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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.

Recent Trends in Commerce and Management 11



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,
Recent Trends in Commerce and Management 12



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 Al IoT, drones,
and digital twins into agriculture enables precision farming.
Sensors monitor soil moisture, drones assess crop health, and
Al 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

Recent Trends in Commerce and Management 14



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. Al-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:

Mabharashtra, 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 Al, 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 Al, 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:

o 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.

e By embracing innovation, India can harness frontier
technologies such as Al, 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
1s 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 wusing 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 wutmost 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 1is 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 1is
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

Recent Trends in Commerce and Management 28



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 21 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

Recent Trends in Commerce and Management 30



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.
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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.
such as their age, location, interests, and education,
which helps in targeting the right audience.
e
Yulicting customar ekt Targeted audionce
relaticnships in business eNgoOgement
growth
1. Measuring and Optimising Marketing Efforts
Digital marketing allows businesses to track campaign
clicks, traffic, conversions, and engagement. Based on these
insights, they can improve strategies, reduce unnecessary costs,
2. Expanding Brand Visibility
Through social media, search engines, websites, and
This improves brand awareness, helps people recognize the
business, and strengthens its market presence.

4. Businesses can collect useful data about customers
Role of Digital Marketing in Business Growth
Digital Marketing
performance through analytics tools. Companies can measure
and achieve better results.
online advertisements, businesses can reach a larger audience.
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.

Recent Trends in Commerce and Management 34



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 wuse 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

e Mega Influencers: Over 1 million followers
(celebrities, famous personalities).

e Macro Influencers: 100,000—1 million followers.

e Micro Influencers: 10,000-100,000 followers with
highly engaged audiences.

e Nano Influencers: Fewer than 10,000 followers but
strong personal connections with followers.

Recent Trends in Commerce and Management 39



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.

o Introduces new brands to millions of consumers.

e Helps businesses gain recognition quickly.

o Builds a positive brand image.

e 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.

e Increased product sales and revenue.

e Higher customer demand.

o Faster market growth.

o QGreater 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.

e Expands customer reach.

o Improves local business visibility.

e Increases online orders.

o Helps new businesses compete with larger companies.
e 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.

o Content creators.

e Social media managers.
e Video editors.

o Photographers.
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e Graphic designers.

o Digital marketers.

e Advertising specialists.

e Brand managers.

e Public relations professionals.
e 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.

e Inspires young entrepreneurs.

e Promotes innovation.

e Encourages self-employment.

e Creates new startups and business opportunities.
6. Promoting Digital Marketing.

Influencers have transformed traditional advertising into
more interactive and personalized marketing.

e Lower advertising costs compared to television or print
media.

o Better audience engagement.

e More targeted promotions.

o Higher conversion rates.

e 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.

e Increased exports.
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e Growth of international trade.

e Access to global customers.

e Expansion into new markets.

o Stronger international brand recognition.
8. Influencing Consumer Behavior.

Influencers shape consumer preferences by introducing

new products, trends, and lifestyles.
e Greater awareness of innovative products.
e Promotion of eco-friendly and sustainable products.
e Increased demand for quality goods.
e 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
e Sponsored brand partnerships.
e Advertising revenue.
o Affiliate marketing.
e Product sales.
e Online courses.
e Membership programs.
e 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.

o Improved product quality.

e Greater innovation.

o Healthy market competition.

o Better customer experiences.

e 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.
e Stronger customer relationships.

Higher brand loyalty.

Immediate customer feedback.
e Better understanding of consumer needs.
e Increased customer satisfaction.

12. Contribution to Economic Growth.

The influencer industry contributes to overall economic

development by:
e Increasing business revenues.
e Creating employment.
e Supporting startups and small businesses.
o Encouraging digital innovation.
e Expanding e-commerce.
e Increasing tax revenues through growing businesses.
e 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.
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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

Al 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 loT 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 Al,
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 —> Al
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.

1
| FORWARD DISTRIBUTION (Value Creation)

v |

Material Sourcing ——>  Fabrication ——>
Distribution —> Active Client Utilization

A |

| REVERSE METRIC EXTRACTION (Value
Retention) |

L

Remanufacturing <—
Diagnostic Inspection <— Take-back Collection
d

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:

IT Sales = P_Sale - C_Mfg - C_Dist - [[0 to Tw]

AMt) * C_Warranty(t) dt

Recent Trends in Commerce and Management 50



Where P_Sale = Upfront purchase price, C Mfg/C Dist
= Manufacturing and forward distribution costs, A(t) = Failure
distribution rate, and Tw = Warranty period duration.
IoT-Enabled Circular PaaS Model Margin Equation:

[T PaaS = >[t=1 to N] (R t(U_t) / (1+0)*t) - [

C Mfg + > [t=1 to N] ((C_Maint(t, 0_t) + C_Op(t))

/ (14r)*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, 0 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. 10T 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 Al 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, Al
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

Al-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:

M) =(B/m)* (/) (B-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, Al
orchestration platforms leverage a Stochastic Vehicle Routing
Problem with Time Windows (SVRPTW) algorithmic
framework to balance variables:

minZ=>[iin V] Y[jin V] c ij * x_ij + Y [iin 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

Al 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%
Rapid Re-Commerce
TIER 2: RUL 30-70% —> Deep Remanufacturing & Core
System Upgrades
TIER 3: RUL < 30%
Molecular Recycling
5. Commercial Implications and Value Creation

Integrating Al 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 loT-driven PaaS loop.

> Cosmetic Refurbishment &

> Component Harvesting &

Financial Traditional IoT-Enabled Delta (%)
Performance Product Sales Circular PaaS

Metric Architecture Configuration

Baseline (USD) (USD)

Initial Upfront $50,000 (One- $0 (Transferred -100.0%
Equipment time asset completely to

Revenue transaction) client OpEx)

Annualized $2,500 $15,000 +500.0%
Service & | (Reactive, (Predictable

Repair unscheduled subscription

Revenue calls) metrics)

Cumulative 5- $62,500 $75,000 +20.0%
Year  Gross

Revenue
[ Average | $1,800 | $600 | -66.7%
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System (Emergency (Optimized via

Maintenance field repairs) predictive Al
Cost/Year models)
End-of-Life $500  (Basic $8,500 +1,600.0%
Core Material scrap value) (Certified
Recovery component
harvesting)
Total Net | $12,500 $31,500 +152.0%
Operating
Margin
Realized

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 Al
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 (Al), 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; Al 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, Al-
generated content, automated customer service and
personalised offers. Ipsos reported in its 2026 India Al Monitor
that more than 80% of Indian consumers surveyed reported
understanding what Al 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, NPClI-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, Al 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
Al
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. Al 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
Al among Indian consumers and notes that digital payments,
mobile banking, e-commerce and app-based services have
helped make Al-enabled experiences feel like a natural
extension of the existing digital ecosystem.

However, Al also creates new consumer risks.
Recommendations may reflect commercial priorities rather
than objective suitability. Generative Al can produce
inaccurate or misleading information. Algorithmic systems
may also reinforce preferences and reduce exposure to
alternatives. Responsible Al 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 3314 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 Managerial
Behaviour Implication
) Reduces time and | Simplify the
Convenience .
effort 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
Improves relevance | Use data
Al personalisation | and search responsibly and
efficiency 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 | Improve fulfilment
p for delivery/service | 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.

Al-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. Al
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 (Al), 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 1improve 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 69



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.

Al-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, Al-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 (Al), 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. Al-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. Al 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 wunderstand 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, loT 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, Al-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 1identify 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.

2.

5.

6.

Digital transformation has become a key driver of
business growth and competitiveness.

E-commerce has expanded market opportunities by
enabling businesses to reach customers globally.

Digital technologies improve operational efficiency,
customer experience, and decision-making.

Automation and digital payment systems reduce business
costs and increase productivity.

Cybersecurity threats, high implementation costs and
lack of digital skills remain significant challenges.
Continuous innovation and technological adaptation are
essential for sustainable business development.

11. Suggestions

1.

2.

Businesses should invest in modern digital technologies
to improve operational efficiency.
Organizations should strengthen cybersecurity measures
to protect customer and business data.
Regular training programmes should be conducted to
enhance employees’ digital skills.
Small and medium enterprises should be encouraged
through government support and digital infrastructure
development.
Businesses should continuously update their digital
strategies according to changing market trends and
technological advancements.
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 (Al), 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, Al-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 wused 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 Al 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. Al-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, Al
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 Al 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 Al 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, Al 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, Al 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.
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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, Aurtificial
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.
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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 (Al), 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 Al 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
Al 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 Al 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 Al 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
Al-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 Al 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 Al 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 Al 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, I[AMAI-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
Mabharashtra, 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.

IlI.  To study the association between gender and trust in
online product reviews and ratings.
Corresponding null hypotheses were stated as follows:
Ho:: There is no significant association between age group and
preference for online shopping.
Hoz: There is no significant association between income level
and adoption of digital payment methods.
Hos: 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
2640 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 y> = 78.42. With 2 degrees of
freedom, the critical value at 5% significance is 5.991. Since
78.42 > 5.991, Ho 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 | Low/Medium Total
Payment Use Use
Low (<Rs.15,000) 90 160 250
Middle (Rs.15,000— 250
40,000) 160 90
High (> Rs.40,000) 200 50 250
Total 450 300 750

The calculated Chi-square value is > = 92.15. Critical
value (df = 2, a = 0.05) = 5.991. Since 92.15 > 5.991, Ho 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 > = 18.67. Critical value (df = 1, a = 0.05) =
3.841. Since 18.67 > 3.841, Hos 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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Chapter: 13

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

Recent Trends in Commerce and Management 124



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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[ 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

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
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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.

FINANCIAL
MANAGE ENT
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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. Al-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 (Al), 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 (Al),
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.
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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, Al 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 Al-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 1s 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.

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

l.
2.

(8]

Strategy and profitability threats.

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

Operating risks at a structural level are high.

Financial risk is usually less specific, and operational
risk is more unique.

Highly likely risk of malfunction or failure by a third
party or vendor that's beyond one’s control.

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.

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

Recent Trends in Commerce and Management 144



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
e To understand the conceptual framework of women and
social entrepreneurship.
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e To analyze the role of women entrepreneurs in driving
community and social development.

e To identify the major challenges faced by women social
entrepreneurs in the modern era.

e 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

Recent Trends in Commerce and Management 149



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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+¢ SKkill 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 mabhila 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
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Introduction

The banking industry has wundergone 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, representinga 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 UPL,
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
%2314 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:

o Opening and managing accounts digitally

e Transferring money instantly
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o Paying utility bills

o Making merchant payments

e Applying for loans

o Checking account balances

e 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 (Al) is becoming a major force in
contemporary commerce through automation, predictive
analytics, personalised marketing, customer service and data-
driven decision-making. This study examines Al 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 Al adoption in Nanded.

Keywords: Artificial Intelligence, Al 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. Al 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 Al, 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. Al 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

Al 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
Al 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 Al as an important driver of
digital transformation. Al 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 Al
can support forecasting, pattern recognition, risk assessment
and data-driven decisions. However, the effectiveness of Al
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 Al and business is
expanding rapidly, there is limited location-specific empirical
evidence on Al adoption among commercial stakeholders in
Nanded. In particular, there is a need to examine Al 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

Necagerin

/ Decision-Makng \
Commercial

Al Bnareness Factors &

h Aoption Bamriars tcomes in Nanded
\ Percetend Nusnesy

Priormance

Figure 1. Proposed conceptual framework of the study.

The framework treats Al 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

e What is the level of Al awareness and adoption among
commercial stakeholders in Nanded?

e What is the influence of AI adoption on managerial
decision-making?

e What major factors and barriers affect Al adoption?

e What is the relationship between Al adoption and
perceived business performance?

7. Objectives of the Study

1. To assess the level of Al awareness and adoption among
commercial stakeholders in Nanded.

2. To assess the influence of Al on managerial decision-
making.

3. To identify major factors and barriers affecting Al
adoption.

4. To examine the relationship between AI adoption and
perceived business performance.

8. Hypotheses of the Study

HO1: There is no significant relationship between the level of
Al awareness and the adoption of Artificial Intelligence among
commercial stakeholders in Nanded.

HO02: AI adoption has no significant influence on the
effectiveness and efficiency of managerial decision-making
among commercial stakeholders in Nanded.

HO03: There is no significant relationship between identified
organisational, technological and environmental
factors/barriers and Al adoption among commercial
stakeholders in Nanded.

HO04: There is no significant relationship between Al 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 Al
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 Al awareness and adoption.
It will then examine Al adoption and managerial decision-
making, identify major factors and barriers affecting adoption,
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and assess the relationship between Al 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 Al 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 Al
awareness and adoption are associated with stronger
managerial  decision-making and perceived business
performance. Al 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 Al
may differ according to business size, digital readiness and the
nature of commercial activity. Al 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 Al-based customer service, marketing, forecasting,
financial analysis and business intelligence. For managers, Al
can provide decision-support capabilities while retaining
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human oversight. For customers, transparent Al use and
responsible handling of personal information can strengthen
trust. For policymakers and institutions, the findings can guide
Al awareness, digital-skill development and support
programmes for smaller businesses.

15. Major Findings

e The level of AI awareness and adoption among
commercial stakeholders in Nanded.

e The influence of Al adoption on managerial decision-
making.

e The major  organisational,  technological  and
environmental factors and barriers affecting Al adoption.

e The relationship between Al adoption and perceived
business performance.

e The importance of skills, data quality, privacy,
cybersecurity and organisational readiness in Al 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 Al in commerce. Rather
than considering Al 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 Al 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 Al 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 Al 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 Al 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 Al 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 Al adoption as the extent to
which respondents are aware of, use and perceive value in
Artificial Intelligence within commercial activities. Al
awareness may include familiarity with Al-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: Al
awareness and adoption, managerial decision-making,
adoption factors and barriers and perceived business
performance.

The study recognises that successful Al 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 Al literacy and practical Al training for business
owners, managers and employees.

2. Encourage small and medium businesses to adopt
affordable Al tools according to clearly identified business
needs.

3. Strengthen data protection, privacy and cybersecurity
practices.

4. Promote human—Al collaboration and retain managerial
judgement in important decisions.
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5. Develop institutional programmes through universities,
government agencies and industry associations for Al
awareness and skill development.

6. Regularly evaluate whether Al 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 Al adoption over time. Sector-
wise research may compare retail, banking, services,
manufacturing and MSMEs. Further studies can examine
Generative Al, Al and employment, customer privacy,
algorithmic trust, Al-enabled accounting and Al-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 1is 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:
e Marketing of inputs to agriculture and allied activities.
e Marketing of consumer goods and FMCGs.
e Marketing of agricultural and industrial goods.
e 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.

e Attitude of farmers changes from subsistence agriculture
to commercial farming.

e Marketing system creates price stability and economic
stability in the economy.

e With the development of marketing system, coordination
exists in the various sectors in the economy.

e Marketing is new creation of value. It creates place
utility, time utility, form utility and possessional utility in
the produce.

e Rural income and rural saving are enhanced due to rural
marketing. It boosts modernisation of agriculture and
capital formation for the economy.

e [t generates employment opportunities in rural areas.
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e 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:
e Large number of consumers.
e High income from agriculture.
e Season demand.
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Diversified rural economy-increase in income.
Increasing irrigation facilities.
High potential of demand.
Existence of highly imperfect market.
e Rapid development of rural market.
e Expanding transport and communication facilities.
e 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].

NN

Concern to the production | : Products on small scale
system

: 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 wunaware 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.
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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

il ild

R
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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
1s 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

SKkill 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 Al literacy are skills that are rapidly becoming crucial.
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).
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.
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.
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, Al 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 (Al, 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 Al (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.

2.

3.

Quality Issue: Many training centers focus solely on
enrollment targets rather than learning outcomes.
Social Perception: Vocational courses are still perceived
as being meant only for "underprivileged students."
Weak Industry Linkage: 70% of ITI institutes lack any
Memorandum of Understanding (MoU) with local
industries.
Shortage of Trainers: A lack of instructors possessing
both teaching skills and industry experience.
Assessment and Certification: There is no uniform
standard; employers often do not attach importance to
many of the existing certifications.
Infrastructure: Outdated machinery; rural centers lack
access to new technologies like Al and 3D printing.
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
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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 Al 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 Al, 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 2Ist 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,

Recent Trends in Commerce and Management 210



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.

e [t provides farmers with better market access and
improved income.

e [t reduces post-harvest losses through efficient storage
and transportation.

e [t creates employment opportunities in rural areas.

e [t supports agro-based industries and food processing

units.

e [t improves the availability of quality products in
villages.

e [t contributes to poverty reduction and rural
development.

e [t encourages balanced regional economic growth.
e 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:

e India's rural market offers tremendous growth
opportunities.

e Increasing rural income has expanded consumer
demand.

e (Government initiatives support agricultural
modernization.

e Growth of digital infrastructure enhances market
access.

e Organic farming has created premium market
opportunities.

e Food processing industries generate additional value
for agricultural products.

e Export opportunities for fruits, vegetables, spices,
cereals, and processed foods continue to increase.

e Women entrepreneurs and self-help groups contribute
significantly to rural economic development.

e Sustainable agriculture and eco-friendly products are
gaining popularity in domestic and international
markets.

e These developments create new business opportunities
for farmers, entrepreneurs, marketers, and investors.

Suggestions for Improvement:

e The effectiveness of rural and agricultural marketing
can be improved through several measures.

e 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.
e Encourage value addition through food processing
industries.
e Increase investment in research and agricultural
technology
e Promote direct marketing between farmers and
consumers.
e Encourage sustainable farming and climate-resilient
agriculture.
e Expand export promotion programs for agricultural
products.
e 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
Selt-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
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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:

o Rural healthcare and nutrition programs

e Vocational skill development and digital education

e Traditional handicrafts and fair-trade artisanal networks
e Organic farming and agritech solutions

o Waste recycling and renewable energy

e 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:

o 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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e Stand-Up India Scheme: Facilitates bank loans ranging
from 10 lakh to X1 crore to women entrepreneurs
establishing greenfield enterprises in manufacturing,
services, and trading sectors (Press Information Bureau).

e 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).

e 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).

e 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.

Technology as an Enabler: The integration of digital
platforms, community-based approaches, and grassroots
innovation has become the primary driver of successful
social enterprises.

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).

Core Success Determinants: Capital availability, digital
literacy, formal entrepreneurial education, and access to
mentorship networks are the decisive factors determining
venture survival.

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.

Promote  Entrepreneurship  Education:  Higher
education institutions and vocational centers should
integrate practical entrepreneurship, financial modeling,
intellectual property management, and innovation
management into academic curricula.

Enhance Digital Literacy: Government bodies, industry
associations, and NGOs should organize structured
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workshops on e-commerce management, Al 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

e 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.

e Immutability: Once information has been recorded and
sufficiently confirmed on a blockchain, changing it is
generally extremely difficult.

e Shared Ledger: Blockchain provides a shared digital
ledger in which authorized participants can access and
verify information.
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e Consensus Mechanism: A consensus mechanism allows
participating nodes to agree on the validity and ordering of

transactions without a central authority.

e 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 | Distributed Bitcoin,
open Ethereum
Private Restricted | Organization/grou | Enterprise
p applications
Consortiu | Selected Multiple Inter-
m participant | organizations organizationa
S | 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 Dblockchain 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.
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.

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
e Programmability: Smart contracts can execute
predefined actions automatically once agreed-upon
conditions are met.

N
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e Cross-Border Transactions: Blockchain-based systems
may provide new approaches to transferring digital value
across borders.

e Transparency and Auditability: Records can provide a
verifiable transaction history depending on network
design.

e Innovation in Financial Infrastructure: Blockchain
can support new financial applications, including
decentralized finance platforms and tokenized assets.

e Accessibility: Some networks can be accessed through
internet-connected devices, extending certain financial
services to underserved populations.

9. Issues and Challenges

e Scalability: Some networks experience slower
processing or higher fees under heavy demand.

e Security Risks: Applications, smart contracts,
exchanges, and key-management systems can contain
vulnerabilities even when the underlying blockchain is
secure.

e Data Accuracy: Blockchain does not automatically
guarantee that information entered into it was correct.

e Price Volatility: Many cryptocurrencies can experience
significant changes in market value over short periods.

e Private-Key Management: Losing credentials can result
in permanent loss of access to digital assets.

e 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 1is 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:
e 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.
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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 1is
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:

e 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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e 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

e The study reveals that tourism has considerable potential
to contribute to India's economic growth.

e Tourism generates direct and indirect employment
opportunities and stimulates economic activities in several
allied sectors.

e Tourism development can encourage infrastructure
investment and improve regional connectivity.

e International tourism contributes to foreign exchange
earnings, while India's large domestic tourism market
provides a strong foundation for tourism-sector
development.

e Tourism also provides opportunities for entrepreneurship,
particularly for small businesses, homestays, artisans and
local service providers.

e The long-term economic contribution of tourism depends
upon sustainable destination management and the
equitable distribution of economic benefits.
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Suggestions

e India should continue investing in tourism infrastructure
and connectivity, particularly at emerging destinations.

e Greater emphasis should be placed on rural tourism, eco-
tourism and community-based tourism.

e Skill-development programmes should be strengthened to
improve service quality and employment opportunities.

e Digital technologies should be wused for destination
promotion, information services, reservations and tourist
assistance.

e Tourism development policies should encourage local
entrepreneurship and greater participation of women and
young people.

e Environmental carrying capacity should be considered
while developing sensitive tourist destinations.

e Public-private partnerships can be strengthened for
infrastructure and destination development.

e 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,
Mabharashtra, 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
womenjournalists 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,

Recent Trends in Commerce and Management 258



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.

Recent Trends in Commerce and Management 265



The importance of MSMEs extends beyond their
contribution to output. They also encourage:

¢ Employment generation

e Entrepreneurial development

e Regional economic development
e Innovation and creativity

e Local resource utilisation

e 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 wunderstand 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.
e 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 wused 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 entreprencurial
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:

e MSME entrepreneurs should develop systematic risk-
management practices.

e Financial literacy and cash-flow management should be
improved.

e Entrepreneurs should adopt suitable digital technologies.
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e MSMEs should diversify their products and markets
where feasible.

e Government institutions should simplify access to support
schemes.

e Banks and financial institutions should improve timely
credit availability.

e Entrepreneurship-development ~ programmes should
include resilience and crisis-management training.

e MSMEs should strengthen relationships with suppliers,
customers and other entrepreneurs.

e Colleges and universities should promote entrepreneurship
education and practical business skills.

e MSME clusters should be encouraged to facilitate
knowledge sharing and collective problem-solving.

e Innovation and technology adoption should be supported
through training and incubation.

e 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.
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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 Mabhila
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) Ilaunched 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
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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
Mabharashtra. 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 Selt-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.

Number Loans
Number Percentage
Sr. of Self- Taken by
of Groups of Groups
No | Taluka Help . Groups .
Taking . Taking
Groups Loans (in Lakhs Loans
(SHGs) 3)
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 494 86 36.45 17.40%
d
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 I9 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:

o Enhancing household and local income

e Generating self-employment and job creation

o Increasing financial transactions

e Adding value to local resources

o Establishing agri-allied enterprises and value-adding
minor forest produce

e Increasing women's participation in decision-making
processes

o Connecting with banking and credit systems

e Adopting digital payments and online sales

o Investing in education, healthcare, and family welfare

e Promoting women leadership and public participation

o 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 Al-powered recommendation
systems to loT-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.

I1I. 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 Personalization, |Al concierge &
Intelligence |Chatbots recommendation engines
Big Data | Demand Predicting seasonal tourist
Analytics forecasting flow
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Technology \Application Example Use Case \

Internet of|Smart Sensor-based crowd

Things destinations management

MObl.le . Booking & |Real-time itinerary

Application . e .

