्या कजादारानंा 

प्राधान्य शमळाले ककंवा शडशजटल सुशवधेमुळे अल्पशशशक्षत अथवा वृि 



Recent Trends in Commerce and Management      380 

 

 

ग्राहक बाजूला पडले, तर RRBs च्या मूळ सामाशजक उिेशावर 

पररणाम होऊ शकतो. त्यामुळे सध्याच्या पररशस्थतीच े अशधक अचूक 

वणान असे करता येईल: RRBs ने आपला मूळ उिेश शवसरलेला नाही; 

परंतु आर्थाक पुनराचना आशण तंत्रज्ञानाच्या युगात तो उिशे जपण्यासाठी 

नव्या प्रकारच्या धोरणात्मक संतुलनाची आवश्यकता आह.े 

 प्रमखु शनष्कषा (Major Findings) 

RRBs ची आर्थाक शस्थती 2020–21 नंतर सातत्याने सुधारली 

आह.े 

2025–26 मध्य ेRRBs चा शनव्वळ नफा ₹ 10,177 कोटी झाला. 

Loans outstanding 2025–26 मध्ये ₹ 5,78,349 कोटी झाल.े 

Credit-Deposit Ratio 75.2% झाला. 

GNPA 5.3% पयंत कमी झाला. 

CRAR 15% पयंत वाढला. 

RRBs च े शवलीनीकरण आर्थाक कायाक्षमता वाढशवण्यासाठी 

करण्यात आले आह.े 

महाराष्ट्रातील RRBs ग्रामीण मशहला आशण SHG finance मध्ये 

महत्त्वपूणा भूशमका बजावत आहते. 

शडशजटल बँककंगमुळे RRBs साठी नवीन संधी शनमााण झाल्या 

आहते. 

आर्थाक प्रगती असूनही ग्रामीण सामाशजक उदिष्टाचे स्वतंत्र मापन 

आवश्यक आह.े 

धोरणात्मक सचूना (Policy Suggestions) 

RRB Social Performance Index :- प्रत्येक RRB साठी स्वतंत्र 

Rural Social Performance Index (RSPI) तयार करावा. 
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यामध्य ेकृषी कजा, लहान व सीमांत शेतकरी, SHG lending, मशहला 

कजादार, ग्रामीण उद्योजक, दगुाम शाखा, ग्राहक समाधान आशण शवत्तीय 

साक्षरता यांचा समावेश करावा. 

शाखा बदं करण्यापवूी सामाशजक पररणाम मलू्याकंन:- एखादी ग्रामीण 

शाखा आर्थाकदषृ्या कमी नफा देत असल्यास ती बंद करण्यापूवी 

Social Impact Assessment करणे आवश्यक आह.े 

स्थाशनक शनणायक्षमता:- शवलीनीकरणानंतरही शजल्हा/प्रादेशशक स्तरावर 

स्थाशनक पररशस्थतीनसुार कजाशनणाय घेण्याची पुरेशी क्षमता ठेवावी. 

शडशजटल बकँकंगसोबत मानवकें दित सवेा:- शडशजटल सवेा वाढवाव्यात; 

मात्र वृि, अल्पशशशक्षत आशण शडशजटलदषृ्या कमी सक्षम ग्राहकांसाठी 

प्रत्यक्ष सेवा कायम ठेवावी. 

ग्रामीण उद्योजकतवेर अशधक भर:-  Food Processing, Dairy, 

Poultry, Fisheries, Rural MSMEs, Women 

Entrepreneurship, Agri-tech आशण Rural Services या क्षेत्रांना 

कजापुरवठा वाढवावा. 

महाराष्ट्रासाठी शवशषे ग्रामीण शवत्तीय धोरण :- शवदभा, मराठवाडा, 

कोकण आशण पशिम महाराष्ट्राच्या आर्थाक पररशस्थतीत फरक असल्याने 

region-specific rural credit strategy शवकशसत करावी. 

शनष्कषा (Conclusion) 

प्रादेशशक ग्रामीण बँका या भारताच्या ग्रामीण शवकासाच्या 

शवत्तीय पायाभूत व्यवस्थेतील अत्यंत महत्त्वाच्या संस्था आहते. त्यांची 

स्थापना ग्रामीण समाजातील दबुाल घटकांना संस्थात्मक कजा उपलब्ध 

करून देण्यासाठी झाली होती. आज RRBs आर्थाकदषृ्या पूवीपेक्षा 

अशधक सक्षम होत आहते. 2025–26 मध्य े त्यांचा शनव्वळ नफा ₹ 
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10,177 कोटी, loans outstanding ₹ 5,78,349 कोटी, deposits 

₹ 7,68,621 कोटी आशण CRAR 15% झाला आह.े GNPA 5.3% 

पयंत कमी झाले आह े (Government of India, 2026). ही 

आकडेवारी RRBs च्या आर्थाक पुनरुत्थानाचे स्पष्ट संकेत देते. मात्र 

RRBs च्या यशाचे अंशतम मोजमाप फक्त त्यांच्या balance sheet 

मध्ये होऊ नये. 

ग्रामीण बँक ही शेतकऱयाच्या कजााची संस्था, मशहला 

बचतगटाच्या स्वावलंबनाची संस्था, ग्रामीण उद्योजकाच्या व्यवसायाची 

संस्था आशण सामान्य ग्रामीण नागररकाच्या आर्थाक सुरशक्षततचेी संस्था 

आह.े म्हणून RRBs चे भशवष्य केवळ “More Profit” मध्ये नसून 

“More Inclusive Profit” मध्ये आह.े 

RRBs नी तंत्रज्ञान स्वीकारावे, शवलीनीकरणातून आर्थाक क्षमता 

वाढवावी, NPA कमी करावे आशण नफा वाढवावा; परंतु या सवा 

प्रदक्रयेत त्यांची ग्रामीण समाजाशी असलेली जवळीक कमी होता कामा 

नये. 

RRBs ने त्यांचा स्थापनेचा मूळ उिेश शवसरलेला नाही; परंत ु

आर्थाक पुनराचना, शडशजटल पररवतान आशण संस्थात्मक 

शवलीनीकरणाच्या काळात तो उिेश जपण्यासाठी स्पष्ट सामाशजक 

शनकष आशण स्थाशनक उत्तरदाशयत्वाची गरज अशधक वाढली आह.े 

त्यामुळे भशवष्यातील RRB चे आदशा स्वरूप असे असावे: 

“आर्थाकदषृ्या सक्षम, तंत्रज्ञानाने आधुशनक, पण ग्रामीण समाजाशी 

माणुसकीचे आशण शवश्वासाच ेनाते जपणारी बँक.” 

आशण शेवटी RRBs ने स्वतःला सातत्याने एकच प्रश्न शवचारला 

पाशहजे—“आम्ही मोठे होत आहोत; पण आम्ही जया ग्रामीण 
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माणसासाठी शनमााण झालो, त्याच्यापयंत आम्ही अशधक जवळ पोहोचत 

आहोत का?” 
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Chapter: 38 
 

डिडिटल परिवशे में उपभोक्ता व्यवहाि 

(Consumer Behaviour in the Digital Environment) 

ििनी बिुाना  

िॉ. लोकेश िािवाल  

सािाशं (Abstract) 

डिडिटल तकनीकों के डवकास ने उपभोक्ताओं के पािंपरिक 

व्यवहाि, सोच औि खिीद प्रक्रिर्ा में उल्लेखनीर् बदलाव उत्पन्न क्रकए 

हैं। इंटिनेट, स्माटयफोन, सोशल नेटवकय , ई-कॉमसय, ऑनलाइन भुगतान, 

आर्टयक्रफडशर्ल इंटेडलिेंस (AI), डबग िेटा तथा मोबाइल ऐप ने खिीद 

संबंधी डनणयर्ों को अडधक िानकािी-आधारित, सिल औि व्यडक्तगत 

बनार्ा ह।ै पिंपिागत बािाि व्यवस्था में क्रकसी उत्पाद के बािे में 

िानकािी प्रार्ः डवज्ञापन, दकुानदाि अथवा स्वर्ं के अनभुव से डमलती 

थी, लेक्रकन डिडिटल वाताविण में उपभोक्ता बहुत कम समर् में अलग-

अलग ब्ांिों के मूल्र्, गुणवत्ता, समीक्षाओं, िेटटंग तथा डवशेषताओं का 

तुलनात्मक अध्र्र्न कि सकता ह।ै 

डिडिटल प्लेटफॉमय न ेउपभोक्ता की भूडमका को केवल खिीददाि 

तक सीडमत न िखते हुए उसे बािाि की गडतडवडधर्ों में सक्रिर् 

भागीदाि बना क्रदर्ा ह।ै अब उपभोक्ता सोशल मीडिर्ा के माध्र्म से 

अपने अनुभव व्यक्त किता ह,ै ऑनलाइन समीक्षा डलखता ह ैऔि क्रकसी 

ब्ांि की छडव को प्रभाडवत किने में र्ोगदान देता ह।ै वहीं कंपडनर्ााँ 

उपभोक्ता की ऑनलाइन गडतडवडधर्ों, खोि संबंधी िानकािी औि 

खिीद की प्रवृडत्तर्ों का उपर्ोग किके अनुकूडलत डवज्ञापन तथा उत्पाद 
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सुझाव देती हैं। इससे ग्राहक अनुभव में सुधाि हुआ ह,ै पिंतु साथ ही िेटा 

की डनिता, साइबि सिुक्षा, भ्रामक प्रचाि, नकली समीक्षाएाँ औि 

ऑनलाइन धोखाधडी िैसी समस्र्ाएाँ भी सामने आई हैं। 

प्रस्तुत शोध-पत्र का उद्देश्र् डिडिटल परिवेश में उपभोक्ता 

व्यवहाि में आए परिवतयनों का अध्र्र्न किना तथा ई-कॉमसय, सोशल 

मीडिर्ा, डिडिटल भुगतान, AI औि िेटा-आधारित माकेटटंग के प्रभावों 

का डवशे्लषण किना ह।ै र्ह अध्र्र्न उपलब्ध साडहत्र् एवं डितीर्क 

आाँकडों के आधाि पि क्रकर्ा गर्ा ह।ै 

मखु्र् शब्द: उपभोक्ता व्यवहाि, डिडिटल र्ुग, ई-कॉमसय, सोशल 

मीडिर्ा, आर्टयक्रफडशर्ल इंटेडलिेंस, डिडिटल भुगतान, ऑनलाइन 

खिीदािी। 

1. प्रस्तावना (Introduction) 

उपभोक्ता व्यवहाि डवपणन औि व्यवसार् अध्र्र्न का एक 

महत्वपूणय क्षेत्र ह।ै इससे र्ह समझने में सहार्ता डमलती ह ैक्रक उपभोक्ता 

क्रकसी वस्तु र्ा सेवा को क्र्ों खिीदता ह,ै खिीदन ेसे पहले कौन-कौन स े

कािकों पि डवचाि किता ह ैतथा खिीद के बाद उसका व्यवहाि क्रकस 

प्रकाि बदलता ह।ै पािंपरिक बािाि व्यवस्था में उपभोक्ता औि डविेता 

के बीच प्रत्र्क्ष संपकय  अडधक महत्वपूणय था। उपभोक्ता दकुान पि िाकि 

उत्पाद देखता था, डविेता स ेिानकािी प्राप्त किता था औि क्रफि खिीद 

का डनणयर् लेता था। 

21वीं सदी में डिडिटल तकनीक के तीव्र डवकास ने इस प्रक्रिर्ा 

को पूिी तिह बदल क्रदर्ा ह।ै इंटिनेट औि स्माटयफोन की उपलब्धता ने 

बािाि को उपभोक्ता की उंगडलर्ों तक पहुाँचा क्रदर्ा ह।ै आि उपभोक्ता 
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घि बैठे डवडभन्न ई-कॉमसय प्लेटफॉमय पि हिािों उत्पादों को देख सकता 

ह,ै उनकी कीमतों की तुलना कि सकता ह,ै रिव्य ू पढ़ सकता ह ै औि 

डिडिटल भुगतान के माध्र्म से खिीदािी पूिी कि सकता ह।ै 

भाित में डिडिटल परिवतयन ने उपभोक्ता व्यवहाि को डवशेष रूप 

से प्रभाडवत क्रकर्ा ह।ै सस्ते इंटिनेट, स्माटयफोन के बढ़ते उपर्ोग, 

डिडिटल भुगतान के डवस्ताि औि ई-कॉमसय प्लेटफॉमय की पहुाँच ने शहिी 

के साथ-साथ छोटे शहिों औि ग्रामीण क्षेत्रों के उपभोक्ताओं के खिीद 

व्यवहाि में भी परिवतयन क्रकर्ा ह।ै 

डिडिटल र्ुग में उपभोक्ता अडधक िागरूक, अडधक सचूनासंपन्न 

औि डवकल्पों के प्रडत अडधक संवेदनशील हुआ ह।ै वह केवल उत्पाद की 

कीमत नहीं देखता, बडल्क गुणवत्ता, ब्ांि की डवश्वसनीर्ता, रिव्यू, 

डिलीविी, रिटनय पॉडलसी, ग्राहक सेवा औि अन्र् उपभोक्ताओं के अनभुव 

को भी ध्र्ान में िखता ह।ै 

2. अध्र्र्न की आवश्र्कता एव ंमहत्त्व 

डिडिटल बािाि के डवस्ताि के कािण उपभोक्ता व्यवहाि का 

अध्र्र्न वतयमान समर् में अत्र्ंत आवश्र्क हो गर्ा ह।ै डिडिटल 

माध्र्मों ने व्यवसार्ों को उपभोक्ताओं तक पहुाँचने के नए अवसि क्रदए हैं, 

वहीं उपभोक्ताओं को भी अडधक डवकल्प औि िानकािी उपलब्ध किाई 

ह।ै 

इस अध्र्र्न का महत्त्व डनम्नडलडखत आधािों पि समझा िा सकता ह—ै 

• डिडिटल माध्र्मों ने उपभोक्ता की खिीद प्रक्रिर्ा को तिे क्रकर्ा ह।ै 

• ई-कॉमसय ने भौडतक बािाि पि डनभयिता को कम क्रकर्ा ह।ै 

• सोशल मीडिर्ा न ेब्ांि औि उपभोक्ता के बीच संवाद को बढ़ार्ा ह।ै 
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• ऑनलाइन रिव्यू एवं िेटटंग खिीद डनणयर् को प्रभाडवत कि िह ेहैं। 

• AI औि िेटा एनाडलरटक्स ने व्यडक्तगत माकेटटंग को बढ़ावा क्रदर्ा ह।ै 

• डिडिटल भुगतान ने लेन-देन को अडधक सुडवधािनक बनार्ा ह।ै 

• िेटा गोपनीर्ता एवं साइबि सुिक्षा उपभोक्ता व्यवहाि के नए 

आर्ाम बन गए हैं। 

3. अध्र्र्न के उद्दशे्र् (Objectives) 

इस शोध के प्रमुख उद्देश्र् डनम्नडलडखत हैं— 

• डिडिटल परिवेश में उपभोक्ता व्यवहाि की अवधािणा को समझना। 

• ई-कॉमसय का उपभोक्ता खिीद व्यवहाि पि प्रभाव िानना। 

• सोशल मीडिर्ा औि डिडिटल डवज्ञापन की भूडमका का अध्र्र्न 

किना। 

• डिडिटल भुगतान के कािण उपभोक्ता व्यवहाि में आए परिवतयन का 

डवशे्लषण किना। 

• AI एवं व्यडक्तगत डसफारिशों के प्रभाव का अध्र्र्न किना। 

• ऑनलाइन रिव्यू औि िेटटंग के प्रभाव को समझना। 

• डिडिटल उपभोक्ताओं के समक्ष उपडस्थत प्रमुख चुनौडतर्ों की 

पहचान किना। 

• व्यवसार्ों के डलए डिडिटल उपभोक्ता व्यवहाि के महत्त्व को स्पष्ट 

किना। 

4. शोध-पद्धडत (Research Methodology) 

प्रस्तुत अध्र्र्न मुख्र्तः डितीर्क आाँकडों (Secondary Data) 

पि आधारित वणयनात्मक एवं डवशे्लषणात्मक शोध ह।ै शोध के डलए 

पुस्तकों, शोध-पत्रों, सिकािी रिपोटों, अंतििाष्ट्रीर् संस्थाओं की रिपोटों, 
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उद्योग रिपोटों तथा उपलब्ध डिडिटल साडहत्र् का अध्र्र्न क्रकर्ा गर्ा 

ह।ै 

इस शोध में प्राथडमक सवेक्षण नहीं क्रकर्ा गर्ा ह।ै डवडभन्न 

प्रकाडशत स्रोतों स े प्राप्त िानकािी के आधाि पि डिडिटल परिवेश में 

उपभोक्ता व्यवहाि के प्रमुख रुझानों का डवशे्लषण क्रकर्ा गर्ा ह।ै 

5. साडहत्र् समीक्षा (Review of Literature) 

Philip Kotler औि Kevin Lane Keller के अनुसाि उपभोक्ता 

व्यवहाि को समझना प्रभावी डवपणन िणनीडत के डलए आवश्र्क ह।ै 

उपभोक्ता की आवश्र्कताएाँ, इच्छाएाँ, सामाडिक वाताविण औि 

तकनीकी परिवतयन उसके खिीद डनणयर् को प्रभाडवत कित ेहैं। 

Solomon के अनुसाि उपभोक्ता व्यवहाि केवल खिीदािी की 

प्रक्रिर्ा तक सीडमत नहीं ह,ै बडल्क इसमें उत्पाद के चर्न, उपर्ोग औि 

खिीद के बाद के अनुभव भी शाडमल होते हैं। 

डिडिटल परिवेश में उपभोक्ता व्यवहाि पि क्रकए गए डवडभन्न 

अध्र्र्नों स े पता चलता ह ै क्रक ऑनलाइन सूचना, सोशल मीडिर्ा, 

इलेक्रॉडनक विय-ऑफ-माउथ तथा ऑनलाइन रिव्यू खिीद डनणयर् को 

महत्वपूणय रूप से प्रभाडवत किते हैं। 

आधुडनक शोध र्ह भी दशायता ह ै क्रक डिडिटल तकनीक ने 

उपभोक्ता औि ब्ांि के बीच संचाि को डिक्रदशीर् बना क्रदर्ा ह।ै अब 

कंपनी केवल डवज्ञापन प्रसारित नहीं किती, बडल्क उपभोक्ता की 

प्रडतक्रिर्ा भी तिंुत प्राप्त कि सकती ह।ै 

6. डिडिटल परिवशे में उपभोक्ता व्यवहाि की बदलती प्रकृडत 



Recent Trends in Commerce and Management      389 

 

 

डिडिटल परिवेश में उपभोक्ता व्यवहाि में कई महत्वपूणय 

परिवतयन हुए हैं। 

6.1 सचूना की आसान उपलब्धता 

पहले उपभोक्ता को उत्पाद की िानकािी प्राप्त किन े के डलए 

डविेता र्ा डवज्ञापन पि डनभयि िहना पडता था। वतयमान में इंटिनेट के 

माध्र्म से उत्पाद की कीमत, गुणवत्ता, डवशेषताएाँ, रिव्य ूऔि डवकल्पों 

की िानकािी कुछ ही सेकंि में प्राप्त की िा सकती ह।ै 

इससे उपभोक्ता की डनणयर् लेने की क्षमता बढ़ी ह ै औि वह डवडभन्न 

डवकल्पों की तुलना किके खिीदािी कि सकता ह।ै 

6.2 ई-कॉमसय का डवस्ताि 

ई-कॉमसय न े उपभोक्ता के खिीद व्यवहाि में सबस े महत्वपूणय 

परिवतयन क्रकर्ा ह।ै ऑनलाइन प्लेटफॉमय ने भौगोडलक सीमाओं को कम 

क्रकर्ा ह।ै उपभोक्ता अपने घि स ेकपडे, इलेक्रॉडनक्स, पुस्तकें , क्रकिाना, 

भोिन, रटकट तथा डवडभन्न डिडिटल सेवाएाँ प्राप्त कि सकता ह।ै 

ई-कॉमसय में 24×7 खिीदािी की सुडवधा, घि तक डिलीविी, आसान 

भुगतान, डिस्काउंट औि रिटनय सुडवधा उपभोक्ता को आकर्षयत किती ह।ै 

6.3 सोशल मीडिर्ा का प्रभाव 

Facebook, Instagram, YouTube औि अन्र् सोशल 

मीडिर्ा प्लेटफॉमय उपभोक्ता व्यवहाि को प्रभाडवत किन ेवाल ेमहत्वपूणय 

माध्र्म बन चुके हैं। 

क्रकसी उत्पाद का वीडिर्ो, रिव्यू, इन््लुएंसि की िार् र्ा सोशल 

मीडिर्ा पि वार्िल सामग्री उपभोक्ता की खिीद इच्छा को प्रभाडवत 
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कि सकती ह।ै सोशल मीडिर्ा न ेElectronic Word of Mouth (e-

WOM) को मिबूत बनार्ा ह।ै 

6.4 ऑनलाइन रिव्य ूऔि िेटटंग 

डिडिटल उपभोक्ता खिीद से पहले दसूिे उपभोक्ताओं के अनुभव 

को महत्व देता ह।ै क्रकसी उत्पाद की उच्च िेटटंग औि सकािात्मक रिव्यू 

खिीद डनणयर् को प्रभाडवत कि सकते हैं। 

इसके डवपिीत नकािात्मक रिव्यू उपभोक्ता को खिीदािी िोकने 

र्ा क्रकसी अन्र् ब्ांि का चनुाव किने के डलए पे्ररित कि सकते हैं। 

6.5 डिडिटल भगुतान 

UPI, मोबाइल वॉलेट, इंटिनेट बैंककंग औि कािय आधारित 

भुगतान ने खिीदािी को अडधक सुडवधािनक बनार्ा ह।ै डवशेषकि 

भाित में UPI के डवस्ताि ने छोटे औि बडे दोनों प्रकाि के डिडिटल लेन-

देन को बढ़ावा क्रदर्ा ह।ै 

डिडिटल भुगतान की सुडवधा न ेऑनलाइन औि ऑफलाइन दोनों 

बािािों में उपभोक्ता व्यवहाि को प्रभाडवत क्रकर्ा ह।ै 

7. आर्टयक्रफडशर्ल इंटेडलिेंस औि उपभोक्ता व्यवहाि 

Artificial Intelligence न े डिडिटल माकेटटंग औि उपभोक्ता 

अनुभव को नई क्रदशा दी ह।ै कंपडनर्ााँ AI आधारित प्रणाडलर्ों का 

उपर्ोग उपभोक्ता की पसंद औि व्यवहाि को समझने के डलए कि िही 

हैं। 

उदाहिण के डलए, ई-कॉमसय प्लेटफॉमय उपभोक्ता की डपछली खोि 

औि खिीदािी के आधाि पि नए उत्पाद सुझा सकते हैं। इसी प्रकाि 

चैटबॉट ग्राहक के प्रश्नों का तिंुत उत्ति दे सकते हैं। 
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AI आधारित personalization से उपभोक्ता को अडधक 