S navigation planning apps

Blockchain Secure . Tamper-proof booking
transactions records

VR /AR Imm-erswe ertual hotel & heritage-
previews site tours

A. Artificial Intelligence and Big Data

Al-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 UAE Al-driven visitor services &
Tourism unified digital ID
Seoul Smart Big-data-based crowd and
. S. Korea
Tourism traffic management
Booking.com |Global Al-powered dynamic pricing
Ecosystem (0OTA) & recommendations
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Fig. 3. Conceptual Model of a Smart Tourism Ecosystem
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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 Digltal Transformation in Tourism
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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 Al 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.
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Chapter: 30

NEP 2020 and Reforms in Commerce
Education: From Conventional Learning to
SKkill-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 320,000 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 222,142 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 323,021 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
3140 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 210,000 42.0 15.0
%10,000-20,000 35.0 30.0
%20,001-30,000 15.0 32.0
Above 230,000 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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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 Al, 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.
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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 Al, 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

Recent Trends in Commerce and Management 330



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 Al

Artificial Intelligence (AI) is one of the most influential
emerging technologies shaping contemporary commerce and
management. Al systems can analyse large volumes of data,
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identify patterns, generate predictions, automate routine
activities and support managerial decision-making. Generative
Al 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, Al 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, Al can assist with transaction
classification, invoice processing, anomaly detection,
reconciliation, audit analytics and financial forecasting. In
banking and finance, Al applications include credit
assessment, fraud detection, customer support, risk analysis,
and personalized financial services. Human resource
management can also benefit from Al through recruitment,
candidate screening, employee engagement analysis, learning
recommendations and workforce planning.

Al-based decision-support systems enable managers to
identify patterns and insights that may be difficult to detect
through traditional methods. However, Al should complement
rather than replace managerial judgement. Decisions involving
ethics, accountability, organizational culture and human
consequences require appropriate human oversight. Therefore,
responsible Al adoption requires a balanced integration of
technological capabilities, managerial expertise, ethical
principles, and effective governance (OECD, 2024).
Generative Al and the Future of Managerial Work

Generative  Artificial  Intelligence  (GenAl) 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, GenAl 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 Al 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, Al, 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 Al
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 Al, 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 Al, 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 1is transforming managerial
functions, particularly decision-making, marketing,
finance and human resource management.

3. Generative Al 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 Al, 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 Al, e-
commerce, fintech, big data, cloud computing, blockchain,
automation, and changing consumer expectations. These
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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 Al, 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

R T ATHTITT HIATI I Hiereq fareqor

STTor QSRTTCETHAT
. I St W3
TEATEAT:
AEAEF  qrEAT  UHEETAT  qdEd S St
FNMATITG AT d T ATAT MALTH AT T AT

T BIA ATgl FOTET qT A Hed ATl § #i 9
ATHRIAT IT ATel FEUAA S HA TSdl TIAAY Tl

TSI FTATAT AATHTITI Hg<d ATH AT Mg

AST=AT TTYTHF ST ITIRIST Fdecs Teat FIgur
TH ATer. FEh (TS I0ME) 9T SHEAT=AT T

FEATT SATSATHRS T FTHTATST FA9TF Hiaed (job-ready
skills) @A, WRATAT  'AFECTATEIT  ATATTET
(demographic dividend) ®EET g, 9Rq ATH HANF
ATATATT TITAL FHLOATATST I TSHTE TAT ATAITF 3.

TP Frered R e 200y ¥ 3RE 2032 v
Yo TN (Yoo TAAL) ATRIAT TIATAT FLOIATH gId. dALIGl,
qiorfera qeuraefier ST YA IF Aled g, TS
UF FeF AT g I TR wyeey e Y g
F? BT eNgEad  wraed  fEw| erier  JSeeEHdr
(employability) T=aTdier HET HHASYT HUATAL AL Hiwd
Al

IS TEOTST SATAT hacs TEal (Headul dog. FaFhH=]
(NASSCOM) 303 =T AZATATHT, Had ¥4% AT
TEATET TSNEREAT HTA SATaTd. 1= HI0T T 3 foreqor
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o o
AEAT FA "TRATHTE" TATC FLd Mg, "FTHTHTST O
FTaETE" (job-ready professionals) ATET.

Frere foreror wgure srerm weTeE ggaefie wfdreror, &

TR AT seEsmeETST araegs fAfore ewar Ewtea
FLA. TASITLATAT FZUTSl UETAT SAHRAT TS Hasaogme

artor ar foae Sava 99w aauIEeT AEedE R,
ST ATTOT 30T T,

o030 TAG WARATHE HANIH FEAGH FIREAA
ATHREEIT (working-age population) &< steft soeAT STE.
TR Freed AEREeETT, g AreEedT quiuast (asset)
A= (liability) 3% eThd. TreqT SEedqe a1eY IS0 AsIas
AT IRW=AT AT AT ThTadieT "wrereT awrad”
(skill gap) 3% FgUTaTa.

THEIS &I FIT [ARET=AT AT TISHT TgAg!, Aard
TR SR AT 37qur ST (underemployment)
FT HIIH ATG?

qeq o Hied O, TSRIRerAdr, a v, AEaras

TTereAT, TTET ¥, o0, Toher ST

LA ST
9. I TorhTe AT TSTEATAT AT HhodAT THS =0T,

. AT HEAT=AT i9red Taahme IUsAT freoor Hyor.
3. IATTT=AT ST AT Teaiegi=t ey Jraefisr Iwrad

(skill gap) sfra@mr.
¥, AT TITAMTET TSRIRATAT ETOATHTST 39T

LEEUT
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AT T

9. ATEATATS e TreAuT=T TeaT=t Rt FTT 3?2

3. TST IRTASATHSA FHIOTCAT FHIATATHT IO A T ST ?

3. TSRIRATAT ETUATd IRl Hieed Hwrwhd ot

TATAT ATGA?
¥, FIET A0 TSEIRAHAr TR awEd
FLOITATST HIUTT AT ATSTAT AATA?

T 70 (Literature Review):

Joe THAMAS BT 033: ACHITHS oY 73T
4o% FHATHMT ARFRETHT (FHF  FNqed  AAATT
FLOTHT) TLST T,

NSDC gatel: WA #ac ¥.%%% " AaaHhs
AIATE Hlaed IIAAT Ag; ATIAS AHLehd g THTT 42 %
AT STATHET < 0% L.

AICTE =for S=IRT &=Tdid SAgare: Ha1g HIeed, THedT
A g\ar o ATEgiad AWM= O9F AT g Ao
AT (Aa=h (employers) THE FYAT.

PMKVY a4« T¥T9: ARI9aT, ATfgdlr asrsn= (IT) srfor
e fEfr (retail) THTEAT Sy Tene MovET
TJHTUT (placement rates) 3 0-% 0% T ATE L.

AT AT I AT HEg<a TR Fe 3

{. I°° THAIAT BIA, "TAL AF o8’ AZATA 033
& Y4 AU HTHATL=AT T RqAHed (core skills) HIS
FaA g, Eyuuerd o=, et o= arfor Al
TTATAT BT AT Hg<aTd T STUMTLT R TR,
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. NSDC #Fterex awraa (Skill Gap) SIgaTe o 3R: ATATaT
Q032 TAT ¥ GATHET 0.8 FEN (0% TMAHA) FAA
FTRMCAT TS gidl. HET FHALAT ATl & FTeehTH,
Tohente Tareht, samaeET, arfadt aaa (IT).

3. AICTE TSITTETHAT Ta8T0T R033: Fdd ¥9% THI =T

TR TSN (v 9T 3fgd. SATaglid AqAd s
HATE HIAHTEAT AT &f ATHT q&F FU ATATH THGE hel
A2
¥, AEUAT TATAT (R0 L¥): SATFET I TIAATHes IqTd 3 0-
30% dTE ghd, 9Iq WIAAUTET FSAT ST SHTOTASE
ErsamaTear § sAel o= o sreq.
4. NEP RoRxo (TS XeAfOr ei=or):  TSHeerdar
ERUATETST TIAT € &7 I ATAATA  (Qeq0, TeAiorT
Aoy 3Ig oA 'Hivedsr Uedl-Uidere’ (FA97 A7 aTe<
TEUTAT A qeft) ATa¥ A faar are,
ATfgcATd I FaaTgRy Moy qadt + FIT + JqAT =
TSRTTETHAT.
FHTETAT I

9. STEA T HEATT B A0 A7 TSeerd =t AT

T,

2. FEATAT R TAHTE 0= A7 FTARATH T o
T

3. TUNMA AE9TF AEAAT HI9eT A0 geormey foeht
STTOTEY 19T AT FF Aop@r.

. e frerr faraeurTdier stregrai= faraeor Feo,
. FI  AAMER  TSRIEAAT GEROATEET e
LEELE
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HHIATHE dThe;

TSI HATATST SATAAF I T TR

uft IFTETW 0 & Wl TRRaTaiEeR/gre Raew: FIfe,
Tqite e Tare wraed, Tifes F1d, wrafas Jigaar s
ST SATA9TF Mg

Rfvtea e woum sifrm, wamm o, Faee, (e
HTeRT T SRNTT AATALTT 3Tg

i e | 999, F=T SFEATIE, qrad At gaTET

TIATAT AL hiod FodTHes dTEd ool GG Id.
SNSRI A FaeaT Ao, st arearn, e

FAEATI TAFLSTL AT FETEATHTS ATT9TH g
RN T FHOATHAT Tl (ASwH):
9. TEATHE Tga: et (ITI), wiferetses, e
IERIEIES
3. ATS-AETRT 95d: PMKVY Siaiid @rsil Jroreqor
SILIEAES
3. ot 3¥=ET (Apprenticeship) T&d: NAPS -
TrRaTET FHAT' (Earn while you learn)
%, TaRTTCHT TE5d: NEP 2020 T

o * [N o\ .
MATHGHATAITHET TGS U1 THTALT

TRATA I @ HIed A ST
1. ferer ST 9= - 99 FT9eT ITFTTATST TFH TEOHTINF
FTAFT
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2. PMKVY - Jam@wt #iaer o™ ToET - SeusTe i
TTLTEAT + THTOTTT

3. NAPS - #e\e TfeafarT THTe Thi - TeTel HTHT=AT
fEeToft wfdreror (On-job training)

4. DDU-GKY - aT¥iur q&vuri= stered faeme

5. NSDC afor &Fex Raer Fifrqedaiad dglaemaai=t

RO
ATATH TR SUHH:

1. Rt Efear M 2015: 2022 79 40 F1ET (400 T9r=E)
AMREAT TIATT  FOATAT THE FAHA. 40 FT AfG®
HATAATHES qH-AT TAT.

2. PMKVY 4.0 2023-2026: 'S=&1 4.0' sreAmawaiay (Al,
Trarfesd, loT, 1) 9. 1 FIET e 3fRe.

3. A seifedfw wHiem W (NAPS): AT
(employers) fa=mada+ (stipend) Fg=T Y&9 Fed. 10 9
forRTs: SHea= 3SfRE.

4, = foreqor €247 (JSS): AT Aigerer =t swior arfior
AR TS ATHTETS,

5. NEP 2020: 7T SaTgraie ferequnsft samaartas freqorr=m
"o, 2025 7T 50% fe=meatar smEats freom=r sy

e 3.
6. DDU-GKY: & Fardiad AT TEOMaT q&T hiwd.

TSHITE-ATE( &Y (placement-linked) T,

9 dge!, PLFS 2022-23 T8 AATd e ®da 2.2%
ATATBTHe ATATE ATAETAS TIAAT AL, TAAT: STHAT
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75%, SO 80%. IINI=T AN fawg foreror eEmdter
Ar3eqe: FHiered awrad (Skill Gap)

03§ WEY IARTHT 1T g g

9. dfgedr RaamMmEa FEERT 9 (Job-ready) SHEATT
TS e T R0 30 T T

2. RfSres anfor Al (F6Em Figmm) gam=t doa/a aETs

e
3. gHEAT HEmer ewar sfor ot Joaa A=t a7

EIEEREEI K

. ZIS(T ATor IR forF AT HaTE ATgvaT F 19T
foreTor ST FTY T FQ:

9. Fa@ dgZitd® (Theory) AT FTAATE] SAITEHHRH

3. JoAe FAWemesT (Practical labs) 3mfor S=rmm=m woaer
FAFT ATAT AHATS

3. 'Atwe fFwea'aT (Soft skills) FHY 9%

. JRRTET AFT R ST A [T/ ITEATTT

qioTry: "farfera aTen. et It (Tally) atas oehd
ATeT; ATHATEDT TTATET FHITST F% AFHT ATl

T TACATTAA AT

Q. TUrEAAT T 3T AT e Fde Ta9m=4T1 (enroliment)

SfEEET a7 Fieq wear, [T Foiay (learning

outcomes) ATET.
. IR fea: SATEETds AXHHRT SAel "

ERIRIGICINE eSS C R T KR
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3. STFTEft FHFAT AT 9o % ITI HEAT=T TATHE IR

FITATE T AT < (MoU) ATe.

¥, FIreAT FHALAT: ALATIT 9T AT W &ATA T
AIAT Tral AT TTALARTHAT THTA.

. T SATTOT THTUTI: FHIMAGT THAHTT HTHH ATl. AT
THTOT=HT =Tk (employers) Ag<d <d ATgI4.

%. THETST qiaem: S FEEmET; areer FEider Al, 3D
T e AT TASHIET SUsddT ATal.

9. SIRTEHAT: ATHI TEOMET TIAAIHAL=AT ATSAT har
FIS=AT Gefiagd ATRdl ATal.

¢. 37 Feveror deori=ht i

A=A Fa@ "ALATIA" FLOATUAS T "Hraed g +
HELATIA" ATHS qBA TTTRoT.

ARTAATAY FTT F& AFATA?

9. feer g= (Skill Hubs): NEP 2030 @i, Agria=mea
TN [HTE e O ThaTd o 20 30 TIq sgrad.

R. A TEAMT: UET HATETST (semester) SERMA
ZaAT9.

3. AT AATHHRH; TAF TATT UH HIeT-ATT o
(ITT. TFHA, TATE e, JTSIHAT) THTAE FHIT,

¥. IR GANNM HES: IART=AT oo X 2 aqier
TEATERH ST FHL0.

4. wgHe A0 AURSfT e Faw T Foga o
(placement) d5g, AT ATSH A=At FTaed FTHIATET FHLO0

(reskilling).

THA" FIAHH ¥ 0% ATAF TidHe F9aard.
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H WS (IHTE): FF 2 PMKVY AT I91d-2033 =47
oA o R oot &1, PMKVY 9@&r€eeT aad-
AT TSI HSv A= ar=FaT 3% SATee gral. TeraT
(Apparel), AFTEAT SATTOT LEATT (Telecom) &=Td HATTAF
TIEHE FTAT,
THTOT R AT (IT1) swior S=ret erefier amfter<r
AESHNT  AFEAT  HEAHET  TTeT TrAd  holed]
ANENHe 'A[-3-S(a HET8g 0% fE=meiar I
(e fHeTeT.
AETTAATAAT ETTAT I AT
qraears o Q0 FRmdie tEaAtatatodr Fae
(TSETTEEHaT Fiered) 27wy stfqerd ke = aaras
FAT. AT 3 AW [FATHT=AT TSI THIT 4% % T
9 % T ATE.
| A DK
9. rETT fowg "ET wieer dw [ueEuast geas
TeT Hiwd FHLar.
3. SAN-FATE  &ATAIA L AXATERA  SARMIATL
ST=ATAT ATl
3. SIR[ET STATa: ATHIOT qorHT faferer A= Jrtedt
GIEL
%, TEHEAT THET: AR =aT gH AT THT0TI,
wﬁmﬁgﬁa
FAe TIA AT AT JATET AL higd FLAT.
. it ofor #@ive Fawed el AHeedT IHEATA]
e TSI S9FIaT go9e 9.
3. ZeAtrT efor srSifeaferaies TSRIEeAwaT € 0 % aTed.
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EI: L 7 1 - S A 2 A | EA RS 1
AfSITeead, IcaTed, s, A< &ar sy @
(BFSI).

¥, TITHE STRTAT ST TLRET AT ATew TATET
SLdrd

W. I FAT AT TSRIEAAAT TT=ATd U Tolgd
TRTTCHE Hael AT, TIATTT TEOMAT ARy o=t
QTFAAT 2.3 U STed 9.

¢ @ive Raem onfor RRew amawar smar it
FITATEAN T Hg<aTT SATAT g,
o, TSTTRAATHTST T TeafaT arfor ZedfaT Aieadey
qaauEa? gattes aearar (ROI) fear.
<. TS TS Gdt ITA=E ATAT ARd, T 3T
?. MYATIE HIeT WIAANT HIgATAT HgWANT Fdd
2 0% T, TS TH &THAT 2.
foremrt:
9. AFATHHT UM AEIEAATAATAT Tigedl TuTarE
I -ATATT ST THTAE FLT
2. SN HEEwE: afgE feAid, sfaeft sre, 9
Theq
3. Oive RFemay @87 Fied 2o 9418 FI9eT, S,
HATET DI

¥, RfSesr Ameean o + Terg Argei qiorerr
EIECID]

W. HETET  erfor erferra: widreroreaY wiHHe  eur
AITET AET SaT
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EEALTICT
9. UMW ARfETETST  Ae-seTea” et
"TROTTH-TET A" =T saed wr
3. IEETET BT s reft g FYered qredar Arae
SRIESETN)
3. TOrhTS; SHEATUAT FTHTAR SATITHTST HAFTAT TTcHTEd AT

Srerfores SeataTdt:

9. YT TSl AVATHHATT 0% HATAAIAF Hiced

qHTEE T
3. 3+ AUAT SN AT T TTEATTF HI<h FT
3. SATgEE aAsER "R el AT
SANTTETST:
9. AATAFRATAT Tg-TAAT FAT 0T =iy greamas
JUAH shlwd AT
3. T SeATAT SATTOT HTATAL SIAEAT 2T
3. HTAHI-he (AT AT T STHTISET H=FdT AT
[EEIRIF
¥, ¢ qiEE BT + ¢ Bfoed amga + 991@ e
foreT
W. TedT eduaTgEdl e 3 et wa
%. TA® (FIHA Ty, T TEHITT3l TATT FLT
Feed A AT Ufsgd Afgder dmet —  ar
STATTHST AATALTE g, Tl AT TTATA
Tierem T FedT S|edT T, ATaT [OraT, SSANT Fae AT
T (Al), ¥ T gRA AEAEREAT GESERT Tt
FNMATAT A hiad HLO AR g, AT FEAAT
et snfor ST Fi=aTa I WU FH A qiieS. a3d
STTOT "FOT ST, TSHILEAT A" g &3 AT v Thal.
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T forequr g fRrequr Srfor TS ATATH A I 3.
ATLATAT T ATET TEATET GLASIY ATgld, ST TSI

ATEId. FTATAT AEASATHST qad (9w, BT JudT= T aqar
Afor Twg Fieed - qias + AWl + =Bfoes - T
AAITHAT M. TALUT 2020 (NEP 2020) =for feser gfeam
(Skill India) &RUTHF dlwe YR FLATT. ATl
AU e TOrET, ST TRAETT iy fe=met= To
T A hiod HLO ATTIAF 3. L g TRATLAT hed T, qT

AT ST ATRECATATET ATATATAT AT AT HIAET
o3, QAT SATTOT "SRITHT e TS & 9Tl

frex g AT FEeaTTHT: "I TET HaTS AEauaTaT
GENE I 0 R B e o A 1 i 1 o

TATBIEIE TST ST
Qe

9 AT AT USHITEEAHAT ATEAVATATST Frered fashre
2T UF AT Hg<aTaT qedh Il g, AR qii=F daef Aor

AT RSATHw, Tadlegdihe  JHAdl  hieed o
=TT (employers) STUTE TEAT e AT=aTd AIST
TR AT SATSAT 3L, BT evefaae qEonHefe TSera T
TETLOATA FHreed o Fwrsmai= HHT qarear. arq o6
Z=29r (Skill India), "TATESEY (NSDC) amfir "fromsegiar
(PMKVY) TTHTCEAT TLAT=AT HChRTLT STFRATH [T el 318
arfor qiftr, Tive faed (soft skills) & fRfSres Frereataraa
ST STEAAT TATAT AT A0 THTEHAT ATHLET TG
AR ABEUITHTST AT AFATATT T2AH ATedl (secondary
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data) o Iuersy ATEATAT (literature review) STETT SdqeT
A, AFATETIA o g I A, Fed SwEmEaas goe
gforeqor, At onfor Aive FFea=r AUE Feam™
TFGATSIHT T=1dT (job readiness) @evEIT ATRd.

TS T oAae [HATIT FOATHTST Fefors T, o
AT I=WT TS el fOUREy a9 ar enafaagm=T
AT T 32,

g qiAE g, STEAehi<or T 'SeEr ¥.o!
(Industry 4.0) T=aT TATATETATA AT M0, Hraed foreror

ATOT TSRTTEETH T Tr=aTd o el e et Fgeamt
AT AT, ATLATHRS 34 AUTETATA Y4 % TEAT ST ATHEEAT

IO TF  AHGEdemET A9 (demographic
advantage) IUTsd ATE. TATH, AT ATFHEATATET ATHTH
IO FAT ATAIBTT F9 g Tah ATegTd ollg. 37 foreqom=m
e Fael, Hoeamd  dweEdHs  (skill  gap)
TEA T S THIT 37 (el 3g. g7 enerfaaer
ARAr=AT @O gediq &iged e eufor Tseeesar
AT Hagi T Far. aq e RaT
FromreET A TAEd 2030 (NEP 2020) I
LR STHRATH AT el AT, SARTAT FIAT™ oA
el AT AT TEATERH, TTAAVTHAT TSIT o SSART-T2TEA0T FHEdT

T=ATA A AT oI ADEedT dqgd. FZIH AT,
SRUTCHE gt AT 3uedl ATRATAT ATIT Hed, AT
AT H GG el g =l qif=i® &a|ar, dive Theq
sty RfSear @rear Fi=m A@ AT wrered oA
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TSTEEAHAT AT Fledd.  WiasmEer a3\

T{Iae TSAUATEATST 0T, Fefors §eAT SAor I=ANT
EATATST TARTTEHT T3 AT LT &= T FHTLT heT 2.

ot

¢.
2.

TE FI9eT ATa qgTHe®. (R033). _qTNF Agare
FTE THIAMTHF BILH. (R0 3). _FIAT A Sied Ae_,

3. Fteed fAwE orfor I=nSsRar @A, (RovR). _fFae

Q.

e

AERIRTEI A
TaEHErE  (AICTE). (R033). _Uwdigfafeds Fheq
uici

Frered AR arfor SESTeRar AT, (Rov3). _aTiuw
AZATA R03R-R3_, TAT fawetl: AT TALHIT.

. qoFd B TegATHE RO, (Ro23). _Fawer A0 w=LT

e

. T THRAMHE BIRH. (Ro23). _FET A% Sied Ore_.

=g sseggus (WEF).

. TAEHIEE (AICTE). (R0%3). _deMer  urerigfaferdr

e

foreor HATE. (R030). TP FeATFR €OT 2030 AT
faeett: e g,

o FFT . (R0 3). _fAR=ifes saw wIF @8 2023-33_.

9 9. 79HT (NASSCOM). (R0 3). A *Hed IT=H (e
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Chapter: 35

GONre, AGA9ToT, qrsaadT swior qrHTieS
[CEDRET =) )

IT. FHALAIT qF TogTor

T (Abstract)

Teed, AT, Sreadar sivr |t s g
AT AT aeId IR AAdT HgTdd  AIEdH  3Med.
AAF  FAEEdT FIHISE 1T, A9 e i
TEAHETAF (AT 91eT FLOATETS! AT TEHHEY  ULEIY
qHET AaTS® Ay, TEQd Hegd d@rded "Hengd F
qaAHOTET  ofYE eEEET g qRond,  arad
R sTEeTsRdT, |ATHTS AR S TRTETE 94
qTEaTdie fafae e ITFATET qiaede ST FeuaTd
AT e,

Hl-agd: Fored, qataair, oraq GwE, e G,
e faerTe, TRy,

1. AT

FAETATST  srferaeda "ot Aoy Jafagir ¥
ThTET= T 3@ ATe T IEATH AT SAgd. ATH ST gt

FAB IAGAATGI Al FAIed TG TS Hdr, forero,

AT, GATELO HLEAU SATOT FIHTOER FHEAT ATl TH
Tg<d ad. AT ATAT 9 GaaaTaer AR qred HvaTarsl

LA &0 ST ATl GaA=T T
FATITF S¥AT.
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2. GenemTt IR
MY, TAFHTOT, SITeIadr T ATHTSTE (e AT

e T=T d@Tel T¥ITH FHL0l,

9. AT+ TAFTaTHET T T TAEHITE TRTETT T8
LT

2. AqrAd T Tt 7 qTie Agd [Aerg F.
3. areardie fafae fErm STwRa=T arerET =
¥, oA AT aTET et Sa e SUTHASIAT AT,

3. HLET [erash
9. e F AT AT fawrarar Tt .
2. AqTAd AT T GV SIHATe T ST
T ATET BILATHISE (A s A
SATer AFHATANE F HATA el

4. e qgt
IT HIMYATT F2AH Aligdl (Secondary Data) =T 192

FLOITT SATAT Mg, [edeh, HLATET o@, AT qLREA AZaT,
AT s gEqUas, §9<F AP garad w3
(SDGs) &= fafayr qreAfors &a=T T ame FX0ATd AT
AT, Tehierd ATgdi= auiATeH® (Descriptive) fEraeor Fyvama

5. TLEATS A8
9. ST et T8
. IUNRT T FUT SATAA TATTHRHAT FATAAT.
. TSI ATHAHET FTE.
TATLT HLEAVTH TTHTE.

o [ay .
GTHTISTR HHTAAT F SITITHTT 3T,

_o(AU/U

-~
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6. ey T AaAaor=T Sty fAwrara g

o

Mg  Adiq  gaae=T fFse gar,  ax

AATAHTOMTHSS RN ICATEHAT ATEd AT IATET GH1d He
gid. I AT aTgd T9M=r SINaE eqdicashar e

JoFwe ZId. T gehdr, Rfvea sdemEer sufor #6m
T T4 gId 3Tz,
7. sreaa e sfds ag<

AT fereRTET=T YT 3T ofdE e T ey
ST rfor el Sured=T Sqferd araT A AT 7
o faerer | grar.
8. graTior fAsraTde TTe™

Terrerer sfor wafawutoge forerr, s, RfSee qEr,
Hfee wereisnTor, qrdtor faskre arfor sverear o =T A8t
AT Mead. IS JHTSF oA w1t 2o aaaaTa9r
e | grar.
9. HILATH THE IUFHA
IEIECEIERI
T TeaT
CETELEAER)
Ter 2R
e AT e
o Y farequr efeor 2020
o T ot 7 grad fAsE STwe

10. seg™
o  HOTYATHTS! YT et
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FIIITAT AT
SANT-TE=ms aH=aaT=T FHILT]

i (ol anN
D o IR AATHT=T A 1Tad T9

IO FHET

11. g=aT

X W Yo

GITATATST {2 i et Suersyr s =mar.
TS =IT 9g#Td ATeF Tode Frd.
g TAATATHAT SATIF T FLTET.

THTOT AR RfRes e qiaem arearsr.
T TShTe F TATTHRATAT AT AT 2T,

12. e

Teed, AT, Sreadar suivr |t s g
AATAT SIHHIA AT E A AT SMeTEdy sed.
YA T AR AAT, TAAATOIT ATAT ATAGIH
SYANT, ATAAAqT T HLEAT AT FTHTS AR
TAFATANE AT d7eT BId. AT T, qeAfors He,
IR 0T TS AT UHRATIOr T F AATIHRATAT
TICHTES 201 &f FTBTAT TATILTF T AL,
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3.
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Chapter: 36

wTafa® Jigaar afor agea
qT. TETOT HICATT foie

TEATIAT
[N [N [enN o
Hldldn qlgHTl +QUIST anldHlAqlldn dlaHTl U

AT AT AV SALAT ATAAT A@@Il, THSH =0T, T TR
FFEATIA L0 AT AT TATAT ATIL FLOATAT AT B8
Fh ATAAET R SAUETRG AAIRd T9gd, Al |q9e
TITUITETST AT SHEATa TwaT IUATHIST AEeTah STele
UF HETATT R g, 2334 Ted, e Mo|s it
THIGAA TEforoed’ (ATa® qfEan) g TEash THad el
AT U AT HFhoudAT HiSell, SATHS FATEEAAT ATqAT
o= FEeer. =T I@T AET AT d gEEATRIS AT
FeftwdT ¢ ARl AfIF wrafa® gIeai® (EQ) Ag<aran
AT 3TH IAHTAT qergar, A dqca, qragee Aoy
A THAAT AT, TTAT HISAT THTITEL FIT (ST o,
THIGMA  gefost=a (Emotional Intelligence)  sfer
Ae<fAT I o AT A UEET A T@ASIT AT
FHSA-AI=T 390, Tad=AT WTEAT @ Srer T
ArgTE "o, o F =T TATE ARTEe wI.
THIMAA Seforsaa T&F " (e <rqwsy SqINM)
1) @A SJofi @ | JromTa/ATETT FET aEadr?
AT fo= 1 sme?

T [T ; 9 ew/ETE T Far T 99 T giaEre 2T
AT YT : THFHSA TUEAT FLATT “SHTR/S2er” ehaT,
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FRUIT/AHST ; &1 Haw= T qiferdr, i, erear gasT =,
TTHATIOTR IS © FioeTaFe gTaTesoT, IO 307, FgHdT HaTT
T,

2) THIHH S forsTed ASIATAT Helt AT Hed

frsama reqr: dex ‘o, =T S Al AT %
ZIAAT gIerT ared.

a1 ATQT: THEAT AeITaT AT FHI ZIad A1 391
STTEATHT AT FTE.

Fifreaae FHT ST T FIAl: “FIOT FLEL?” ATUASH “FHT
TS A ?” ST o,

FTAFUAT qTeq: I°T feedback, coaching 3mfor Iva T
recognition fer@Ter it FTHRET e,
IEA/IETATT A0 T TUTETT AT [Horr 7 =T qriedt

+ AT THST TTAT THATA.

MAHT AT @ AESAER A6 glgiaad T
HIh

1. SCH-SINTEHRAT - FAq:=TT AT, TALAT, FATGT AT(0r
AT TALTAL GIOTTT TOTTH ST SoE.

2. - - T, qumE AT TRt WTaAiET arE
@ sfor wdror afifRadia ofd Tga awrrHs =g
Ll

3. AT - Fae JerATdr fHhar TRSEe qrel, 9 F=a:

£ ATSUATATST S0 daqd ¢ ATl g I
T

4, GEIIAT - TALTAT AT, FIEFE ST TEST TS =07
(SALT=AT STR(T AT S A= F:I).
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5. gTETE WUy - saoely 9Tt gere qrger, g9y
fewaor, are feaor oy JeTa 399 FTH F0T

ATa T FIGHAT AT AT HT?

qra=® Frgadasd (EQ) A H0AEREl gl qaid
HEAT=! ME e, el (IQ) o= Rux s|ar, Irsdae
ATA® Frgaar a0 o7 I srefquiiiear fawfaa &t
SIEIETE

rerET T ARG O AT S-SR Srtr
M-, T9TE. fuee qRereT qa=aT ATaEE
graaTeee 98 T (Fe=) U™ qad wdl, S A
AT AEATd. ARSFANH:  ATH-AIE i emred-
ARTEFHATATST ATLTF ATAAT HeTRITH[eog STTEHAT (HHTIT
T, ATHITT (FISe): TH=AT ATSATAA (oA AThishg T
iR aur STfesT fHeeaor Arfor e JrHTforERgor 3= F7o.
TS TR ATeSogd =T Juiad S0 AT«
FrEAAT ATHFRAERE FAFHT H=d Flhe AT qa0d
TS FATA.HISSeedl AIaH® Flgaar o Aed-Tqca
dohelg, TUIATAY AT aAheh [T HTAHA ad.
wrafa® Fiewar wft AT et

AT qH=AT ST ST SB@T AT A= [

TIE F. T2 ATAAT ABEUITHT AT AT AT FUATH
AHAT g Sg WaMEs gigaad (EQ) U dgara g9 e,
qI=AT ATaA=ET ANET SauATETsl oy AT=AT woay

= AR UF S () g geama w2, a9
TEETAT THBAT WTEAT SAGEUATH SO AT FTLOTA ST

TeATIT TESTATH T ACHATT FLOATH HET gled, STUhed
TFel iasaTq E=AT AEAT ATeF AT TH HaeTiod
FE A SIS, AT Tral HIATEL Ad A0 T
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QLA qHA Sl Hed= Jigael STd. H ATATaT qH=AI

TATT HIOCAT ATaAT AT FArear ofor qEar Feft Jfathar

AT?FaT= T TTAT ATl ATedl THd, SATHS Tral HITewT

FUIT o WgaTd. f&har, Far=d il TN ST T8
AT Tl T WA dTg< TSAT STHTA. qTaAT AT fo=ar
FIOTaE IR TRTeT TH=AT ATa T ATAAT ST
TET AGETITH Haq gled, SUEed AT Iral HA0 ATea™
Tl ATATHTS TATE TG THT.
ITAF TIG: ATG! ATAHAT (AT T AT TR
ATCH-SINTEHAT {Eohgd SATATHATST ATAT FHIOTT T AT
JATET aTed, AT JHAd $i HJa1e ATATHAL ATa<
=ae FEoATAT U ITH A SR,
Wﬂﬁ?fg’%ﬁ%ﬁﬂg—d
O SATTOT HIATEeh TehaT T TRTL gratesar Idl.
o JFThE ATV ATIATIAF ATAHSE TG AT HRIHE
grard.
o THUTTEHAT YT,
o FHTHTAT fSHI0M dqca T (Leadership Skills) e
grard.
AT JIEHT: TAF (A GATT TH MALTF DA
ATSTAT FEAVTT T gT Uk I g S ATHT A6
AT SATAETAE SHAATEL FHT LI IO Fdr, T ot

ATATHF JTGATT g, FA, TAATAT ATEAATIT =TT

HTHT Ag<aTaudl F=1 ATAl, g § TTE F0 AT g

T ATEE FEAAT Fdo FAATAERSE Agwardl ATel,

Frenel, SO A AT 3 weeT A st
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FIUTATET HISAT FA CO ST, TLHRILT (U0 THT, T

ST, ATHTLT STET AT JdT TATHE STET qq e ATah
FEETT TAF A9 AT HATT AgeaT=l YIFT arad. a

Fa THI ATAAT THSA J0q7e rfor F=ea Feoama d9aq

FLAT, AT TAEEA Al TEaUIT=l dHaT G
ATTOT FLTTrv AT TE e Had Fedl.
TGRS ST AT =H i

ASTAT FIANE SA qird A= qo" qTai=s
FFEATT FATHT TEwee] AT S, TJcd &war, EHa,
ot SroaT=t erwaT Sfor sy AR JrETE wreeT Fao
qEs  qlgaaas  Sgadrd. el #8d  HLmAT

FAEATIHTAT FohaT TATAT SATCHT TRl THSITE, Toal

ST TATAT, T TAT AT ARLIHSE HIHTH ATATALIT TITL
F% AT
FafRes sframra st gigwe

T o =Y ST AT 99 |y, ArdEaEi=r Ty 99,
TN AT HATE ATAL ATAGH ATqAT. THAT AN ATAAT
SOOI 3T, TH=AT SIS IETEr=T qT07 FHSA A0 SEiare
fohaT FSIT FTBTd oiaaer U I sTEere(t #ATOT EF T
AT gl IS0 Agd. ATATHh Frgadl AIeTTd]
fomaa it dAEaT e AT IEd aFd ATeld, Uig

ZEATIH <@ IAC S AFATd. g Siiad Aiad s=aarl,
AT AT TLAEAT e,

o [N o ¢ C
AT gl Trl THSAT adlad (Gq=9aHed Fglal
T THRAT SATTIT IATITEATIT s Thall.

AT WAt AFAT @ FHrarsan SHi- 37 At
FIEHAT TEAS FHATT T ATEF FRAT THL TATSATd,
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THTA I dae AT g HLArd Sl Aaeaaiched THre o
AT ATAAT HHHLT TR o ST FHLard.
AaEgeAer:  gEeammer (IQ)  WEHEE giEw
ATAES T o FHTLTAT ST TATA I AT L. feorerod::
AT SASRETHAT ATEHE BT oS =0AT= T Ao
qUITATETAT STHATHT T AT ST ThaT A FoaT=T &Har.
qTAFcATHed: Ig ATAAS Jrgaal JHd I 39 ATaA S

FrEATT TEAAT T ATeaara o g7 TRoms e aeT
FTEd SATal.
AT T

ATaH I AT ol JEEATHRIAT AT AgTATH g
F? ATCATAIA Fgash TROTHTETS!, wrafaes Flgwar s

3T Ivel Wegwdrd AFArd ST o UHHSEL THOTH
FLATT. qIE SRS, JEEAT® g1 TAHE AT o]
AT, Aqgcd, ATAHET A AATAHAATST  ATAAF Flg o]
el MO 33d. | ATt wraf=® gigaar weft T2 -
oA |Ted IUAsd Agd (M= ECI, aZ-3iiq EQ-i)

T ATSAT FART Agd T-Agdld gl AH-SIehd o
TEAATAT ST, TG-HATHAhA] oATH SATeF T .

HEAHTAT — AR Seforsted FT=T ATIT HISAT THTOTA
& ATAAT AT FILUTHS ATHRNHET TEHA FTSHET HIS
JIA A AG.  THh A4 AgaTArgaT qerd 10 auided

STABITH 25% AHAT ASHIATAT FILOMETT TATEGT 31

TFHATT, T Flal HEwdqUl [ohed TT 0 o F% o
ATEId.  STH FITSI, 2T TATICIEH A0 e AL A
fFFT FH TAT A FH OFE AHRS, TRq dLlel
refom, EW HaHe i sHie Raeaas el T4 98d
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AT . ATHATHT Aqcd AqAT, SHAT AREAT FL0T, THETH
fAreRzor #xor efor swdror aRfRercta i =or. st wrerexr
Al qUITl HIUHTEY Agd. TS ATAhT gl FTH Wiad
FE QRAl, TUT SATOMET SAT(OT ATa+d gae fadqs dsid.
farewer fimas 21 T Ao ATd A9gd [0 BUA Aoadr
TAT A, AT fAeamam=T wT Aoy <rasle qae At

FLOATHT AT ATAT THTAL AT, g T qOII0r FHS e

ATer. foram, Fnforues, Sexaeaa, afecsd eI oAfor Fae

STAEITIATSAT  HIeATaL ISR Toforoid 1
TROTTHTCRAT G STHTOMT qferd ATl ST, o6 ey

ATg T AT ARLT TR Faod, T SATSATHRS R SAT(OT
HIS FLETH LT g AAATHISN U HIST [ 30T 118,
Tl |1fge, References

Google Links - emotional intelligence and leadership

1. https://www.wikihow.com/ [Develop-Emotional-Intelligence |

2. https://ashwaniraghav.wordpress.com/ [aifaft o artical 11. June
2025]

3. https://www.psychologytoday.com/ [articles » what-is-emotional-
intelligence]

4. https://www.britannica.com/science/emotional-intelligence [Free
personality test |

5.  https://www.psychologytoday.com/us/blog/click-here-for
happiness/202011/emotional-intelligence-and-how-to  increase-it
[Emotional intelligent and how to increase it ]

6. https://www.britannica.com/science/emotional-intelligence [10
May 2026- artificial intelligent T e Ua@ HeR - TSR AR

AHS e W TE IR 3 AR W T Hifd]

7. https://www .britannica.com/science/emotional-intelligence
[Britannica

8. Emotional intelligent encyclopedia Britannica 23 June 2019

Recent Trends in Commerce and Management 364


https://www.wikihow.com/
https://ashwaniraghav.wordpress.com/
https://www.psychologytoday.com/
https://www.britannica.com/science/emotional-intelligence
https://www.psychologytoday.com/us/blog/click-here-for%20happiness/202011/emotional-intelligence-and-how-to%20increase-it
https://www.psychologytoday.com/us/blog/click-here-for%20happiness/202011/emotional-intelligence-and-how-to%20increase-it
https://www.britannica.com/science/emotional-intelligence
https://www.britannica.com/science/emotional-intelligence

10.

11.
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Definition example scope structure & Fact 24 Jul 20263.
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What is emotional intelligent? And how to improve your - 6
May2026

What it is and why it matter for mental health- 18 December 2025]
https://sanvedan.com/-[what-is-emotional-intelegence-in-marathi]
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Chapter: 37

TR ATHIOT SHT=AT Tt HAqGA =T
FrHTor fa<fter gHTasHT=AT HEwidte
EERNIKETE I

<t. fasrr Arforea T
qraer (Abstract):-

gTafereR ATHIT T (Regional Rural Banks—RRBSs)
T ATLAT=AT ATHIOT AT SHaeddie gg<aqur &7 e,
THIOT WA A o HHG qqahit, FUT A9, FILET,
TTHIOT =TT, AIRET a=raere sufor sfewgeer gar Jehivn
TEITCHE Fol ITAY Feed U, TAATAT TIHTET <07 SATTor
THIOT Srieqaeddr A< smenT aur g1 odi=a7 &ATIaqRie
AT 39T BIAT. TATY, SATHF IITLIH, SATawrefier aredr
TIYT, AYE  FEAAHAAUNA WY, GAAEET Fedr  aTae,
ffSres dfdr sfor RRBs = evaameva grome Ao
AT ATAT FETEAT HIS TRATT HTA 2.

TET e gmETd 202021 o 2025-26 AT FrTasfidie
RRBs =aT st #WREH, 7%, ®odred, 541, NPA,
Credit-Deposit Ratio =t CRAR T fAgerwi=ar smem
T FoATT o e, Afeda mwearigae RRBs =T
uRia Aeaew 6T 2020-21 Tefrer 31,682 Fdiaed 2025-

26 W& 310,177 HIET FATAT. ATH FTe6Td loans outstanding
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¥ 5,78,349 AT ATE MO GNPA Hed T =
ATAT. (NABARD, 2024; Government of India, 2026).

2025 7o “One State-One RRB’” qA<=-Hw RRBs
=T HEAT 43 g% 28 HATeAT. TT i woom=T 3 anfew
FHATTT, TAAEET TAET FMAE, ATSTAr @HAT  SAor
economies of scale AT gT &g, AT RRBs =T 4@ Ma@
AFAAT ATHIOT FHTSITL STABIh HTAT TG0 &b AT FEATCO=HT
AETATAT FHIT AR,

AEATETIA 318 7€ gid ol RRBs « =T qargd ATHI
o™= ST T Fieddr drel. 3 oEE wHET

AT ATeret! faqa. AT ofeis Frieraar sfor qramtrs
TSN TTHLT HIAT @O FAATAA FAq A AegA
. AHS RRBs o ToATo Hacs T AT0r NPA I1aT 7
FAT AT AHTEE, 0T FS9arg, el IqeTsHdT,
TR FOaIIdd Grgr= T UTgsw THTLTT AT Mauiaiar
geqrar (Introduction)

AT A=A ed=AT [AaTETd ATHIOT ST T 37

He<aT= Mg, ATHIOT ATLATAd HISAT SHTTEA  ATHEEAT
QIfT, TLATAR, UTHIOT IR, ALSAN, FAALSRITT SATTOT HAT
FATEL AqAgd g, IT &A=T FFhE FAERl wds
STTEAAHAT ATEA0 8 T AT Feraai=l ITasad]
THTA ATTLTT AT,

TSI FBTd AT AETATA HISAT THTOMEA
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AT, IF ATRL, Foll=l AN ITASHAT AT JTHIOT
AN ST rEgr=T AT T GTHIT FAREE 290
T qrEHET JTHIT FHISTETS Taas ST AaedT
Ao A=t srasEdRar [Hi #1975 Hed ATRiw
TTHIOT SFHT=T gEaTa AT rror Regional Rural Banks Act,
1976 Tob AT TLTIH Ta=T ITH AT,
AT T¥HIET RRBs AT ®T9AT IR AR

QrefY, SATITE, AT, ST AT AT ITATEH STHRATATST ool
e FEAd UATHTST O (FAATq: AT T HIHT A,
FUT AT, FENIT SATCOT T ST AT AT g q0qrardt
FLUATT AT

T ATST=AT FHTBTd TIEAAT TaaAel arg. Rioree s,
Hramee AT, UPI, ATM, Business Correspondent, Fgiad
RRBs =T qRURF FATGEA T aad ATAT 3,

IIIAF AT AT qasd w7 [|for grarn “RRBs
ATAFgoT a9 AU GAAFEAT gId SAAAAT AT
TITOAT Jb UTHIUT ERTET=T 324 el AT=AT HIAT=AT
FEEATAY g FT?”

ARATETHT AT

RRBs =T TATIAT &1 WA ATHIOT A<= o Ush
Tg<aT=l AT gIal. AN diF THE [=1T gia: (1) Jrior
ARG HEATHT ForeaaedT FAr #3707, (2) gad qeamir
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qLEEuTAT AT 94T IUAey FEA Qul, Arfor (3) ATHIor
TAFEIZAT IHTEF SAHAAT ATAAT Q0T

RRBs =q7 #TAT9ed FHUT Fol, ALSAN Fof, JTHIO
SETSTHRAT, I9d T, TRl Aroqret gafea AT q&r
SATTOT Fa<i T AHTILTATAT THTLT AT,

AT AT F9rTd RRBs =47 AT AERAmEs Aoy w7
T T A, NABARD=AT — sfgartai|ed  credit

expansion, business diversification, NPA reduction, cost

rationalisation, technology adoption =TT corporate

governance improvement IEY WX feeame  fREd
(NABARD, 2024). I 9T s@ed® 8T ail ATqd THh
HeTredTeH® T 0T Srar—aATaa TS FIAAHAT ATEradrdl
qrYToTE IRE™ F:1H?

THeT feme (Statement of the Problem)

RRBs =T ST HTHAI T LTI gid AFATT AT=AT
HTHTIST SATTOT ATHIOT [EaRTET=AT ST Ta=T FE daod 3,
BT AT STATETET T T+ 3772,

o UTHIUT ATETHT SATFAF AT

o TG FOIGTLAT &l JUATATA SITEIH

o FUT FSATAI AT

e NPA

o TAAMTHS TET=AT AT T&

e RRBs ¥ fa=fiwar
o fAvTauR= Fewvor
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o TRfSee arazadier UTivT-arg<y ¥

FwTETHT SfR® (Objectives)

1.
2.

RRBs AT TTIHARIA GANd ILATAT F¥ATH FHI0T.
RRBs =T affi® FEARIda 2020-21 @ 2025-26
FEATHT AFITH FT0I,

3. T, NPA, S&T ST Fistaredrd e Yargi= g 7.
4. RRB faefidisom=r arior dfdmmEa gromer aioms

8.

AT
HETETda RRBs =AT qfH&=T & Ha¥id AT
T

Rfes dffm=r g BT q9EeEET g
TR STTE.

RRBs = amfds srderaar omior graTiors  aifererent
TT=ATA A Tael TUTE.
RRBs HT3 &0TcHa: AT HIS .

oy I (Research Questions)
> RQ1: RRBs =T aTfi& FRIT 2020-21 T 2025-26

T 0T daA AT ?