प्रासंडगक उत्पाद क्रदखाई देते हैं। हालांक्रक, अत्र्डधक व्यडक्तगत डवज्ञापन 

कभी-कभी उपभोक्ता को र्ह महसूस किा सकत ेहैं क्रक उसकी ऑनलाइन 

गडतडवडधर्ों की अत्र्डधक डनगिानी की िा िही ह।ै 

इसडलए AI के उपर्ोग में पािदर्शयता, िेटा सुिक्षा औि उपभोक्ता 

की सहमडत महत्वपूणय हैं। 

8. डिडिटल डवज्ञापन औि उपभोक्ता डनणयर् 

पािंपरिक डवज्ञापन की तलुना में डिडिटल डवज्ञापन अडधक 

लडक्षत (Targeted) हो सकते हैं। कंपडनर्ााँ डवडभन्न डिडिटल प्लेटफॉमय 

पि आर्ु समूह, रुडच, ऑनलाइन गडतडवडधर्ों औि अन्र् उपलब्ध संकेतों 

के आधाि पि डवज्ञापन क्रदखाती हैं। 

Digital Marketing में Search Engine Marketing, 

Social Media Marketing, Influencer Marketing, Email 

Marketing औि Content Marketing िैसी तकनीकों का उपर्ोग 

क्रकर्ा िाता ह।ै 

इन माध्र्मों ने कंपडनर्ों को छोटे बिट में भी डवडशष्ट उपभोक्ता 

समूहों तक पहुाँचन ेका अवसि क्रदर्ा ह।ै 

हालााँक्रक, लगाताि आन े वाले डवज्ञापन, clickbait तथा भ्रामक 

promotional claims उपभोक्ता के डवश्वास को प्रभाडवत कि सकते हैं। 

9. मोबाइल कॉमसय औि उपभोक्ता व्यवहाि 

स्माटयफोन न े डिडिटल खिीदािी को औि अडधक व्यडक्तगत बना 

क्रदर्ा ह।ै मोबाइल एप्लीकेशन के माध्र्म से उपभोक्ता कहीं स े भी 

उत्पाद खोि सकता ह ैऔि खिीद सकता ह।ै 
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Mobile Commerce के कािण खिीदािी केवल क्रकसी डनडित 

समर् र्ा स्थान तक सीडमत नहीं िही। Notifications, personalised 

offers औि mobile payment सुडवधाएाँ उपभोक्ता को खिीद डनणयर् 

के डलए पे्ररित कि सकती हैं। 

इससे impulse buying अथायत डबना लंब े डवचाि के अचानक 

खिीदािी किने की संभावना भी बढ़ सकती ह।ै 

10. उपभोक्ता व्यवहाि को प्रभाडवत किन ेवाल ेप्रमखु डिडिटल कािक 

डिडिटल कािक उपभोक्ता पि प्रभाव 

ई-कॉमसय सुडवधा औि अडधक डवकल्प 

सोशल मीडिर्ा ब्ांि िागरूकता औि खिीद पे्रिणा 

ऑनलाइन रिव्य ू डवश्वास एवं डनणयर् 

डिडिटल भुगतान तेि औि सुडवधािनक लने-देन 

AI व्यडक्तगत सुझाव 

Influencer Marketing सामाडिक प्रभाव 

मोबाइल ऐप आसान औि त्वरित खिीदािी 

डिडिटल डवज्ञापन लडक्षत उत्पाद िानकािी 

Cashback/Offers खिीदािी के डलए प्रोत्साहन 

िेटा एनाडलरटक्स व्यडक्तगत ग्राहक अनुभव 
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11. डिडिटल उपभोक्ता की प्रमखु डवशषेताएाँ 

डिडिटल र्ुग के उपभोक्ता की कुछ प्रमुख डवशेषताएाँ डनम्नडलडखत हैं— 

पहली, वह अडधक िानकािी प्राप्त किना चाहता ह।ै 

दसूिी, वह कीमतों की तुलना किता ह।ै 

तीसिी, ऑनलाइन रिव्यू को महत्व देता ह।ै 

चौथी, सुडवधा औि समर् की बचत को प्राथडमकता देता ह।ै 

पााँचवीं, व्यडक्तगत अनुभव औि customized recommendations 

को पसंद किता ह।ै 

छठी, सोशल मीडिर्ा स ेप्रभाडवत हो सकता ह।ै 

सातवीं, तिे डिलीविी औि आसान return policy को महत्त्व देता ह।ै 

आठवीं, डिडिटल सुिक्षा औि privacy के प्रडत धीिे-धीिे अडधक 

िागरूक हो िहा ह।ै 

12. डिडिटल र्गु में उपभोक्ता के समक्ष चनुौडतर्ााँ 

डिडिटल बािाि के अनके लाभों के साथ कुछ गंभीि चुनौडतर्ााँ 

भी हैं। 

12.1 िटेा गोपनीर्ता 

कंपडनर्ााँ उपभोक्ताओं स े सबंंडधत बडी मात्रा में डिडिटल िेटा 

एकत्र किती हैं। इस कािण व्यडक्तगत िानकािी के दरुुपर्ोग औि 

unauthorized access की चचंता बढ़ी ह।ै 

12.2 साइबि धोखाधडी 

Fake websites, phishing, fraudulent messages औि 

अन्र् डिडिटल धोखाधडी उपभोक्ताओं के डलए िोडखम पैदा किती हैं। 
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12.3 फिी रिव्य ू

कभी-कभी उत्पाद र्ा सेवा की डबिी बढ़ाने के डलए नकली 

सकािात्मक रिव्यू का उपर्ोग क्रकर्ा िा सकता ह।ै इससे उपभोक्ता का 

सही डनणयर् लेना करठन हो िाता ह।ै 

12.4 अत्र्डधक उपभोग 

Personalised advertising औि लगाताि promotional 

offers उपभोक्ता को ऐसी वस्तुएाँ खिीदने के डलए पे्ररित कि सकते हैं 

डिनकी उसे वास्तडवक आवश्र्कता न हो। 

12.5 डिडिटल डवभािन 

सभी उपभोक्ताओं के पास समान स्ति की इंटिनेट सुडवधा, 

डिडिटल ज्ञान औि तकनीकी ससंाधन उपलब्ध नहीं हैं। इसडलए 

डिडिटल बािाि का लाभ समाि के सभी वगों तक समान रूप से नहीं 

पहुाँच पाता। 

13. व्यवसार्ों के डलए डिडिटल उपभोक्ता व्यवहाि का महत्त्व 

व्यवसार्ों के डलए उपभोक्ता के डिडिटल व्यवहाि को समझना 

अत्र्ंत महत्वपूणय ह।ै कंपडनर्ों को केवल उत्पाद बेचने की बिार् बेहति 

Customer Experience प्रदान किने पि ध्र्ान देना चाडहए। 

इसके डलए व्यवसार्ों को— 

• ग्राहक की आवश्र्कता को समझना चाडहए। 

• डवश्वसनीर् औि पािदशी िानकािी उपलब्ध किानी चाडहए। 

• सुिडक्षत डिडिटल भुगतान सडुनडित किना चाडहए। 

• ग्राहक डशकार्तों का त्वरित समाधान किना चाडहए। 

• सोशल मीडिर्ा पि सकािात्मक संवाद बनाए िखना चाडहए। 
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• िेटा का डिम्मेदािी से उपर्ोग किना चाडहए। 

• AI एवं personalization का नैडतक उपर्ोग किना चाडहए। 

• आसान return औि refund व्यवस्था उपलब्ध किानी चाडहए। 

14. डिडिटल उपभोक्ता व्यवहाि का भडवष्र् 

आने वाले समर् में उपभोक्ता व्यवहाि औि अडधक तकनीक-

आधारित होने की संभावना ह।ै AI, voice search, augmented 

reality, virtual shopping, conversational commerce औि 

automated customer service िैसी तकनीकें  खिीदािी के अनुभव 

को बदल सकती हैं। 

भडवष्र् में उपभोक्ता केवल कम कीमत की तलाश नहीं किेगा, 

बडल्क सुडवधा, डवश्वसनीर्ता, personalization, सुिक्षा औि brand 

values को भी महत्त्व देगा। 

साथ ही, िेटा गोपनीर्ता औि डिडिटल उपभोक्ता अडधकािों का 

महत्त्व भी बढे़गा। कंपडनर्ों के डलए तकनीकी नवाचाि के साथ नैडतकता 

औि पािदर्शयता बनाए िखना आवश्र्क होगा। 

15. प्रमखु डनष्कषय (Findings) 

अध्र्र्न से डनम्नडलडखत प्रमुख डनष्कषय प्राप्त होते हैं— 

• डिडिटल तकनीक ने उपभोक्ता की खिीद प्रक्रिर्ा को अडधक तेि 

औि सुडवधािनक बनार्ा ह।ै 

• ई-कॉमसय उपभोक्ता के खिीद व्यवहाि में महत्वपूणय भूडमका डनभा 

िहा ह।ै 

• सोशल मीडिर्ा औि Influencer Marketing ब्ांि चर्न को 

प्रभाडवत कि िह ेहैं। 



Recent Trends in Commerce and Management      396 

 

 

• ऑनलाइन रिव्यू औि िेटटंग उपभोक्ता डवश्वास के महत्वपूणय स्रोत 

बन गए हैं। 

• डिडिटल भुगतान ने खिीदािी की सुडवधा में वृडद्ध की ह।ै 

• AI औि Data Analytics ने व्यडक्तगत ग्राहक अनुभव को बढ़ावा 

क्रदर्ा ह।ै 

• मोबाइल फोन डिडिटल खिीदािी का प्रमुख माध्र्म बन गर्ा ह।ै 

• उपभोक्ता अब उत्पाद की कीमत के साथ गुणवत्ता, सडुवधा, सेवा 

औि ब्ांि डवश्वसनीर्ता को भी महत्व देता ह।ै 

• डिडिटल बािाि न ेउपभोक्ता को अडधक डवकल्प औि िानकािी दी 

ह।ै 

• िेटा गोपनीर्ता, साइबि सुिक्षा औि फिी रिव्यू भडवष्र् की प्रमुख 

चुनौडतर्ााँ हैं। 

16. सझुाव (Suggestions) 

डिडिटल र्ुग में उपभोक्ता डहतों की िक्षा औि बेहति बािाि व्यवस्था के 

डलए डनम्न सुझाव उपर्ोगी हो सकत ेहैं— 

• कंपडनर्ों को उपभोक्ता िेटा के उपर्ोग में पािदर्शयता िखनी 

चाडहए। 

• डिडिटल भुगतान को सिुडक्षत बनाने के डलए िागरूकता बढ़ाई 

िानी चाडहए। 

• उपभोक्ताओं को ऑनलाइन रिव्यू की डवश्वसनीर्ता िााँचने के डलए 

प्रोत्साडहत किना चाडहए। 

• डिडिटल साक्षिता को बढ़ावा क्रदर्ा िाना चाडहए। 

• भ्रामक डिडिटल डवज्ञापनों पि प्रभावी डनर्ंत्रण होना चाडहए। 
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• कंपडनर्ों को AI का डिम्मेदाि औि नैडतक उपर्ोग किना चाडहए। 

• उपभोक्ताओं को Privacy Policies औि Terms & Conditions 

के प्रडत िागरूक होना चाडहए। 

• ग्रामीण औि कम डिडिटल-साक्षि उपभोक्ताओं के डलए सिल 

डिडिटल सेवाएाँ डवकडसत की िानी चाडहए। 

17. डनष्कषय (Conclusion) 

डिडिटल र्ुग न े उपभोक्ता व्यवहाि की पािंपरिक संिचना को 

व्यापक रूप स े परिवर्तयत क्रकर्ा ह।ै इंटिनेट, स्माटयफोन, ई-कॉमसय, 

सोशल मीडिर्ा, डिडिटल भुगतान औि आर्टयक्रफडशर्ल इंटेडलिेंस न े

उपभोक्ता को अडधक िानकािी, डवकल्प औि सुडवधा प्रदान की ह।ै आि 

का उपभोक्ता केवल उत्पाद खिीदने वाला व्यडक्त नहीं ह,ै बडल्क वह 

डिडिटल बािाि में सचूना प्राप्त किने, तुलना किने, समीक्षा किने औि 

अपनी िार् व्यक्त किने वाला सक्रिर् भागीदाि ह।ै 

डिडिटल तकनीक ने व्यवसार्ों को उपभोक्ताओं की 

आवश्र्कताओं को बेहति ढंग से समझन े औि व्यडक्तगत सेवाएाँ प्रदान 

किने का अवसि क्रदर्ा ह।ै दसूिी ओि, िेटा गोपनीर्ता, साइबि अपिाध, 

फिी रिव्यू, भ्रामक डवज्ञापन औि अत्र्डधक उपभोग िैसी समस्र्ाएाँ भी 

सामने आई हैं। 

अतः डिडिटल र्ुग में सफल व्यवसार् वही होंग े िो तकनीकी 

नवाचाि के साथ उपभोक्ता डवश्वास, िेटा सुिक्षा, पािदर्शयता औि नैडतक 

डवपणन को प्राथडमकता देंग।े भडवष्र् में उपभोक्ता व्यवहाि औि अडधक 

डिडिटल एवं व्यडक्तगत होगा। इसडलए कंपडनर्ों, नीडत-डनमायताओं औि 
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उपभोक्ताओं—तीनों के डलए डिडिटल साक्षिता, सिुक्षा औि डिम्मेदाि 

तकनीकी उपर्ोग अत्र्ंत आवश्र्क ह।ै 
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Chapter: 39 
 

पर्यटन उद्योिकतेच ेसामाडिक-आर्थयक परिणाम : एक 

संशोधनपि अभ्र्ास 

डॉ. शिवराज कदम  
सािाशं (Abstract) : 

पर्यटन हा आधुडनक काळातील वेगाने डवकडसत होणािा सेवा 

उद्योग असून, तो आर्थयक डवकास, िोिगाि डनर्मयती आडण सामाडिक 

परिवतयनाचे महत्त्वपूणय साधन मानला िातो. प्रस्तुत संशोधनामध्र्े 

"पर्यटन उद्योिकतेचे सामाडिक-आर्थयक परिणाम : एक संशोधनपि 

अभ्र्ास" र्ा डवषर्ाचा अभ्र्ास किण्र्ात आला आह.े र्ा संशोधनाची 

समस्र्ा अशी आह े की, पर्यटन उद्योिकतेमुळे स्थाडनक समािाच्र्ा 

आर्थयक डस्थतीत, िोिगािाच्र्ा संधींमध्र्े आडण सामाडिक िीवनमानात 

कोणते बदल घिून र्ेतात तसेच पर्यटन डवकासासमोिील प्रमुख समस्र्ा 

कोणत्र्ा आहते, र्ाचा सखोल अभ्र्ास किणे आवश्र्क आह.े 

र्ा संशोधनाचे प्रमुख प्रश्न पुढीलप्रमाणे आहते: पर्यटन 

उद्योिकतचेा स्थाडनक अथयव्यवस्थेवि कार् परिणाम होतो? पर्यटनामुळे 

िोिगाि डनर्मयती आडण उत्पन्नवाढ क्रकतपत होते? पर्यटन उद्योिकतेचा 

सामाडिक डवकास, मडहला सक्षमीकिण आडण सांस्कृडतक वािशाच्र्ा 

संवधयनावि कसा प्रभाव पितो? तसचे पर्यटन क्षेत्राच्र्ा डवकासात 

कोणती आव्हाने डनमायण होतात? 

प्रस्तुत संशोधनासाठी वणयनात्मक आडण डवशे्लषणात्मक संशोधन 

पद्धतीचा वापि किण्र्ात आला आह.े संशोधनासाठी प्राथडमक आडण 
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दयु्र्म माडहतीचा आधाि घेण्र्ात आला आह.े प्राथडमक माडहती 

प्रश्नावली, मुलाखती आडण प्रत्र्क्ष डनिीक्षणािािे संकडलत किण्र्ात 

आली असून, दयु्र्म माडहती पुस्तके, संशोधन लेख, शासकीर् अहवाल, 

पर्यटन डवभागाची प्रकाशने आडण संबंडधत साडहत्र्ाच्र्ा माध्र्मातून 

प्राप्त किण्र्ात आली आह.े सकंडलत माडहतीचे वगीकिण, डवशे्लषण आडण 

अथय लावून डनष्कषय मांिण्र्ात आले आहते. 

र्ा संशोधनातून अपेडक्षत डनष्कषय असा आह े की, पर्यटन 

उद्योिकतेमुळे िोिगािाच्र्ा संधी वाढतात, स्थाडनक उत्पन्नात भि 

पिते, लघु उद्योगांना चालना डमळते आडण सामाडिक डवकासाला गती 

डमळते. तसेच मडहला सक्षमीकिण, सांस्कृडतक वािशाच े संवधयन आडण 

कौशल्र् डवकासामध्र्े पर्यटनाची महत्त्वपूणय भूडमका असल्र्ाचे स्पष्ट 

होते. तथाडप, पर्ायविणीर् प्रदषूण, संसाधनांविील ताण आडण हगंामी 

िोिगाि र्ांसािख्र्ा समस्र्ांवि शाश्वत पर्यटन धोिणांिािे उपार्र्ोिना 

किणे आवश्र्क आह.े 

की-वर्डसय: पर्यटन उद्योिकता, सामाडिक परिणाम, आर्थयक डवकास, 

िोिगाि डनर्मयती, शाश्वत पर्यटन, स्थाडनक डवकास, मडहला 

सक्षमीकिण, सांस्कृडतक वािसा. 

प्रस्तावना : 

पर्यटन हा आधुडनक िगातील सवायडधक वेगाने डवकडसत होणाऱ्र्ा 

सेवा उद्योगांपैकी एक असून, तो कोणत्र्ाही देशाच्र्ा सामाडिक, 

सांस्कृडतक आडण आर्थयक डवकासाचा महत्त्वपूणय आधाि मानला िातो. 

नैसर्गयक सौंदर्य, ऐडतहाडसक वािसा, धार्मयक स्थळे, सांस्कृडतक 

डवडवधता आडण आधुडनक पर्यटन सुडवधा र्ांमुळे भािताने िागडतक 
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पर्यटन क्षेत्रात एक वेगळी ओळख डनमायण केली आह.े पर्यटन उद्योग 

केवळ पर्यटकांच्र्ा प्रवासापुिता मर्ायक्रदत नसून, तो डनवास, वाहतूक, 

खाद्यपदाथय, मनोिंिन, मागयदशयन, हस्तकला, स्थाडनक बािािपेठ आडण 

डवडवध पूिक सेवांशी डनगडित असलेल्र्ा व्यापक आर्थयक 

क्रिर्ाकलापांचा समूह आह.े 

पर्यटन उद्योिकता म्हणिे पर्यटनाशी संबंडधत सेवा, उत्पादने 

आडण व्यवसार्ांची डनर्मयती, व्यवस्थापन व डवस्ताि किण्र्ाची प्रक्रिर्ा 

होर्. र्ामध्र् ेहॉटेल, रिसॉटय, होमस्टे, रॅव्हल एिन्सी, पर्यटन मागयदशयक, 

वाहन सेवा, साहसी पर्यटन, ग्रामीण पर्यटन, धार्मयक पर्यटन तसचे 

स्थाडनक हस्तकला आडण पािंपरिक खाद्यपदाथाांच्र्ा व्यवसार्ांचा 

समावेश होतो. पर्यटन उद्योिकता स्थाडनक संसाधनांचा परिणामकािक 

वापि करून िोिगािडनर्मयती, उत्पन्नवाढ आडण आर्थयक स्वावलंबनाला 

चालना देत.े डवशेषतः ग्रामीण व दगुयम भागांमध्र्े पर्यटनामुळे 

स्वर्ंिोिगािाच्र्ा नवीन संधी डनमायण होतात आडण स्थाडनक 

अथयव्यवस्थेला बळकटी डमळते. 

पर्यटन उद्योगाचे परिणाम केवळ आर्थयक क्षेत्रापुित े मर्ायक्रदत 

नसून त्र्ाच े सामाडिक आडण सांस्कृडतक क्षेत्राविही दिूगामी परिणाम 

होतात. पर्यटनामुळे डवडवध संस्कृतींमधील संवाद वाढतो, सांस्कृडतक 

वािसा ितन किण्र्ास प्रोत्साहन डमळते, स्थाडनक कला, लोकपिंपिा 

आडण हस्तकलेला नवीन बािािपेठ उपलब्ध होते. मडहलांचे आर्थयक 

सक्षमीकिण, र्ुवकांसाठी कौशल्र्डवकास, िीवनमानात सुधािणा आडण 

सामाडिक ऐक्र् वाढडवण्र्ात पर्यटन उद्योगाची महत्त्वपूणय भूडमका आह.े 

त्र्ाचबिोबि पार्ाभूत सुडवधांचा डवकास, पिकीर् चलनाची प्राप्ती 
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आडण स्थाडनक उद्योगांच्र्ा वाढीसाठीही पर्यटन उद्योिकता महत्त्वाची 

ठिते. 