> RQ2: ofd® sawadiar ggmom  arie &

THTALEATLT TEIT Mg F17?

> RQ3: “One State-One RRB” XTHes TTHIT & o=t

FTIAHAT ATEUATHAT TFAAT AT T2
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> RQ4: fa=fiHrweomge RRBs = #mfas e arfor
TAOTreAwaT FHT ZIUATHT QToFaT g FT?

> RQ5: RRfSrear ST ATfior ATgshiamst eme=T aai arg
T T FTEAT?

Tene Tetas (Research Hypotheses)

1) H1: RRBs =T afifd® FANRIG UM ATATHD
TTHT YTHIOT FoTRAST &ATAT ATTAT 3T,

2) H2: RRBs = faefivisor sfds wriersar areq a&d;
AT TATA (AOTTeHar FHT grogT=T §ATT LI 3.

3) H3: Rfea #fm=r fawar A< FwmET aeg

B o [ L o
Medl;, 9 Telsldel HTALA=YT HIAT<HD Eh- RIREIES:

T U7 93T 33T ATal.

4) H4: RRBs = 79T %dw profitability 3% HIsTeamd =T

AT I L AT gled.

e aHieT (Review of Literature)

RRBs e SUTsd ATGATAT A¥ATH HiodTd AT=AT
FHAATAT, TTHIO For L= A7 A< ForaeEmE=m
faferer siriit sreme ATeraT faear,

NABARDZIT sefise il sgataiqae RRBs =T i
feordt ARA FTEt auiq HISAT THITEY qemea! 3. FY2024
7y RRBs =7 TsEa feae a®1 T 7,571 F1Et FTaAr efor
CRAR 14.2 z#gax qrg=ar. @99 GNPA 6.1 zFiadq
@7t s (NABARD, 2024).
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NABARD=IT ##ediqa® RRBs #eT dredTq
FHAT HEATHT =T FY2020 7efie 18 a%+ FY2024 7ed
Faa 3 ATAL. g RRBs =T o9& (LA Ag<aqul Hehd g
(NABARD, 2024).

AT O¥@Aal RRBs =AT afd& SRRATT T
AT < ol Mg, FY2021-22 0 FY2023-24 aw# 9
balance sheet size, CD ratio afir asset quality Tex
AT ATATS FLhiT fFgwona 792 e (Government of
India, 2025).

T SUAsy ATgcd™ed  RRBs =41 “financial

sustainability versus social mandate” T ggm=T ITHIOT
TET=AT O ATAF F@IA AT FLOATH] TS (&g .
T AT HEMEETAT Y@ A¥ITH-3q< (research gap) 3.
TemeATd e 37a¥ (Research Gap)

Tft=ar s weTETHey RRBs o afds wrdvEei,
NPA, profitability, capital adequacy Tfor IJTHIOT &St 3T
Fratar 9T fGar amg. " AT wwmEm™ed Financial
Sustainability + Social/Rural Mandate ¥ a9 =&

T (I oT Fer=Terd ool sea.
e ugdT (Research Methodology)

T AT FuATHS, oS arfor gzaw arfgday
AT .
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AIigd™ & NABARD Annual Reports, NABARD
Statistical Statements, RBI Reports, Department of
Financial Services, Government of India &Tfor RRB H&faa
STerd IIOTTcHF TEqUAST,
AT wrATaet: 2020-21 T 2025-26.
fagwor gt Trend Analysis, Comparative Analysis smfor
Qualitative Interpretation.
RRBs <Y siif¥= w0 : Trend Analysis

afeFa NABARD 0T 9Rd  AhE=AT 3T
AheaTiaed RRBs =47 ATt HIHARRIT £ Lo 9.

nfdw af Peae %1 (R F)
2020-21 1,682
2021-22 3,219
2022-23 4,974
2023-24 7,571
2024-25 6,820
2025-26 10,177

;. NABARD Annual Reports/Statistical Statements; Government
of India (2026).

2020-21 w£x T 1,682 FIET ATAAT (Heaes TR 2025
26 wex % 10,177 #HEr AT, 2024-25 wefid qreqeedr
AT 2025-26 #ed Heaw dwma 9t dme At
(Government of India, 2026).
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Figure 1. Net Profit of Regional Rural Banks, 2020-21 to

2025-26
Figure 1. Net Profit of Regional Rural Banks, 2020-21 to 2025-26
109 /.
d
; e P
¥ -
///
v"//.//
TSt areq o SAd 918
IBENED 2023-24 2024-25 | 2025-26
Total Deposits (% FeT) 6,59,815 | 7,13,800 | 7,68,621
Loans Outstanding (X 471,384 5,24,163 | 5,78,349
F14T)
Credit-Deposit Ratio (%) 71.4 73.4 75.2
GNPA (%) 6.1 5.4 5.3
NNPA (%) 24 2.0 2.1
Net Profit (% #12T) 7,571 6,820 10,177
Net Worth (Z #FT2T) 56,780 63,927 74,086
CRAR (%) 14.2 14.4 15.0

#a: Government of India, Ministry of Finance; data sourced from

NABARD.
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T AFSATIGT T Zid %1 RRBs =47 34[, Foiared
STTOT capital adequacy Wed ATTATTT AT ATAT g, FAATa:
CD ratio 71.4 z&aias 75.2 TFFITIAT ATEAT 3Tg.

Figure 2. Deposits and Loans Outstanding of RRBs,
2023-24 to 2025-26

Figure 2. Deposits and Loans Outstanding of RRBs, 2023-24 to 2025-26
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NPA &Y 92 : FRTHF 93

RRBs =T &t arerarardt NPA g7 #garar Ao
. 2023-24 TET GNPA 6.1 2§ 2. ¥ 2024-25 &Y 5.4
Tgh SATOr 2025-26 HeA 5.3 =g ;T A=A asset quality
HET YT 21 AT 2.

AT THIOT Foreaaedd NPA qUiO9r gATa<  STor9r
Sagd ATElL Al AEAE TRREAAEAT AT AHATHD
THIT FA e TG FHEAH Tgd. Ao NPA =T
responsible lending 3T timely restructuring FETET Ag<a

Fr T
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Figure 3. GNPA and NNPA of RRBs,
2023-24 to 2025-26

Figure 3. GNPA and NNPA of RRBs, 2023-24 to 2025-26

NPA Ratio (%

1023-24 2024-25
FAnancia Al

RRBs =47 anfei fawara=r &

2023-24 7 2025-26 97 F@1a Loans Outstanding
7L T 4,71,384 FET - T 524,163 &1t > ¥ 5,78,349 Fict
seft AT AT, AR ATHI FsieAaedd RRBs =T i
faea g% sraear g 3.

“One State—One RRB” srfur grfior ST

2025 He¥ FF @EHRNRA “One State-One RRB” AT
gRuaid RRBs =T U=«  9Har  q¢ el
AR RIS @ 3297 @ wH L0, economies of
scale, TSEMET ATeF FNTAT AT9Y, capital base #SEA
FTU, management efficiency &0 ATTOT ATHIOT RIS
STA AT FTAST T AL,
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T HISAT HEAY UF GATH Aol FgUlel eATHF
oirersar F# 7 Zror. & TETdid AT T e
gt o oRd. HISAT daiga gead  AuEwtrar st
AT AT Falhd groaT=[ AT T8d. A “One
State—-One RRB’ =T @1 FHIT hd@ @ FHT SATAT T ATal
B AHA—"UTHIT qTgehTaT |aT (Heor sTferes a9 Aol ¥ o7faT
FIT?"—T FHTIAT gl
AP RRBs : Tad g3+

HETY g7 FUT, I2RT, HAT AMOr JTHIT IASThA=AT
O FRTererar oerdT 1T ATy, FgITgra e ATHIT S
Maharashtra Gramin Bank o1 Vidharbha Konkan
Gramin Bank IE&dT RRBs 7 Hg<waqul A& asiradt
e,

NABARD=aT 2024-25 microfinance data THIX
HETgTdie a1 a9 RRBs ATHA Self Help Groups T HISaT
THTITET FoT AT FHLUATT ATAT.

SHG loans
RRB . & (R 9m9)
outstanding — 9&4T
Maharashtra Gramin 16,712 21,696.36
Bank
Vidharbha Konkan 25,350 44,484.28
Gramin Bank
REQ 42,062 66,180.64
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#a: NABARD, Status of Microfinance in India 2024-25.
qT AFSATEEA ATHIOT HIZAT=AT T T
s SHG-Bank linkage @& RRBs <1 qfH#T ¥IF 2.

fFowa: Vidharbha Konkan Gramin Bank &S SHG
lending = J¥ToT FeuiiT atg (NABARD, 2025).
Figure 4. SHG Credit Outstanding of Selected
Maharashtra RRBs, 2024-25

Figure 4. SHG Credit Outstanding of Selected Maharashtra RRBs, 2024-25
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oaree: NASAND, S1ates of Acrofes

fefSre=r dfdT anffr RRBs

TS g RRBs AT sreg= A9+ €&t ag. NABARD
arfor RBI Innovation Hub Z=a1 #g&ma= digital KCC
lending @1 e-KCC loan origination system 3ffor Public
Tech Platform for Frictionless Credit I integration
FLOATT ol oM. I8 RRBs AT land records, satellite
data, KYC, credit history TcaTal ATIEA=T STer TATAT aT9T
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Fed FUT F(1o assessment FXAT I d (NABARD,
2024).

=T o AfasaTa RRBs &S IiAT AT F% T,
transaction cost FHT & AT, credit assessment TETE

FRATA AT ForaTed SATeT TTLRAF e qHTd.
g e giaer suaey s|or ofor qraswrer v
ATIAT A0 ATT L e, FUA Digital Banking # Complete

Financial Inclusion. Digital Banking + Financial Literacy +
Physical Access = Inclusive Banking 3T 3foaM st
TR ST
RRBs T=AT T&TqA4T 34T fAa<a sga 1?2
I AfgFT AFeaaed RRBs § =T &b 3240
QUIIT AT g 38 Tl AR ST ATel. 3¢ RRBs =i
profitability aTest 3Me; loans outstanding @@l 3TEd;
deposits aTEer Agd; NPA Hed 5 ATl ag; CRAR ASTgd
HATAT Mg, ATHIOT AT AHTASET=AT ST AT Tg AT
FTIH AT, ST SHG lending T ATHT IWHT FTAH AL,
TZUA “RRBs ITHIT ARTITEA 3T STd Agd” g Hewd

AHRSATISAT AT qLHFRS FTEAT I "ll'ér\l. Li{tl Teh

T oS T RN Ugdl: AT FTAATAT ATE AT

TTHT Ulghld 414 HA?

ST AETATT dd [ ATET FwHT AT, TATHE

oTaermar T AT, ARG FOIQIIAT HISAT QT
e o et Rives qiaeqe seqattea s@ar 93
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TTEF dSAT 9o, a¢ RRBs =47 @ HATHISE 3I29TaX
qfue IS Al AT gearsar qiRfRedier srfeeh s
JUT H FLAT I RRBs o AIAT G 3241 fo@arar ama;
TR AT AT SATTOT AASTHAT=AT IR0 al 3297 STAuITETS!
AT THTAT GITCHTF HIAATH T STTITHAT A2,
i@ ARt (Major Findings)
RRBs = aff® fRudt 2020-21 d% ATqca™ qETLAT
e,
2025-26 7ex RRBs =T f4sa@ 7% T 10,177 FIET ATT.
Loans outstanding 2025-26 T&x % 5,78,349 &It AT,
Credit-Deposit Ratio 75.2% =TT,
GNPA 5.3% w4 FHT AT
CRAR 15% wdq aTa-T.
RRBs = faefidiseor ofes FrieAar aefauamErdt
FLOITA A 3.
AT RRBs ATHIOT AigaT arfor SHG finance @&x
TR AT AT A
Rfores e RRBs dATST F&i9 et Hwior srear
.
AT TRl ARl ATHIOT ATHTS S(Re= &= q19d
AEALTF e,
U AT (Policy Suggestions)
RRB Social Performance Index :- S<d% RRB AT T&a=
Rural Social Performance Index (RSPI) dIm® #dl.
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T FUT Fol, A T HATT aaat, SHG lending, dfg«T
FraTe, AT 2T, A ATET, TTgdh THIETT SArror =i
TEALAT ATAT AT FLIET.

QITET & FCCATYAT ATATISG TR Fegiahe:- TETEr JTHT
ATET ARG FHT AR aq ATATH o §8 FHLOATIAT

Social Impact Assessment FXT ATELTF AT,

e Rotaewar:- e araeT Segrymaias waaa
AT TRIEIA AT FT 0T SoaT=T qeft &7 Har Sarat.
RfSea e amasfea ¥an- Rfes T4 aearsmT;
qT gE, Aeatrtera sir Redgeat w6l 99 ATgniarst

TeTeT FAT FHTIT SATAT.

qrfior SEnTaaT Afd® - Food Processing, Dairy,
Poultry, Fisheries, Rural MSMEs, Women
Entrepreneurship, Agri-tech sTfer Rural Services AT &=iHT

ch\;i\'i(qél dlcdTdl.

AEragETSt A9y arfor Rsfw awor - ey, awsareT,
FTHOT SATTOT ITEH AETRTET=AT AT IRferdia v saedr
region-specific rural credit strategy s a FTaT.

A= (Conclusion)

TTIRTAF ATHIT AT AT Aar=ar Greior fEEwmE=ar
=t qrTya FaeIdie Acdd AgTar=aT §EIT Agd. ATHl
TATIAT YTHIOT AT A ASHAT TEATHE Tl ITASH
FEd JUTATST ATAT 2Ial. ST RRBs sfdageet aiaer
AfeF qAT rq Aed. 2025-26 WA AT FHeaqw q% T
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10,177 &<, loans outstanding ¥ 5,78,349 #1<, deposits
3 7,68,621 F1ET s1for CRAR 15% =TelT 92, GNPA 5.3%
T3q FHI AT g (Government of India, 2026). T
Al RRBs =q7 & &A= #qY Hohd ad. A
RRBs =aT F9M= fdH HISHTT ®<h AT=AT balance sheet
e gres 714,
TAIET=AT FATaAadTA T SeAT, TTHIT TSR AT AT
HET SATTO7 ATATT YTHTOT ARTCRT=AT AT =1 s
2. A RRBs = WfaeT Fa@ “More Profit” #ed 797
“More Inclusive Profit” &x =g,

RRBs # =19 T e, e isorge st eear

areardl, NPA FHT Fd 10T F9%1 FTedmar, 93q a7 949
Tiehard T ATHIOT FHTSITAT ST STacbih HHT graT HTHT
T,

RRBs =T TTIH=T Yo 329 [A8e«T a1l uiq
atis qAadr, RRed  afaaqd oo §eTHs

e HIFoT=aT FTaTd al I JTIUITHIST ¥ HTHATOE

T afor e ITRATRETHT TS SAfad qred! 3.
AT i RRB o @l #&@& T JH (9
“SIgeaIT TeH, TASTAIT aeffaeh, 90 qTHior Farsmeft
HTO[EE = ATTO7 farsa e AT ST o4,

rfor oradt RRBs o #a:AT ITacaty Ushd I o=

qTies— el WIS gIa sfgrd; 99 el S47  Jrior
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ATOHTHTST FRATT SATAT, ATATIAT ARl AT STa g r=ad
Arerd w27
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Chapter: 38

RfSes afaer & STieT =wagR
(Consumer Behaviour in the Digital Environment)
AT gETT
Y. AR FTLATH
qrer (Abstract)

fefSreer gl & EFe 9 IUATRET F U9

AT, A 3T G@E IehaT § Ied@d 1T JeaTd 3cqe ohU

2| Seide, THICHM, HIMA qedh, S-HiHd, ATarsd I,
STEfhRfoe Fefersia (Al), foT ST qom |aEs 0T F &@die
TadT ot #7 oAfas TERR-araTd, 93 oY SRR
FAET gl TN aree Haeqr § et 3oame & an #
ST 9T AT, SHAER 0aT T & Aqed | Hadt
off, Afhe RfSeet ararawr § ITAH Jgd 7 G0 § -
ST FATST o Tod, I[OTaT, FHRIEATAT, LT AT fFeraqren &t

qAATHS AT FT THAT 2

RfRed wiehiH T ITFH 6l IHFT F Had GHIIT
Th T T T@d gU I AT h Adiatedt # A
ATMETE a7 f&AT g1 1T TR qraa HLAT F ATeqw o
AT AT A<H HAT g, AAATST FHIEAT foraar g i et
TS AT A FH TATET FeA H TEEE AT gl Tl Ha=gr
STATHT &l ATATST AT, @Sl Hael Sader &iie

o o \a [N o
giT &t TIAAT T STINT shleh Aqhleld T[99 TAT IUT
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AT AT &1 THH ITgeh TAT H T g 5, T a1F &l 2aT
it Asmar, AEar AT, 9mE =R, GEdl R #{i
AAATST drETaST ST GHEATY off 9TH 31 2|

TEQd ATg-9F w1 Ieed RfSed afaea #§ suwiEr
g § U qfadat T AeqAT FLAT TAT S-HIHHA, 1A
HifeaT, Ries sFam, Al 3T SeT-3aTd ATh{eT & ATl
T T FAT B T NAAT IUSAsH ATfRA U Faw
ARt F e 9% T T g
qeq sq; ITdrh Fagr, fves 7w, -wtww, dee
Hifear, sferrfoge Sefonta, RRea qmam, s\
R EARAL
1. Q14T (Introduction)

ITARRT A Aqu i =aEm Jeq9_T ®7 UF
HEAQUT & g1 THE Ag GHAT § qg1AAT WAt g o STHrhT
ToReT aeq AT |aT & FT GOEAT §, @UET ° T8 hA-Hh o
FIHRT 9T TEAT FAT ¢ TAT @R 6 q18 ST AT vy

T FEAAT gl TRAN ATSATC AGEAT H ITHAHT A [Eohd

& A= T HUH ATeIh Tgea ol AT STHITHT AT T ST
ITATE <@ AT, fasrdT & ST ST Fear o7 oY 5 ade
=1 fofr @rar =m

21T A<t # RfSed aat® & dig [ T =9 qhhar
T T g T&A QAT gl TedAe AT FTHIERIA 6l ITAqsedr o
AT T ITHITHT 0l ST qF TgAT (<AT g1 AT ITHHT
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T 9% BT T-HAE WehiH 9T AT ScATGT Hl <& gahdl

&, STl HAdl S AT HE FHAT §, Vo T8 THhaT g ¥

RRfSree ST F ATeaq & a3 T T g

aed # RfSes afEds 7 IT9hT =7ag &1 e =9
q g9Ted BT g 950 323de, TAEWRE & g d SUAM,
RfSee wraTe & A o7 S-F0E ewmi| 6l 9ga 1 T8
F TI-ATT FIe M AT ATHIT &A1 F STARRA F @S
AT | AT afeaae 3T gl

=fSrea I/ # SUFRT sAfers e, sitesd gadredT
ST fasheat & 9fa Tfas gaaaefia gamm g1 a8 Had Ica1q a0l
FHT qGl <@qr, qted AT, FiE Hf a7,
eefiadt, Rew iferlt, UTes 94T T o ITHARISN & TAT
il HT &1 § TE@ar gl
2. LT Y AFLTHAT TF AL

Ree 9= & BE™ & HT ITFRAT AT FT
FAT FAAE THT H FAG MEF9TF gr 14T gl =i
HTEAHT « SAAETHT Hl STATHISA T T & 70 a6 (70 2,
Tl STAIHTSN AT AT (e Ahed T AR 3T XS
2l
TH AL T Hg<d HHTIad el 9% THAT ST Tohd T g—
o TRfSee ATeawi 7 ITHATHT T @LIE THAT T a7 FRAT 21
o T-HIAH A W FTeNe 9 AT &1 7 3T g
o Trerer AT 7 7T 3T IUFIRHT &= HATS il TETAT Bl
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3

ATATET g UF LT giig Mo &l T97ad 2 78 &

Al ST 22T UATIITEaT o SFTRRTA HIRIST T J@TaT 23T gl
RTSTed [T § AF-a &l ATeF g a=7aT 2|
Tl MOAIAT Ta A12a7 LT ST FAgT & 97
ATITH &9 T E

. LI % 3297 (Objectives)

TH oY % TG 327 HHferiad g—

e aferer # STHTHRT AT il ATLTIO Tl THAATI
T-FHIAE HT ITATH GLUE HFgTE T TATF ATHATI

qrae /24T oiw RBfesa BEmm & e @1 seram
EZGI

RefRred qaT & FT ITHAHT AGER | AT G H7
IEERRETTI

Al TF FTRTT FRTIRET 3 TA9TE T LTI FHLATl
ATATST N 31T T o AT Tl THAATI

fRed IUFRRE & a7y SURId W@ JAadlr il
TEAT AT

FEETl & forw RiSes ST9RT =748 & 7w &l &g
IATI

4. smg-ygfa (Research Methodology)

T AT qeud: gdia® sitwei (Secondary Data)

T ST FUATHS T e orer gl arg & forw
TETHI, TTE-T311, AL (XHIel, HATPT FEATAT shl XTTer,
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IRT RarEt qut suersy RfSeer arfger &1 sregae forar
2l

TH O W UTATHE |ae0 qgl AT gl e
TR HAl & I AFHET & e 92 Biea aiaa §
STHTHT FAGTE  TE w21 & [@gwor 7ar 7w 2
5. qrigex T (Review of Literature)

Philip Kotler 3fIT Kevin Lane Keller & SaTT STHIH
AT &l GHAAT AT Ao Tt & o smaeg gl
IUAHT T FTFATY, T=JMU, ATATONGR  ATATa<0T 3%
AR TehT TTEdT S8 TR (HOT &l TATET Hd gl

Solomon ¥ AT ITATHT FAG Had G il
TeRaT T HITHA A8l ¢, dicd 98 318 & F99, STANT 3T
GE & 918 & ATAT AT ATHA gid 2l

e afiaer § SU9RT Fag 9¥ o 10 Bfae
FAIAT | TqT AT g (6 AAarsd TEAT, G {ireA,
TAFCIAF Te-AB-ATST TAT AT g @diig [T &
AEAT & & T HLd gl

agfad o Ag A oTar g & Red aw q
TR 3T o % o= g9 w1 Gfeefa a9 a2 os=
FAAT FAd QAT TETT dal wdl, qrod ITAHT i
stafear ot Ta 9T FT Tl gl
6. Rf e g § SuvieT saagR it st T
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RRed aRayg § YA FagX ® & HAgadqul
afadd gu gl
6.1 AT FT AT IqASEAT

T8l STATHT &l IATE 1 AFHRT I FT & o
fErerar a7 fasmae 9% 9% T2AT g=ar o9m Fqq" | Sede &
HTEAH | 3R 61 A, [orar, fFemare, {=g sfiw @t
T TFFTET T of Tehe | ITH 6l 57 Thal T 2
THH SUATHT i T o it aHar 9@t § e 9g Afew
fahed] it AT Fdeh G T qhaT &
6.2 T-HIFY FT AR

THAT F ITAH & G A9 H qa8 Agea Ul
qREad AT g1 AFATST Wewid F WTITers 9T &1 &9
TR 81 ST o199 5% | F92, TAFS( A, Tedeh, T,
Ao, T Tt Bt RiSes #a1¢ a1 F°T 9%t 8l
THTE H 24x7 GiErr £ g, =7 a6 Read, amme
AT, RERTSe ol Red qergT STHIHT &l rhfud el ol
6.3 T HT F1 wHTE

Facebook, Instagram, YouTube 3T 3= 9l

HISAT WlehiH ITAH HAGT I TATAT L AT Tgea ol
HTEAH o o 3

et ST @ Aife, =g, sewquas &t T 41 |
H=AT 9¥ FTALA TRIT ITARRT 6T GEE T=a1 1 T9Tad
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T THAT 5| Aqrerer Hi=ar 7 Electronic Word of Mouth (e-
WOM) =T ASTgq a1 2|
6.4 sitAaTea R s &

fSrea STt @dT & T8 Y STARE & Aq9d
T e adT gl el Iaame i Ig e &ie ashmres Ry
Titg A T aTfed T a6 gl

zHH Ui s ] STHRRT &1 T &
a7 foFefY v STe 7 919 FeA & forw IRa 7 9d 3
6.5 R ywam=

UPI, HIETEA Iide, T34 ST 3fiT FTe SmeThd
A F @HEET & AfF ghagmse=s aqrar gl Faws
Ad # UPI % fa&ae 9 21 &Y a8 a1 T& & Ried @-
3 T FETaT =347 2l

e A it giadgr 7 A|qars i Atmarsd a1
TS H STHIHT TG Tl TATET 63T 2
7. sntefhore Seforie s STHIRRT a8

Artificial Intelligence & fRfSeer ATHRdT 3fiw IUsT=wT
qqAT F A% fFem & 71 FaAAt Al swemia worterat &1
START ITHTTHT T TEHE AT AT Fl GHAA 6 o7 F:T @l

El

IaTEL F fory, S-Hiae Wi I #1 Ot g
AT GRS & g 9¥ AU Icq1@ AT Toh gl THT THT
Jedie ATgH & TAT H Td I & T gl
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Al smemRa  personalization & IT9IRT FI AT+
T IcdT f@Ts o 81 gTeriieh, srcatersd SATThrd (=TI
FHT-FHT ITHAIHT I TG TS HLT Tohl & 1o SHehl AAATSHA
Tiafatert $t sreates AT & 57 @i gl

AT Al % ITINT H I, TeT LT ST STHIhT
F1 wgAfd FEe 8
8. fRfSrea fasma sie STvieT Aol

TRARE fAsae it qaar § Rfea Gsmoe afes
terd (Targeted) BT Tha g1 FaAr AT RfRee wew|
T A g, B, AATe TATATedt T w7 Iqeqed Feha
* AT 9T AT fTardt gl

Digital Marketing & Search Engine Marketing,
Social Media Marketing, Influencer Marketing, Email
Marketing 3fiT Content Marketing ST T&iehl T ITANT
R ST 2

T HIETAT 9 FAWIT H1 e Fore § AT [Afrg IuedhT
TGl aF dga &l a9 <47 2|

gTeAtteh, ST 3= aTel {39+, clickbait TaT 9THF
promotional claims STHITHT & fersaTe &7 T9TIadT T Thd 21
9. HISTSA HIAY ST ITHIHT GG

THewE ° RfSed adierT &1 o sfes e aar
AT g1 WETSe USHATherd o ATeTH § ITAMHT Fgl o T
3T G FehdT g 3T @ia gadT 8l
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Mobile Commerce & FTT0T GXETRT had (et fAfsra
qHI AT #I19 aF AT T51 Tell Notifications, personalised
offers 3T mobile payment FEALTT ITHIHT &l @I AT

& foro IR < gadt 2|
O impulse buying aia foaT & o= F =T
TR e it g1 € 9 T 2l
10. STHIRAT TG FT TR FLA AT ¥ @ efores F1ew
s w s SYIHT I T
T-HIH qiareT =iiv srfes Ao
Treret MfeaT TS STTEAT T T I
staTsT =g g ua [t
e A= AT ST FiAeTsia® a-a
Al RIS EIC]

Influencer Marketing &THTIST® T9TH

qrETEd UT ATETH ST AT GLaT

EIECSRACEINE AT IcaTE AT
Cashback/Offers G o o7 T8
AT TAT A T T qT8eh ATAT
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11. Rf e STvw f @ [dwang
RTSee I & STAH Al T THE [Auary HHfered g—
TgHAT, A ATEF TTHHRTLT ITH FEAT ATZAT 2
T, e FAAT AT T F7AT 2
Fred, stz g A1 AT 2qr 2|
<refY, ghAae o7 F97 & F=q H TTAHEHAT Tq1 5
qiEEl, SIT dqAd ST customized recommendations
T THE FHLAT
A, Trere HIAT ¥ TATIAa B T 2
Tqradt, a1 fefiady =¥ e return policy T Wg<a =T 2|
aredt, RfSea qear T privacy * wia div-efiv st
ST 21 7&T 2l
12. RefSreet o & STAI=FT & qwer A aar

e a9 ATAT & AT TP T A Al
T 2
12.1 ST MO IaT

FAAIT ITAHIA | Hataq a=r 7§ Rfvee e
THA FAl gl T HIOT AT AERET 6 FEIANT Y
unauthorized access #¥ =T ai#t 21
12.2 AT dETest

Fake websites, phishing, fraudulent messages i<

se FRforee eaTerst IsRTet & for st far #dt )
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12.3 it Ry
FAT-FAT IaTE AT FAT A R g F w Twen
HHTLHT o T STANT TohAT ST HHAT gl THEH STAHT FT
Tt fRoTr oA FiSA g1 7T 8l
12.4 srafers STHRT
Personalised advertising 3fiT @ TdTe promotional
offers ITHATHT FI THT FGU Girad & o INT FT T §
ARt SH ATEq T ATFeTHdT 7 gl
12.5 RfSres fawre=
Tl STFRISAT & I qHE &L 6l Tedde giaeT,
Red FH T TEAEhl §arad 39dsd dgl gl AT
e AT 7 @19 9|1 & Gt a1 9% 9H €9 F T8l
T qTaTl
13. SFEmET & oy RS STieT sreagr #1 98
AT & o0 TR & RiSed Hage &l aa7AqT
AAT HEATU gl FAMAT Fl FAA ICATE JF Al TTT dga¥
Customer Experience J&TH %+ T¥ €419 AT AT 20|
zq o sraama F—
o UTEH [ ATFITFHAT I THAAT AT
o TEraEeIT I gl AT I FIAT AT
o TXferg RfSea qora gRfaa #ar Atk

o UTge TARTAAT T AT THTETT FHLAT AT U

o HIUS HITSAT IT HHTIHF HATE IATY T@AT AT
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o =27 T AT & IUANT FTAT AT

e Al TF personalization FT ATds ITANT FLAT AR

e ITHTH return 3T refund ZTa=T ITAsH FLHT ATRUI
14. RS SUTIH sHagR &1 wisy

AT ATT TR § ITFRHRT GG 3T ATAF T -
AT g9 it 9137 g1 Al, voice search, augmented

reality, virtual shopping, conversational commerce 3T

automated customer service STHT Tt @R & AHE
Tl & Tl gl
AT | ITTHT haed FH AT T AT Tl FH,
gfes giaem, faaa-aar, personalization, FZ&T 3 brand
values T |t g8 =
T BT, ST TAAIAT i B ITThT sTfaeTt &1
AgTa AT Fm| FAAAT % o aEdTehT Far=Te & |y Afaswar
ST ITERTSTAT S|TT T@AT aeds® gl
15. W@ At (Findings)
e | fReferfaa v e 9 g §—
o RfSea adt® 7 ITARRT & @ig JiHar &l AfaF o
ST g a9 2|
o T-FHIAH ITAH & @G AAGY H Hgedqul T =«r
]
o HIUA HITZAT 3T Influencer Marketing s =39 &l
TATET FT T2 2
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AtaTe =g ST TET IUAIhT Bsame & Agaayqer &|rd
ER Rl

RTSee AT 7 GLIaTT & gradT § g 7 g

Al 3T Data Analytics F ZRTT TTEH SATAT FHl FEET
=R

HETed A Roed GXer &1 W@ J7eqH a+ 747 g
STHTRT T ICATE =l HHd F AT I[0rET, e, qar
ST s fesaawaar & W 78 aar1 &l

RTed AT T STHRT & AfaF fowed e STt &r
2l

ST MAAIAT, AT GLEAT 3T Fisil [¥eg AT &l T E

N

16. AT (Suggestions)
efree I ® IuAhT f{at T T 3T sga¥ arsie Hael &
ferT e Feae ST 2 A E—

FAAAT FT STARRT 2T & STIRT § qEESTar @t
=Tl

RRed [ & qierd aq & o Seeshar Jg@rs
STHT AR

STATHTSAT Al Aiared =g & Fraaeiaar St= & forg
TreTied F:AT AT

efSre arear 1 Fm@ET AT ST AR vl

gTHF F2res [RTaeT 92 y9TEt FE=r g F iR
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o FHOHAT &I Al T AT ST ATas ST FEAT AT T
o ITHTHIA &I Privacy Policies 3T Terms & Conditions
& I STT&e g1 AT 0|
o UTHI T FH RfSea-amew suw=wren & oo #Jw
=fSres #aTv fafEa it St =R

17. fA=%d (Conclusion)

=fSea 0 7 IUTIRT g #il IRARE =T &l
FMw &7 F qRafad /a1 81 32dde, TEhE, T-Hid,
qrere Hiteqr, RfSes gmam v anfefhiime Sefonia «
STATRT T AT TR, e i T ya= it g1 &
T ITATHT Had IcATE @ET dTAT ATh Agl @, diodh ag
Rfed aTS | 3T YT Hid, TAAT FLd, THIEAT FIA AT
FIAT T 2h FLA ATAT AT AW B

e a&di®s « =Haaal &7 SUFRHSN
AFALTFHATA T dga< & o qHAA ¥ ARG AT TG
FIA HT AAAL QAT 1 TN AT, T2 AMAAIAT, ATZaL U,
il (e, AT AT 3T STcafers ST ST qHeamy ot
A oS 2

aa: REad [/ § 9% =H@a|m T Jgr g S aabdien
TATATE & AT STAIHT (S59TH, ST LT, TILEfIar 3T dfa+
frqoreT T STIHsRaT &N T § ITHHT A i Afew
RfSres va =TT 2T SHfeT T, Sifd-aarars e
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SUFTRTA—AHT % forw RfSes arear, qea 9w e

TRl STANT AT ATFTITF 2
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Chapter: 39

qded IS THTSIR-STRIE IRy ; U

MY TR
31, R FeA
qraer (Abstract)

e g1 AMgT Feardrar O fFwfaa gromr |
TN oA, ar afdw e, dovme [T afor s
qfEddT gg<aqul ATe| AT STal. Teqd SeaaTHey
"I SHISHRdT ATHTSTH-3MTTF IRume . UF orgadT
T A7 A=A ITE FOATT ATAT 2. T HMeATA
qHET AT g A, THed IUSHAHS TATH® qHSI=AT
e Furdia, Temer=aT gedfiwed afor ararises shaaaET

FIUT T&A TS AATT THT THed SREEARIA ST THET

HIOTAT AT d, ATAT TETT STHTH HIU[ AT 3@

I7 FEATS Y@ W [RATHT SEd: Tded

SETSTHAAT TATHE FATTEAIT FTT TROMTH Frar? THedAT s
T AT o ScqeaTe fohaad gra? Tded ISt =1
AT A, AlgAT TEAHIEHIOT A7 Aiehids aTerm=aT

HAGATET FET TATT TSq1? q9F Gded &= =47 famEmd
FIOTAT SATegT AHATOr Zrara?

T HITLATATST qUATHT STTor g uoreae Ferre
TEATAT ATIL FLOATT ATAT 2. FLTEATATST I A Arfor
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AN WA= SMeTe qUATd ST g, WA |rigdy
T, HATEdr ofor goger AfervmgTy St wevaATa
AT g, I ATgdl Teaeh, Heed o , TEhiT AZaTd,
Thed fAan=T garee o Hefea arfRar=sar AreaHge
ITH FLOATT SATAT AT, Hehtord ATTRd = avtiareor, fagmor srfor
o 1A oY AIETATT AT e

T "eraATqa sufea ARt s oamg #Y, w¥ed

SNSRI TSR=AT Geft aredrq, =&Hs e 9%

TEd, T IANTET ATAAT (Heod Ao qrarors B Tt
o, T8F AlgdT TAHTH, qiehids areem= qad+ ror
Frerer fawmamer et Aga el T AEeaTy T
B, AT, TATECO( g, HATEATE< e qror oy gt
TSI ATHREAT HHEATEY qTad Tded g0 SUTaI ST
0T SATALTH L.
Hl-agH: Ted IUTSHAT, HTATSH TROMH, EF &,
T [, araq wiew, wmRE Gww, A@er
ALY, T aTeaT.
YEQTAAT .

e g1 ST ST I dairee s faehted grom=at
AT SANTTDI TH A, qAT FITATG! I9T=AT FTATSF,
et Tfor e feemmET= Agwaqul e AT S,
afE "igd, Uldgles a<dr, oiHs €&, diehdH

fargar sior swefes T¥ed qEgT AHs Fard STETdH
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qIed SATd Uk ol Apd HHT Fell g, Thed I

(ol i co o
cnda Hdcpl=d1 AQIATHdl HAlled A<, v (4dld, Aqlgder,

GTAIaTY, AR, ARE9H, gEaehal, SIS arseus Aror
gy = "aeft RT  smeenr =mow et
[ERIETIRIEC I A

THed SATSHRAT Fgurel Tdedreft dafea &ar, cara
T FEEETEr [T, Sraeame 7 GEae s g
2. aTged gied, Rt g, degar USwHT, Tded OniasiF,
ATed HAT, HTgHl Tded, AT qded, diis 9ded qaq

[N hd o (o i
I gedahell 3 a| IKHTICh U=l AqHd -]

THTALT AT, T SUSTRAT TATHE HATIATET TROTHHTE
UL T TSN HAT, ScaeaTe i i+ waraearr
FTAAT ad. @O AT TP AR AT
FFIALSE=AT A4 et [oior g smior - e
FFATEIAT Tohel [Hend.

Tied SIUNTH TROTH Fd@ Alfds Sarqed aaied
YA AT ATHTSE AT FIERida eomaTal SOMTHT T
AT, THedA e fAfay @egd e §a18 aredl, diehids
ATCAT STAF FLOATH TcdTgd fHeod, TITAE FAl, AT
A0 ZEAFAAT AT FATSTAS ITAe I, Higed ™ ATTAH
TR, JAHTETST DM ERTE, STATHHATT T SATTOT

TS UaT ATE @07 9hed ISNTHT Ageadqul S{THaT 37Te.

[N i o o o
AT HIdTHa dladl=l qenld, H<nld AAqH] 5||F||
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[aNlal

[N i o lo) o
ATOT FATAE SR dleldlolgl Hded S<dlivliendl HgTAlH|

.

TATMY, FAATAT ATETEET TATGLONT TGO, FENH
TATIATELNA ATedT qT0T, HiEhids qeaiHed aad, Afd-aded
SATTOT TATIAF SHaaeia e I JHE! AegiHel =i
gIATd. AT ThedArr e omsad, TaiEer@a e
AT FHIST=AT HgANTQ B0l SMEeds o, ofid®
SRIaaed ATHISS FHde AT qiaeol gae= Jr=aT
THAT TV Thed ISATTRAT gf HIBTAT LT AT AT,

0 qrEAHET "Tded  SESEdS  ATATSIE-SE
EIE e SR e o 1 1o e A ) R L B E P A R
SUNHAHS  HHIT FOME GIAETSE F 0 AiE g,
TS,  ©THs fFwm,  giegfds @999 qag
ATIHA TegTd AT o [AewrEr=ar el Fi=T qa@ra
TVATH FLATHAT T FLOATA ATAT 3.
et e

qded M gl HILAT=AT FAFEIA T Hotdl=l d4]

[Nl on. ol & o o
SENT EH TSR HAT, Ieqeare, s e arfr
qiEhias Hadd I AT Agd QU TG g, T3ed

SASHAAL TS TqEL gled, gAEE, Togd TSI,

dlgds dd4dl, otdaddl, dldedqd( rfoy AL Slden YL

SANAT ATAAT Wood, A ATHIOT T gl AR
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AT FAUSR=AT T8F AT Id4=aT Gt 3uesy
graTd.

TATE, Tded IASHRAAT AFE 9 ANHET J9H
THTUTT SATAAT ATel. dda Theaedesiay qEmsd qeagmEr
sealt, Riea daam@T waifled 9, T899 amEa
ToAawl AR AR TS THed  STSAHAT  AF
JUEIET FTHIE ST AR, ATETT qeqr=aT - arecd]
THTOMTH TATELO( T SgU, SHRh qareaiaiie qror, Fa<l
AT, dAgq®  Hiel, TEhds Fad  Sor  eq7+=H
ST ae T TG ATegTHel HHI0 gid Sed.

e SASHRAe Ads a9 haaa grara, e
UTIAT=AT SHEaqHTETd FI0Td g8 gedld, TSHL=iadr
SAAATEHET THSATHT JTHAT Tohelt TATAT 3ATg, TEHH ATHTSH
SATTOT FATAXONT TROTH Ta&T 1T 3Ty, ATAT Teq=s AT
HLGATATI ST FIU AELTF AR, AT TP HIEIT Tded
SRS ATHTSTR-3TTS T, AT Tefl, se=oft afor
aread TR AaeTd: SUTAISAT AT TE@Td ¥
FLOATHT ST THHTIT ATAT M.

RUAA T AT T WY Tded IASTHAHD
wTor Zrome AT 7 st iy, eI AT
T JHHT, ITTSTHAT HSHATAVTAT FHEAT (00 e
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TIeq fAFmEmETST AEa9qF:  JI0TeHS SUTT AT=ET  FHITH

FLOATAL hiod ATg.
AT HE<d

THed AN BT AYMF fAaedier aaiided TaaTT
THed SATSTHA=IT ATLTATIA TATIHF HATEATET TROTHHF
ATIL Fed A1 AwrETar AT Wod., T Fas qsar
ST qog, AT T T G&H AT, Higdl, JaF AT €a4-

TETAAT TEATEl LS F TFILSII=AT St IqTsel Zard.
AT Thed IATTHAAT ATHTSTS AT A& THomsi=T

FEIATH 0T A HeTa (™ oXd.

T AATHIEN Thed IATSHAHS EATHE ARTR =1
AT,  TSVII=AT  Geffoed, SaqAmera o s
HFEAaATHET ATAAT JaAT™ Feqs [Feu Har J=.
TEF Thed IUNMET (AT ARUS, EAhl, FUIILH
I, AT, AT EeAT AT TAL JaT &ATEL gIoT
TIRuTH T Bred.

AT ZEHMGT 87 A q¥eATe v
qiehia® IREdd, ATwedl o TiEhids FTem= Jad, qigdr
TEAHHIOT, ARAT A foaTe, AT Uad iy e

FATST=AT SHaddeidia aad I qedihd HLoaTH 39gh

YA, THeATHS FHISMT [HHIT FIOTAT HREIcHS Ao

THTLTCHT TOTHTA HeTd (2o AT ST FHedT A=,
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THeAT=AT  AEEEd TAEnT YgUW, A9ReE

FHTEATEO qTedT qol, F9l SAGeqTad, ATd-qded ATfor
qTEpia®w qearaia Iomd JEREr AegHel =Hir gia
AT, AL ATAd Thed AHEMEET dAaeds STHASHT
A2 FXOATETSr T AT HETaqOl o4

T FTTeAT= Aoy oma, Tded fFamT, woarfas @Sy
qFed ARmETESt TAT AT T F0ATH qReH: 5%

AFHATA. THA T &FTq AT IATSTRAT AGEaT=AT FT,
AT ST AT fashrer=ar oo qeA SvrETder &
TEATH ITTH 3.

arferaT, wded  SEShar, AT A, e
SrefeereT, |TATS TRadad sfor ersad faeme o e
Qi Gerrerd weor=AT =T, Ferres arfor sreareeianst g
AT HIHUY FRUAGl SUIh 3. ATHS Tded JaATSThdo
ATHTSTR-SATTH TR qHST J0TEToT SArior 9ded &ar=ar
TN T ATaq [ARTETETST STeqd ST ATETar (9T qg<d Ie
2.
e 3R

1. T SUTTRAHT HReTAT AT TAETAT STEITH FLT.

2. Ted IESHAe AT o= ST g
SAEATH FL0T,
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q3ed IATTRAAT TATHE ATHTEAFT ZIOMTLT TIOTTH
TITE,

T IETTRAHS TATAE AN T=AT ST ATAT
FTEr= faraeror FHeo,

T IUTSTRAAT ATHTOTG EARTETET gIoT=T Iy
AEITE.

T ITUTSTHAL AIGAT AT JART=AT TAH HL0T=T
TEITE FIO.

T ITSTRAAT TATAE HEHAT A0 ATEAT HAGATAL
ZTOTTT IO T,

e IUEHRITARNT TH@  TAREAT A0 SAeg
Az

aTFd G¥eA  SENSHAATST ST SUTHATSTATHT
AT FT.

10. 7T IESTHRa=aT Fannr fEasmmast T et

.

LT TRidah :

1.

e ITTSTRAHL TATAH TTLEL SRIT=AT HefiHed

FTE I

C o c o
Ydcd Iediviahddl lldgh YA TYT  [dnldldL
THTLTCHE TL0TH Bral.

e IEUTSTRAHS TATAE ANH=AT IcTad T8

ey

Recent Trends in Commerce and Management 406



. T SASHAAS HigaT SOr Jahi=ar  d®
QETHHTOTAT ATAAT Hed,
. T¥ed IETSTHRAT TATHE HEhd| AT ATLHT HALATH
TrcATE ad.
. T¥ed  JANEHTSAT AEREEe TETa giagiaer
YT gl
. T SASHASAT qEHS TAHF a9 F qed
ST AT Hewd.
. T¥ed  IETSha=Ar fawmmra anfe, g efor
T ASAS Hg<aTd T SHHT Tomadrd.
. ATEd UHEA SUATTRAHTST TITIHE ATRAG AN SAor
TATAT ATHRIT G100 SATF9TF AT
10.99ed  SATSHAS  ATHTO® ooy e ofeomy

TLEIT R e,

G qgel

TEQT GTE "I SETSToha = ATHTST-STTF Ty

TH HIrgaa T A1 FuEmEy swgtRa sEE, A

FEATATETST FUATCHE A7 (A OoTes Fores qgei=T

qTAT FLUATT SAAT Mg, Tded SATTRdHS THTS ATIOr

61‘*400944("44( o (U141 Miﬂllﬂiﬂl ddlel AY ch(‘“lll'Hld?I
faeg A Jrfedt @afaq ®ed a9 ameiT 9@di|
TGO FIOATT AT 3R,
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T HTEATATST ST SATOT TZAH TIT Il T
qTigd =T STANT FIOATT AT 3. STATHE Allgdl Hehterd
FLOATATST Te IeTSTh, Tdeh, TATE AN 9= qded
graTeft HEfaa =il Fr=aTheT WA, qATad or Syeret
ATeror 27 ATeHTET AT TN AT AR, ATHS TAA
AT, A AT Thed IANMATA aread TR ST =
ST AT g,

AT ATRdl Hhferd FAERT THed e«
TEdeh, Gl Yad, qdHEd, TEE T Ay
FaaaTiersh, AaTEATS  AaTd, 9ded  [A9RIT=T  TeRTem,
STRTOET STgaTe, fafaer shaedes AT A< STferhd TahTierd
HITEATAT AT HIATT AT A2, AT AIld =41 e THed
ITSTRaAT e, AT aad, st aforme o amead

TTGATATST  Hehford  AIgd = asfreweoranior  fErgoor
FLOATT AT A AE@LTHAHIT SHATR, T T=AT
AT Mo JiEvaTd o sfegd. a7 Fguom=ar arame
T IATSThd™ ATHTISE AT ST TR T8 HT0ATd

A YA, ATEANT TH@ THET, ATege o arad

FEmEEr daeT® IUFISET TATel [FA= 0T e

.