तथाडप, पर्यटनाच्र्ा वाढीसोबत पर्ायविणीर् प्रदषूण, नैसर्गयक 

संसाधनांविील वाढता ताण, सांस्कृडतक मूल्र्ांमध्र् ेबदल, अडत-पर्यटन 

आडण स्थाडनक िीवनशैलीविील परिणाम र्ांसािखी आव्हानेही डनमायण 

होतात. त्र्ामुळे पर्यटनाचा डवकास शाश्वत, पर्ायविणपूिक आडण 

स्थाडनक समािाच्र्ा सहभागातून होण े आवश्र्क आह.े आर्थयक 

प्रगतीबिोबिच सामाडिक समतोल आडण पर्ायविण संवधयन र्ांचा 

समन्वर् साधणािी पर्यटन उद्योिकता ही काळाची गिि बनली आह.े 

र्ा पाश्वयभूमीवि "पर्यटन उद्योिकतेचे सामाडिक-आर्थयक 

परिणाम : एक संशोधनपि अभ्र्ास" र्ा डवषर्ािािे पर्यटन 

उद्योिकतेमुळे डनमायण होणािे सामाडिक व आर्थयक बदल, 

िोिगािडनर्मयती, स्थाडनक डवकास, सांस्कृडतक संवधयन तसेच 

त्र्ासमोिील आव्हाने आडण शाश्वत डवकासाच्र्ा संधी र्ांचा सखोल 

अभ्र्ास किण्र्ाचा प्रर्त्न किण्र्ात आला आह.े 

समस्र्ा डवधान : 

पर्यटन उद्योग हा भािताच्र्ा अथयव्यवस्थेतील महत्त्वाचा सेवा 

उद्योग असून िोिगािडनर्मयती, उत्पन्नवाढ, स्थाडनक डवकास आडण 

सांस्कृडतक संवधयन र्ामध्र् े त्र्ाचे महत्त्वपूणय र्ोगदान आह.े पर्यटन 

उद्योिकतेमुळे स्थाडनक स्तिावि हॉटेल, होमस्टे, रॅव्हल एिन्सी, 

वाहतूक सेवा, हस्तकला, खाद्यव्यवसार् आडण इति अनके पूिक 

उद्योगांना चालना डमळते. त्र्ामुळे ग्रामीण व शहिी भागातील 
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नागरिकानंा स्वर्ंिोिगािाच्र्ा तसेच व्यवसार्वृद्धीच्र्ा संधी उपलब्ध 

होतात. 

तथाडप, पर्यटन उद्योिकतचेा डवकास सवय भागांमध्र् े समान 

प्रमाणात झालेला नाही. अनेक पर्यटनस्थळांवि पार्ाभूत सुडवधांचा 

अभाव, अपुिे प्रडशक्षण, डवत्तीर् सहाय्र्ाची कमतिता, डवपणनातील 

अिचणी, डिडिटल तंत्रज्ञानाचा मर्ायक्रदत वापि, तसेच शासकीर् 

र्ोिनांडवषर्ी अपुिी माडहती र्ांमुळे पर्यटन उद्योिकांना अनेक 

समस्र्ांना सामोिे िाव े लागते. र्ाडशवार् पर्यटनाच्र्ा वाढत्र्ा 

प्रमाणामुळे पर्ायविणीर् प्रदषूण, नैसर्गयक संसाधनांविील ताण, कचिा 

व्यवस्थापन, वाहतूक कोंिी, सांस्कृडतक बदल आडण स्थाडनक 

िीवनशैलीविील परिणाम र्ांसािखी आव्हानेही डनमायण होत आहते. 

पर्यटन उद्योिकतेमुळे आर्थयक लाभ क्रकतपत होतात, स्थाडनक 

समािाच्र्ा िीवनमानात कोणते बदल घितात, िोिगािडनर्मयती व 

उत्पन्नवाढीमध्र् ेपर्यटनाची भूडमका क्रकती प्रभावी आह,े तसेच सामाडिक 

आडण पर्ायविणीर् परिणामांचे स्वरूप कार् आह,े र्ाचा वस्तुडनष्ठ आडण 

संशोधनाधारित अभ्र्ास किणे आवश्र्क आह.े र्ा पाश्वयभूमीवि पर्यटन 

उद्योिकतचेे सामाडिक-आर्थयक परिणाम, त्र्ातील संधी, अिचणी आडण 

शाश्वत डवकासासाठी आवश्र्क उपार्र्ोिना र्ांचा सखोल अभ्र्ास 

किण्र्ाची गिि डनमायण झाली आह.े 

म्हणूनच प्रस्तुत संशोधनाचा मुख्र् भि पर्यटन उद्योिकतेमुळे 

डनमायण होणािे सामाडिक व आर्थयक परिणाम, स्थाडनक डवकासातील 

त्र्ाची भूडमका, उद्योिकानंा भेिसावणाऱ्र्ा समस्र्ा आडण शाश्वत 
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पर्यटन डवकासासाठी आवश्र्क धोिणात्मक उपार् र्ांचा अभ्र्ास 

किण्र्ावि कें क्रित आह.े 

अभ्र्ासाच ेमहत्त्व : 

पर्यटन उद्योग हा आधुडनक अथयव्यवस्थेतील सवायडधक गडतमान 

आडण िोिगािडनर्मयती किणाऱ्र्ा सेवा उद्योगांपैकी एक मानला िातो. 

पर्यटन उद्योिकतचे्र्ा माध्र्मातून स्थाडनक संसाधनांचा परिणामकािक 

वापि करून आर्थयक डवकासाला चालना डमळत.े र्ामुळे केवळ मोठ्या 

उद्योगांनाच नव्ह,े ति लघु व सूक्ष्म उद्योिक, मडहला, र्ुवक आडण स्वर्ं-

सहार्ता गटांनाही िोिगाि व स्वर्ंिोिगािाच्र्ा संधी उपलब्ध होतात. 

त्र्ामुळे पर्यटन उद्योिकतेच्र्ा सामाडिक आडण आर्थयक परिणामांचा 

अभ्र्ास किणे अत्र्तं महत्त्वाचे ठिते. 

र्ा अभ्र्ासािािे पर्यटन उद्योिकतेमुळे स्थाडनक नागरिकांच्र्ा 

उत्पन्नात, िोिगािाच्र्ा संधींमध्र्े, िीवनमानात आडण आर्थयक 

स्वावलंबनामध्र्े झालेल्र्ा बदलांचे वस्तुडनष्ठ डवशे्लषण किता र्ेईल. 

तसेच पर्यटन उद्योगाचा स्थाडनक बािािपेठ, हस्तकला, कृषीपूिक 

व्यवसार्, वाहतकू, डनवास व्यवस्था आडण इति सेवा क्षेत्रांवि होणािा 

परिणाम स्पष्ट होईल. 

सामाडिक दडृष्टकोनातनू हा अभ्र्ास पर्यटनामुळे होणािे 

सांस्कृडतक परिवतयन, लोककला व सांस्कृडतक वािशाचे ितन, मडहलाचं े

सक्षमीकिण, र्ुवकांचा कौशल्र् डवकास, सामाडिक ऐक्र् आडण स्थाडनक 

समािाच्र्ा िीवनशैलीतील बदल र्ांचे मूल्र्ांकन किण्र्ास उपर्ुक्त 

ठिेल. पर्यटनामुळे समािात डनमायण होणाऱ्र्ा सकािात्मक आडण 

नकािात्मक परिणामांचे संतुडलत डवशे्लषण र्ा अभ्र्ासातून किता र्ेईल. 
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पर्यटनाच्र्ा वाढीसोबत पर्ायविणीर् प्रदषूण, नैसर्गयक 

संसाधनांविील वाढता ताण, कचिा व्यवस्थापन, अडत-पर्यटन आडण 

सांस्कृडतक मूल्र्ांविील परिणाम र्ांसािखी आव्हानेही डनमायण होत 

आहते. त्र्ामुळे शाश्वत पर्यटन डवकासासाठी आवश्र्क उपार्र्ोिना 

डनडित किण्र्ासाठी हा अभ्र्ास महत्त्वपूणय ठिेल. 

र्ा संशोधनाचे डनष्कषय शासन, पर्यटन डवभाग, स्थाडनक स्विाज्र् 

संस्था, पर्यटन उद्योिक, स्वर्ंसेवी संस्था आडण धोिणडनमायते र्ानंा 

पर्यटन डवकासासाठी प्रभावी र्ोिना तर्ाि किण्र्ास मागयदशयक ठरू 

शकतात. तसेच पर्यटन क्षेत्रात नवीन उद्योिकानंा व्यवसार्ाच्र्ा संधी, 

संभाव्य अिचणी आडण डवकासाच्र्ा क्रदशा समिून घणे्र्ासाठीही हा 

अभ्र्ास उपर्ुक्त ठिेल. 

र्ाडशवार्, पर्यटन उद्योिकता, ग्रामीण डवकास, स्थाडनक 

अथयव्यवस्था, सामाडिक परिवतयन आडण शाश्वत डवकास र्ा डवषर्ांवि 

पुढील संशोधन किणाऱ्र्ा डवद्याथी, संशोधक आडण अभ्र्ासकांसाठी हा 

अभ्र्ास संदभयग्रंथ म्हणूनही उपर्ुक्त ठिेल. त्र्ामुळे पर्यटन उद्योिकतचे े

सामाडिक-आर्थयक परिणाम समिून घेण्र्ासाठी आडण पर्यटन क्षेत्राच्र्ा 

सवाांगीण व शाश्वत डवकासासाठी प्रस्तुत अभ्र्ासाला डवशेष महत्त्व प्राप्त 

होते. 

सशंोधनाची उक्रद्दष्ट े: 

1. पर्यटन उद्योिकतचेी सकंल्पना आडण स्वरूपाचा अभ्र्ास किणे. 

2. पर्यटन उद्योिकतेमुळे डनमायण होणाऱ्र्ा िोिगािाच्र्ा संधींचा 

अभ्र्ास किणे. 
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3. पर्यटन उद्योिकतेचा स्थाडनक अथयव्यवस्थेवि होणािा परिणाम 

तपासणे. 

4. पर्यटन उद्योिकतेमुळे स्थाडनक नागरिकाचं्र्ा उत्पन्नात झालेल्र्ा 

वाढीचे डवशे्लषण किणे. 

5. पर्यटन उद्योिकतेचा सामाडिक डवकासावि होणािा परिणाम 

अभ्र्ासणे. 

6. पर्यटन उद्योिकतेमुळे मडहला आडण र्ुवकांच्र्ा सक्षमीकिणाचा 

अभ्र्ास किणे. 

7. पर्यटन उद्योिकतेचा स्थाडनक संस्कृती आडण वािसा संवधयनावि 

होणािा परिणाम तपासणे. 

8. पर्यटन उद्योिकतसेमोिील प्रमुख समस्र्ा आडण आव्हान े

ओळखणे. 

9. शाश्वत पर्यटन उद्योिकतसेाठी आवश्र्क उपार्र्ोिनांचा 

अभ्र्ास किणे. 

10. पर्यटन उद्योिकतेच्र्ा सवाांगीण डवकासासाठी र्ोग्र् डशफािसी 

सुचडवणे. 

सशंोधनाची गहृीतके : 

1. पर्यटन उद्योिकतेमुळे स्थाडनक स्तिावि िोिगािाच्र्ा सधंींमध्र्े 

वाढ होते. 

2. पर्यटन उद्योिकतेचा स्थाडनक अथयव्यवस्थेच्र्ा डवकासावि 

सकािात्मक परिणाम होतो. 

3. पर्यटन उद्योिकतेमुळे स्थाडनक नागरिकांच्र्ा उत्पन्नात वाढ 

होते. 
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4. पर्यटन उद्योिकतेमुळे मडहला आडण र्ुवकांच्र्ा आर्थयक 

सक्षमीकिणाला चालना डमळते. 

5. पर्यटन उद्योिकता स्थाडनक संस्कृती आडण वािसा संवधयनास 

प्रोत्साहन देत.े 

6. पर्यटन उद्योिकतेच्र्ा डवकासामुळे पार्ाभूत सुडवधांमध्र्े 

सुधािणा होते. 

7. पर्यटन उद्योिकतेच्र्ा वाढीमुळे स्थाडनक लघु व सूक्ष्म 

उद्योगांना चालना डमळते. 

8. पर्यटन उद्योिकतेच्र्ा डवकासात आर्थयक, पार्ाभूत आडण 

प्रशासकीर् अिथळे महत्त्वाची भूडमका बिावतात. 

9. शाश्वत पर्यटन उद्योिकतेसाठी स्थाडनक लोकसहभाग आडण 

प्रभावी शासकीर् धोिणे आवश्र्क आहते. 

10. पर्यटन उद्योिकतचेे सामाडिक आडण आर्थयक परिणाम 

पिस्पिपूिक स्वरूपाचे आहते. 

सशंोधन पद्धती : 

प्रस्तुत संशोधन "पर्यटन उद्योिकतेच ेसामाडिक-आर्थयक परिणाम 

: एक संशोधनपि अभ्र्ास" र्ा डवषर्ावि आधारित असून, र्ा 

अभ्र्ासासाठी वणयनात्मक आडण डवशे्लषणात्मक संशोधन पद्धतीचा 

अवलंब किण्र्ात आला आह.े पर्यटन उद्योिकतेमुळे समाि आडण 

अथयव्यवस्थेवि होणाऱ्र्ा परिणामांचा सखोल अभ्र्ास किण्र्ासाठी 

डवडवध स्रोतांमधून माडहती संकडलत करून डतचे शास्त्रीर् पद्धतीन े

डवशे्लषण किण्र्ात आले आह.े 
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र्ा संशोधनासाठी प्राथडमक आडण दयु्र्म अशा दोन्ही प्रकािच्र्ा 

माडहतीचा उपर्ोग किण्र्ात आला आह.े प्राथडमक माडहती सकंडलत 

किण्र्ासाठी पर्यटन उद्योिक, पर्यटक, स्थाडनक नागरिक तसेच पर्यटन 

क्षेत्राशी संबंडधत व्यक्ती र्ाचं्र्ाकिून प्रश्नावली, मुलाखत आडण प्रत्र्क्ष 

डनिीक्षण र्ा माध्र्मांचा वापि किण्र्ात आला आह.े र्ामुळे प्रत्र्क्ष 

अनुभव, मत ेआडण पर्यटन उद्योगातील वास्तव परिडस्थती िाणून घेण े

शक्र् झाल ेआह.े 

दयु्र्म माडहती संकडलत किण्र्ासाठी पर्यटन डवषर्ाविील 

पुस्तके, संशोधन प्रबंध, शोधडनबंध, िाष्ट्रीर् व आंतििाष्ट्रीर् 

डनर्तकाडलके, शासनाचे अहवाल, पर्यटन डवभागाची प्रकाशने, 

िनगणना अहवाल, डवडवध संकेतस्थळे आडण इति अडधकृत प्रकाडशत 

साडहत्र्ाचा आधाि घेण्र्ात आला आह.े र्ा माडहतीच्र्ा आधािे पर्यटन 

उद्योिकतचेा डवकास, सामाडिक बदल, आर्थयक परिणाम आडण शाश्वत 

पर्यटनाच्र्ा संकल्पनांचा अभ्र्ास किण्र्ात आला आह.े 

संशोधनासाठी सकंडलत माडहतीचे वगीकिणआडण डवशे्लषण 

किण्र्ात आल े असून आवश्र्कतेनुसाि टके्कवािी, सिासिी र्ाचं्र्ा 

साहाय्र्ान े डनष्कषय मांिण्र्ात आले आहते. र्ा डवशे्लषणाच्र्ा आधािे 

पर्यटन उद्योिकतचेे सामाडिक आडण आर्थयक परिणाम स्पष्ट किण्र्ात 

आले असून, त्र्ासमोिील प्रमुख समस्र्ा, आव्हाने आडण शाश्वत 

डवकासासाठी आवश्र्क उपार्र्ोिना र्ाचंाही डवचाि किण्र्ात आला 

आह.े 

अशा प्रकािे, शास्त्रीर् संशोधन पद्धतीचा अवलंब करून संकडलत 

केलेल्र्ा माडहतीच्र्ा आधािे पर्यटन उद्योिकतेचे सामाडिक-आर्थयक 
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परिणाम वस्तुडनष्ठपणे अभ्र्ासण्र्ाचा प्रर्त्न र्ा संशोधनात किण्र्ात 

आला आह.े त्र्ामुळे प्रस्तुत संशोधनातून प्राप्त होणािे डनष्कषय पर्यटन 

क्षेत्रातील उद्योिक, संशोधक, धोिणडनमायते आडण शासन र्ांच्र्ासाठी 

उपर्ुक्त ठितील. 

पर्यटन उद्योिकतचेी सकंल्पना : 

पर्यटन उद्योिकता ही पर्यटन क्षेत्राशी संबंडधत डवडवध व्यवसार्, 

सेवा आडण उपिमांची डनर्मयती, डनर्ोिन, व्यवस्थापन व डवस्ताि 

किण्र्ाची एक महत्त्वपूणय प्रक्रिर्ा आह.े पर्यटनाच्र्ा वाढत्र्ा गििा पूणय 

किण्र्ासाठी नवीन व्यावसाडर्क संधी डनमायण किणे, उपलब्ध 

संसाधनांचा र्ोग्र् वापि किणे आडण पर्यटकांना दिेदाि सेवा उपलब्ध 

करून देणे ह ेपर्यटन उद्योिकतेचे प्रमुख उक्रद्दष्ट आह.े ही संकल्पना केवळ 

आर्थयक लाभ डमळडवण्र्ापुिती मर्ायक्रदत नसून स्थाडनक डवकास, 

िोिगािडनर्मयती आडण सामाडिक प्रगतीशीही संबंडधत आह.े 

पर्यटन उद्योिकतेमध्र्े पर्यटनाशी डनगडित अनेक व्यवसार्ांचा 

समावेश होतो. र्ामध्र्े हॉटेल व्यवसार्, रिसॉटय, होमस्टे, रॅव्हल एिन्सी, 

टूि ऑपिेटि, पर्यटन मागयदशयक सेवा, वाहतूक व्यवस्था, साहसी पर्यटन, 

धार्मयक पर्यटन, ग्रामीण पर्यटन, खाद्य व्यवसार् तसेच स्थाडनक 

हस्तकला आडण पािंपरिक उत्पादनांची डविी र्ांचा समावेश होतो. र्ा 

डवडवध व्यवसार्ांच्र्ा माध्र्मातून पर्यटकांना आवश्र्क सुडवधा 

डमळतात आडण स्थाडनक नागरिकांना उत्पन्नाचे नवीन स्रोत उपलब्ध 

होतात. 

पर्यटन उद्योिकता स्थाडनक नैसर्गयक, सांस्कृडतक आडण मानवी 

संसाधनांचा प्रभावी वापि करून आर्थयक डवकासाला चालना देते. 
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ग्रामीण आडण दगुयम भागातील पर्यटनस्थळांचा डवकास करून स्थाडनक 

लोकांना स्वर्ंिोिगािाच्र्ा संधी उपलब्ध करून देणे, स्थाडनक कला, 

संस्कृती आडण पिंपिांच े सवंधयन किणे ह े देखील पर्यटन उद्योिकतेच े

महत्त्वाचे कार्य आह.े 

आिच्र्ा काळात शाश्वत पर्यटन डवकासाला डवशेष महत्त्व प्राप्त 

झाल े आह.े पर्ायविणाचे संिक्षण, स्थाडनक समुदार्ाचा सहभाग आडण 

आर्थयक डवकास र्ांचा समतोल साधून पर्यटनाचा डवकास किणे 

आवश्र्क आह.े त्र्ामुळे स्थाडनक ससंाधनांचा र्ोग्र् व िबाबदािीन े

वापि करून दीघयकालीन डवकास साधण े ह े पर्यटन उद्योिकतेचे प्रमुख 

उक्रद्दष्ट मानले िाते. 

अशा प्रकािे, पर्यटन उद्योिकता ही आर्थयक प्रगतीबिोबिच 

सामाडिक परिवतयन, सांस्कृडतक संवधयन आडण शाश्वत डवकासाला 

चालना देणािी एक प्रभावी संकल्पना आह.े 

पर्यटन उद्योिकतचे ेआर्थयक परिणाम : 

पर्यटन उद्योिकता ही आर्थयक डवकासाला चालना देणािी एक 

प्रभावी प्रक्रिर्ा असून, डतचा स्थाडनक, प्रादेडशक आडण िाष्ट्रीर् 

अथयव्यवस्थेवि सकािात्मक परिणाम होतो. पर्यटनाशी संबंडधत डवडवध 

व्यवसार्ांच्र्ा डवकासामुळे िोिगािडनर्मयती, उत्पन्नवाढ, पार्ाभूत 

सुडवधांचा डवकास, स्थाडनक उद्योगानंा प्रोत्साहन आडण पिकीर् 

चलनाची प्राप्ती र्ासंािखे महत्त्वपूणय आर्थयक परिणाम क्रदसून र्ेतात. 

(अ) िोिगाि डनर्मयती : 

पर्यटन उद्योिकतेमुळे मोठ्या प्रमाणावि प्रत्र्क्ष आडण अप्रत्र्क्ष 

िोिगािाच्र्ा संधी डनमायण होतात. हॉटेल, रिसॉटय, होमस्टे, वाहतूक 
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सेवा, पर्यटन मागयदशयन, खाद्य व्यवसार् आडण इति पर्यटनाशी संबंडधत 

क्षेत्रांमध्र् े स्थाडनक र्ुवकांना िोिगाि डमळतो. तसेच मडहला आडण 

ग्रामीण भागातील नागरिकानंा स्वर्ंिोिगािाच्र्ा संधी उपलब्ध होऊन 

त्र्ांचे आर्थयक सक्षमीकिण होते. पर्यटन क्षेत्रातील काही िोिगाि हगंामी 

स्वरूपाचे असले तिी अनके व्यवसार्ांमुळे कार्मस्वरूपी िोिगािाच्र्ा 

संधीही डनमायण होतात. 

(आ) उत्पन्नात वाढ : 

पर्यटन उद्योिकतेमुळे स्थाडनक नागरिकांच्र्ा उत्पन्नात वाढ होते. 