YT ThTY, ATET HINGT TgdI=T FqoAT Feed Hepord

FAT HIGAT=AT AT T SATSTRd™  HTHTIOIH-TTHH
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RO FESIor ¥ ITHUATAT Y AT FEETT FLuATd
AT 3AE. ATHS TEQT SEATqT ST grony Fewd q2de
AT AT, FTIF, dLOTHHTT AT AT TT=ATHTS
ST STAT.
g IETSTHAAT THeqT

Ted IUTTHAT 5 Thed e=eft gafaa fas seam,
AT SO ITERHET [Afr, S, e 7 feear
FLOTHT Ueh Hgeaqul TThAT 3g. TIeAT=AT AT&cAT IS 07
FLOAMEST A ATGaras  qeff [Afr w2, 3y

HHTEATET AT ATIE FHLO AT TAEHAT I9aTY HaT IqAS
T QU g T USRI THE 32T e, &f THIAT HdD
atiw @ty MeRvrEdr qoiea 797 enEs G,
T AR srfor araTiores srdrefiet Jefad e,

T IASHAALY FeATeT FRed d°® Faamrai=n
HHTALT ZTal. ATHLT giaet Aaq, RAie, Tree, degod TS,
T AfIeT, e ARENE 94T, aTgqd AqET, dTgdl qded,
gqTw Tded, ATHOT uded, g A9 99 eI
ZEAHAT AT AT ICATEATHT (ashl TTAT qHTAL grar. AT
Aoy =EEE=aT ATt e sEedE gl

eara sufor Tofas aRReFET Scr=m 99 #Jd Iudsy

e ITTSIHAT TATAE AR, HIEHidah AT AT
HATIATET TATAT ITIT Fod MAF  (GhraTeT FTe9T 2d.
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(ol o (o) i o [N
D fiu \?ﬂ”ﬁ QUH Hd Tl Hdededd[Al [dqpld pod <Al

ATHAT TTALISHITT=AT LT ITTsel Fed 0T, TATHF Fel,

TERAT SATMOT T Hagd F0 g @A q3ed ST
g & AT,

AST=AT FBTT ATAT Tded fAFwmEEer @ gg<a are
AT AT, TATALOTH G, TATAE THITATAT TSI SATTor
artdw A =T gHdare 9ga gdedArEr fAwe e

AELTF M. AT EATHF FETIAET 0T F JAEaR

AT Fed IR A G180 g e IAShd™ THE

3R AT ST

FAT THTY, T¥ed IJAHRAT Bl AR WA ara=
AT Iaqd, |iepids ga8d ooy gqrad [wmEer
FTAAT JUMTLT U TATAT HhoudT 3.
T SIS ATTI T

T ATSTRAT af A HAHRETT AT Qumer U
gqTEr IRAT oA, fo=r e, et snfor g
AT THHE TROTH gral. THeqrslt gafea Ffae

> [N ON O O
AQHHI=Al  Td=pldHD  LISHIATHAT, ScHedle, HIATHd

qrag=r fowm, =nfas ST T o e
TAATAT STHT FTETEE Tgeaqul SATrieh Iod faeg Iara.
(31) TseTR ARt

e IASHAHS HISAT THTITEL TFe AT ToeTeq
TeRT=AT "t AT gram. giew, RAfe, gmee, aeas
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AT, THaT AT, GTE SAaaTd oy sa< geAtefy gafaa

. o\ . o [N
SATHEL T JqhldT ST THAAT. dHd HIGT rfor

THTOT AT AR AT TFELSRIT=AT Heft STeTsel g
T AT qeAFHTOT Iy, Thed SATA T Flal TSI gTHT
FAEATH AT T A ATAAHL HIARETRAT TSIT=AT
Tefigr At gram.

(3M) ST < :

e JATSTHAHD FATHE ANH=AT IcT=1T a1E 2.

THehi=aT dTecAT HEeAWy TI1HE  Icqred, FaT S
AT qRT0 7T g, T 9 AT FeTH IARTAT
T IS ITsd gid. Fawa: AT T AT
AT FAEE, GEAheAT, Fraraare fasht arfor fHame seer
TAYT A Scaary &d Hedrq,  aRomHEr ar
FfATIAT gawe! Had s warfas® st A
EIECIRE L
(%) TraTT gl fawm

AT TFEEer aEeTd SEee T T
qEgwed  gErEom A HEd A, THeAesiadq

T AATHIST Y&, I, AT €T, J1sT, TTOqZast arfor
Zexde gagr F=T BEm Fr S A= A9 wdo

(ol : [N o hd o
QYIHTATH dog AL FITAD ANl gidl. 89+ AT,

FT=AT A0 AT GALTHed T ZIE THeTeds =1
qANOT ToshTe ATt ST
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(%) TR SRTET ATAAT

e IS TATHE  IJTARMAT /BT TS
ST BIA. FEAHAT, FIAANT ICATEA, AHFHAT, TR
QTEIaTy, T ITATE AT TATAF FEGAT THeRihgd AR
ATed. ATS ALSATSHAT T FFqErIr=a1 qedi Fowara
ATOT TS ITATEAET ATIF AU 3T gId. AL
TATIAF HIAATH AT gl ATAh HAZIT aTE gl
(I) TR T T

. [aY C o
SAldlgld HdcalHd é'?llt'll HISUT AHTUTA H<en[d el

T . et Tiewi=ar ATeauqT gied, aATeq®, @i,
ARSI A7 AT H9iaY @o &l SATdl, SATHS 9T
FFATEIAT BIFGT Al T FqqT=AT AGes e
STIHTA A TS ATTOT AT TshraTeT Tt [¥ed.

FAqT WL, Thed IAWHAT gl Fdad Tded H=AT=aT
AT 7Aied 99 TN Edr, Ica=are, TS
SRTET ToahTe AT il #2937 [MHTor FTore Agwaqur aree
AR, AT FASE Sfor oqread dRor=ar HIeTHTqd Tded
IATSHAAT ATF FaFramETdt i awrE e F2dr a3
QT
TG SHTSAHAA GTATISS TIROTH

T SATSTHRAAT THTT Faes AT FsraTar qattaq

T FHTST=AT Efee FTqaay GhIH® 9ad qSgq SATordl.

(ol o o o o
QAcd=dl [qenldlqo Allden dqcldl=<dl siidaxiatia i<Vl
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BT, ATHTSE TSR ROTAT AT Heod, qiepias arear=
g gra Aoy ey auSraesiey 918 9 ggarard]
qTEAT ATET AWM. ATHS Tded SATSTHRdT gl HTHTM
TREAAT U TATAT HTETH 3.
(31) STrEwHTATT T :

T SANHRAAS TATHE  ANVEH=AT  SaaaErd
FAMT FUTOM A, THeaeqai=ar s fore,
AR, [FaTE, FE=gar Arfor 397 qAqd ragiAes a1e Hel

ST, AT FAer=T arq HehiaEadd w7 aEr el
e, ATHTor Arfor gEw ATHeT T, A, grefEEsT s
e FAAT=AT e ITAe AL T Arhi=
Sta sffers qaw gia. TRt worias qaTsir=ar araTsT
ST AT R e gied SHadaTT SaTad.

(3) Wi TerwiRor

TAHTHRLTETSN HETaqU IHHT TSTad. Aigal Fad-agradar
Te, TR[ET AR, T AT, AT, GEARAT (ashl STror

TITAE ICATEAT=AT ATHTATHET T Bled 30 [Hag

IHATA. AT Fl AT SSTSTRI=T AT ATEd ATTOT AT TH

TEadad T gid. ATIHgeeT % HAeqT s Higain

FEATATe SO FHTSTATS (HOTT TR d AT aTeal.

(%) Tiepias e G
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THeAT e TTHE AT, Tl A = Jad

TS FLOATH TIcdTed (Wepd. AT, AThded, AREI,
RO gEasmdl, TTETH FTEehal AT Uidgries Tu<]
AEhids TABAT GaaEST  idd: #ad o AT
STTEAT (RATT gid. TI1EE Sehdiar TeiT Ao RIS
TALTEY Gl o ITe 9ad gid.
BEIEUEERECE

WA A 3o, AT, g6 Sr SEhdidid

AHTALT TIEIT HaT18 dTedl. Tdew offor eqIi=s e
ATATAT HARTHS HIEHTdH aaToraaror gid sfor fafaerawes
U= HTEAT AoGd gid. THedATHe TR THIHAAT, T
AT ATHATO He®A=l  9EqaT  Je| N, =i
THTSHICH: UHRHHAT TILT ATO0 SHaagretl FasH ST
A gIaTd.
(3I) wrereT e

e IURMAT dAEHes  TTHE  AniwEr &Eg
THRTLH I TTAA0T [Head. AT FHieed, HaTe R, TgH
Tar, ofasT AGEATUH, UHeA HWRAT A FaErd

FFAEATAT TTETEAT ATATHET JAHAT A4 Tl T Frara.

T FHIAHTHS TARAT  SATCHITATT  FTear  Smior  oFi=ar

[N o o
AIThHTA (Al ALl [Haod.
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AT THTE, TASA IATSTHAT I TATHTTOTR TAFRTETAT TAT
JOET HE@IOT  ARAT g, SaddTd  {eme,  "igdr
TR0, HiEpiadh AT GLEAW, FIATSS UFT SATror
T AT ATHTEEAT SATHET T IATTHAAT THRTLTHE
TS S8 IqT. ATHS FHTSIT=AT iRt wEEmdt wded
IATSTRTAT (AT HZTH TTH HATA 3.

THEA ITSTHAA TRIHF TIITH

Tied JATSThdHS ATTHF  ofor qraTors  fEsrEre

=TT Mo sEet air, THedAr=ar a=aEa aeqes el
THTHE TROMHGT HH0T grard. Tdedr=T IR [
SATTOT SHATEATAATSIATAT TATAL, TATIAE THIS, T dATE
artor sfer ereax Ao aforw 21 adr. AT THed
AT 3T,
CIRRIERIER FEME

THeAE Y Tdahidl  HEe T  deedHsd  FwEdd,
TATReHAT ATIL, €adl TgUUl ST SATguor  FTETE]

Tt gReAT [ gEE. "/isdaT YHIOET giem

. . O\ o . (o o : o
dldehlH, dlgaldl dledl Hed] AT A= &= SATaaTaT

AT AT TATFLUTAT AHATA [THSTATHT TaFTaT Tad. T

TIROTTH TATHE St ergdr oy T9 R HiaaTaT g, aahdl.
(3m) A=fRt® gETEATE qIT
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THEAT=AT ATEHe qT0f, STHIF, FS( AT TaT AqRih
HHTEATET ATIL HISAT THTOMT aredl. ferera: e, A
Ao AT ARTATT AT IS TaY qATad GHTEATET ATAF
e AATT grar. Ao wfHE ARt qiears, S
THEAT AT TATALO( T AT FTHAT HAT AT Tl
(T) THCATIBTET T ATV FAATAT THET

ATRGT qHeAedsiay AT THIG  Tdemi=l Tl

Gl a
dAlodHa dlgden nlsl, Siedqoegdl 31|||ﬁ| DA A HAT=Y]

e MO gram. g FaSH a9e™ e e s

Fafii® oo iepias IOET FHT S AHA. ATHD

THEAEIBT=T AHATATE T ST TIA FL0 A9 e
(%) ATEPIAT FeATwed aa :
F@BT TATAE HEhcll, TLAT A0 SHaaeiiay arg] T 9%
AT, SATIIFLITHS Flal TRIAF Tod A0 qiepid® T
FaAuT= AT FHT AT FIAT ST, FATHE HEpd
ST FLATHT THeATAT A e T AT9TF 37T,
(3) AERITS, sufor sifA-T=aT faAdt areo

e #ET=aT T #el TedeasiaT S,
are afor aefes sr=ar aeg=ar fFadt a1g a&ara. IHe
TTIHE ANTHT=AT SHaATa9q® GA1d 918 gid. a9 oA

[a NN eI N [N hd o
G{al-Tqa[=dT dTecdl AqgIIHd IIdsh AThIAT Dhlgl DI

AT TEFUAT FTHAT FHLTET AL,
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(%) TToft strfor Set=T aTedr aTu<

giear, REle, ARSI & ATor Ta¥ wHed giaeT e
qraT YHIOME 979 F SHoral 19 gral. IS TAT=F
TTASTaY Iqerse HaTEATaY aror =uior grar. IR [eee
AT AT SUEASAT F Fed| a6 Gereei
THATT B13 eTohd.
(T) T TSI ST STEIAT

o (o) i o) > .
lgl HdcasqaldC Hdad iHIZATC CIsi=] Fr%ﬁ

IO BIATd. THEATAT H&T FTep HIATAAL AAH FHTAITIAT

SR fohaT STl e Ti=T JTHAT HLaT ANTdl, ATHD
THeATaT U A AT ATR=AT ATTHF EFTaT
TR T 9rhal.

AT THL, Thed IUSHdS Ah THcHE TITH
FA T ATAT AAET AFREe T3aoia, qETsE
arfor e |HEeAT WA e gFdrd. ATHS  ATEd
THEATAT ATEAHTGA TATALT HLEAW, ST ATh AT gl

STTOT Ffora (AT ATL0T AT 3.
Aoy :
1. 9ded IESEAT gr ofdE e Ao o
TATAT FTE g,
2. Ted JAUSHAHS TATAH FqET USRIRT=AT TA 4
Teft fawtor grar.
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e SANHS TATHS TRMHAT 3T ATE B3

SHAAHTT IO HaEd 2.

e SASTHAHS T o HLAH IANAT TcATe

.

AT TS AT AT qEROT 2
et faewmETeT T M.

THed IASHRAT Higars e Feqeisheor o
TAHT=AT A TAHTETAT T FLd.

Ao TATH® HeT, HEhdl AT ATEpida AT
HIE I Had 2Id.

e SASHdqL  AHISS VR 00 qiepias
SATOTEETOT STEd.

LT T g1 9rhaTa.

10,999 Tdeq EsmEamETSr ggiEaeor "@Yeur, TS

AT AT TATAT TSI Sa9TF 7.

foremresft @ SUTEESET

1.

e IATSTRI=AT [AFETETST ST TH1ET 0y
ATToT Srfefeh MET=T IUTs el AT,
TS qas® F Algaarel ded sxaamaneft d@afaq

Frered fashrer TTQreror TRy Traara.
Ted IATSTREAT Fol rAdT, A AT FIAqTH

RTEETT ST U el AT,
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THeAeISae ITATId qAaeT S8 i T, =T,
Tt SATTOT AT HAEAT AT Teqq FLTA(

TATEO HLAVTHTST &Pad o O iaeoTqZd Tded
TIEE  FAT, HEhdl, gEasAaT  Ser  qROaeAr
HAgATETST T 9w TEarad.

THeARIBEa e FAL HACATIT S0 FEegaaret
ERICIREMIREEI ]

T FaaTaTd RiSes 95, siaarsa g sfor

A FTEATIT TZd =T ATIT AT,

TS THIEAET Theq A anfor A gthaa
T AT AT Frar,

10. Ted &ATAIA SATHT TSRITIT=T THET HHT FLOATHTST

FUAT ATAVTAT Thed ITHHATT T2 AT,

T o g
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Chapter: 40

AT T e qTHTSMS SISt

=T ; T G STeqaT

¥, T T

JEATAAT
STST=AT STITTAh e OTT=AT SATTOT ST fashTeT=aT e
AT FeAHTwTor g7 ATHTITR, s sufvr gy ferepram=
AIZATHT U A7 T Tg9RT TATIAF AFAT STl
foreror, s, TonE, AviES R, snfYE wETaeEd srfr
AT +I1T AT 99 A0 Aigd AT o qefl Iuetsy
FEA IO Bl ARAT TAHHLOMTHT AT HHheddT 3Te.
TAHTHL U s AT ATARIT TIF FHL0[ deg, q<
AT=AT AT g wed M1 TFq:=ar staqret geateaq
i TEd= ST ey aqEvATH T U SATOE AT

woRaT 2.
AT FHTSTT AigeA A1 [aterel S3id Sear@i JITT

Al ATAT, TGl AAw Higd@T AT, TSR, H

O\

feRTHE, ATATIIR T&l, Ja1gaia<id qaied Ta97

T
RN ENIEISCH

STTOT FHoT SIToRAT STRT Ag W T 7917 3T AHEA AT JTHI 574

AR, TS Alga™ TEHIFHLOT &1 Facs qTATSE TS TG
AT TAFTETHl [Eee AR, HYH TAPHATAT ATAT A
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3Ifeeiger (Sustainable Development Goals — SDGs)
aete feRmEAEar anfor Aigen agHEoTar Faw g

T APEAHIAY FTHTSE IASThaT of dhoqar faa
HEwaTdl S¥d. HTHTSG IUTSTHRdT Tl JTHTSS  JHeT
MG AT AT FOATHTST TSR T, TTFEAAT
ATOT ITASY HETLIATAT TATAT ATIL FOMT TORAT I,

TR IUTTHAAT & 22T AT TH ST, T ATHTO

SASHRAAT @ I« ATATSE  Tadd, ARHATT AT
=T oA G| gr osEar. | SR
ST THAT, Fieeatasmre, mena, fareror, qgiavor |5eq,
ATTIF THTAL 0T FTHTOER =TT ATATEEAT SATHET FTd
Fed FHTSTT TRTETCHF T8 TS AT,

AT AT ATHTTSTR IRATSThaT ATAT TLEILHS S TcAq
THY g, ATHTISE SATSTHAAT ATETHTIT g =T TSI,
AL, S waraead, Aqca o, i,
TTHTSTR TTAST SATTOT ATCH AT ITH BIdl. TI-Hgr=adT e,
AZAT =9 e, qed @O §edqT, g SR, "iga
TEhl HEAT SfOr TEIEdl §HeAr=AT HILAATQH  oq®
gt Fds TFq:d SATaaaTd I qT6l, % THTSATA

=AY Aigdi|Tel (AaTET=aT §&I TaTgTd ST FHTd el 3.
TS ATHISS IATTRAT gl HigdT TAHHLHST TH
TATAT SATTOT QT ATe F2UA SEATH AT 3.
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AT SEUTSTRAHD ATgAT=AT ATAS AR a
T=AT AT, AeAforh, qiespias AT TSl g HETdg]
FTE BT A, ATTIF AT Aigadr=aT Ruigerdad ame
g, FeaTdid Ao T ATIF Tddhe rd AT THATSITT
T M@ TIAT AThAE T (HH0T gidl. fEerea: Jrror
arfor T RS wigeTETSt 9THTSTR SeSehaT gt
AT AT ST FFRiror fAsR =T TATET 707 STt g,

FTRAANT TEAT=AT [ATae AT, TqFadT JeT, qeH

for =rarear, RRfSrest g snfor #terew e Fredery T=an

[N [N o
HIZAHTA Higell dlHTTsteh Sedisiendell Hlcdlga [cel Slid W%

qorfa, o Wieaar= FHadT, dusYdd AAied

T, qitdw  AEMET  FATE, ATHISE a8+, Hieas
ASTel  AGATHHIT  AZd. AT HTATE TSI =aT
ATEATIH AT TLAHTHLITHT ThAT STTEH TATAT FHLATHTS
e o= HemramTeas fAEor F0 A aeTE 3.
T HLUATIATAT 29T HigdT TAHTHLOTHES AT
STNERAET  fHwr, i gmiee 7 ente g,
Aiga A el Moy ATae SUTIASAT T =T qETd
AT IO BT Mg, au= ATHTSE ST =aT ATETHTIA
qfgdi=a1 SaaA™Td ATIAT aadqid U Fied qigar

AFRTETHTST ITIH SOTTCHE AT AU ga@iel T Heear=
Tgaqul 3T . AT HATIATIT HigAT HAHHLOT=AT
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giehaeT ot JAT fReom Mo #@sd gred, d9d
OTAHATT, Heesh, HTHTSS HeqT ffor qigsr 3=
FATATATE g LTI ARELH 4.
et e

ATCATHET HIgAT TAHTHRLOTATST 9T, Tt 7
arfor fafag ST Seedi=ar ATeHgE d9E JreET
ITHA TS ST . foveror, s, st faem, sveeT
T ST FAELSIT=AT Het IqAed e HigaAd
AT F i T SATavaT YId 1At gid .
T, AT TAAHART HF HGAT A(Iw  eadiad,
FoerTe, foTeE, graTiors g9, SergAiEaie qaied g4,
ol g srr JganT ofor IS aaTet sraeT T
F qIE A=A TATE A9 By a9eq«=r 9 Sa

.

qoT  URfEAAG  @THTNR SESHal gl Aigdl
TeAHHIOMTS TATAT AT F{UA e Aol 3. ATHTST
SETSTHTAT ATEAATA Hl g\l ST, TFALSE, A

Hadad, Adqa fowm, e gfaer e gHeE

fAarmmer gk agarT=r et Mod. @F-agradr T,
HIZAT =q e, Te AT FeAqT, AT SN AT Tt

. . o O o hd
dedl=d] HIZAHIA S Higeldl A a9

o (ol
Si A AHISA Aenllcqen HIXqda deqd AV 311%
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JATY, HTHATNE  ISUATSTRT=AT  ATAATGT  Hig ol

TAHTHRLOTHT TRAT H EqLEL THIE AT TATAT ATAAT
GEH I ATEr. UTHIOT AT oTgl AR HeliTed sTeeret
TEET, ASTATHT FAALAT, ITAUSTId FAed T,
fSrea araa=T stamE, AEE @ Ficfas qSqs S
NTOTTCH FATET TTHS AT HIgAAT ATHTSS SATSThAHE
TEATTOT W AT IT ATal. THA TTHTSE IATTHATHD
HigeT=aT SATfeieh, HTATISR A0 <R HerHFTHES SHAT
et &Afor o Jeh=T Fed qgA AT, ATETET ATe® @
TTLATHT SATIAFAT 3.

T T HTET TEQT HTEATHY AIZAT HeAHhoTHe
AT SEwadr e, I g, a@fgeEr
ASHTAT e, Iqtsd Heft arfor |qersfismeom=1 Thar
e Tt FIOATATST AEeTF IATIATSTATAT HLATATHT
AT F0TT I g, T&qd AeTIATqT ATHTSTE
SUTSTHA=AT  ATLAATGT  AigAT  OeAHHomarst e
TRUTHERRE o ofor A e qafeea=T v
FLOITT A=A,

TS T8

AgAT HAHRIOT g FRIUATl  TE=AT |
e UF Agcadqu ga% dI9d SATd. THTSr=a1 arfeieF,
TATHTST, AeAfore iy Tqsehid SRIHed Jiga =T aihd
TETT S8 a3 (AahET=l TRaT TaaaTaers Sfor o
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YT, ST FaTd Wigd=ar  aesisomaer B
SYTIATSHT TETAedT ST TEEAT, T ATHTOM SATor SATreH
faroraaT, HTaATEe gATad YT, TSmr=a7 FHT Tefy sfor
TRANE ATHTSE ae" TiHs T°4H Higd T Tuterd STt
TTLAT ATAAT ATl AT TREAT ATHATOG I=ATSTRAT Bl
ARAT TAHTHLOTETST TF TATET S0 IREqawel arae
TEUA SEATH TAT 3Tg.

TTATIOrR J=SThaT gl e s a1 Mol

HTETH T AN (e FHeqiay Aria=rgor rfor eread
IATT  SMEIUTHT TERAT 3. AT Uhhdd Jigd=T TgdnT
e AT A9 Taead, dqcd &Hdr, HoaeHar,
AT ITAeT  oMfor  seAfesa™ ST grar.  |reTerh
IASHAHS AGATT TALSH=AT Hell IueTee  gard,
AT RA=T FFmE grar afor 7 sEqaiadd 3a
g Tal Terr=aT et FHior F&a qame=ar s
AgdqUl ANEH  IATd. ATHS Higdl FeAHI®or  ATior
AT SATSTRAT TTAT TETLHE L TSI SATTLTF ST,
TEq  AIAATA Hg<d AT Mg &, HAISE
SHUTSTHA=AT AIETATIA AIZAA =41 SaTd ST SATf,

AT AT A Theh e qeqs (e a1 FLTeTaT

FLAT I, HAIZAT=AT AITF FAEATATHS AT FeaTdia
R 9g9rT atedr, qar=ar foreor efor sraTse
afes e faor SITq T89= 99T =TGR AT THIE
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ATEdl. TS ATHTISTR ITSTHAAT THTT g1 Hides SA<h Ll
AR Tgd ATal, T ATAT THHE TEOMH Fed, T
SATTOT HOOT AHTSTAY [a& T A,

T ALHAA AqTEA, TEAEr ger, A< g@er sfor
FRUAATT  A=AEEET  SUg<h  33d.  HeTgATgd 9T
AeRut=ar arame afgdr araTirs Sessha T T Surm=T
TeET  AfIF JATEO9 qEfedr Idi|. aH g Jigar
SENSTRHAT Mo, |, dif®  onfor  Jermahg

AT MG ATaT TR ITTIATSAT A Taar Adier. fFeroa:

THIOT ATTO7 ST Fewidie HIgATHTST ATHTSTE S ST Rd =]
T ST SATTH FLOATATST & HATET AN S

Ao FEFMTqAR! TEqa AAIATAT [AAT Fg=a
ATy, HIgAT TAHTHTOT 0T ATHTISTR ISRl A7 FAwaad
ITAY HIATGA HIRATHES AT ATAATH g HAeqqT ITIh
e, "arrgeh, =T, fee sufor srvamee T 3 A
T, FHET, Tt SAT0r TR THSH AUATETSr § Gered
AU WUA STANT TS, qHA ATASATd I GeeTarst
T fRorm ofor HemedT=a1 Wl SUAsd FEA 0ATHRT ©

Seddd Hdgleden oXel.

ST T T STeTAT HigeAT FAHHLOT=AT Tehdd

AT IEnsteha= =41, = graTiors sior s afvomy,
Ta= oarad AT i TeEE T g e FEwer FTon
A, AL IT ATIATAT  ATHTOME,  NeAforeh, e,
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ETOTTCH ATTOT HEMTeATeHE 79T qao Tqeia< [F99 Ag<d

T B

oA SR

1. AT fiFom=T R AT TEETET ST

F,

2. AT SHTSThRd=T Shedqqr, Jfomar enfor 3R

THIA =T

3.  HigAT aHiwIoTHed AT ST =1 HFT €T

F,

4.  HATATSE IASTHAHS ARAT=AT ATF TTHFLOMEL

5.  HTHTNE ITTSThRdHS AIGAT=AT AT 07 Jf<han
e g w.

6.  HigaT ATHINE IUSHEARTT T{E THEAT A0

AT AT STEATE FT0.

7.  HEAT AN SATTRAAT TS OTAT AT
TTSTAT SATTOT GTOTT= 707 YT,

8. HARRAT HHAHEIETST AT SASTHAA]

HTEIHTA TS AedT STTOMTAT STHHATS T T FI 0.

9. qigdT ATHTSE STTSTHATAT TATE SATATSA TV TS

AT h SUTHITSTAT gﬁﬂiw.
10. AT FAHTHTOT AT qrad FoehTer FTHed |t

ST TTETT ST .
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HLTeATHT iea :

1. TSR IRSThdAT AigdT TEAHHLOTET THTIHE

IO g,

2. ATHTSE SUSHAHS AlgAT™ AT raaad ared.

3. AN SAEEIHs AigAr=ar ForgeHar  sfor

AICAOTET [T gl

4.  GIHINSE IATSHAHS AigaiaT AT SATror i

T AT aATeEal.

5.  wreed s afor wferemqe afgei=ar |
SETSTHAAT ATAAT THeB.

6.  SITHEI TTSAT ATOT ST HgreaTHes AigaT qIHT
SRS d=AT Feft aTedrd.

7.  WigAT ATATSE ISASTHREAET SA00FH, ATAETSE A7

8. AT IAGEHIS HiGATSAT SHATHETT A7
HATHTST STaSd T gid.

9.  UTIur sufvr ergdt WigAi=AT ATHINE ISATSIhd=AT
TefTaed T ik seodl.

10. 9T IETSTRAT g gTad HigdT gersfismom=
TATAT FTE g,

G qgel
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FOATET HeMEATHl  fEsamerear  anfor  Iora<r &

AT ATICOATA ATAAT HIMET TZAEaL Aqigd T,

qelted gl gl "etedTsar SfREE qhdar eI
ATt HFhew, anftar, faguor safor fAewd wievaT=h
ATENT ITERAT STE. Toqa TEATATHES "HIgdAT qETH [hoTTerer
AT SATSTRA=T AT AT == aeqes i g
ARITH FLOATATS] ATATISE HLTATA A ATAATITH T 11
A FLUAT SATAT T2,

TEIT HTGATH FET FUATHT THT [AGTUTHT 2.
T HMLATHET AlgaT HEAHTHIOT A7 ATHTISTR IJATSTRaT AT

HheTAq AT HGITdeh AT FATIEa T AT T a4
IO FOATT AT . WigAT=AT ATrAw, HTHToE Arfor
Juafther  OAHIRIOTHET  H@IHISG SaSad™ TNTET,
TATIHIS TSR AT IuAed T ATAT STEATH FLATIAT=AT
HTETHTIA HLOATT SATAT TR

T FLFIFATHIST TTATHE AT 27 AT Sl THre=am
qTTEd =T ATIE FHXOATT AT, TTATHF AT Tamaet!, garad,
segeq fAdreqor srfor == ATeAHTIA Hhierd oAt ST o,

qigdT AT ST, T-Tg2aal Tei=aT qaed, TaIa4]
T GTATreT Sfor Faferd eaArdier ao AT=AThe T Aa9TH

ATfRAT fresfamr demammaret IUIh o3, 299 AIgdr &+,
e Taed, FTaT oE, AT AgaTe, ST AZATd,
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ferahtiers, Femad SHeq, T8= Atag TP or siarsT
TETT=AT THTAT AGATATHET TR (eTd AT 3T,

gerrgamaTsr aqaT A & "ergarsar REia
FAT ATA. AATHHATAA HigAT HTHTOS IS (AT T9-
THAT TEAT oAl Mg, TLATHT Mg FwamT Aty aanre,
reAforeR T, AT T LT ITEAHT Ao S| &y
AT A= Hed e HLATE STTerh SATTh A7 FTA AT 3.

i [N [enNEl o cC [anN
denleld Hllgdl= AU cnwd [d= IUlIcH 3]||ﬁ|

TRATITHS T o F0aTd Id. ATTHAaIL a<h,
A, TFAT, TUES A qodeds Fauo Jremear
i AreamE=T amae wed AT @wed Srarg. 3T
AeRai=aT g afgar TeHRoHeT QT ST a A
Gt TIF FATT AT efOr FemremT=AT SR aue
TR FTRTEET HieeaT Area.

TEQA HTEIATHES ST, AaTdTedr Aty Afa
T I FOATaY (AT AT I0ATT AT 3. STLaTATH
THAT, TAATIAT ST HATEATA T TELRAT T ITAT e
ATITRAT HaRieId el Mg, ATHD HTEATqT I Aewy stfas
s, Teraaet ofor Seh ovara.

AT TR TEQA HITIH THAT=AT HAGRATT Higa
TAHTHRLUTA A ATHTTSTR STl qreT, fo=r | T
At g, ARATEHRIE e ST eradd
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SUTHANHET = ¥@d 9 araEiy [Fgue w=oam=r 94
FLOTA ATAT AT, AT TFA L FITGATHT OrET ATgH [HewmT
srter fersamaTe orfor Herramm=ar SRt qETa s3ar.
AT TR GheuT

ARAT Tt & argEs " EEETde
AT HETATHT HhoudT G qT ATHTISTER T, THIHAT Ao
AEET gH=AT d<aiaC TG g, HIATal THTSIT=AT
AR fSEmEdt ARA=T qH| AT Ak Jg T
AFAIAF HAAT SATAl. AlgeA AT AT straareft dafera o
AT FUATHT ATAT, HETIATEL THIE 2, 07, Temme,
AT, TSI FEATT SATOT FTHTIOM (AT ITH Feed quATA [
TThaT FZUIST AigAT HEARIHIU B, BF Hheddl Hd@ Higa il
ATIFRTT T FLOATRAT HATGT TG AT=ATHES ATCHAATH,

HIZT AEAHTHRTOT=T G o TSl AT =41
AT U O FOATETST raedE qell, HEre SArr
ATHIT ITASH Feed Q0. HigA! Tad: =T AREEa
Fed, THTST A0 TYTHAT T AT TRIETT 09T T80
B0 g AARIRTS THE 3M2E g, ITHed foilorag F:Ht F:,
T et IUAsy FwEA IO, ANF  wrEead areta,
T =TT TEITOq F0r sfor giger=r  _orstrag
TATAT TEANT HETHT FLO J=T GHES gral. Flgdl
TAHTHT & Teh A ATATLT FTHTST ThAT S ot oA<h,
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Fed, THTST AT AT TT=AT HI<H TAATETE AT TATE 07
TTET B3, 9T

AfgaT Fauwoe APy SEm sed. JETeE
TATHFLT U HIZAMT AT THE &1, J7HT,
qeferaar sfor SEsTaah araraeor e, st eim
U ARAMT IO "qTEE, S, SN,
ATATaOd gg, Ada darmada gaer sufor sufds o
HUATA FEATAT ATH 2o Ao gerH T g qurErge
foreor, wterenr A, fRfSew Aeaar sufor sHgET Tign
Aigar=ar ganior fEEwmEreft JefaT g, Terehra FerHTheT
U Higa =T 1M Taersd ge T, Fem=asT, g9 st
Tav AUy q9e @ T9E 9ganT a9 99
HEH=AT TR TROTTHTGA A= qaiiior qerHiHor agq
7.

ARATAA  Afgdl "o« r Roadr Jear Fer
FHTHET FAAUNILN AT ATLAT Mg, TAA, AR, I2UAM,
s, werma, SATISEeT, ST, HieT AT TAShr AT
fae eermer AR T Seaadg T HI1ET & g, T3-

FETAAT e, ATHTTS IeATShar, Rfes da= sfor wireres

T FEAFATS dAH Higaidl e Taradad JTH el
Ag. TAT, ATHIOT ofor gy AmTeer faowar, foiras,
o Ll e o o
qAtAaTg, Fera® 2aT, AT THATHAT, ATATTAA

AT g, TSI STEHTT et Srror o a2
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TEATT TGl A ASgl FAT Agd. ATHS Higa

TAHHLOMHTST ATAATO AT FHfad TAATHT AT
.

AEAT TAHTHRIOMTAT ATAAT SUATEATST AT OCHTT
TTor Aty TF AT e oy Aoy AT Ao
(NRLM), T&ma=T qaT 7T, Te-q a7 Arer, afger
$-g1e, a9 (T He ST, THedT qa1 AT, T Tigal
SATTOT ATATAH T HATAATHATRT T H0ITq A0 TAfarer IThd 3
Aigar=ar e, e, stds wEradad, ITSRdT AT
TIATIETST Agwa Ul 33l SAgd. ATAATT FFF-Ag2adT e,
gew o deur ofor saeEet Soedi=a7 ATeAHTqT AigA1
afererer, i, Ao efor wreex @A "4t
ITASH FEA (RedT ST ATgd.

LT THTE ATZAT TAHTHL &1 hdch HIgAToAT I <heh
TrTET= HeudT T ATHTSE giEdd, st ST vty
arad =T dgaqel g oe. [ewa: | e

SR A=AT ATEAATIA HIGAT AT TATaAa, qqcd ATl

SATTOT TR T TgaAT=1 qefl Wod sear e aige
qeErHIFo= Ifar AfdF TRUERE 2Xd e, ATHD

AIGAT TAHTRIOT AT ATHATISTG SATSThdT TTAT TEILH e
AATHU g ATHTISTR SAT07 QeATorR T oicdd Hg<ars

a3,
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AT SASTHAAT GHeqAT T T

AT FHIT IATSTHAAT GhoudT Hach ATAH THT
@RI q37ed qigael ATgl, < GAETGA GfEeg
T AiEefauEet et " aiEdd gedd
ATTUATHTST ISR A=l =T arae FeT ST g, a7
TAT FEEEGT O ATl dheudr oSl qTHTNSS
IUTSTHRAT B, ATHATTR IATSTHRAT gF MidF Frrarada
qTHTE  FEdATO, AHMEAT, TATEOT §EA0 o o
TAFRTETAT Hg<d QORI TERAT 3Tg. |THTTST ST AT
FETHAT, TAHIAAT A FTAEATIT  HIAATAT ATLTATA
THTSTATA FATAT HeRT=AT THEIT HISEUATAT TId FHIAT.
AT IATSTha 4T Hoheq T

HTATOM SATSTRAT FgUIST FTHTOR THET = (HTR<or
e T heldT ATATSS J&d g, TRAE Aaararaed
AT T BT T@ I FHAl, T ATHTSE SATSTHATHES
TATHTISTE IO ST AThawedTor JiET ATaF Hg<d fael ST,
TS IEATSTRAT gF AR AT ATHTISTR STl Jr=T
THATA HTLUTLT HeheddT 3TTe.

AT SATSRaT A0, Ry, TS, Jigan
HEHTHI, AT §EA0T, Jrror fashre, et M sfor

TS THTALAT ATALEAT &ATHed Hd HLd. IT ATETHTIA
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FHTSTA A THEAT SABGA ATAL GTHRTAT AT AT AT

IPEESIGIGH

qTATIS IATSIHAHT ATEAT

TATATISI JETSTRA=AT FTET A SATEAT TEIAT S1Ea:

- I S5 (Gregory Dees) I7=4T T, ATHTISE I2ATSThdT
TEUIST ATHTST Go fAuTor Fevamaret Sestehia 3o,
TAFHAAT AT AHTLATAT TATAT ATIL FHLOLT THRAT B,

- TS ISR F0TST HHTSITA T HHET g AT
A=l 39T engur  efor T I THTEl
FHATSATAON Fooeel FTHTOTR AT ASTA0 B,

- HTHTSTE SATSTHRAT of Tt SR THRaT 3y SATHed
ST €3 TrEd ATATST STREr= ! qadT e[ STTd.

T ATATAET TTE A hl, ATATOE IATTHAAT SR ATTAH
THRT THA ATHTSTS A AT 2T 3T,

QTATIOTR ITSTH AT SATTHTIAT SATSTH Tk 1ol B

IS EECE S E 1 I E N D E OIS E A e |

ST FIAATAT AL FLAT; T AT=AT SRETHLT AT(0r

FTATGA T B AEDBAl.
TATOE TS| ATIATIAS IS :

AT THEAT e 37 BT 3227 aar.| Tfei® T
fHafaor g1 qe S srT.

[N N CC O o o
HTHTSTS HAATATHATIL AL T AT SIKIAEC IS RS ER I

YT ATTOT TR 9 foT Sirar.
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TATAT T S HAeH=AT ARMETHIST FH hel ST |
TTEHT=AT ST qUT e AT AT AATAL. A higd el

ST

AT FTHTONE TRATATAT Hgd foed ST | SH=arar=
fareaTe srfor swfier aTe T+t wea ot 9.
THT TT ATHAT IS aTIeAT AT Thar.| T
2T SAIHTT ATART=AT ATTAF IRTETST ATILAT SATal.
T SATSha 4T SEY
HTHTIST ITTSTRTHT THE IS [EATHTI AL
RS S DE I S O R DT R S Ee
qrefa,
2. TISTT=AT qE 1 el Hwior oy,
3. FT=ra ATTr Tao Feahie HeTHIHL0T L0l
4. FTHTS THTAAT SATTOT THT T [ARTETAT TTeHTET <1,
5. TAHIAT AT TSI =TT FATAAT 0T,
6. TATI® FHTEATAT THATEAT AT Fioeed AT (hTE AT,
7. wigaT, ATHIT GHET A0 qATerd HedhidT STriwg T
qEAH I,
8. ATHTIOMR STATaaT<l A0 IATSTRIT IS ATAT THAY
T
TATII ST S LIS
TS SATSTRAHT THE ATACET TEATHTI AT d:
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1. #maTore SfEE: Ao g [ enfer

o
HHTSTh T % AHY Slge Add.

2. TIFSIAT: ATHTIOTR THETEGE T AT TATIT 39T

AT WY T SATar.

3. mAd fareTE: STHRTA STHTor Aoy srfeies gioms
TTLOATAT TS HeAT STl

4. AT AT AfF AT i
ATATAT SATeF Hgea Tael SI1d.

5. SEW THFROITHT &9dT: 9TATSR SATSTE 9914

FeqHT SATTOT STHH TTATSUTEATST T F TR,

6. HUSETAT TATT: TI1H® THIATAT e gfwhad

TEATIT Foee] Hcel ST,

7. HETSATET TATAT ATIL: IqAE HHIGATAT TRT ATIL
Fee AT TR AT FeA T JTaTd.

8. HUTAHAT: THTSITATA Ha HHAT fawmar=a1 qfhad
AT FOITAT TS AT STl
AT SATSTHAT ol AT FHl@rdia  qIaTSTE

TRATATHT THTAT Heheadl Mg, o ISTSTHA=AT ATETATIA

TTATHS  THEAT  GIEEAT=ET Y9d Fed oo offe

EEIRICENC R B 2 e 1 2 B I | 1
TAHFLOT=AT HIAG ATHTSS SATSTwRAT (GOT Agear=l
ST, FU AT AigAMT AT Tradad, dqcd eadr s
FATSTAA AhT TEANT=T el IqAse Fivd ad. ATHD
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TSI, SATSTRdT &l JigaT  FeHieeor  ofor - emad
TSt U TATET /e T qriEey S
ATRAT TAHHTUTANT ATHTISIS SETSTHRAAT ST

AigAT Terieeor gf |reTors iy arfiw A=
AgT@qUl WOHAT gF AigdAT T8 "@efl, srfere etor
AT ITH i <01 g7 (=T o7 329 31g. Mg AT Fara
AIZAT=AT FAHTRCOTETST Toreqor, T, shveredr farshrer sfor
AT ST AT AT qgwd ITH AT A, AT AThaAed

HTHTSE STSTHAT Teh TATET ATeH @A ITATH AT 3.

HTHTISTR IETSThaT HIgA AT hacs IcTATH qTE ITAH Fied
I AR, T AT Aqgeaior, fAoireraar, sreafasar st
ATHTS FTATEaR= A& [AdEd fed. AHS digal
TATHRLOT=AT ATohAd ATHISE  SATSThddAl  qIHHT e d
WETAT S,
e wqracias fAutor o

AIGAT TAHHLOTET TG AT TGSl AT raeiae
g, ATIHgseIT FeIH HATeAH Algdi[T &aa:o o =T
TATAsT TTH 1A AT Feardial aa= FHSA A i T

e TS gid. ATATSE SATTRd =T ATETATIT AigaA T

fay T, Tg=a, S@ESE Ao St Hd =T

T ITAsy FraTd. TIA-HErAAT e, AigAT Tgdil Ted0

ATTOT |THTISTR IR AT=AT HATLTHTAA A HigaAdT ATfiH

TTaAT AT el 3ATg. AT AL AigaAT=l staadre’
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T, ATAT ATCHIATT ATEdT SATOT AT FHISATATA ST
TERaa TfehT a9l grard.
TSR F TFEUSITAT ST Iqereer O

AT ITSIHAT AGATHTST TSR THA = 1T
e 3. TR TSERr=AT AATad Geie SH AlgeAieT
AfAF  TSAVIAT ATAAT FET AWl AT TRerdia
ATHTIE SATSTHRA=AT ATETHTIA A ¥ T T AT Taed &
FLOATATST SAMOT TACETST TS HHIT FoqmeEer |4t

o o o oo
H@d. geasdl, qarZs IR, T=asiHar, gar &+, =fioea

o\ + o\ . o~ .
EENIE 3:“'5 Al SHIQATAL Al SANHES Hig Al

AN ATEAT g, AL HAigdi= S« qTgd ATH AT

SATTOT FTHTS €A IATFITE HEq g
e e ey agcErer=T fawm

TS TSI dHD e =T HIgqed AwmErer qrdt
FAATATAT ATIL, HATE I AT FHET HISA0ATHT &HAT
TEEr Aty wteoer wigawey FFEa g, aod
SRTAFHAIT AHATIA HIZATHET FAJcav[oT farwfera grard. T
q: [T qvETe 949 F9qrq S g STERHTHES

AgcaT=l HET I ITEdra. AT ATHISE SSRAT gl

qigai=aT ATha<d [RTETHTSr HgTaqol ATeqH 3.
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strcw e, fRvteeraaT sfor e sfast arefar :
HIZAT=AT FEAHTRLOMHET AT faraTE erfor fAofrerar
T 9w wgTa g, A STSEdHed HgHEi
ATATHS AR AT Faq:=aT AA=1 S0 gra oy =
ACHATATT FATedl. ATAF TAgY, GG A sor
FEAEATIA JTHLT ThonT AN SqedTHes AT=aT [Hurgerda=r
T grar. ATTAATT THISTT AT=AT FTATAT TG TTAT ST
ATTOT T AT qeHTT F ST T gId. 3T9T T ATHTST

[N i £ o o o
Sedlslendl Hige =4l qdlithen [qnldldldid dlHlIvn Slad

THTOT FoaTe HEq Fd.
fRreror, s SOy AT STTEwdd aTe

ATHTSE SUTSHAAT TROMH Fae e &aar
AAIad Tgd ATal, q€ ar foreor, smrT sufor g
STEHAaG! gidl. ATIRGET 997 HATAAT Higdl ATIedT
Feardiar  Har=ar foreomee ofdw  Fer Iqra s
aEgETaE [ afas I9TEe gdra. |TETee
TSR eft detea gfereqr srfor ariRs SThAiHe Aigaiied
TS, BH, ONNT, T=gdl, TIEIT AT HTATSE
THETATAT SIRTESRdT M1 Zid. ATHS ATHTSE S TSl
& FTHTST TaqaT= |qe T Fd Fed.
TTHIT 7 gl wigei=ar fAwrETa Feree

TSI SEATSThal  UTHIOT 70T oTgdr  oT9T &oeal

Oaid  AlgAr=ar  FEEEet ggwaqer oXd. ATHIo
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AN HIZAT AT H SN, FF-Tg12AdT e, TSN

AT TATHE  HATIAEY ALTRT FATHTATAT - ATETHTIA
ATt Heft IUeTse grara. Agil AN HigaAT qoTsTT, el
&, AT SSRT A0 Fashoddiay et HAaaraiaed
TN 2Ia sgd. HTHISE IUTSHdges THI T gT8dt
afgamde fFwmm s FH F#0g HEd grd s
AT [AHTETAT ATAAT (7B,

ARdT TR HLOT=AT Thad AT SATSTHAT &l T
TATAT AT TREAGARET o<hl FgUA FTH FLd. AT HigeA T
AT TATaa, TSTr=aT Tefl, HIeT e, Jdqca T
rror AT gfasT ead aa. & = ferr, s sfor
ATHTS TNEHAHES REHT Jad HSqq AoTd. JTH0T
Ao gl HiZSATT fawmE=aT qe Yare ATt
AT JTUTSTHRAAT AT AT A=l ATg. ATHD AlgedT
TAHTRLOTETST HTHTS SATTRAAT TTHTET <97 g ATHIOTH
rfor Srfersh fareRTaT=aT 81 9T a1 2.