पर्यटकांच्र्ा वाढत्र्ा संख्र्ेमुळे स्थाडनक उत्पादने, सेवा आडण 

व्यवसार्ांना मागणी डनमायण होते. र्ामुळे लघु आडण मध्र्म उद्योगांना 

नवीन बािािपेठ उपलब्ध होते. डवशेषतः ग्रामीण भागातील लोकानंा 

शेतीपूिक व्यवसार्, हस्तकला, खाद्यपदाथय डविी आडण डनवास व्यवस्था 

र्ांमधून अडतरिक्त उत्पन्नाचे स्रोत डमळतात. परिणामी ग्रामीण 

अथयव्यवस्थेला बळकटी डमळते आडण स्थाडनक आर्थयक डवकासाला 

चालना डमळत.े 

(इ) पार्ाभतू सडुवधाचंा डवकास : 

पर्यटनाच्र्ा डवकासासाठी आवश्र्क असलेल्र्ा पार्ाभूत 

सुडवधांमध्र् े सुधािणा होण्र्ास मदत होते. पर्यटनस्थळांपर्ांत 

पोहोचण्र्ासाठी िस्ते, पूल, वाहतूक व्यवस्था, वीि, पाणीपुिवठा आडण 

इंटिनेट सुडवधा र्ांचा डवकास केला िातो. र्ाचा लाभ केवळ 

पर्यटकांनाच नव्ह े ति स्थाडनक नागरिकानंाही होतो. तसेच आिोग्र्, 

स्वच्छता आडण सावयिडनक सुडवधांमध्र्े सुधािणा होऊन पर्यटनस्थळांचा 

सवाांगीण डवकास साधला िातो. 
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(ई) स्थाडनक उद्योगानंा चालना : 

पर्यटन उद्योिकतेमुळे स्थाडनक उद्योगांना मोठी बािािपेठ 

उपलब्ध होते. हस्तकला, हातमाग उत्पादने, लोककला, पािंपरिक 

खाद्यपदाथय, कृषी उत्पादने आडण स्थाडनक वस्तूंना पर्यटकांकिून मागणी 

वाढते. त्र्ामुळे लघुउद्योिकांना नवीन व्यवसार्ाच्र्ा संधी डमळतात 

आडण स्थाडनक उत्पादनांना व्यापक बािािपेठ उपलब्ध होत.े र्ामुळे 

स्थाडनक कौशल्र्ांच ेितन होऊन आर्थयक व्यवहािात वाढ होते. 

(उ) पिकीर् चलन प्राप्ती : 

आंतििाष्ट्रीर् पर्यटनामुळे देशाला मोठ्या प्रमाणात पिकीर् चलन 

प्राप्त होते. डवदेशी पर्यटकाचं्र्ा माध्र्मातनू हॉटेल, वाहतूक, खिेदी, 

मनोिंिन आडण इति सेवांवि खचय केला िातो, ज्र्ामुळे देशाच्र्ा 

अथयव्यवस्थेला फार्दा होतो. पिकीर् चलनाच्र्ा वाढीमुळे िाष्ट्रीर् 

उत्पन्नात भि पिते आडण आर्थयक डवकासाला गती डमळत.े 

अशा प्रकािे, पर्यटन उद्योिकता ही केवळ पर्यटन क्षेत्राच्र्ा 

डवकासापुिती मर्ायक्रदत नसून िोिगािडनर्मयती, उत्पन्नवाढ, स्थाडनक 

उद्योगांचा डवकास आडण आर्थयक स्थैर्य डनमायण किणािे महत्त्वपूणय साधन 

आह.े र्ोग्र् डनर्ोिन आडण शाश्वत धोिणांच्र्ा माध्र्मातून पर्यटन 

उद्योिकतचेा आर्थयक डवकासासाठी अडधक प्रभावी वापि किता र्ेऊ 

शकतो. 

पर्यटन उद्योिकतचे ेसामाडिक परिणाम : 

पर्यटन उद्योिकतचेा प्रभाव केवळ आर्थयक डवकासापुिता मर्ायक्रदत 

नसून समािाच्र्ा डवडवध स्तिांवि सकािात्मक बदल घिवून आणतो. 

पर्यटनाच्र्ा डवकासामुळे स्थाडनक समुदार्ाच्र्ा िीवनशैलीत सुधािणा 
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होते, सामाडिक सक्षमीकिणाला चालना डमळते, सांस्कृडतक वािशाच े

संवधयन होते आडण डवडवध समािघटकांमध्र्े संवाद व सहकार्ायची 

भावना वाढीस लागते. त्र्ामुळे पर्यटन उद्योिकता ही सामाडिक 

परिवतयनाचे एक प्रभावी माध्र्म ठिते. 

(अ) िीवनमानात सधुािणा : 

पर्यटन उद्योिकतेमुळे स्थाडनक नागरिकाचं्र्ा िीवनमानात 

लक्षणीर् सुधािणा होते. पर्यटनस्थळांच्र्ा डवकासासाठी डशक्षण, 

आिोग्र्, डनवास, स्वच्छता आडण इति मूलभूत सडुवधांमध्र्े वाढ केली 

िाते. र्ा सुडवधाचंा लाभ पर्यटकांसोबतच स्थाडनक नागरिकानंाही 

डमळतो. ग्रामीण आडण दगुयम भागांमध्र् ेिस्ते, वीि, पाणीपुिवठा आडण 

आधुडनक तंत्रज्ञानाच्र्ा सुडवधा उपलब्ध झाल्र्ामुळे तेथील लोकांच े

िीवन अडधक सलुभ होते. परिणामी स्थाडनक समािाच्र्ा सामाडिक 

आडण आर्थयक डस्थतीत सुधािणा होऊन िीवनमान उंचावते. 

(आ) मडहला सक्षमीकिण : 

पर्यटन उद्योिकता मडहलांच्र्ा आर्थयक आडण सामाडिक 

सक्षमीकिणासाठी महत्त्वपूणय भूडमका बिावत.े मडहला स्वर्-ंसहार्ता 

गट, घिगुती उद्योग, खाद्य व्यवसार्, होमस्टे, हस्तकला डविी आडण 

स्थाडनक उत्पादनांच्र्ा व्यवसार्ांमध्र्े सहभागी होऊन उत्पन्न डमळवू 

शकतात. र्ामुळे मडहला उद्योिकांची संख्र्ा वाढत ेआडण त्र्ांना आर्थयक 

स्वावलंबन प्राप्त होते. आर्थयकदषृ्या सक्षम झाल्र्ामुळे मडहलांचा 

कुटंुबातील आडण समािातील डनणयर् प्रक्रिर्ेत सहभाग वाढतो. 

(इ) सासं्कृडतक वािशाच ेसवंधयन : 
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पर्यटनामुळे स्थाडनक कला, संस्कृती आडण पिंपिांच े ितन व 

संवधयन किण्र्ास प्रोत्साहन डमळते. लोककला, लोकनृत्र्, लोकसंगीत, 

पािंपरिक हस्तकला, प्रादेडशक खाद्यसंस्कृती आडण ऐडतहाडसक पिंपिा 

र्ांना पर्यटनामुळे नवीन ओळख डमळते. ऐडतहाडसक, धार्मयक आडण 

सांस्कृडतक स्थळांच्र्ा संवधयनासाठी आर्थयक मदत व सामाडिक 

िागरूकता डनमायण होते. स्थाडनक संस्कृतीला िाष्ट्रीर् आडण िागडतक 

स्तिावि प्रडसद्धी डमळण्र्ास मदत होते. 

(ई) सामाडिक ऐक्र् : 

पर्यटनामुळे डवडवध प्रदेश, भाषा, धमय आडण संस्कृतीतील 

लोकांमध्र्े पिस्पि संवाद वाढतो. पर्यटक आडण स्थाडनक समुदार् 

र्ांच्र्ातील संपकायमुळे सांस्कृडतक देवाणघेवाण होत ेआडण डवडवधतेमध्र्े 

एकतेची भावना मिबूत होते. पर्यटनामुळे िाष्ट्रीर् एकात्मता, बंधुभाव 

आडण सामाडिक सहकार्ायची भावना वाढीस लागते. डवडवध 

समािघटक एकमेकांच्र्ा पिंपिा आडण िीवनशैली समिून घेण्र्ास 

सक्षम होतात. 

(उ) कौशल्र् डवकास : 

पर्यटन उद्योगाच्र्ा वाढीमुळे स्थाडनक नागरिकानंा डवडवध 

प्रकािचे कौशल्र् प्रडशक्षण डमळते. भाषा कौशल्र्, संवाद कौशल्र्, ग्राहक 

सेवा, आडतथ्र् व्यवस्थापन, पर्यटन मागयदशयन आडण व्यवसार् 

व्यवस्थापन र्ांसािख्र्ा क्षेत्रामंध्र्े र्ुवकांना नवीन संधी उपलब्ध होतात. 

र्ा कौशल्र्ांमुळे र्ुवकांचा आत्मडवश्वास वाढतो आडण त्र्ांच्र्ा 

व्यडक्तमत्त्व डवकासाला चालना डमळते. 



Recent Trends in Commerce and Management      415 

 

 

अशा प्रकािे, पर्यटन उद्योिकता ही सामाडिक डवकासाला गती 

देणािी महत्त्वपूणय प्रक्रिर्ा आह.े िीवनमान सुधािणा, मडहला 

सक्षमीकिण, सांस्कृडतक वािशाचे संिक्षण, सामाडिक ऐक्र् आडण 

कौशल्र् डवकास र्ासंािख्र्ा क्षेत्रांमध्र्े पर्यटन उद्योिकतचेा सकािात्मक 

प्रभाव क्रदसून र्ेतो. त्र्ामुळे समािाच्र्ा सवाांगीण डवकासासाठी पर्यटन 

उद्योिकतेला डवशेष महत्त्व प्राप्त झाले आह.े 

पर्यटन उद्योिकतचे ेनकािात्मक परिणाम : 

पर्यटन उद्योिकतेमुळे आर्थयक आडण सामाडिक डवकासाला 

चालना डमळत असली तिी, पर्यटनाच्र्ा अडनर्ंडत्रत वाढीमुळे काही 

नकािात्मक परिणामही डनमायण होतात. पर्यटनाचा र्ोग्र् डनर्ोिन 

आडण व्यवस्थापनाअभावी पर्ायविण, स्थाडनक समाि, नसैर्गयक संसाधन े

आडण आर्थयक स्थैर्ायवि डवपिीत परिणाम होऊ शकतो. त्र्ामुळे पर्यटन 

डवकासासोबत त्र्ातून डनमायण होणाऱ्र्ा समस्र्ांचा डवचाि किणे 

आवश्र्क आह.े 

(अ) पर्ायविणीर् प्रदषूण : 

पर्यटनस्थळांवि पर्यटकांची संख्र्ा वाढल्र्ामुळे कचिा, 

प्लाडस्टकचा वापि, ध्वनी प्रदषूण आडण िलप्रदषूण र्ांसािख्र्ा 

पर्ायविणीर् समस्र्ा डनमायण होतात. मोठ्या प्रमाणावि होणािी 

बांधकामे, वाहनांची वाढती संख्र्ा आडण नैसर्गयक क्षेत्रांचा व्यावसाडर्क 

वापि र्ामुळे पर्ायविणाचा समतोल डबघिण्र्ाची शक्र्ता असते. र्ाचा 

परिणाम स्थाडनक िैवडवडवधता आडण नसैर्गयक सौंदर्ायवि होऊ शकतो. 

(आ) नसैर्गयक ससंाधनावंि ताण : 
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पर्यटनाच्र्ा वाढीमुळे पाणी, िमीन, ऊिाय आडण इति नैसर्गयक 

संसाधनांचा वापि मोठ्या प्रमाणात वाढतो. डवशेषतः िोंगिाळ, क्रकनािी 

आडण ग्रामीण भागातील पर्यटनस्थळांवि मर्ायक्रदत संसाधनांवि अडधक 

दबाव डनमायण होतो. र्ामळेु स्थाडनक नागरिकांना पाणीटंचाई, ऊिाय 

समस्र्ा आडण पर्ायविणीर् असंतुलनाचा सामना किावा लाग ूशकतो. 

(इ) पर्यटनस्थळावंि गदी आडण कचऱ्र्ाची समस्र्ा : 

लोकडप्रर् पर्यटनस्थळांवि मोठ्या प्रमाणात पर्यटकांची गदी 

झाल्र्ामुळे वाहतूक कोंिी, अस्वच्छता आडण कचिा व्यवस्थापनाच्र्ा 

समस्र्ा डनमायण होतात. र्ोग्र् डनर्ोिन नसल्र्ास पर्यटनस्थळांची 

नैसर्गयक आडण सांस्कृडतक गुणवत्ता कमी होऊ शकते. त्र्ामुळे 

पर्यटनस्थळांच्र्ा क्षमतेनसुाि पर्यटक व्यवस्थापन किणे आवश्र्क आह.े 

(ई) सासं्कृडतक मलू्र्ामंध्र् ेबदल : 

पर्यटनामुळे सांस्कृडतक देवाणघेवाण वाढत असली तिी काही 

वेळा स्थाडनक संस्कृती, पिंपिा आडण िीवनशैलीवि बाह्य प्रभाव पिू 

शकतो. व्यापािीकिणामुळे काही पािंपरिक मूल्र्े आडण सांस्कृडतक प्रथा 

बदलण्र्ाची ककंवा कमी होण्र्ाची शक्र्ता असते. स्थाडनक संस्कृतीच े

ितन किताना पर्यटनाचा डवकास साधण ेआवश्र्क आह.े 

(उ) महागाई आडण िडमनीच्र्ा क्रकमती वाढण े: 

पर्यटन क्षेत्राच्र्ा डवकासामुळे काही पर्यटनस्थळांवि िमीन, 

डनवास आडण दैनंक्रदन गििचे्र्ा वस्तूंच्र्ा क्रकमती वाढू शकतात. र्ामुळे 

स्थाडनक नागरिकाचं्र्ा िीवनावश्र्क खचायत वाढ होते. तसचे िमीन 

खिेदी-डविीच्र्ा वाढत्र्ा व्यवहािामुळे स्थाडनक लोकांना काही वेळा 

आर्थयक अिचणींचा सामना किावा लागतो. 
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(ऊ) पाणी आडण ऊिचेा वाढता वापि : 

हॉटेल, रिसॉटय, मनोिंिन कें िे आडण इति पर्यटन सुडवधा र्ांमध्र्े 

मोठ्या प्रमाणावि पाणी व ऊिेचा वापि होतो. र्ामुळे स्थाडनक 

पातळीवि उपलब्ध संसाधनांवि ताण डनमायण होतो. र्ोग्र् डनर्ोिन 

आडण पर्ायविणपूिक उपार्र्ोिना न केल्र्ास नसैर्गयक संसाधनांचे 

नुकसान होऊ शकते. 

(ए) हगंामी िोिगािामळेु उत्पन्नातील अडस्थिता : 

काही पर्यटनस्थळांवि पर्यटन हगंामानसुाि िोिगािाच्र्ा संधी 

उपलब्ध होतात. पर्यटनाचा मुख्र् काळ संपल्र्ानंति अनके कामगािांना 

बेिोिगािी ककंवा उत्पन्नातील घट र्ांचा सामना किावा लागतो. त्र्ामुळे 

पर्यटनावि पूणयपणे अवलंबून असलेल्र्ा लोकाचं्र्ा आर्थयक स्थैर्ायवि 

परिणाम होऊ शकतो. 

अशा प्रकािे, पर्यटन उद्योिकतेच े अनेक सकािात्मक परिणाम 

असले तिी त्र्ाच्र्ा अडनर्डंत्रत डवकासामुळे पर्ायविणीर्, सामाडिक 

आडण आर्थयक समस्र्ा डनमायण होऊ शकतात. त्र्ामुळे शाश्वत 

पर्यटनाच्र्ा माध्र्मातून पर्ायविण संिक्षण, स्थाडनक लोकांचा सहभाग 

आडण संतुडलत डवकास साधणे आवश्र्क आह.े 

डनष्कषय : 

1. पर्यटन उद्योिकता ही आर्थयक डवकासाला चालना देणािे 

प्रभावी साधन आह.े 

2. पर्यटन उद्योिकतेमुळे स्थाडनक स्तिावि िोिगािाच्र्ा नवीन 

संधी डनमायण होतात. 
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3. पर्यटन उद्योगामुळे स्थाडनक नागरिकाचं्र्ा उत्पन्नात वाढ होऊन 

िीवनमान सुधािण्र्ास मदत होते. 

4. पर्यटन उद्योिकतेमुळे लघ ु व मध्र्म उद्योगांना प्रोत्साहन 

डमळते. 

5. पर्यटनाच्र्ा डवकासामुळे पार्ाभूत सुडवधांमध्र्े सुधािणा होऊन 

स्थाडनक डवकासाला गती डमळते. 

6. पर्यटन उद्योिकता मडहलांचे आर्थयक सक्षमीकिण आडण 

र्ुवकांच्र्ा कौशल्र् डवकासाला सहाय्र् किते. 

7. पर्यटनामुळे स्थाडनक कला, संस्कृती आडण सांस्कृडतक वािशाच े

संवधयन होण्र्ास मदत होते. 

8. पर्यटन उद्योिकतेमुळे सामाडिक ऐक्र् आडण सांस्कृडतक 

देवाणघेवाण वाढते. 

9. पर्यटनाच्र्ा अडनर्ंडत्रत वाढीमुळे पर्ायविणीर् आडण सामाडिक 

समस्र्ा डनमायण होऊ शकतात. 

10. शाश्वत पर्यटन डवकासासाठी पर्ायविण संिक्षण, स्थाडनक 

सहभाग आडण प्रभावी डनर्ोिन आवश्र्क आह.े 

डशफािशी व उपार्र्ोिना : 

1. पर्यटन उद्योिकतचे्र्ा डवकासासाठी शासनाने प्रभावी धोिणे 

आडण आर्थयक सहाय्र् उपलब्ध करून द्यावे. 

2. स्थाडनक र्ुवक व मडहलासंाठी पर्यटन व्यवसार्ाशी संबंडधत 

कौशल्र् डवकास प्रडशक्षण कार्यिम िाबवावेत. 

3. पर्यटन उद्योिकांना किय सुडवधा, अनुदान आडण व्यवसार् 

मागयदशयन सहि उपलब्ध करून द्याव.े 
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4. पर्यटनस्थळांविील पार्ाभूत सुडवधा िसे की िस्त,े स्वच्छता, 

पाणी आडण वाहतूक व्यवस्था अडधक सक्षम किावी 

5. पर्ायविण संिक्षणासाठी शाश्वत आडण पर्ायविणपूिक पर्यटन 

पद्धतींचा अवलंब किावा. 

6. स्थाडनक कला, संस्कृती, हस्तकला आडण पिंपिांच्र्ा 

संवधयनासाठी डवशेष उपिम िाबवावेत. 

7. पर्यटनस्थळांविील कचिा व्यवस्थापन आडण स्वच्छतेसाठी 

प्रभावी र्ंत्रणा डनमायण किावी. 

8. पर्यटन व्यवसार्ात डिडिटल तंत्रज्ञान, ऑनलाइन डवपणन आडण 

आधुडनक व्यवस्थापन पद्धतींचा वापि वाढवावा. 

9. स्थाडनक समुदार्ाचा पर्यटन डनर्ोिन आडण डवकास प्रक्रिर्ेत 

सक्रिर् सहभाग सुडनडित किावा. 

10. पर्यटन क्षेत्रातील हगंामी िोिगािाची समस्र्ा कमी किण्र्ासाठी 

वषयभि चालणाऱ्र्ा पर्यटन उपिमांना प्रोत्साहन द्याव.े 
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Chapter: 40 
 

मडहला सक्षमीकिणातील सामाडिक उद्योिकतेची 

भडूमका : एक सशंोधनात्मक अध्र्र्न 

िॉ. आिती िाण े 

प्रस्तावना : 

आिच्र्ा िागडतकीकिणाच्र्ा आडण शाश्वत डवकासाच्र्ा र्ुगात 

मडहला सक्षमीकिण हा सामाडिक, आर्थयक आडण िाष्ट्रीर् डवकासाचा 

कें िचबंद ू बनला आह.े कोणत्र्ाही िाष्ट्राच्र्ा सवाांगीण प्रगतीसाठी 

मडहलांचा समान आडण सक्रिर् सहभाग अत्र्ावश्र्क मानला िातो. 

डशक्षण, आिोग्र्, िोिगाि, डनणयर्प्रक्रिर्ा, आर्थयक स्वावलंबन आडण 

सामाडिक न्र्ार् र्ा सवय क्षेत्रांमध्र्े मडहलांना समान संधी उपलब्ध 

करून देणे ही मडहला सक्षमीकिणाची मूलभतू संकल्पना आह.े 

सक्षमीकिण म्हणिे केवळ मडहलांना अडधकाि प्रदान किणे नव्ह,े ति 

त्र्ांच्र्ा क्षमता डवकडसत करून त्र्ांना स्वतःच्र्ा िीवनाशी संबंडधत 

डनणयर् स्वतंत्रपणे घेण्र्ास सक्षम बनडवण्र्ाची एक व्यापक सामाडिक 

प्रक्रिर्ा होर्. 

भाितीर् समािात मडहलांनी डवडवध क्षेत्रांत उल्लेखनीर् प्रगती 

केली असली, तिीही अनके मडहलांना गरिबी, बेिोिगािी, आर्थयक 

पिावलंडबत्व, चलंगभेद, सामाडिक रूढी, संसाधनांविील मर्ायक्रदत प्रवेश 

आडण डनणयर् प्रक्रिर्ेत अपुिा सहभाग अशा अनेक समस्र्ानंा सामोिे िावे 

लागते. त्र्ामुळे मडहलांचे सक्षमीकिण ही केवळ सामाडिक गिि नसनू 

शाश्वत डवकासाची पूवयअट आह.े संर्ुक्त िाष्ट्रसंघाच्र्ा शाश्वत डवकास 
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उक्रद्दष्टांमध्र् े (Sustainable Development Goals – SDGs) 

देखील चलंगसमानता आडण मडहला सक्षमीकिणाला डवशेष महत्त्व 

देण्र्ात आले आह.े 

र्ा पाश्वयभूमीवि सामाडिक उद्योिकता ही सकंल्पना डवशेष 

महत्त्वाची ठिते. सामाडिक उद्योिकता म्हणिे सामाडिक समस्र्ा 

ओळखून त्र्ांचे डनिाकिण किण्र्ासाठी उद्योिकीर् कौशल्र्े, नवकल्पना 

आडण उपलब्ध संसाधनांचा प्रभावी वापि किणािी प्रक्रिर्ा होर्. 

पािंपरिक उद्योिकतेचा मुख्र् उद्देश आर्थयक नफा असतो, ति सामाडिक 

उद्योिकतचेा प्रमुख उद्देश सामाडिक परिवतयन, लोककल्र्ाण आडण 

समुदार्ाचा शाश्वत डवकास हा असतो. सामाडिक उद्योिक 

िोिगािडनर्मयती, कौशल्र्डवकास, आिोग्र्, डशक्षण, पर्ायविण संिक्षण, 

आर्थयक समावेशन आडण सामाडिक न्र्ार् र्ांसािख्र्ा क्षेत्रांमध्र् े कार्य 

करून समािात सकािात्मक बदल घिवून आणतात. 

मडहला आडण सामाडिक उद्योिकता र्ांचा पिस्पिसंबंध अत्र्ंत 

घडनष्ठ आह.े सामाडिक उद्योिकतेच्र्ा माध्र्मातनू मडहलांना िोिगाि, 

स्वर्ंिोिगाि, आर्थयक स्वावलंबन, नेतृत्व डवकास, डनणयर्क्षमता, 

सामाडिक प्रडतष्ठा आडण आत्मडवश्वास प्राप्त होतो. स्वर्ं-सहाय्र्ता गट, 

मडहला बचत गट, सूक्ष्म डवत्त संस्था, सामाडिक उद्योग, मडहला 

सहकािी संस्था आडण स्वर्ंसेवी संघटनाचं्र्ा माध्र्मातून अनके 

मडहलांनी केवळ स्वतःच े िीवनमान उंचावल े नाही, ति समािातील 

इति मडहलानंाही डवकासाच्र्ा मुख्र् प्रवाहात आणण्र्ाच ेकार्य केले आह.े 

त्र्ामुळे सामाडिक उद्योिकता ही मडहला सक्षमीकिणासाठी एक 

प्रभावी आडण शाश्वत साधन म्हणून उदर्ास आली आह.े 
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सामाडिक उद्योिकतेमुळे मडहलांच्र्ा आर्थयक डवकासाबिोबिच 

त्र्ांच्र्ा सामाडिक, शैक्षडणक, सांस्कृडतक आडण िािकीर् सहभागातही 

वाढ होत आह.े आर्थयक स्वावलंबनामुळे मडहलांच्र्ा डनणयर्क्षमतेत वाढ 

होते, कुटंुबातील त्र्ाचंे स्थान अडधक बळकट होते आडण समािात 

त्र्ांची ओळख स्वतंत्र व्यडक्तमत्त्व म्हणून डनमायण होते. डवशेषतः ग्रामीण 

आडण वंडचत भागातील मडहलांसाठी सामाडिक उद्योिकता ही 

आत्मडनभयिता आडण सवाांगीण डवकासाचा प्रभावी मागय ठिली आह.े 

सद्यडस्थतीत शासनाच्र्ा डवडवध र्ोिना, स्वर्ंसेवी संस्था, सूक्ष्म 

डवत्त व्यवस्था, डिडिटल तंत्रज्ञान आडण कौशल्र् डवकास कार्यिम र्ांच्र्ा 

माध्र्मातून मडहला सामाडिक उद्योिकतेला प्रोत्साहन क्रदले िात आह.े 

तथाडप, आर्थयक भांिवलाची कमतिता, बािािपेठेपर्ांत मर्ायक्रदत 

पोहोच, तांडत्रक ज्ञानाचा अभाव, सामाडिक बधंने, कौटंुडबक 

िबाबदाऱ्र्ा आडण धोिणात्मक अिचणी र्ांसािखी अनेक आव्हान े

आिही मडहलासंमोि आहते. त्र्ामुळे सामाडिक उद्योिकतेच्र्ा 

माध्र्मातून मडहला सक्षमीकिणाची प्रक्रिर्ा अडधक प्रभावी किण्र्ासाठी 

डवद्यमान परिडस्थतीचे संशोधनात्मक डवशे्लषण किणे आवश्र्क ठिते. 

प्रस्तुत संशोधनाचा उद्देश मडहला सक्षमीकिणामध्र् ेसामाडिक 

उद्योिकतचेी भूडमका, डतचे सामाडिक व आर्थयक परिणाम, 

मडहलांसमोिील आव्हाने आडण त्र्ाविील उपार्र्ोिना र्ांचा सखोल 

अभ्र्ास किणे हा आह.े तसेच सामाडिक उद्योिकतेच्र्ा माध्र्मातून 

मडहलांच्र्ा िीवनमानात झालेल्र्ा बदलांचे डवशे्लषण करून मडहला 

डवकासासाठी उपर्ुक्त धोिणात्मक सूचना मांिणे हदेेखील र्ा संशोधनाचे 

महत्त्वपूणय उक्रद्दष्ट आह.े र्ा संशोधनातून मडहला सक्षमीकिणाच्र्ा 
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प्रक्रिर्ेला अडधक प्रभावी क्रदशा डमळण्र्ास मदत होईल, तसेच 

धोिणडनमायते, संशोधक, सामाडिक संस्था आडण मडहला उद्योिक 

र्ांच्र्ासाठी ह ेअध्र्र्न मागयदशयक ठिेल. 

समस्र्ा डवधान : 

भाितामध्र्े मडहला सक्षमीकिणासाठी शासन, स्वर्ंसेवी संस्था 

आडण डवडवध सामाडिक संघटनांच्र्ा माध्र्मातनू अनेक र्ोिना व 

उपिम िाबडवले िात आहते. डशक्षण, आिोग्र्, आर्थयक डवकास, कौशल्र् 

प्रडशक्षण आडण स्वर्ंिोिगािाच्र्ा संधी उपलब्ध करून मडहलाचंे 

सामाडिक व आर्थयक स्थान उंचावण्र्ाचे प्रर्त्न सातत्र्ाने होत आहते. 

तथाडप, र्ा प्रर्त्नानंंतिही अनेक मडहला आर्थयक पिावलंडबत्व, 

बेिोिगािी, चलंगभेद, सामाडिक बंधने, ससंाधनांविील मर्ायक्रदत प्रवेश, 

डनणयर् प्रक्रिर्ेत अपुिा सहभाग आडण उद्योिकतसेाठी आवश्र्क आर्थयक 

व तांडत्रक सहाय्र्ाचा अभाव अशा डवडवध समस्र्ांना सामोिे िात 

आहते. 

अशा परिडस्थतीत सामाडिक उद्योिकता ही मडहला 

सक्षमीकिणाचे प्रभावी माध्र्म म्हणून पुढे आली आह.े सामाडिक 

उद्योिकतचे्र्ा माध्र्मातनू मडहलांना िोिगाि, स्वर्िंोिगाि, आर्थयक 

स्वावलंबन, नेतृत्व डवकास, सामाडिक प्रडतष्ठा आडण समुदार् 

डवकासामध्र्े सक्रिर् सहभागाची संधी डमळते. स्वर्ं-सहाय्र्ता गट, 

मडहला बचत गट, सूक्ष्म डवत्त संस्था, सामाडिक उद्योग आडण स्वर्ंसेवी 

संस्थांच्र्ा माध्र्मातून अनके मडहलानंी स्वतःच े िीवनमान उंचावले 

असून समािात सकािात्मक परिवतयन घिवून आणले आह.े 
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तथाडप, सामाडिक उद्योिकतेच्र्ा माध्र्मातनू मडहला 

सक्षमीकिणाची प्रक्रिर्ा सवय स्तिांवि समान प्रमाणात प्रभावी झालेली 

क्रदसून र्ेत नाही. ग्रामीण आडण शहिी भागातील संधींमध्र् े असलेली 

तफावत, भांिवलाची कमतिता, बािािपेठेपर्ांत मर्ायक्रदत पोहोच, 

डिडिटल साक्षितेचा अभाव, सामाडिक व कौटंुडबक अिथळे आडण 

धोिणात्मक मर्ायदा र्ांमुळे अनेक मडहलांना सामाडिक उद्योिकतेमध्र् े

र्शस्वीपणे सहभागी होता र्ेत नाही. तसेच सामाडिक उद्योिकतेमुळे 

मडहलांच्र्ा आर्थयक, सामाडिक आडण वैर्डक्तक सक्षमीकिणामध्र्े नेमका 

क्रकती आडण कशा प्रकािचा बदल घिून र्ेतो, र्ाबाबत अडधक सखोल 

संशोधनाची आवश्र्कता आह.े 

र्ा पाश्वयभूमीवि प्रस्तुत संशोधनामध्र्े मडहला सक्षमीकिणामध्र्े 

सामाडिक उद्योिकतचेी भूडमका, डतचे परिणाम, मडहलांना 

भेिसावणािी आव्हाने, उपलब्ध संधी आडण सक्षमीकिणाची प्रक्रिर्ा 

अडधक प्रभावी किण्र्ासाठी आवश्र्क उपार्र्ोिनांचा संशोधनात्मक 

अभ्र्ास किण्र्ात र्ेणाि आह.े प्रस्तुत अध्र्र्नातून सामाडिक 

उद्योिकतचे्र्ा माध्र्मातनू मडहला सक्षमीकिणासाठी अडधक 

परिणामकािक धोिणे आडण डवकासात्मक क्रदशा सुचडवण्र्ाचा प्रर्त्न 

किण्र्ात र्ेईल. 

अभ्र्ासाच ेमहत्त्व : 

मडहला सक्षमीकिण ह े कोणत्र्ाही िाष्ट्राच्र्ा सवाांगीण 

डवकासाच े एक महत्त्वपूणय सूचक मानले िाते. समािाच्र्ा आर्थयक, 

सामाडिक, शैक्षडणक आडण िािकीर् प्रगतीमध्र्े मडहलांचा सक्रिर् 

सहभाग असेल तिच डवकासाची प्रक्रिर्ा सवयसमावेशक आडण शाश्वत 
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ठिते. आिच्र्ा काळात मडहलांच्र्ा सक्षमीकिणासाठी डवडवध 

उपार्र्ोिना िाबडवल्र्ा िात असल्र्ा, तिी सामाडिक आडण आर्थयक 

डवषमता, संसाधनांविील मर्ायक्रदत प्रवेश, िोिगािाच्र्ा कमी संधी आडण 

पािंपरिक सामाडिक बंधन े र्ांमुळे अनेक मडहलानंा अपेडक्षत प्रगती 

साधता आलेली नाही. अशा परिडस्थतीत सामाडिक उद्योिकता ही 

मडहला सक्षमीकिणासाठी एक प्रभावी आडण परिवतयनकािी साधन 

म्हणून उदर्ास आली आह.े 

सामाडिक उद्योिकता ही केवळ आर्थयक लाभ डमळडवण्र्ाचे 

माध्र्म नसून समािातील डवडवध समस्र्ांवि नाडवन्र्पूणय आडण शाश्वत 

उपार् शोधण्र्ाची प्रक्रिर्ा आह.े र्ा प्रक्रिर्ते मडहलांचा सहभाग 

वाढल्र्ास त्र्ांना आर्थयक स्वावलंबन, नेतृत्व क्षमता, डनणयर्क्षमता, 

सामाडिक प्रडतष्ठा आडण आत्मडवश्वास प्राप्त होतो. सामाडिक 

उद्योिकतेमुळे मडहलानंा स्वर्ंिोिगािाच्र्ा संधी उपलब्ध होतात, 

त्र्ांच्र्ा कौशल्र्ांचा डवकास होतो आडण त्र्ा स्वतःबिोबिच इति 

मडहलांनाही िोिगािाच्र्ा संधी डनमायण करून समािाच्र्ा डवकासात 

महत्त्वपूणय र्ोगदान देतात. त्र्ामुळे मडहला सक्षमीकिण आडण 

सामाडिक उद्योिकता र्ांचा पिस्पिसंबंध अभ्र्ासणे आवश्र्क ठिते. 

प्रस्तुत अध्र्र्नाच े महत्त्व र्ामध्र् े आह े की, सामाडिक 

उद्योिकतचे्र्ा माध्र्मातून मडहलांच्र्ा िीवनात घिणाऱ्र्ा आर्थयक, 

सामाडिक आडण वैर्डक्तक बदलांचे वस्तुडनष्ठ डवशे्लषण र्ा संशोधनातनू 

किता र्ेईल. मडहलाचं्र्ा आर्थयक स्वावलंबनामुळे त्र्ांच्र्ा कुटंुबातील 

डनणयर्प्रक्रिर्ेत सहभाग वाढतो, मुलांच्र्ा डशक्षण आडण आिोग्र्ाकिे 

अडधक लक्ष क्रदले िाते तसचे समािात त्र्ांचा सन्मान आडण प्रभाव 
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वाढतो. त्र्ामुळे सामाडिक उद्योिकतचेा प्रभाव हा केवळ व्यक्तीपुिता 

मर्ायक्रदत िाहत नाही, ति त्र्ाचा सकािात्मक परिणाम कुटंुब, समुदार् 

आडण संपूणय समािावि क्रदसनू र्ेतो. 

ह े अध्र्र्न शासन, स्वर्ंसवेी संस्था, डवत्तीर् संस्था आडण 

धोिणडनमायते र्ाचं्र्ासाठीही उपर्ुक्त ठिेल. संशोधनातून प्राप्त 

डनष्कषाांच्र्ा आधािे मडहला सामाडिक उद्योिकतेला प्रोत्साहन देणाऱ्र्ा 

र्ोिना अडधक प्रभावीपणे िाबडवता र्ेतील. तसेच मडहला 

उद्योिकांसमोिील आर्थयक, सामाडिक, तांडत्रक आडण प्रशासकीर् 

अिचणी ओळखून त्र्ांवि र्ोग्र् उपार्र्ोिना सचुडवता र्तेील. डवशेषतः 

ग्रामीण आडण वंडचत घटकांतील मडहलांसाठी सामाडिक उद्योिकतचे्र्ा 

संधी अडधक व्यापक किण्र्ासाठी ह ेसंशोधन मागयदशयक ठिेल. 

शैक्षडणक दडृष्टकोनातनूही प्रस्तुत अध्र्र्नाला डवशेष महत्त्व 

आह.े मडहला सक्षमीकिण आडण सामाडिक उद्योिकता र्ा डवषर्ांविील 

उपलब्ध संशोधन साडहत्र्ामध्र्े भि घालण्र्ास ह े अध्र्र्न उपर्ुक्त 

ठिेल. संशोधक, डवद्याथी, डशक्षक आडण अभ्र्ासक र्ांना र्ा क्षेत्रातील 

संकल्पना, समस्र्ा, संधी आडण परिणाम समिून घेण्र्ासाठी ह ेसंशोधन 

संदभयग्रंथ म्हणून उपर्ोगी पिेल. तसेच भडवष्र्ातील संशोधनासाठी 

नवीन क्रदशा आडण संशोधनाच्र्ा संधी उपलब्ध करून देण्र्ासही ह े

अध्र्र्न सहाय्र्क ठिेल. 

अशा प्रकािे प्रस्तुत अध्र्र्न मडहला सक्षमीकिणाच्र्ा प्रक्रिर्ेत 

सामाडिक उद्योिकतेच ेस्थान, डतच ेसामाडिक आडण आर्थयक परिणाम, 

तसेच शाश्वत डवकासातील डतचे र्ोगदान र्ांचे सखोल डवशे्लषण किणािे 

आह.े त्र्ामुळे र्ा अध्र्र्नाला सामाडिक, शैक्षडणक, आर्थयक, 
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धोिणात्मक आडण संशोधनात्मक अशा सवयच स्तिांवि डवशेष महत्त्व 

प्राप्त होते. 

सशंोधनाची उक्रद्दष्ट े: 

1. मडहला सक्षमीकिणाची सकंल्पना आडण स्वरूपाचा अभ्र्ास 

किणे. 

2. सामाडिक उद्योिकतेची संकल्पना, वैडशष्ये आडण उक्रद्दष्ट े

समिून घेण.े 

3. मडहला सक्षमीकिणामध्र्े सामाडिक उद्योिकतेची भूडमका स्पष्ट 

किणे. 

4. सामाडिक उद्योिकतेमुळे मडहलांच्र्ा आर्थयक सक्षमीकिणावि 

होणाऱ्र्ा परिणामांचा अभ्र्ास किणे. 

5. सामाडिक उद्योिकतेमुळे मडहलांच्र्ा सामाडिक आडण वरै्डक्तक 

डवकासाचे डवशे्लषण किणे. 

6. मडहला सामाडिक उद्योिकांसमोिील प्रमुख समस्र्ा आडण 

आव्हानांचा अभ्र्ास किणे. 

7. मडहला सामाडिक उद्योिकतेला प्रोत्साहन देणाऱ्र्ा शासकीर् 

र्ोिना आडण धोिणाचंे पिीक्षण किणे. 

8. मडहला सक्षमीकिणासाठी सामाडिक उद्योिकतेच्र्ा 

माध्र्मातून िाबडवल्र्ा िाणाऱ्र्ा उपिमांचे मूल्र्ांकन किणे. 

9. मडहला सामाडिक उद्योिकतेच्र्ा प्रभावी अंमलबिावणीसाठी 

आवश्र्क उपार्र्ोिना सुचडवणे. 

10. मडहला सक्षमीकिण आडण शाश्वत डवकास र्ांमध्र् े सामाडिक 

उद्योिकतचेे र्ोगदान अधोिेडखत किणे. 
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सशंोधनाची गडृहतके : 

1. सामाडिक उद्योिकतेचा मडहला सक्षमीकिणावि सकािात्मक 

परिणाम होतो. 

2. सामाडिक उद्योिकतेमुळे मडहलांचे आर्थयक स्वावलंबन वाढते. 

3. सामाडिक उद्योिकतेमुळे मडहलांच्र्ा डनणयर्क्षमता आडण 

नेतृत्वगुणांचा डवकास होतो. 

4. सामाडिक उद्योिकतेमुळे मडहलांचा सामाडिक आडण आर्थयक 

सहभाग वाढतो. 

5. कौशल्र् डवकास आडण प्रडशक्षणामुळे मडहलांच्र्ा सामाडिक 

उद्योिकतेला चालना डमळत.े 

6. शासकीर् र्ोिना आडण आर्थयक सहाय्र्ामुळे मडहला सामाडिक 

उद्योिकतचे्र्ा संधी वाढतात. 

7. मडहला सामाडिक उद्योिकांना आर्थयक, सामाडिक आडण 

तांडत्रक अिचणींचा सामना किावा लागतो. 

8. सामाडिक उद्योिकतेमुळे मडहलांच्र्ा िीवनमानात आडण 

सामाडिक प्रडतष्ठते सुधािणा होते. 

9. ग्रामीण आडण शहिी मडहलांच्र्ा सामाडिक उद्योिकतेच्र्ा 

संधींमध्र्े लक्षणीर् फिक आढळतो. 

10. सामाडिक उद्योिकता ही शाश्वत मडहला सक्षमीकिणाच े

प्रभावी साधन आह.े 

 

सशंोधन पद्धती : 
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कोणत्र्ाही संशोधनाची डवश्वासाहयता आडण गुणवत्ता ही 

त्र्ामध्र्े वापिण्र्ात आलेल्र्ा संशोधन पद्धतीवि अवलंबून असते. 

संशोधन पद्धती ही संशोधनाच्र्ा उक्रद्दष्टांची पूतयता किण्र्ासाठी 

माडहतीच े संकलन, वगीकिण, डवशे्लषण आडण डनष्कषय मांिण्र्ाची 

शास्त्रीर् प्रक्रिर्ा आह.े प्रस्तुत अध्र्र्नामध्र्े "मडहला सक्षमीकिणातील 

सामाडिक उद्योिकतेची भडूमका" र्ा डवषर्ाचा वस्तुडनष्ठ आडण सखोल 

अभ्र्ास किण्र्ासाठी सामाडिक संशोधनातील मान्र्ताप्राप्त पद्धतींचा 

अवलंब किण्र्ात आला आह.े 

प्रस्तुत संशोधनाचे स्वरूप वणयनात्मक तसेच डवशे्लषणात्मक आह.े 

र्ा संशोधनामध्र्े मडहला सक्षमीकिण आडण सामाडिक उद्योिकता र्ा 

संकल्पनांचा सैद्धांडतक अभ्र्ास किण्र्ाबिोबिच त्र्ाचं्र्ा पिस्पिसंबंधांचे 

डवशे्लषण किण्र्ात आल े आह.े मडहलांच्र्ा आर्थयक, सामाडिक आडण 

वैर्डक्तक सक्षमीकिणामध्र्े सामाडिक उद्योिकतेचे र्ोगदान, 

त्र्ासमोिील आव्हाने आडण उपलब्ध संधी र्ांचा अभ्र्ास संशोधनाच्र्ा 

माध्र्मातून किण्र्ात आला आह.े 

र्ा अध्र्र्नासाठी प्राथडमक आडण दयु्र्म र्ा दोन्ही प्रकािच्र्ा 

माडहतीचा वापि किण्र्ात र्ेतो. प्राथडमक माडहती प्रश्नावली, मुलाखत, 

प्रत्र्क्ष डनिीक्षण आडण चचेच्र्ा माध्र्मातून संकडलत केली िाऊ शकते. 

मडहला सामाडिक उद्योिक, स्वर्ं-सहाय्र्ता गटांच्र्ा सदस्र्, स्वर्ंसेवी 

संस्थांचे प्रडतडनधी आडण संबंडधत क्षेत्रातील तज्ज्ञ र्ांच्र्ाकिून आवश्र्क 

माडहती डमळडवणे संशोधनासाठी उपर्ुक्त ठिते. दयु्र्म माडहती पुस्तके, 

संशोधन प्रबंध, संशोधन लखे, शासकीर् अहवाल, िनगणना अहवाल, 
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डनर्तकाडलके, संशोधन िनयल्स, तसचे डवडवध िाष्ट्रीर् आडण आंतििाष्ट्रीर् 

संस्थांच्र्ा प्रकाडशत अहवालांमधून संकडलत केली आह.े 

संशोधनासाठी नमुना डनवि ही संशोधनाच्र्ा उक्रद्दष्टांनुसाि 

केली िाते. अभ्र्ासक्षेत्रातील मडहला सामाडिक उद्योिक ककंवा स्वर्ं-

सहाय्र्ता गटांमधील मडहलांची डनवि हतेुपुिस्सि ककंवा सोर्ीस्कि 

नमुना पद्धतीने केली आह.े नमुन्र्ाची डनवि किताना डवडवध वर्ोगट, 

शैक्षडणक स्ति, ग्रामीण व शहिी पाश्वयभूमी आडण व्यवसार्ाचे स्वरूप 

र्ांचा डवचाि केल्र्ास संशोधन अडधक व्यापक आडण प्रडतडनडधक ठिते. 