AT IETTHAGIR HIGAT TEHTHTUTHT ISTEL0

HTHTIOM IETSTHAT 5 HIGATSAT TAHHLOTTHTST TATAT
HTETH FEUA F FIT AT, ATHTOE SATTHA=AT ATETHTIA
Hige™T s TarEcad, TSEr=aT qefl, Figed &,
I FHAT AT ATATIST TTAST T8 g g, farerea: arefior
SATTOT ST gSeT Tad Tehid i Algd {1l Tag-Hg AT e,

AT e, AIgAT HghTT HEAT A0 G&H (6 SFATEAT ATETEAT
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SUFATAT HETa Q0T AT TTaAl Ag. T ITHATHS ATgeA T
FAh IqETH A1 Worer ATel, 9 AT ATHTN A
Iiehad T AT gIs AT Ted.
TII-TEAIT T

TH-HETAAT E g HIZeT AEAH RO T THTET ATe
. TA-HETAT e TS HHTT ATATior nfor anfd+ sfye
AT AIEATHT THT IHA JATC FAAT AGM € g, AT
TeHed Haed MatHa a=9q weard, T Gghand s
ST FLATT SATOT fATaer ITAARHAT ITFHH 1T,

A -AETEAAT Tei=aT ATEAATIA ATgeA =T Fadi=l 9o,
AT ATEATAATH AT, Tl (HBATATHAT AT AT AT
& FLOAEET AT ACHG AT JTH al. % HAigdl
FEATHAT SATTOT TATHSE ICATGAT=AT AR SUFRH & ahel
EIE)

et T wRAwSr wRw e
oirermar arfor AT STeRaT aTeet g, AT
ANTATA  AIGATAT  ATTIRGEST 99 FOATER T AT
TSIt afae waEw 7a AevET=r 4t oar qreran
ottt sme.

I9q 7€ T AIgAT Gghr deT

FAq e AT HZAT Fghil T AT FTHISE

SATSTHRA=AT HETa Ul FAEATThT ARG, T T[=AT ATETHTIA
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Aiger Fama a=9q F&q onfds foeq ARt #xama sfr

TAT AT EIY HEaAd g Hed Woadra. AT

qTETHTAA HIgATAT ALSANT ST FAALISE T HLOITETS]
AT I BId.

ARRAT AgHNT §&IT A7 Higa=ar Aes I+
SRTEI0T ATEd. AT HEATHES WigaT THATIO IcqTad, Tear
IATEA 0T |AT &A1 s Higdl Tgahl<l Heqi=r 79T
THretarer are.

AgaT "Rl HEAHe Aiga T aTseds4l ATfgd,
TS AT Jod, ATEATIA FHieed for afefs o
HOATHT  AHAT VT B, AT AT HEAT  Higar
TAHRLOTTH a o TATHE AT AHRHTAT T ATAAT <aTd.
& fa=r (Microfinance) strfer wfgaT Sensmear :

e A FFeT gl digdl SATSThaddAT TedTg qurms
e geavft Jurar afga=r gem G |@err=a
HTEAATIH AT THUT sl STASH gl AT AT TreaT=aT
AT AigaT SIS AGETT, TWAT AN AT AT LT
ST T FE HAT,

gew e afgaiwey s srertaswar ared s

AT FAC:=AT TG TS F SAFeqIT Feoar=t qeft
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Wod. T Aled™ I JTed, Fedr=a1 Afds R
T B SATTOT AHTSITA T T €T SATer ASTed gl
e AT oy grHTee SSSdhdsAT  ATETHTH
ATTEe o areeusset Sevar=ar 94l Suesy grara.
TS ATgdT TSR =AT fawmaTa ged o =aed= Treee
e AT
Tt WAT AT SATSTHi=T TH0r (Case Studies) :
{. TAT Wg ATFor 441 (SEWA) :
T TATIAT AT Wg AT hedl. TEHATCT &ATATA TG

ATTOT TSI FHLOMAT HigATHT HHfed e AT ST,
AT SATOT ATAefiY e Svam= w14 SEWA 7 e, a7
1o fHeTer.
R. o=t qrae wfgem agardt g :

Bl Aigai=ar aie® IAShdd TAET IS0 3.

FTal AIZATHT & FAdAT g1 TSR IS HISAT AIZAT TEFHT

TeaHed Tashfea ST, 7 /= gy HigaAi|T TSI rfor
AT TATaeadT= 1 gl ITAsY FHeed (Il
3. TY-HETEAAT TG ATHIO AIFAT IeTSraha

aardier fafay Toamer wd-agrTar T
qfgd=t TATHE FETeFET MeTRa SN & Hhel g,

AATHAT, FEARAT, HiGT O, THAET A TSN
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TT=AT ATLAATIT HigA AT ATTIEF WAl &reet og. AT
STHRATHS UTHIOT FIZATAT ATCHTAETE ATEAT A AT (T
Tiehard T AT SATAT 2.

AT SUTSIHAGIY HigdAT TAHHLOT=T AT SATerh
TATAT AT SATIH ATAT ATg. TAA-HEreadr e, I9qd e,
AIZAT AT HeAqT AT ger O sHaeie Afgamr s
TGS A0 ATATTR TAST TTH ATAT g, TEAT AigaAT
AT SATSHT=AT ISRLIHYA § TIE g &f, TR e,
gforeror sfor sifds wgrer Mo affer Fao w=@a=
T F% oFa ATerd, A THTST=AT ATTAF SAor qrHTorh
TREdATda! Hg<a ol TNTETT 33, AT,

AIZAT ATHTRT STSTHREHAIT SArogT :

AT SASHRA=aT  ATETHTGA WigaidT S
T, TSREr=a7 et Sfor |qrHTore ISt I19 gid
FEAT, TN ATRAT ATHIOTF SATTRAT ek ASHAUT AT
AT ATHIE ST AN, IUTSTHAHET e roATarst
FAD FHEqAT AT HgAd Tt T AT AT, TR T,

qioh SH, SISl AIigdl SATor qTHTSR Jghtd T

~ . o N o
ATARI AT . HIGATAT dTdAld GTLHTER THTISTS T qE8T,

FETIATEAS HATRd SATAFRTT AT FIE T FTaraarar I
a7 vl Afgw diF Frard. AT Higar AT
SATSTRTEHL (AT AT AT STTH H0 SAFAITF S
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srfefeF QTR STHI ;

o o hd o ol
HigAl dlHllslen SellsinldHI<[el dqld HgTAl™ Sllegld

TEUTST AT HHTEATET HHALATl gid. SHadT & F ATl
AATH TS, Fore[AeT AT Jqaurhi=ar Heft Wesfavara
MofaamT qror, i g™ s sy 7

farererer: grefior Srfor sfeiergeeaT gae Teamidiar Aigeil
AT FAAEATERT A@eTh ATSad IH H0 HSI0 ST,
qRomHt s AfgAT 9 TREY Fa9T & wIard s

T fAFaw FREmer sEEvit A9, AT A’
SETSa=aT fawEmEer gaw Gt gegr enfor srfds
HETST AT e
fRveror 7 FrereaThier WAt

JASEdRed g fHefawmEtdt e, srEEt
FEAEATIATH AT AT ATFLAF HIA HgedT=l AT, T

qfgdT AT ISRET AdF  Harem, [, o

eI, Faard FwE et wEeefie ahra= T
T

LT TIAAVTAT AATATHS HIgATHT AT AT
TEA AT TATAT ATILT FLAT AT ATgl. ATLS SCATEATAT [OTaT,

SAETATET e AT IS saier FTLTeHHaT ATaY T0mH
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2IAT. T AlgaATaTa! SeATSTeha TTAATT AT FHiered &g
FTAFHTAT ATTITHRAT ATE.
QTATIS T AT 98

AT TATSTAA Flgl TROH ®El S0 qEhiaT
HUAT AIRAT=AT ST AR e Huior ward.
3MeFM, gt iadia qaiar iy fAofr abraa FHt ggamr
AMS  AAF  HAigd@T FAGEEd & FLOAEST o

[N o o
AlAlaqUdd ol ste= U1 4ald.

el [SHRMOT ARAT fdwgeelT T&@as grograreq

o o o . e
dlHTSth [ald Tadql el YT Hilodl AgHAl Sldl.

AT AlgAT IASHAAT THTgd WIS ARSI
FIORMATHES THHT Fa ASTAU AT 3.
EISIRCERIC K 1

AST=AT TITCHE ARIST fegd TG0 g Aigar
ICITEd A0 FEAAT qTgdhi=aT TS AT a9 Higal
ST TALAT ATHIL ST AT,

T HIGAT SSTHIAT IcATEATH TR oo i F:2T,

e #20, ATEwIId TIgE AT SFEEETHl A
TAHTOT 20 AT A=A IqTE. ATSAUSHT HITRdT, SieT,
GeRfoT  STOT Tahl FIOEAT=T ST SAGITAT=AT qTeray
TR &% ol
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o= 7 Refeer wrera=T v

AT Fora Bed TFFEET A FATEET=A0
TATHTST AT =T ATAT g, AAarsd o, RBiea
UHe, "o WA Aaue ofor e A= AT AT
FAHTATAT [SEdTe FE00 95T gid.

AT 3= AT GTHT ITShT 2fres d=smam=
I AT THATHS AT A ATAATAH Hef =T IO ATH 53

TRq ATerd. TIOrTd: UTHIOT AR Afgdided Seddedl

O N i \J
A4, Telslcel Aldqal= =l ?ﬂ|iﬁ| Slidetled A4zl dldldd

TIET deedrd. dMe B arewar arefan g dRdl
STUTTHAATS! SATALTF 3T,
GILUTHF F TATAHRT ASHI

AGAT SASHEST mEAThed  AEg  TsET s
qaeT ITAeL AT T ATHT ATl Featavr, sTsf Tihar
THSA AU SATOT GOTEehiT TihaT qof #300 ITHEd o
HIZAT srE=viT IqTa.

FEAATT A1, TLATH, FIIUTAT, ATHGT AT ATH
Tefan arfor [Afey FEted= JFaEeT qana SrEd.
ATL AAF HigeAT SATSTF LA ASTATAT AAT ATH =%
TR AT d. TS TATHRT THAT AT HLOT AT TS
TATAT ATl AgATIad T =90 aeTH L.

qTEET ATHT ISATSTRAT &l Higdl HeAH Lo TATAT
TR qer, T Ta=ar fesmmamed s, "o, refor,
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T SMOT TOTEehiT TAEITAT Ah  Megle  Agd. AT
AEREET HTd FOAETST s |, Heed &,
RTee Tfreqor, aTeeus= Iusadr, qTHTTS TghTd AT
TATAT &R0 AF9THRAT M. WigdA T AT qeft sqrfor
I SUAsYd  Fed  (odTd o7 HTHTSE  SSTSThd=aT
HATEAATIA Tqq: AT [AhE FoATEaasd GHTS=AT AidF
TATHATISE SR HET Hg<a ol TRIETT 33 T,

e

1. AT SATSIHAT @l AlgaT TeAHRIOTHTST TATAT

AT TR HATETH 3.

2. HTATSTE USRS ARATT ATTHF araerad arfor
TISTT=AT it 9T grard.

3.  Higar ATHIN IASHAHS Higd=aT SHEETH,
FoierersaT arfor Ageerr= e a1e grd.

4. FFI-HEIZAAT €, T9d I 0T AigdT HghTel HeqiT
AigaT e Agcayur TETar oo ofre.

5.  HHTNE SASHA=IT ATETATIT AigATaT ATHTSE,

ATTR SATfoT Sreqforen forehTer |TeT grvamy wad gid.
6. ATAF  HETYATAT  TATE, HIAATAT FHHALAT AT
TATHTIST T 5t ATgdAT ATHTIS SR AT THE

7. RTSed T A0 FTSusdid aaaiell @ =0T

TTEET STTSTHRATST ATTLTF 3.
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8. T ATSHAT  AMOT HEATHE:  HAgIATHS  Higdl
AT SATSTRAAT AT T2 Heg Tahd,

9. T SUTSTRAHS  ATHIT SATTOT 924t AigaAr=41
e wefiaed are AT’ e,

10. wf2ET ATHTIRER SESTeRdaT Tared e amad
SATTOT FAHHTAAT FART qTeT B3, ahal.

st 7 ST

1. HARAET ATHINE  SASHAATST gaw  ofor FHT
FTET=AT fa<ii T AT ITereel FE quATd ATAT.

2. qfgdr SASEERT Fataa #taex B et
TAHTT FAEATIT TIAEAT FIAFHH AT FL0ATA
RIELH

3.  umfior 3 gl ufgawer RfSes  Arewar
Frefavararst faa gfereror susww TrafavaT Jraq.

4.  HFAT SASHAT IS, @ srfor A= TEmer
AT AET I Hed quATd AT,

5.  TE-HgEAAl e AT HAiZAT Hgdl HeqHET Afdw
ATy F JIF TTod@ AT AT,

6. qiEATETSr IUe ATHRIT ATSAT T AT F Tgrear=r
ATTRAT TATAIT T M= TavaTa JTe.

7. HARAT SUSHEHRA  TATENRT  ASHIN  FHHT

FLOATHTST TTRAT FAT FHL0ITT AT,
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10.

11.

12.

qTEA™@T SaaTT & FLOATATST NG, TodT ATfor
He<f AT e ITAsL Fed J097q JTAT.

FHTSATA A AIgAT=AT IATSTRAATIT TRTIHT FIOFM
AT FATETE TSR F0aTd 74T,

HIZAT ATHT ITSTHRAAT THTET SUATHTST AT,
TATEAT FEIAT ATTOr Fo<hiT Feiaey axeay areravarq
IT4T.

qiEaT STSHR=AT IATEAT TTHE, TS ATfor

AAETST ARUS  ITAsd Fed  QUIATHTST ey

o
SEELRICIERE I NERIENE

AT SATAHAAT ARG AlgaAi=ar i,

AT S0 ST AR At Tiedrgd
JUATT AT,
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Chapter: 41

sfeaT=ar qrTire s Awrara Aass
TR ST TS ; Uh VT 9

[EUIRINE A

IR R IRAE I E 2
. T AR A

JEATAAT: -
AT 29T BT FEITTT <97 3. TH ATRHEd=AT 0%
R el MTfRd Straw swrara. wara sieart aars=
ATHREEAT 2 0.0 FIET AGA AT THIT £.% 23 UAS Mg, THF
HETPTT TR ARSI =47 THIOMT %.3Y4 T8 ATREedT
ATTRATHT THTSTAT 3. WIEaTd SMiaardl oIS UHh FHISA

TEA 3 F AT AR Hafad TRendia qod Tgaret
TEOTST SATTRATHT T8 TAHTHATOl Fgaol STd SATaaTs ! SRTeTd
IH T GIATT 9 EEHAH TGATSITITEA g2 TqAedT Tamd

T L@ ATST TEAT HEel AT S{Ia ST AT,
G THET -
arfearelt FHTSTAT GHTAT qHA GHIS "HEE AT kAl

STTAT, SrfeaTdy ATt T Sidw ATHTSeR TSR 7 SrETiore

FEEIT ANTEAT TaEAAT Aaeqd SHad S el e,

AT AT ST GHTSET §ae I ARl g g Sod
THTSTHT dTe AT HIHTAT MEATH AT AT ZIoATuast i

TFATIH STed AT Mg, FH T ANTd. SATQaTH T FHTST
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ASHTAT ATAAT Flgl HgwdT=aT GHEAT AT TeId THTOr qirar
T, ¢) AT TAT=T FAHT TR0, arataarg, g7 Tadl.
R) = aur 3) g YERIgE M AT T JHET. )
FEATAAAT &) FTAWO &) AT ETIF ELGET TATT )
AT TTa TATET A9 ST qHEAT SAeaTdl FHTSTAT
ASHTAT 3.

Ifes:-
?) TERTIer fSregrdier sfeamt SHTd=ar fud=T v
L.
Q) Rt fSegrr=an snfeardr strdi=ar sufds Haen
STTO[A 5O,
3) FEmredt fSegyrdter srfeamel HATSIEEr g
EIEERIEEIEIE G

y) et Segrdier snfearft gammEet amEArnge
ECAURIBEIEERISGLIEIEL R I T

g) fEmett Segrde afeart gwe=r qmeE 9
ST ARTTETUT= T FHTT QITEA AT A,

VR RED

¢) TRt Rregdier sufearet a9 aTHISE goaT
ANTEAT 3.

) Fweht Siogrdter  sifeamt a#TSr i goer
ANTEAAT 3.

3) Rt Rregdiar sufear! Fosmamdt fx amEa T
TS TEAT=AT FTSAT L TR,

Y) TRt fSregrater ATt TRl ha OTad T 15T

QUEAT=AT AT JTSTATHT AqTH gldl.
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Q) STfeaTHT THTST [AFRMET=AT §&T T84T 37 Ale.
stfeaTeht TS fas FierET-

ATAATHRSA SAdAT [AEY THE=aT JaT Iqase Fieed
Tt STaTq 93 AT 996t WIT ATgd! TEarHe STl

o o o el
A9d. 999 94T hHTd hHT dod THATATA AT ISR AT

el A= TTAT TET. AT AT Fraerd FA0T for
arfeaml e Famm=ar JeE=r 7 ATRdr IuATe
HETTY o8| AT gy g, steardr faswm rammsh
T FH SAT TERT Sfearet FF Ti=arwgT Feoamd
IqTa aE= aArteare feewme ferarm=ar a7 Ffae Tremr faemr
STATA. AT ST THT=aT ARTEeF aeaTdare TSATdd gae
g AT sqgea SHT AT A G F et
Eaeeer STIUITETST {9 FTessit =qTEt Sor AT AT

AT F TAT e ohl TTHA HLEAU FHTOT AT IO A=
STHTT =T Lretoreh sfTfeies ATy |THTST qETLO=AT FIAHHATAL

A IUATT AT 3Ag AR attearst o fFamr Bty

FarehTe AT Tafaelt e, Frar AT TelaTHTor 3,

9) THIfcAE  arfearelt @ whewr - SAT Mera Gt
AT AT STHTAIH T AHHEAT TR AHHed=]
Yo THIAT AMTF Ag, T TEHAT FIATT THRTCHF
ATfeaTet forshTe TeheaTa TR gral. siears’ aTsm

ST TR TATTCHE ATTRATEHT EwTE ToheaT=ar a8y ATed.
AT AfEETT & SUTIANAA FIE I Feed

TITETST ATST (Modifide Area Development Approach
(MADA)) srfor fa<t |teT (MINI MADA) &= 991
FLUATT ATAT AT
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3) rfearet gfeer Fo=heom- ¥g O¥FT d9 Ro03-
003 HEX I AT & el AT AT STREILUETA A
FEAAT ATTGATHT AIRATT Sl Ta=AT=AT FIHTATS
Yo FATT EITIAT ¥ Z& AT Fol U Feed [l

ST ATAT ATTIF oI FETUATHTST HIFaT 2Idl.

3) AT ATE ST 5 TR T %% 0- & LHET
& ST & hefl. E=meat=r =, Saor F f2reqor et
q9 FIAT IT AT TR GATIA 1.

¥) sfeardt FawEmdt ATFaras  [qAaum-gl TS A
AR 23%3- 3 UMEA & Hetl. SAQarHl T
DRV RN L o e o = B o s L £ T e O
FTTATAT ToahTe 01 g7 AT AT BT I AL,

W) TS T TE FANAT o SAASATAT FT FATAIT
ATRooU-0% ITHA Trstia It HAMAT & AT &
el UH. T, TU=. 21, TR 37 TreAor SuarETdt
T AT ATRATHT HARTEATET STAIHETT T0aTd A,

%) @TEEr &l ASAT- SAMGATHT A6 ATEHI=AT STHT
SOOI FS5T ZTATA FUA ¢ ]\9< TTHA LA ETFET ol
TISAT TAETITT AT 3ATg. T TSI ATHATT ATy
ST Tl ATeardl e AgHeard ATHEwdl U
3FET ®OAET (hear et Suesy #weq fTar .
A=A A=AV =aT FTBIT AAT GTEET Fol ITAY
Fed I STd. A7 FSET GO T AN ATl
TIEYT a¥ q19 28 I 1 THA=AT T&9Td 2T ST,

©) AL Fole FATSAT -5l AT L] 4-<R AT TUITEA
ATTRATET SUTIATSIAT &7 TETAAT ST AT 4 L%-L\
I7 FuMEE o= & feaia #7oama oel arg. 3T
AT AEATHAT AT SARTIATHRST  AIEG™
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<07, TV e 30, ST ACd |To! TedTied 9
ANEAT 0, TGl IREAESI ANEed H0, AT
Ehol@d, AHAET A1 T 07, SATAEAT A FTAEAT I

ATHTIEAT FTSHT TS edT SATaTd.

TGS TS -SMRATH AT AERT "qaT a0, AT
AT TN IqAsdl Fed <0 JEEAT  are 4]
TROTTHH LS SHASTSTAV TG SITAT STAGIL et ST

AT FHEAT TR @ aTaT ATHS AT ST Hefed]
HETIR(T AT AT =AT ad ATRIEOTa<] gHARET I3
AMTeaTH =aT A= ToHhed TaEaar A1 T9F ATHTH
ATRATE FeATom=a7 fafae FremT TqatEavard I .
AATS ATH AT HIFATS T TTH FTATAA0 HgT= 1 ST
Fed feAuTET TH FAT, HET R AT THIT =
AT & Fed AT A Hodd swaEet 1@
FTATA AT, ATl HHAT, STQaTHT HaT T e
AT TFIHAT GHEA [ Aged 0l TNTE oo 3,
et Rrega @rete Tq@ TISHT T a0aTd Jdrd.

9) THTHHT SITaTe ST (ATHTT)

Q) ST Sftae forer
HTTSHTA AT
THAA (FATHT AT (AT &)
Q) UF T ITC-HTEATHS farsagit

)
)
)
)
€) FATIEHRTT FTART
)
)
)

W

oC

BEREIEIRE I CE IR RIE
¢) &R fearHt AT 7 e AgrHEa=aT JIeiT
R

G

o o\
FUT 7 = e T

)FrereT faTe Frwe

?
2¢) PM-JANMAN
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IT TG ATTSATHT THTSIT=AT ATHTSIR G AT
ITAETST AT T ATH ST e (el SITaTd.
QY / fAren:

Fifearedl qHTST offey || U SlloddTl SIdl.

ERRSED ﬁw?wm HAAAT d HAT-GATT ATAAT HHIS

AT Aot U ArEeraedT ARt Fara. srgRemo
T AT THOTTH AT ATTATE THTSATa<8T HISAT THTOTS
AT A, ATRATHT THTST AT Flgl THIOTT T TaTgTd I
A, T FHTSET AaT fSwmEThe areara & g, Sel
FATATRT ATTRETHT TATST T ANMTHAAT AT SNEHH
Tamr feaa sme. Fmwfar ammw AfEg gurmsar
W IS AT ddd HAlgd qT=AT AT JISAT THTSIT=AT
TFEETeT T wHRY 33 &g, AT FHATIRET JroET AT

ATRATEHT THTSIT=AT aE=aT A Iad g =T qiigst. SATror
ATTRATE T THTSITAT FTSIAT ATARTIAT AT 0T 74T,
et -
g) A, . (R0 2<). AeATHT e Heheqar ATfor areqd. o
T Tfedsher .

) U, . (R0 92). HERIPTHS ArfaaTdT o, sirmars:
TATEATT THT.

3) AEWTY gTE. (Ro=3). Segr amfs T anfds aame=- :

%) FAFU, AT (R0 0R) "HGRIPTATA MfaaTel’, ToT: TTIHS
gfeeeherg

Y) HAETATE, F&T (Rooo) FIATAT TeIdATH T T AN
[EEIEINEE

€) www.trti.maharashtra.gov.in
) www.tribal. maharashtra.gov.in
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T, TEATETRT ASSH GHISH
TR, MW, g
'WWW e fawmT
ez FHAI FTHTETS aTH FHAT AT SO0
s i [aea () arger
Arwre for. arfars
o T TR AT | Toaere e
o A7 & ¥ g9 F. F AT AT
fiewa saea
. <} P Ao | ATTOST 9 S T9 T STeraTash
T CEUE RIS AL ST
* T FEET
1. AR AT
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