संकडलत माडहतीचे वगीकिण करून डतचे गुणात्मक आडण 

परिमाणात्मक पद्धतीने डवशे्लषण किण्र्ात र्ेते. आवश्र्कतेनसुाि तके्त, 

आलेख, टके्कवािी, सिासिी आडण तुलनात्मक डवशे्लषण र्ांसािख्र्ा 

सांडख्र्कीर् साधनांचा वापि करून डनष्कषय काढल े िातात. र्ा 

डनष्कषाांच्र्ा आधािे मडहला सक्षमीकिणामध्र्े सामाडिक उद्योिकतेची 

भूडमका स्पष्ट किण्र्ात र्ते े आडण संशोधनाच्र्ा उक्रद्दष्टांच्र्ा अनुषंगान े

र्ोग्र् डशफािसी मांिल्र्ा आहते. 

प्रस्तुत संशोधनामध्र्े वस्तुडनष्ठता, डवश्वासाहयता आडण नैडतक 

मूल्र्ांचे पालन किण्र्ावि डवशेष भि देण्र्ात आला आह.े उत्तिदात्र्ांची 

संमती, गोपनीर्ता आडण सशंोधनातील पािदशयकता र्ाचंे पालन करून 

माडहती सकंडलत केली आह.े त्र्ामुळे संशोधनातून प्राप्त डनष्कषय अडधक 

अचूक, डवश्वसनीर् आडण उपर्ुक्त ठितात. 

अशा प्रकािे प्रस्तुत संशोधन पद्धतीच्र्ा साहाय्र्ान े मडहला 

सक्षमीकिणातील सामाडिक उद्योिकतेची भूडमका, डतचे सामाडिक व 

आर्थयक परिणाम, मडहलांसमोिील आव्हाने आडण त्र्ाविील 
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उपार्र्ोिना र्ांच े सखोल व शास्त्रीर् डवशे्लषण किण्र्ाचा प्रर्त्न 

किण्र्ात आला आह.े र्ा पद्धतीमुळे संशोधनाची गुणवत्ता वाढून डनष्कषय 

अडधक डवश्वासाहय आडण संशोधनाच्र्ा उक्रद्दष्टांशी सुसंगत ठितात. 

मडहला सक्षमीकिणाची सकंल्पना : 

मडहला सक्षमीकिण ही आधुडनक सामाडिक डवकासातील 

अत्र्ंत महत्त्वाची संकल्पना असून ती सामाडिक न्र्ार्, समानता आडण 

मानवी हक्कांच्र्ा तत्त्वांवि आधारित आह.े कोणत्र्ाही समािाच्र्ा 

सवाांगीण डवकासासाठी मडहलांचा समान आडण सक्रिर् सहभाग 

आवश्र्क मानला िातो. मडहलांना त्र्ाचं्र्ा िीवनाशी संबंडधत डनणयर् 

स्वतंत्रपणे घेण्र्ाची क्षमता, संसाधनांवि समान हक्क, डशक्षण, िोिगाि, 

आिोग्र्, िािकीर् सहभाग आडण सामाडिक प्रडतष्ठा प्राप्त करून देण्र्ाची 

प्रक्रिर्ा म्हणिे मडहला सक्षमीकिण होर्. ही संकल्पना केवळ मडहलांना 

अडधकाि प्रदान किण्र्ापुिती मर्ायक्रदत नसून त्र्ांच्र्ामध्र् ेआत्मडवश्वास, 

नेतृत्वगुण, डनणयर्क्षमता आडण स्वावलंबन डवकडसत किण्र्ावि भि देत.े 

मडहला सक्षमीकिणाचा मूलभूत अथय म्हणिे मडहलानंा त्र्ांच्र्ा 

क्षमतांचा पूणय डवकास किण्र्ासाठी आवश्र्क संधी, संसाधन े आडण 

अडधकाि उपलब्ध करून देणे. मडहलांनी स्वतःच्र्ा डवकासाबिोबिच 

कुटंुब, समाि आडण िाष्ट्राच्र्ा प्रगतीमध्र्े सक्रिर् र्ोगदान देण्र्ास सक्षम 

होण ेह ेसक्षमीकिणाचे प्रमुख उक्रद्दष्ट आह.े र्ामध्र् ेचलंगभेद कमी किणे, 

समान संधी उपलब्ध करून देणे, आर्थयक स्वावलंबन वाढडवणे, 

सामाडिक न्र्ार् प्रस्थाडपत किणे आडण मडहलांचा डनणयर्प्रक्रिर्ेत 

प्रभावी सहभाग सुडनडित किणे र्ांचा समावेश होतो. मडहला 

सक्षमीकिण ही एक सतत चालणािी सामाडिक प्रक्रिर्ा असून ती व्यक्ती, 
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कुटंुब, समाि आडण शासन र्ांच्र्ा संर्ुक्त प्रर्त्नांिािे अडधक प्रभावीपणे 

साध्र् होऊ शकत.े 

मडहला सक्षमीकिणाचे डवडवध आर्ाम आहते. सामाडिक 

सक्षमीकिण म्हणिे मडहलांना समािात समान दिाय, सन्मान, 

सुिडक्षतता आडण भेदभावमुक्त वाताविण डमळणे. आर्थयक सक्षमीकिण 

म्हणिे मडहलानंा उत्पन्नाचे साधन, िोिगाि, स्वर्ंिोिगाि, 

मालमत्तेविील हक्क, डवत्तीर् सेवांपर्ांत प्रवेश आडण आर्थयक डनणयर् 

घेण्र्ाचे स्वातंत्र्र् प्राप्त होण.े शैक्षडणक सक्षमीकिण ह े गुणवत्तापूणय 

डशक्षण, कौशल्र् डवकास, डिडिटल साक्षिता आडण ज्ञानवृद्धी र्ांिािे 

मडहलांच्र्ा सवाांगीण डवकासाशी संबंडधत आह.े िािकीर् सक्षमीकिण 

म्हणि े मडहलांचा स्थाडनक स्विाज्र् संस्था, डवधानसभा, ससंद आडण 

इति डनणयर्प्रक्रिर्ांमध्र्े समान व प्रभावी सहभाग वाढडवणे. र्ा सवय 

घटकांच्र्ा एकडत्रत परिणामातून मडहलाचंे सवाांगीण सक्षमीकिण घिून 

र्ेते. 

भाितातील मडहला सक्षमीकिणाची डस्थती गेल्र्ा काही 

दशकांमध्र् े लक्षणीर्िीत्र्ा सुधािली आह.े डशक्षण, आिोग्र्, उद्योग, 

डवज्ञान, प्रशासन, न्र्ार्व्यवस्था, संिक्षण, िीिा आडण िािकािण र्ा 

डवडवध क्षेत्रांमध्र्े मडहलांनी उल्लेखनीर् र्श संपादन केले आह.े स्वर्ं-

सहाय्र्ता गट, सामाडिक उद्योिकता, डिडिटल तंत्रज्ञान आडण कौशल्र् 

डवकास कार्यिमांमुळे अनेक मडहलांनी आर्थयक स्वावलबंन प्राप्त केले 

आह.े तथाडप, ग्रामीण आडण शहिी भागातंील डवषमता, चलंगभेद, 

बालडववाह, कौटंुडबक चहसंा, वेतनातील असमानता, मालमत्तेविील 

मर्ायक्रदत हक्क, िोिगािातील असमान संधी आडण डनणयर् प्रक्रिर्ेत अपुिा 
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सहभाग र्ांसािखी आव्हान े आिही कार्म आहते. त्र्ामुळे मडहला 

सक्षमीकिणासाठी सातत्र्पूणय आडण समडन्वत प्रर्त्नाचंी आवश्र्कता 

आह.े 

मडहला सक्षमीकिणाला चालना देण्र्ासाठी भाित सिकाि 

आडण डवडवध िाज्र् सिकािांनी अनके धोिणे आडण र्ोिना िाबडवल्र्ा 

आहते. बेटी बचाओ, बेटी पढाओ, िाष्ट्रीर् ग्रामीण आिीडवका अडभर्ान 

(NRLM), प्रधानमंत्री मुिा र्ोिना, स्टाँि-अप इंडिर्ा र्ोिना, मडहला 

ई-हाट, वन स्टॉप सेंटि र्ोिना, सुकन्र्ा समृद्धी र्ोिना, तसेच मडहला 

आडण बालडवकास मंत्रालर्ामाफय त िाबडवण्र्ात र्ेणािे डवडवध उपिम ह े

मडहलांच्र्ा डशक्षण, आिोग्र्, आर्थयक स्वावलंबन, उद्योिकता आडण 

सुिडक्षततेसाठी महत्त्वपूणय ठिले आहते. र्ाडशवार् स्वर्ं-सहाय्र्ता गट, 

सूक्ष्म डवत्त संस्था आडण स्वर्ंसेवी संघटनांच्र्ा माध्र्मातून मडहलांना 

प्रडशक्षण, कियसुडवधा, डवपणन आडण कौशल्र् डवकासाच्र्ा संधी 

उपलब्ध करून क्रदल्र्ा िात आहते. 

अशा प्रकािे मडहला सक्षमीकिण ही केवळ मडहलांच्र्ा वैर्डक्तक 

डवकासाची संकल्पना नसून सामाडिक परिवतयन, आर्थयक प्रगती आडण 

शाश्वत डवकासाचा महत्त्वपूणय आधाि आह.े डवशेषतः सामाडिक 

उद्योिकतचे्र्ा माध्र्मातून मडहलांना आर्थयक स्वावलंबन, नेतृत्व क्षमता 

आडण समािातील सक्रिर् सहभागाची संधी डमळत असल्र्ामुळे मडहला 

सक्षमीकिणाची प्रक्रिर्ा अडधक परिणामकािक ठित आह.े त्र्ामुळे 

मडहला सक्षमीकिण आडण सामाडिक उद्योिकता र्ांचा पिस्पिसंबंध 

अभ्र्ासणे ह े सामाडिक आडण शैक्षडणक दडृष्टकोनातून अत्र्ंत महत्त्वाचे 

आह.े 
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सामाडिक उद्योिकतचेी सकंल्पना व स्वरूप : 

आधुडनक काळात उद्योिकतेची सकंल्पना केवळ आर्थयक नफा 

डमळडवण्र्ापुिती मर्ायक्रदत िाडहलेली नाही, ति समािातील डवडवध 

समस्र्ा सोिडवण्र्ासाठी आडण सामाडिक परिवतयन घिवून 

आणण्र्ासाठी उद्योिकीर् डवचािसिणीचा वापि केला िात आह.े र्ा 

नव्या दडृष्टकोनातनू डवकडसत झालेली संकल्पना म्हणिे सामाडिक 

उद्योिकता होर्. सामाडिक उद्योिकता ही आर्थयक डवकासाबिोबिच 

सामाडिक कल्र्ाण, समानता, पर्ायविण सिंक्षण आडण शाश्वत 

डवकासाला महत्त्व देणािी प्रक्रिर्ा आह.े सामाडिक उद्योिक आपल्र्ा 

कल्पकता, नवकल्पना आडण व्यवस्थापन कौशल्र्ाच्र्ा माध्र्मातून 

समािातील दलुयडक्षत घटकाचं्र्ा समस्र्ा सोिडवण्र्ाचा प्रर्त्न कितात. 

सामाडिक उद्योिकतचेी सकंल्पना : 

सामाडिक उद्योिकता म्हणिे सामाडिक समस्र्ांचे डनिाकिण 

किण्र्ासाठी उद्योिकीर् तत्त्वे, संसाधने आडण नवकल्पनांचा वापि 

करून डनमायण केलेला सामाडिक बदल होर्. पािंपरिक व्यवसार्ामध्र्े 

आर्थयक नफा हा प्रमुख उद्देश असतो, ति सामाडिक उद्योिकतेमध्र् े

सामाडिक परिणाम आडण लोककल्र्ाण र्ांना अडधक महत्त्व क्रदल ेिाते. 

सामाडिक उद्योिकता ही नफा आडण सामाडिक िबाबदािी र्ांचा 

समतोल साधणािी संकल्पना आह.े 

सामाडिक उद्योिकता डशक्षण, आिोग्र्, िोिगाि, मडहला 

सक्षमीकिण, पर्ायविण संिक्षण, ग्रामीण डवकास, गरिबी डनमूयलन आडण 

सामाडिक समावेशन र्ांसािख्र्ा क्षेत्रांमध्र् ेकार्य किते. र्ा माध्र्मातून 
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समािातील समस्र्ा ओळखनू त्र्ावि दीघयकालीन आडण शाश्वत उपार् 

शोधले िातात. 

सामाडिक उद्योिकतचेी व्याख्र्ा : 

सामाडिक उद्योिकतचे्र्ा काही प्रमुख व्याख्र्ा पुढीलप्रमाणे आहते: 

- ग्रेगिी िीझ (Gregory Dees) र्ांच्र्ा मत,े सामाडिक उद्योिकता 

म्हणिे सामाडिक मूल्र् डनमायण किण्र्ासाठी उद्योिकीर् दडृष्टकोन, 

नवकल्पना आडण संसाधनांचा प्रभावी वापि किणािी प्रक्रिर्ा होर्. 

- सामाडिक उद्योिकता म्हणिे समािातील समस्र्ा ओळखून त्र्ावि 

नाडवन्र्पूणय उपार् शोधणे आडण त्र्ा उपार्ांची प्रभावी 

अंमलबिावणी करून सामाडिक परिवतयन घिडवणे होर्. 

- सामाडिक उद्योिकता ही अशी उद्योिकीर् प्रक्रिर्ा आह ेज्र्ामध्र्े 

आर्थयक स्थैर्य िाखत सामाडिक उक्रद्दष्टांची पूतयता केली िाते. 

र्ा व्याख्र्ांवरून स्पष्ट होत ेकी, सामाडिक उद्योिकतेचा कें िचबंद ूआर्थयक 

नफा नसून सामाडिक मूल्र्डनर्मयती हा आह.े 

सामाडिक उद्योिक आडण व्यावसाडर्क उद्योिक र्ातंील फिक : 

सामाडिक उद्योिक आडण व्यावसाडर्क उद्योिक दोघेही 

उद्योिकीर् कौशल्र्ांचा वापि कितात; मात्र त्र्ाचं्र्ा उक्रद्दष्टांमध्र् ेआडण 

कार्यपद्धतीमध्र्े फिक आढळतो. 

सामाडिक उद्योिक| व्यावसाडर्क उद्योिक : 

सामाडिक समस्र्ा सोिडवणे हा मुख्र् उद्देश असतो.| आर्थयक नफा 

डमळडवणे हा मुख्र् उद्देश असतो. 

सामाडिक मूल्र्डनर्मयतीवि भि क्रदला िातो.| बािािपेठेतील 

स्पधाय आडण न्र्ावि भि क्रदला िातो. 
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दलुयडक्षत व गिि ू घटकांच्र्ा डवकासासाठी कार्य केल े िाते.| 

ग्राहकांच्र्ा गििा पूणय करून व्यवसार् वाढडवण्र्ावि लक्ष कें क्रित केले 

िाते. 

शाश्वत सामाडिक परिवतयनाला महत्त्व क्रदले िाते.| व्यवसार्ाचा 

डवस्ताि आडण आर्थयक वाढ र्ांना महत्त्व क्रदल ेिात.े 

नफा हा सामाडिक उक्रद्दष्टासंाठी वापिला िाऊ शकतो.| नफा 

हा व्यवसार् मालकांच्र्ा आर्थयक उक्रद्दष्टांसाठी वापिला िातो. 

सामाडिक उद्योिकतचेी उक्रद्दष्ट े: 

सामाडिक उद्योिकतचेी प्रमुख उक्रद्दष्ट ेपुढीलप्रमाण ेआहते: 

1. समािातील आर्थयक, सामाडिक आडण पर्ायविणीर् समस्र्ा 

सोिडवणे. 

2. िोिगािाच्र्ा नवीन संधी डनमायण किणे. 

3. वंडचत आडण दबुयल घटकांचे सक्षमीकिण किणे. 

4. सामाडिक समानता आडण समावेशक डवकासाला प्रोत्साहन देणे. 

5. नवकल्पना आडण सियनशील डवचािांना चालना देणे. 

6. स्थाडनक ससंाधनाचंा प्रभावी वापि करून शाश्वत डवकास साधण.े 

7. मडहला, ग्रामीण समुदार् आडण दलुयडक्षत घटकांना आर्थयकदषृ्या 

सक्षम बनडवणे. 

8. सामाडिक िबाबदािी आडण उद्योिकीर् दडृष्टकोन र्ाचंा समन्वर् 

साधण.े 

सामाडिक उद्योिकतचेी वडैशष्य े: 

सामाडिक उद्योिकतचेी प्रमुख वैडशष्ये पुढीलप्रमाणे आहते: 



Recent Trends in Commerce and Management      438 

 

 

1. सामाडिक उक्रद्दष्ट:े सामाडिक समस्र्ांचे डनिाकिण आडण 

समािकल्र्ाण ह ेप्रमुख उक्रद्दष्ट असते. 

2. नवकल्पना: सामाडिक समस्र्ांवि नवीन आडण प्रभावी उपार् 

शोधण्र्ावि भि क्रदला िातो. 

3. शाश्वत डवकास: दीघयकालीन सामाडिक आडण आर्थयक परिणाम 

साधण्र्ाचा प्रर्त्न केला िातो. 

4. सामाडिक मूल्र्डनर्मयती: आर्थयक लाभापेक्षा सामाडिक 

लाभाला अडधक महत्त्व क्रदल ेिाते. 

5. िोखीम स्वीकािण्र्ाची क्षमता: सामाडिक उद्योिक नवीन 

कल्पना आडण उपिम िाबडवण्र्ासाठी िोखीम स्वीकाितात. 

6. समुदार्ाचा सहभाग: स्थाडनक समुदार्ाला डवकास प्रक्रिर्ेत 

सहभागी करून घतेले िाते. 

7. संसाधनांचा प्रभावी वापि: उपलब्ध संसाधनांचा र्ोग्र् वापि 

करून सामाडिक उक्रद्दष्ट ेसाध्र् केली िातात. 

8. समावेशकता: समािातील सवय घटकांना डवकासाच्र्ा प्रक्रिर्ेत 

सहभागी किण्र्ाचा प्रर्त्न केला िातो. 

सामाडिक उद्योिकता ही आधुडनक काळातील सामाडिक 

परिवतयनाची प्रभावी संकल्पना आह.े ती उद्योिकतेच्र्ा माध्र्मातून 

समािातील समस्र्ा सोिडवण्र्ाचा प्रर्त्न कित े आडण आर्थयक 

डवकासाबिोबिच सामाडिक कल्र्ाणाला प्राधान्र् देते. मडहला 

सक्षमीकिणाच्र्ा संदभायत सामाडिक उद्योिकता डवशेष महत्त्वाची 

ठिते, कािण ती मडहलांना आर्थयक स्वावलंबन, नेतृत्व क्षमता आडण 

समािातील सक्रिर् सहभागाची संधी उपलब्ध करून देते. त्र्ामुळे 
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सामाडिक उद्योिकता ही मडहला सक्षमीकिण आडण शाश्वत 

डवकासासाठी एक प्रभावी साधन म्हणून पाडहली िाते. 

मडहला सक्षमीकिणातील सामाडिक उद्योिकतचेी भडूमका : 

मडहला सक्षमीकिण ही सामाडिक आडण आर्थयक डवकासाची 

महत्त्वपूणय प्रक्रिर्ा असून मडहलांना समान संधी, अडधकाि आडण 

स्वावलंबन प्राप्त करून देणे हा डतचा मुख्र् उद्देश आह.े आधुडनक काळात 

मडहलांच्र्ा सक्षमीकिणासाठी डशक्षण, िोिगाि, कौशल्र् डवकास आडण 

आर्थयक स्वातंत्र्र् र्ांना डवशेष महत्त्व प्राप्त झाल े आह.े र्ा प्रक्रिर्ेमध्र्े 

सामाडिक उद्योिकता एक प्रभावी माध्र्म म्हणून उदर्ास आली आह.े 

सामाडिक उद्योिकता मडहलांना केवळ उत्पन्नाचे साधन उपलब्ध करून 

देत नाही, ति त्र्ांच्र्ामध्र् ेनेतृत्वगुण, डनणयर्क्षमता, आत्मडवश्वास आडण 

सामाडिक िबाबदािीची भावना डवकडसत किते. त्र्ामुळे मडहला 

सक्षमीकिणाच्र्ा प्रक्रिर्ेत सामाडिक उद्योिकतेची भूडमका अत्र्ंत 

महत्त्वपूणय ठिते. 

आर्थयक स्वावलबंन डनमायण किण े: 

मडहला सक्षमीकिणाचा प्रमुख आधाि म्हणिे आर्थयक स्वावलंबन 

होर्. आर्थयकदषृ्या सक्षम झाल्र्ामुळे मडहलांना स्वतःचे डनणयर् घेण्र्ाचे 

स्वातंत्र्र् प्राप्त होत े आडण कुटंुबातील तसेच समािातील त्र्ांच े स्थान 

अडधक मिबूत होत.े सामाडिक उद्योिकतेच्र्ा माध्र्मातून मडहलांना 

डवडवध व्यवसार्, लघुउद्योग, स्वर्ंिोिगाि आडण उत्पन्नडनर्मयतीच्र्ा 

संधी उपलब्ध होतात. स्वर्ं-सहाय्र्ता गट, मडहला सहकािी संस्था 

आडण सामाडिक उद्योग र्ाचं्र्ा माध्र्मातून अनके मडहलांनी आर्थयक 

स्वावलंबन प्राप्त केले आह.े आर्थयक स्वातंत्र्र्ामुळे मडहलांची िीवनशैली 
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सुधािते, त्र्ांचा आत्मडवश्वास वाढतो आडण त्र्ा समािातील डवकास 

प्रक्रिर्ेत सक्रिर् सहभागी होतात. 

िोिगाि व स्वर्िंोिगािाच्र्ा सधंी उपलब्ध किण े: 

सामाडिक उद्योिकता मडहलांसाठी िोिगािडनर्मयतीच े प्रभावी 

साधन ठिते. पािंपरिक िोिगािाच्र्ा मर्ायक्रदत संधींमुळे अनेक मडहलानंा 

आर्थयक अिचणींचा सामना किावा लागतो. अशा परिडस्थतीत 

सामाडिक उद्योिकतचे्र्ा माध्र्मातून मडहलानंा स्वतःचा व्यवसार् सरुू 

किण्र्ासाठी आडण इतिांसाठी िोिगाि डनमायण किण्र्ासाठी संधी 

डमळते. हस्तकला, शेतीपूिक उद्योग, अन्नप्रक्रिर्ा, सेवा क्षेत्र, डिडिटल 

व्यवसार् आडण स्थाडनक उत्पादनांवि आधारित उद्योगांमध्र्े मडहलांचा 

सहभाग वाढला आह.े र्ामुळे मडहलांचे उत्पन्न वाढून त्र्ांचे आर्थयक 

आडण सामाडिक स्थान उंचावण्र्ास मदत होत.े 

कौशल्र् डवकास आडण नतेतृ्वगुणाचंा डवकास : 

सामाडिक उद्योिकतेमुळे मडहलांच्र्ा कौशल्र् डवकासाला मोठी 

चालना डमळते. व्यवसार् व्यवस्थापन, आर्थयक डनर्ोिन, डवपणन, 

तंत्रज्ञानाचा वापि, संवाद कौशल्र् आडण समस्र्ा सोिडवण्र्ाची क्षमता 

र्ांसािखी डवडवध कौशल्र्े मडहलांमध्र्े डवकडसत होतात. तसेच 

उद्योिकतचे्र्ा अनुभवातून मडहलांमध्र्े नेतृत्वगुण डवकडसत होतात. त्र्ा 

स्वतः डनणयर् घेण्र्ास सक्षम बनतात आडण सामाडिक उपिमांमध्र्े 

नेतृत्वाची भूडमका पाि पाितात. त्र्ामुळे सामाडिक उद्योिकता ही 

मडहलांच्र्ा व्यडक्तमत्त्व डवकासासाठी महत्त्वपूणय माध्र्म ठिते. 
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आत्मडवश्वास, डनणयर्क्षमता आडण सामाडिक प्रडतष्ठा वाढडवण े: 

मडहलांच्र्ा सक्षमीकिणामध्र्े आत्मडवश्वास आडण डनणयर्क्षमता 

र्ांना डवशेष महत्त्व आह.े सामाडिक उद्योिकतमेध्र्े सहभागी 

झाल्र्ामुळे मडहलांना स्वतःच्र्ा क्षमताचंी िाणीव होत े आडण त्र्ांचा 

आत्मडवश्वास वाढतो. आर्थयक व्यवहाि, व्यवसार् डनर्ोिन आडण 

व्यवस्थापन र्ामध्र्े सक्रिर् सहभाग घतेल्र्ामुळे त्र्ाचं्र्ा डनणयर्क्षमतचेा 

डवकास होतो. र्ाडशवार् समािात त्र्ांच्र्ा कार्ायची दखल घेतली िात े

आडण त्र्ांना अडधक सन्मान व प्रडतष्ठा प्राप्त होते. अशा प्रकािे सामाडिक 

उद्योिकता मडहलाचं्र्ा वैर्डक्तक डवकासाबिोबिच सामाडिक ओळख 

डनमायण किण्र्ास मदत कित.े 

डशक्षण, आिोग्र् आडण सामाडिक िागरूकतते वाढ : 

सामाडिक उद्योिकतचेा परिणाम केवळ आर्थयक क्षेत्रापुिता 

मर्ायक्रदत िाहत नाही, ति तो डशक्षण, आिोग्र् आडण सामाडिक 

िागरूकतेविही होतो. आर्थयकदषृ्या सक्षम झालेल्र्ा मडहला आपल्र्ा 

कुटंुबातील मुलांच्र्ा डशक्षणाकिे अडधक लक्ष देतात आडण 

आिोग्र्डवषर्क डनणयर् अडधक प्रभावीपणे घेतात. सामाडिक 

उद्योिकतेशी संबंडधत प्रडशक्षण आडण सामूडहक उपिमांमुळे मडहलांमध्र्े 

कार्द,े हक्क, आिोग्र्, स्वच्छता, पर्ायविण आडण सामाडिक 

समस्र्ांडवषर्ी िागरूकता डनमायण होते. त्र्ामुळे सामाडिक उद्योिकता 

ही सामाडिक परिवतयनाचे साधन म्हणून कार्य किते. 

ग्रामीण व शहिी मडहलाचं्र्ा डवकासात र्ोगदान : 

सामाडिक उद्योिकता ग्रामीण आडण शहिी अशा दोन्ही 

स्तिांविील मडहलाचं्र्ा डवकासासाठी महत्त्वपूणय ठिते. ग्रामीण 
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भागातील मडहलांना शेतीपूिक उद्योग, स्वर्ं-सहाय्र्ता गट, लघुउद्योग 

आडण स्थाडनक संसाधनावंि आधारित व्यवसार्ांच्र्ा माध्र्मातून 

आर्थयक संधी उपलब्ध होतात. शहिी भागातील मडहला तंत्रज्ञान, सेवा 

क्षेत्र, सामाडिक उद्योग आडण नवकल्पनांवि आधारित व्यवसार्ांमध्र् े

सहभागी होत आहते. सामाडिक उद्योिकतेमुळे ग्रामीण व शहिी 

मडहलांमधील डवकासाची दिी कमी किण्र्ास मदत होते आडण 

सवयसमावेशक डवकासाला चालना डमळते. 

मडहला सक्षमीकिणाच्र्ा प्रक्रिर्ेत सामाडिक उद्योिकता ही एक 

प्रभावी आडण परिवतयनकािी शक्ती म्हणून कार्य किते. ती मडहलांना 

आर्थयक स्वावलंबन, िोिगािाच्र्ा संधी, कौशल्र् डवकास, नेतृत्व क्षमता 

आडण सामाडिक प्रडतष्ठा डमळवून देते. तसेच डशक्षण, आिोग्र् आडण 

सामाडिक िागरूकतेमध्र्े सकािात्मक बदल घिवून आणते. ग्रामीण 

आडण शहिी मडहलांना डवकासाच्र्ा मुख्र् प्रवाहात आणण्र्ासाठी 

सामाडिक उद्योिकतचेी भूडमका अत्र्ंत महत्त्वाची आह.े त्र्ामुळे मडहला 

सक्षमीकिणासाठी सामाडिक उद्योिकतेला प्रोत्साहन देणे ही सामाडिक 

आडण आर्थयक डवकासाच्र्ा दषृ्टीने आवश्र्क बाब आह.े 

सामाडिक उद्योिकतिेािे मडहला सक्षमीकिणाची उदाहिण े: 

सामाडिक उद्योिकता ही मडहलांच्र्ा सक्षमीकिणासाठी प्रभावी 

माध्र्म म्हणून कार्य कित आह.े सामाडिक उद्योिकतेच्र्ा माध्र्मातून 

मडहलांना आर्थयक स्वावलंबन, िोिगािाच्र्ा संधी, कौशल्र् डवकास, 

नेतृत्व क्षमता आडण सामाडिक प्रडतष्ठा प्राप्त होत आह.े डवशेषतः ग्रामीण 

आडण आर्थयकदषृ्या दबुयल घटकांतील मडहलांसाठी स्वर्ं-सहाय्र्ता गट, 

बचत गट, मडहला सहकािी संस्था आडण सूक्ष्म डवत्त व्यवस्था र्ांसािख्र्ा 
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उपिमांनी महत्त्वपूणय भूडमका बिावली आह.े र्ा उपिमामुंळे मडहलांना 

केवळ उत्पन्नाचे साधन डमळाल े नाही, ति त्र्ा सामाडिक डनणयर् 

प्रक्रिर्ेत सक्रिर् सहभागी होऊ लागल्र्ा आहते. 

स्वर्-ंसहाय्र्ता गट : 

स्वर्ं-सहाय्र्ता गट ह ेमडहला सक्षमीकिणाचे एक प्रभावी साधन 

आह.े स्वर्-ंसहाय्र्ता गट म्हणिे समान सामाडिक आडण आर्थयक उक्रद्दष्ट 

असलेल्र्ा मडहलांनी एकत्र र्ेऊन तर्ाि केलेला लहान गट होर्. र्ा 

गटामध्र् े सदस्र् डनर्डमत बचत कितात, पिस्पि सहकार्ायने आर्थयक 

व्यवहाि कितात आडण डवडवध उत्पन्नडनर्मयती उपिम िाबडवतात. 

स्वर्-ंसहाय्र्ता गटांच्र्ा माध्र्मातून मडहलांना बचतीची सवर्, 

आर्थयक व्यवस्थापनाच ेज्ञान, किय डमळडवण्र्ाची सुडवधा आडण व्यवसार् 

सुरू किण्र्ासाठी आवश्र्क आत्मडवश्वास प्राप्त होतो. अनेक मडहला 

गटांनी शेतीपूिक व्यवसार्, दगु्धव्यवसार्, अन्नप्रक्रिर्ा, हस्तकला, 

वस्त्रडनर्मयती आडण स्थाडनक उत्पादनांच्र्ा डविीसािखे उपिम सुरू केल े

आहते. 

स्वर्ं-सहाय्र्ता गटांमुळे मडहलांमध्र्े सामूडहक नेतृत्व, 

डनणयर्क्षमता आडण सामाडिक िागरूकता वाढली आह.े ग्रामीण 

भागातील मडहलांना आर्थयकदषृ्या सक्षम किण्र्ाबिोबिच त्र्ानंा 

समािातील डवडवध प्रश्नांवि मत मांिण्र्ाची संधी र्ा माध्र्मातून 

डमळाली आह.े 

बचत गट व मडहला सहकािी ससं्था : 

बचत गट आडण मडहला सहकािी संस्था र्ा सामाडिक 

उद्योिकतचे्र्ा महत्त्वपूणय स्वरूपांपैकी आहते. बचत गटांच्र्ा माध्र्मातून 
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मडहला डनर्डमत बचत करून आर्थयक डशस्त डनमायण कितात आडण 

गििेच्र्ा वेळी पिस्पि सहकार्ायन े आर्थयक मदत डमळवतात. र्ा 

माध्र्मातून मडहलांना लघुउद्योग आडण स्वर्ंिोिगाि सरुू किण्र्ासाठी 

भांिवल उपलब्ध होते. 

मडहला सहकािी संस्था र्ा मडहलांच्र्ा सामूडहक प्रर्त्नांचे 

उदाहिण आहते. र्ा संस्थामंध्र्े मडहला एकडत्रतपणे उत्पादन, प्रक्रिर्ा 

आडण डविीचे कार्य कितात. दगु्धव्यवसार्, हस्तकला, अन्नप्रक्रिर्ा, शेती 

उत्पादन आडण सेवा क्षेत्रात अनेक मडहला सहकािी संस्थांनी र्श 

डमळडवल ेआह.े 

मडहला सहकािी संस्थांमुळे मडहलांना बािािपेठेची माडहती, 

उत्पादनाचे र्ोग्र् मूल्र्, व्यवस्थापन कौशल्र् आडण आर्थयक डनणयर् 

घेण्र्ाची क्षमता प्राप्त होते. त्र्ामुळे र्ा संस्था मडहला 

सक्षमीकिणासोबतच स्थाडनक आर्थयक डवकासालाही चालना देतात. 

सकू्ष्म डवत्त (Microfinance) आडण मडहला उद्योिकता : 

सूक्ष्म डवत्त व्यवस्था ही मडहला उद्योिकतेला प्रोत्साहन देणािी 

महत्त्वपूणय आर्थयक प्रणाली आह.े पािंपरिक बाँककंग व्यवस्थेत किय 

डमळडवण्र्ास अिचणी र्ेणाऱ्र्ा मडहलांना सूक्ष्म डवत्त संस्थांच्र्ा 

माध्र्मातून लहान प्रमाणात किय उपलब्ध होत.े र्ा आर्थयक सहाय्र्ाच्र्ा 

आधािे मडहला छोटे व्यवसार्, घिगतुी उद्योग आडण सेवा आधारित 

उपिम सुरू करू शकतात. 

सूक्ष्म डवत्तामुळे मडहलांमध्र् े आर्थयक आत्मडनभयिता वाढते आडण 

त्र्ांना स्वतःच्र्ा व्यवसार्ाचे डनर्ोिन व व्यवस्थापन किण्र्ाची संधी 
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डमळते. र्ामुळे मडहलांचे उत्पन्न वाढते, कुटंुबाच्र्ा आर्थयक डस्थतीत 

सुधािणा होते आडण समािातील त्र्ांचे स्थान अडधक मिबूत होत.े 

सूक्ष्म डवत्त आडण सामाडिक उद्योिकतेच्र्ा माध्र्मातून 

मडहलांना केवळ आर्थयक मदत डमळत नाही, ति प्रडशक्षण, व्यवसार् 

मागयदशयन आडण बािािपेठेशी िोिण्र्ाच्र्ा संधीही उपलब्ध होतात. 

त्र्ामुळे मडहला उद्योिकतेच्र्ा डवकासात सूक्ष्म डवत्त व्यवस्थेचे र्ोगदान 

महत्त्वपूणय आह.े 

र्शस्वी मडहला सामाडिक उद्योिकाचंी प्रकिण े(Case Studies) : 

१. इला भट्ट आडण सवेा (SEWA) : 

ची स्थापना इला भट्ट र्ांनी केली. असंघरटत क्षेत्रातील गिीब 

आडण स्वर्ंिोिगाि किणाऱ्र्ा मडहलांना संघरटत करून त्र्ांना आर्थयक, 

सामाडिक आडण कार्देशीि आधाि देण्र्ाचे कार्य SEWA ने केले. र्ा 

उपिमामुळे लाखो मडहलांना िोिगाि, प्रडशक्षण आडण आर्थयक सेवांचा 

लाभ डमळाला. 

२. डलज्जत पापि मडहला सहकािी ससं्था : 

ही मडहलाचं्र्ा सामूडहक उद्योिकतेचे र्शस्वी उदाहिण आह.े 

काही मडहलानंी सरुू केलेला हा लघुउद्योग पुढे मोठ्या मडहला सहकािी 

संस्थेमध्र् ेडवकडसत झाला. र्ा संस्थेन ेहिािो मडहलांना िोिगाि आडण 

आर्थयक स्वावलंबनाची संधी उपलब्ध करून क्रदली. 

३. स्वर्-ंसहाय्र्ता गटािंािे ग्रामीण मडहला उद्योिकता : 

भाितातील डवडवध िाज्र्ांमध्र्े स्वर्ं-सहाय्र्ता गटांतील 

मडहलांनी स्थाडनक संसाधनांवि आधारित उद्योग सरुू केले आहते. 

अन्नप्रक्रिर्ा, हस्तकला, सेंक्रिर् शेती, दगु्धव्यवसार् आडण लघुउद्योग 
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र्ांच्र्ा माध्र्मातून मडहलांनी आर्थयक प्रगती साधली आह.े र्ा 

उपिमांमुळे ग्रामीण मडहलांचा आत्मडवश्वास वाढला असून त्र्ा डवकास 

प्रक्रिर्ेत सक्रिर् सहभागी झाल्र्ा आहते. 

सामाडिक उद्योिकतिेािे मडहला सक्षमीकिणाची प्रक्रिर्ा अडधक 

प्रभावी आडण व्यापक झाली आह.े स्वर्ं-सहाय्र्ता गट, बचत गट, 

मडहला सहकािी संस्था आडण सूक्ष्म डवत्त व्यवस्थेमुळे मडहलांना आर्थयक 

स्वावलंबन आडण सामाडिक प्रडतष्ठा प्राप्त झाली आह.े र्शस्वी मडहला 

सामाडिक उद्योिकाचं्र्ा उदाहिणांमधून ह ेस्पष्ट होत ेकी, र्ोग्र् संधी, 

प्रडशक्षण आडण आर्थयक सहाय्र् डमळाल्र्ास मडहला केवळ स्वतःचा 

डवकास करू शकत नाहीत, ति समािाच्र्ा आर्थयक आडण सामाडिक 

परिवतयनातही महत्त्वपूणय र्ोगदान देऊ शकतात. 

मडहला सामाडिक उद्योिकासंमोिील आव्हान े: 

सामाडिक उद्योिकतचे्र्ा माध्र्मातून मडहलानंा आर्थयक 

स्वावलंबन, िोिगािाच्र्ा संधी आडण सामाडिक प्रडतष्ठा प्राप्त होत 

असली, तिी मडहला सामाडिक उद्योिकानंा अनेक अिचणी आडण 

आव्हानानंा सामोिे िाव े लागते. उद्योिकतेमध्र् े र्शस्वी होण्र्ासाठी 

केवळ कल्पना आडण मेहनत पुिेशी नसून आर्थयक साधने, र्ोग्र् प्रडशक्षण, 

तांडत्रक ज्ञान, बािािपेठेची माडहती आडण सामाडिक सहकार्य र्ांची 

आवश्र्कता असते. मडहलाचं्र्ा बाबतीत पािंपरिक सामाडिक व्यवस्था, 

संसाधनांविील मर्ायक्रदत अडधकाि आडण कौटंुडबक िबाबदाऱ्र्ा र्ामुळे 

र्ा अिचणी अडधक तीव्र होतात. त्र्ामुळे मडहला सामाडिक 

उद्योिकांसमोिील डवडवध आव्हानांचा अभ्र्ास किणे आवश्र्क ठिते. 
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आर्थयक ससंाधनाचंा अभाव : 

मडहला सामाडिक उद्योिकांसमोिील सवायत महत्त्वाचे आव्हान 

म्हणिे आर्थयक संसाधनांची कमतिता होर्. व्यवसार् सरुू किण्र्ासाठी 

आवश्र्क भांिवल, कियसुडवधा आडण गुंतवणुकीच्र्ा संधी डमळडवण्र्ात 

अनेक मडहलांना अिचणी र्ेतात. पािंपरिक डवत्तीर् संस्थांकिून किय 

डमळडवताना तािण, आर्थयक इडतहास आडण व्यवसार्ाचे ज्ञान 

र्ांसािख्र्ा बाबी अिथळा ठितात. 

डवशेषतः ग्रामीण आडण आर्थयकदषृ्या दबुयल घटकांतील मडहलांना 

स्वतःच्र्ा व्यवसार्ासाठी आवश्र्क भांिवल उभे किणे कठीण िाते. 

परिणामी अनेक मडहला लघु स्तिावि व्यवसार् सरुू कितात आडण 

त्र्ाचा डवस्ताि किण्र्ामध्र्े अिचणी र्ेतात. त्र्ामुळे मडहला 

उद्योिकतचे्र्ा डवकासासाठी सुलभ डवत्तीर् सुडवधा आडण आर्थयक 

सहाय्र् आवश्र्क आह.े 

डशक्षण व कौशल्र्ातील मर्ायदा : 

उद्योिकतेमध्र् े र्श डमळडवण्र्ासाठी डशक्षण, व्यवसार् 

व्यवस्थापनाचे ज्ञान आडण आवश्र्क कौशल्र्े महत्त्वाची असतात. अनके 

मडहला सामाडिक उद्योिकांना आर्थयक डनर्ोिन, डवपणन, लेखा 

व्यवस्थापन, व्यवसार् डवकास आडण कार्देशीि प्रक्रिर्ांचे पुिेसे ज्ञान 

नसते. 

कौशल्र् प्रडशक्षणाच्र्ा अभावामुळे मडहलांना आधुडनक व्यवसार् 

पद्धतींचा प्रभावी वापि किता र्ेत नाही. त्र्ामुळे उत्पादनाची गुणवत्ता, 

व्यवसार्ाचा डवस्ताि आडण बािािपेठेतील स्पधायत्मकता र्ावि परिणाम 
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होतो. म्हणून मडहलांसाठी उद्योिकीर् प्रडशक्षण आडण कौशल्र् डवकास 

कार्यिमांची आवश्र्कता आह.े 

सामाडिक व सासं्कृडतक बधंन े: 

भाितीर् समािातील काही पािंपरिक रूढी आडण सासं्कृडतक 

अपेक्षा मडहलांच्र्ा उद्योिकीर् डवकासामध्र्े अिथळे डनमायण कितात. 

कुटंुबाची िबाबदािी, मडहलांच्र्ा कामाकिे पाहण्र्ाचा पािंपरिक 

दडृष्टकोन, हालचालींविील मर्ायदा आडण डनणयर् प्रक्रिर्ेत कमी सहभाग 

र्ामुळे अनेक मडहलांना व्यवसार् सरुू किण्र्ासाठी आडण 

चालडवण्र्ासाठी अिचणी र्ेतात. 

काही रठकाणी मडहलांनी आर्थयकदषृ्या स्वतंत्र होण्र्ाबाबत 

सामाडिक डविोध ककंवा कुटंुबाचा अपुिा पाटठंबा अनुभवला िातो. 

त्र्ामुळे मडहला उद्योिकतेला प्रोत्साहन देण्र्ासाठी समािातील 

दडृष्टकोनामध्र्े सकािात्मक बदल घिडवणे आवश्र्क आह.े 

बािािपठेेतील स्पधाय : 

आिच्र्ा स्पधायत्मक बािािपेठेत रटकून िाहणे ह े मडहला 

सामाडिक उद्योिकासंाठी एक मोठे आव्हान आह.े मोठ्या कंपन्र्ा, ब्ाँिेि 

उत्पादने आडण बदलत्र्ा ग्राहकांच्र्ा गििा र्ामुळे लघु मडहला 

उद्योगांना स्पधेला सामोिे िाव ेलागते. 

अनेक मडहला उद्योिकांना उत्पादनाचे र्ोग्र् मूल्र् डनडित किणे, 

डवपणन किणे, ग्राहकांपर्ांत पोहोचणे आडण व्यवसार्ाची ओळख 

डनमायण किणे र्ामध्र्े अिचणी र्ेतात. बािािपेठेची माडहती, ब्ाँचिंग, 

पॅकेचिंग आडण डविी कौशल्र्ांचा अभाव व्यवसार्ाच्र्ा वाढीवि 

परिणाम करू शकतो. 
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ततं्रज्ञान व डिडिटल साक्षितचेा अभाव : 

आधुडनक काळात डिडिटल तंत्रज्ञानाचा वापि व्यवसार्ाच्र्ा 

र्शासाठी अत्र्ंत महत्त्वाचा झाला आह.े ऑनलाइन डविी, डिडिटल 

पेमेंट, सोशल मीडिर्ा डवपणन आडण ई-कॉमसय र्ांचा वापि केल्र्ास 

व्यवसार्ाचा डवस्ताि किणे शक्र् होते. 

मात्र अनेक मडहला सामाडिक उद्योिकानंा डिडिटल ततं्रज्ञानाचे 

पुिेसे ज्ञान नसल्र्ामुळे त्र्ा आधुडनक व्यावसाडर्क संधींचा पूणय लाभ घेऊ 

शकत नाहीत. डवशेषतः ग्रामीण भागातील मडहलांमध्र्े इंटिनेटचा 

वापि, डिडिटल साधनाचंे ज्ञान आडण ऑनलाइन व्यवहाि र्ाबाबत 

मर्ायदा आढळतात. त्र्ामुळे डिडिटल साक्षिता वाढडवणे ह े मडहला 

उद्योिकतसेाठी आवश्र्क आह.े 

धोिणात्मक व प्रशासकीर् अिचणी : 

मडहला उद्योिकासंाठी शासनाकिून डवडवध र्ोिना आडण 

सुडवधा उपलब्ध असल्र्ा तिी त्र्ांची माडहती डमळडवणे, अिय प्रक्रिर्ा 

समिून घेण े आडण प्रशासकीर् प्रक्रिर्ा पूणय किणे र्ामध्र् े अनेक 

मडहलांना अिचणी र्ेतात. 

व्यवसार् नोंदणी, पिवाने, किप्रणाली, शासकीर् र्ोिनांचा लाभ 

डमळडवणे आडण डवडवध कार्ायलर्ीन प्रक्रिर्ांमध्र्े गुंतागुंत िाणवते. 

र्ामुळे अनेक मडहला उद्योिक सिकािी र्ोिनाचंा अपेडक्षत लाभ घेऊ 

शकत नाहीत. त्र्ामुळे प्रशासकीर् प्रक्रिर्ा सुलभ किणे आडण र्ोिनांची 

प्रभावी माडहती मडहलांपर्ांत पोहोचडवणे आवश्र्क आह.े 

मडहला सामाडिक उद्योिकता ही मडहला सक्षमीकिणाचे प्रभावी 

माध्र्म असले, तिी डतच्र्ा डवकासामध्र्े आर्थयक, सामाडिक, शैक्षडणक, 
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तांडत्रक आडण प्रशासकीर् स्वरूपाची अनेक आव्हाने आहते. र्ा 

आव्हानांवि मात किण्र्ासाठी आर्थयक सहाय्र्, कौशल्र् डवकास, 

डिडिटल प्रडशक्षण, बािािपेठेची उपलब्धता, सामाडिक सहकार्य आडण 

प्रभावी धोिणांची आवश्र्कता आह.े मडहलांना र्ोग्र् संधी आडण 

संसाधने उपलब्ध करून क्रदल्र्ास त्र्ा सामाडिक उद्योिकतचे्र्ा 

माध्र्मातून स्वतःचा डवकास किण्र्ाबिोबिच समािाच्र्ा आर्थयक व 

सामाडिक प्रगतीमध्र्े महत्त्वपूणय र्ोगदान देऊ शकतात. 

डनष्कषय : 

1. सामाडिक उद्योिकता ही मडहला सक्षमीकिणासाठी प्रभावी 

आडण परिवतयनकािी माध्र्म ठिते. 

2. सामाडिक उद्योिकतेमुळे मडहलांना आर्थयक स्वावलंबन आडण 

िोिगािाच्र्ा संधी प्राप्त होतात. 

3. मडहला सामाडिक उद्योिकतेमुळे मडहलाचं्र्ा आत्मडवश्वास, 

डनणयर्क्षमता आडण नतेृत्वगुणांमध्र्े वाढ होते. 

4. स्वर्-ंसहाय्र्ता गट, बचत गट आडण मडहला सहकािी ससं्थांनी 

मडहला डवकासात महत्त्वपूणय र्ोगदान क्रदल ेआह.े 

5. सामाडिक उद्योिकतचे्र्ा माध्र्मातून मडहलांचा सामाडिक, 

आर्थयक आडण शैक्षडणक डवकास साध्र् होण्र्ास मदत होत.े 

6. आर्थयक संसाधनांचा अभाव, कौशल्र्ाची कमतिता आडण 

सामाडिक बंधने ही मडहला सामाडिक उद्योिकांसमोिील प्रमुख 

आव्हाने आहते. 

7. डिडिटल तंत्रज्ञान आडण बािािपेठेतील बदलांशी िुळवनू घेण े

मडहला उद्योिकांसाठी आवश्र्क ठिते. 
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8. शासकीर् र्ोिना आडण संस्थात्मक सहाय्र्ामुळे मडहला 

सामाडिक उद्योिकतलेा अडधक प्रोत्साहन डमळू शकते. 

9. सामाडिक उद्योिकतेमुळे ग्रामीण आडण शहिी मडहलांच्र्ा 

डवकासाच्र्ा संधींमध्र्े वाढ झाली आह.े 

10. मडहला सामाडिक उद्योिकतेला प्रोत्साहन क्रदल्र्ास शाश्वत 

आडण सवयसमावेशक डवकास साध्र् होऊ शकतो. 

डशफािशी व उपार्र्ोिना : 

1. मडहलांना सामाडिक उद्योिकतेसाठी सुलभ आडण कमी 

व्यािदिाच्र्ा डवत्तीर् सुडवधा उपलब्ध करून देण्र्ात र्ाव्यात. 

2. मडहला उद्योिकांसाठी डनर्डमत कौशल्र् डवकास आडण 

व्यवसार् व्यवस्थापन प्रडशक्षण कार्यिम आर्ोडित किण्र्ात 

र्ावेत. 

3. ग्रामीण व शहिी मडहलांमध्र्े डिडिटल साक्षिता 

वाढडवण्र्ासाठी डवशेष प्रडशक्षण उपिम िाबडवण्र्ात र्ावेत. 

4. मडहला उद्योिकानंा बािािपेठ, डवपणन आडण ब्ाँचिंगसाठी 

आवश्र्क सहाय्र् उपलब्ध करून देण्र्ात र्ावे. 

5. स्वर्-ंसहाय्र्ता गट आडण मडहला सहकािी संस्थानंा अडधक 

आर्थयक व तांडत्रक पाठबळ देण्र्ात र्ाव.े 

6. मडहलांसाठी उपलब्ध शासकीर् र्ोिना व आर्थयक सहाय्र्ाची 

माडहती प्रभावीपणे पोहोचडवण्र्ात र्ावी. 

7. मडहला उद्योिकासंमोिील प्रशासकीर् अिचणी कमी 

किण्र्ासाठी प्रक्रिर्ा सुलभ किण्र्ात र्ावी. 
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8. मडहलांना व्यवसार् सरुू किण्र्ासाठी मागयदशयन, सल्ला आडण 

मेंटिडशप सुडवधा उपलब्ध करून देण्र्ात र्ाव्यात. 

9. समािातील मडहलाचं्र्ा उद्योिकतेबाबत सकािात्मक दडृष्टकोन 

डनमायण किण्र्ासाठी िनिागृती किण्र्ात र्ावी. 

10. मडहला सामाडिक उद्योिकतेला प्रोत्साहन देण्र्ासाठी शासन, 

स्वर्ंसेवी संस्था आडण डवत्तीर् संस्थांमध्र्े समन्वर् वाढडवण्र्ात 

र्ावा. 

11. मडहला उद्योिकांच्र्ा उत्पादनांना स्थाडनक, िाष्ट्रीर् आडण 

आंतििाष्ट्रीर् बािािपेठ उपलब्ध करून देण्र्ासाठी डवशेष 

उपिम िाबडवण्र्ात र्ावेत. 

12. सामाडिक उद्योिकतेच्र्ा माध्र्मातून मडहलाचं्र्ा आर्थयक, 

सामाडिक आडण िािकीर् सहभागाला अडधक प्रोत्साहन 

देण्र्ात र्ाव.े 
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Chapter: 41 
 

आददवासीच्या सामाशजक आर्थाक शवकासात शनवडक 

शासकीय योजनाच ेयोगदान : एक अभ्यास सदंभा   

सहगंोली शजल्हा 

शभस ेमारोती शकंर 

डॉ. बोनर आर वाय 

प्रस्तावना:- 

भारत देश हा कृषीप्रधान देश आहे.  एकूण लोकसंख्येच्या ८०% 

लोक शेतीशी शनगशडत जीवन जगतात. भारतात आददवासी समाजाची 

लोकसंख्या १०.८० कोटी असून त्यांचे प्रमाण ८.६ टके्क एवढे आह.े तसेच 

महाराष्ट्रात एकूण लोकसंख्या च्या प्रमाणात ९.३५ टके्क लोकसंख्या 

आददवासी समाजाची आह.े भारतात आददवासी समाज एक समाज 

व्यवस्थेचे सांस्कृशतक वैशशष्ये म्हणून ओळखले जाते. नागरी संस्कृती 

पासून दरू व अशलप्त राशहलेले संबंशधत प्रदेशातील मूळचे रशहवासी 

म्हणजे आददवासी असे सवासामान्यपणे म्हटले जाते आददवासी जंगलात 

दगुाम दयाा खोऱयात व सुसंस्कृशतक समाजापासून दरू असलेल्या प्रदेशात 

व तुरळक वाडी वस्ती करून आपले जीवन जगत असतात.  

सशंोधन समस्या :-  

आददवासी समाजाचा समावेश दबुाल समाज घटक का केला 

जातो. आददवासी जमाती या आर्थाक सामाशजक राजकीय व शैक्षशणक 

दषृ्या मागासलेल्या अवस्थेतील अवस्थेत जीवन जगत आल्या आहे. 

त्यांचा आता प्रगत समाजाची संबंध येऊ लागला आह े परंत ु प्रगत 

समाजाची वाट त्या संपकााचा आददवासीना लाभ होण्याएवजी त्यांच े

नुकसानुक जास्त झाले आहे. असे म्हणावे लागते. आददवासी समाजात 
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भेडसावत असलेल्या काही महत्त्वाच्या समस्या या पुढील प्रमाणे सांगता 

येतील. १) अशनष्ट प्रथांचा शशरका उदाहरणात.बालशववाह, हुडंा पिती. 

२) शस्त्रयांचे शोषण ३) धमा प्रसारातनू शनमााण झालेल्या समस्या. ४) 

व्यसनाधीनता ५) कुपोषण ६) आरोग्यशवषयक सुशवधाचंा अभाव ७) 

शशक्षणाचा अभाव इत्यादी अशा अनेक समस्या आददवासी समाजाला 

भेडसावत आह.े  

उदिष्ट:े-  

१) सहगंोली शजल्ह्यातील आददवासी जमातीच्या शस्थतीचा अभ्यास 

करणे. 

२) सहगंोली शजल्ह्याच्या आददवासी जमातीच्या आर्थाक समस्या 

जाणून घेणे. 

३) सहगंोली शजल्ह्यातील आददवासी समाजासाठी शासनाकडून 

शवशवध योजनांचा अभ्यास करणे. 

४) सहगंोली शजल्ह्यातील आददवासी समाजासाठी शासनाकडून 

शमळणाऱया शवशवध योजनांचा अभ्यास करणे. 

५) सहगंोली शजल्ह्यातील आददवासी समाजाची सामाशजक व 

आर्थाक मागासलेपणाची कारणे शोधून उपाय सुचशवणे. 

गहृीतके :  

१) सहगंोली शजल्ह्यातील आददवासी समाज सामाशजक दषृ्या 

मागासलेला आह.े 

२) सहगंोली शजल्ह्यातील आददवासी समाज आर्थाक दषृ्या 

मागासलेला आह.े  

३) सहगंोली शजल्ह्यातील आददवासी समाजासाठी कें ि शासन व 

राजय शासनाच्या योजना अपुरे आहे. 

४) सहगंोली शजल्ह्यातील आददवासी समाजाला कें ि शासन व राजय 

शासनाच्या या योजनाचा लाभ होतो.  
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५) आददवासी समाज शवकासाच्या मुख्य प्रवाहापासून दरू आहे. 

आददवासी समाजाचा शवकास योजना:-  

शासनाकडून जनतेला शवशवध प्रकारच्या सेवा उपलब्ध करून 

ददल्या जातात परंतु त्या सवेांची पुरेपूर माशहती सवासामान्य जनतेला 

नसते. तसेच सेवा कमीत कमी वेळेत शमळाव्यात त्या दजेदार असाव्यात 

अशी जनतेची अपेक्षा असते. सामान्य जनतेला कायाक्षम यंत्रणा आशण 

आददवासी शवकास शवभागाच्या योजनाचंी संपूणा माशहती देण्यास 

महाराष्ट्र शासन या करटबंध आहे. आददवासी शवकास शवभागाशी 

संबंशधत कामे जया शासकीय आददवासी शवकास याचं्याकडून करण्यात 

येतात तसचे आददवासी शवकास शवभागाच्या जया शवशवध योजना ददल्या 

जातात. भारतीय संशवधानाच्या मागादशाक तत्त्वानुसार राजयातील दबुाल 

घटक शवशेषता अनुसूशचत जमातीच्या लोकांचे शैक्षशणक व आर्थाक 

शहतसंबंध जपण्यासाठी शवशेष काळजी घ्यावी आशण त्यांचे सामाशजक 

अन्याय व इतर करून की पासून संरक्षण करणे त्या अनुषगंाने अनुसूशचत 

जमाती चा शैक्षशणक आर्थाक आशण सामाशजक सुधारणांच्या कायाक्रमावर 

भर देण्यात आला आह े त्यानुसार आददवासी शवकास शवभाग शवशवध 

शवकास योजना राबशवली आह.े काही योजना पुढीलप्रमाणे आहे. 

१) एकाशत्मक आददवासी शवकास प्रकल्प :- जया गटात ककंवा 

गटसमुहात अनुसूशचत जमातीची लोकसंख्या एकूण लोकसंख्येच्या 

५० टके्कपेक्षा अशधक आह,े त्या गटांचा अंतभााव एकाशत्मक 

आददवासी शवकास प्रकल्पात समावेश होतो. आददवासी समाजाचे 

जे लोक एकाशत्मक आददवासी शवकास प्रकल्पाच्या बाहरे आहते. 

त्यांना आददवासी क्षेत्र उपाययोजनेचे फायद े उपलब्ध करून 

देण्यासाठी माडा (Modifide Area Development Approach 

(MADA)) आशण शमनी माडा (MINI MADA) क्षेत्र तयार 

करण्यात आली आहते. 
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२) आददवासी मशहला सशक्तीकरण:- कें ि सरकारने सन २००२- 

२००३ मध्ये ही योजना सरुू केली. या योजनते दाररियरेषेखालील 

असलेल्या आददवासी मशहलांना दकरकोळ स्वरूपाच्या कामासाठी 

५० हजार रूपयांपयंत ४ टके्क व्याजाने कजा उपलब्ध करून ददले 

जाते याचा आर्थाक शस्थती सधुारण्यासाठी फायदा होतो. 

३) आददवासींसाठी आश्रमशाळा:- कें ि सरकारने सन १९९०- ९१मध्ये 

ही योजना सरुू केली. शवद्यार्थयांचे राहणे, जेवणे व शशक्षण अशा 

सवा सोयी या योजनेअंतगात सरकारच्या खचाातून होतात. 

४) आददवासी युवकांसाठी व्यावसाशयक शशक्षण:-ही योजना कें ि 

सरकारने १९९२- ९३ पासन सरुू केली. आददवासी युवकांना 

स्वयंरोजगाराच्या संधी उपलब्ध व्हाव्यात यासाठी त्यांच्या 

कौशल्याचा शवकास करणे हा या योजनेचा मुख्य उिेश आह.े 

५) राजीव गांधी राष्ट्रीय फेलोशशप :- जनजाती काया मंत्रालयाने 

सन२००५-०६ पासनू राजीव गांधी फेलोशशप ही योजना सुरू 

केली. एम.दफल., पीएच.डी. अशाप्रकारचे उच्च शशक्षण घेण्यासाठी 

या योजनेअंतगात आददवासी शवद्यार्थयांना अथासहाय देण्यात येते. 

६)  खावटी कजा योजना- आददवासी लोक सावकारांच्या अमानुष 

शोषणाचे बळी ठरतात म्हणून १९७८ पासून राजयात ‘खावटी कजा 

योजना राबशवण्यात यते आह.े या योजननेुसार शासनाने महाराष्ट्र 

राजय सहकारी आददवासी शवकास महामंडळास अशभकताा म्हणून 

३कोटी रुपयांचा दफरता शनधी उपलब्ध करून ददला आह.े 

आददवासींच्या अडचणींच्या काळात त्यानंा खावटी कजा उपलब्ध 

करून ददले जाते. या कजााचा सत्तर टके्क भाग अन्नधान्याच्या 

स्वरूपात तर तीस टके्क भाग रोख रक्कमेच्या स्वरूपात ददला जातो. 

७)  न्युशझलअर बजेट योजना :-ही योजना १९८१-८२ या वषाापासून 

आददवासी उपाययोजना क्षते्रात राबशवली जात असनू १९८६-८७ 

या वषाापासून शतचे क्षेत्र शवस्ताररत करण्यात आल े आह.े या 

योजनेअंतगात आददवासींना िोया उद्योगधंद्यांसाठी अथासहाय 
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देणे, शशवणयंत्रांसाठी अथासहाय देणे, सैन्यभरतीसाठी प्रोत्साशहत व 

मागादशान करणे, स्पधाा पररक्षांसाठी मागादशान करणे, त्यांना 

टंकलेखन, लघुलेखन यांच ेप्रशशक्षण देणे. व्यावसाशयक प्रशशक्षण देणे 

यासारख्या योजना राबशवल्या जातात. 

८) नवसंजीवन योजना :-आददवासींना आरोग्य सेवा पुरशवणे, त्यांना 

पुरेसा रोजगा उपलब्ध करून देणे यासारख्या बाबींची 

पररणामकारक अंमलबजावणी नवसंजीवन योजनदे्वारे केली जाते. 

९) स्वयंसेवी संघटनांच ेयोगदान : बाबा आमटे यांनी स्थापन केलेल्या 

महारोगी सेवा सशमती च्या वतीने लोकशबरादरी हमेलकसा येथ े

आददवासीच्या शवकासाचा प्रकल्प राबशवला जात असून त्यामाफा त 

आददवासी कल्याणाच्या शवशवध योजना राबशवण्यात येत आहते. 

अनुताई वाघ यांनी कोसबाड येथे ग्राम बालशशक्षण कें िाची स्थापना 

करून शशक्षणाचा प्रसार केला. मेधा पाटकर यांनी नमादा बचाव 

आंदोलन सुरू करून शवस्थाशपतांना न्याय शमळवून देण्यासाठी प्रयत्न 

चालशवले आहते. श्रमशजवी संघटना, आददवासी सेवा संघ अशा 

अनेक स्वयंसेवी संघटनानंी महत्वपूणा योगदान ददले आह.े 

सहगंोली शजल्ह्यात खालील प्रमुख योजना राबशवण्यात येतात. 

१) प्रधानमंत्री आवास योजना (ग्रामीण) 

२) जल जीवन शमशन 

३) आयुष्मान भारत 

४) एकलव्य शनवासी शाळा (लागू क्षेत्रात) 

५) पूवा व उत्तर-माध्यशमक शशष्यवृत्ती 

६) वनाशधकार कायदा 

७) राष्ट्रीय ग्रामीण आजीशवका अशभयान 

८) शबरी आददवासी शवत्त व शवकास महामंडळाच्या योजना 

९) कृषी व ससंचन शवकास योजना 

१०) कौशल्य शवकास कायाक्रम 

११)    PM-JANMAN 
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या योजनादं्वारे आददवासी समाजाच्या सामाशजक व आर्थाक 

उन्नतीसाठी शवशवध प्रकारचे लाभ उपलब्ध करून ददले जातात. 

समारोप / शनष्कषा: 

आददवासी समाज आददम समाज म्हणून ओळखला जातो. 

वनपुजक, शनसगापूजक असलेला व दऱया-खोऱयात असलेला समाज 

स्वतःची अशी एक न्यायव्यवस्था शनमााण करतात. आधुशनकीकरणाचे 

सवा क्षेत्रातील पररणाम आता आददवासी समाजावरही मोठ्या प्रमाणात 

झाले आहते. आददवासी समाज आता काही प्रमाणात मुख्य प्रवाहात येत 

आह.े या समाजाची आता शवकासाकडे वाटचाल सुरू आहे. अजूनही 

बऱयाचपैकी आददवासी समाज हा मागासलेल्या अवस्थेत आढळून 

येताना ददसत आह.े याकररता शासनाने शवशवध समाजाच्या 

कल्याणकारी योजना राबवत आहते त्यांच्या या योजना समाजाच्या 

शवकासासाठी खूप फायदेशीर ठरत आहे. या कल्याणकारी योजना या 

आददवासी समाजाच्या शेवटच्या घटकापयंत पोहोचल्या पाशहजे. आशण 

आददवासी समाजाला योजनचेा अशधकाशधक लाभ देण्यात यावा. 

सदंभा सचूी:-  

१) अत्रे, स. (२०१८). आददवासी शवकास संकल्पना आशण वास्तव. पुणेः 

डायमंड पशब्लकेशन्स. 

२) पाटील, अ. (२०१९). महाराष्ट्रातील आददवासी शवकास. औरंगाबादः 

साईनाथ प्रकाशन. 

३) महाराष्ट्र शासन. (२०२३). शजल्हा सामाशजक व आर्थाक समालोचन : 

सहगंोली. मुंबई. 

४) कुलकणी, शौनक (२००९) 'महाराष्ट्रातील आददवासी', पुणेः डायमंड 

पशब्लकेशन्स 

५) आगलावे, प्रदीप (२०००) ‘संशोधन पध्दतीशास्त्र व तंत्रे’ नागपूरः 

शवदया प्रकाशन. 

६) www.trti.maharashtra.gov.in  

७) www.tribal.maharashtra.gov.in 

http://www.trti.maharashtra.gov.in/
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सशंोधक शवद्याथी 

(अथाशास्त्र शवभाग प्रमखु व सशंोधन मागादशाक) 

पणु्यश्लोक अशहल्यादवेी होळकर महाशवद्यालय, 

राणीसावरगाव, गंगाखडे तालकुा गंगाखडे शजल्हा 

परभणी 

 


