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PREFACE

This Research Colloquiuum book presents Research Papers of the selected contributions
to the Second International Conference on held on "International Research Conference
on Artificial Intelligence and Its Applications in Business and Society" on Saturday,
November 30,2024 by the MET Institute of PGDM Bandra Mumbai in collaboration
with Consortium for Global Education USA, Pacific Link College Canada was delivered
in-person and virtually and was open for researchers, engineers, academicians, and
industrial professionals from around the world interested in new trends and advances in
Artificial Intelligence in Business.

CADr.Das
Director
MET Institute of PGDM




FOREWARD

Dear Authors, Esteemed Readers,

It is with deep satisfaction that I write this Foreword to the Research Colloquiuum of the”
International Research Conference on Al and Its Applications in Business and Society" on
held at MET Institute of PGDM Bandra Mumbai on Saturday, November 30, 2024

The conference particularly encourages the interaction of Academicians, Research students
and Industry experts across various countries to present and to discuss new and current work
on Management, Economics and Social Sciences.

The Conference was in collaboration with Consortium for Global Education USA, Pacific
LinkedIn College Canada.

In addition to the contributed papers, Keynote Speaker Ms. Lekha Bajpai, Chief Technology
Officer at Aspire For Her, delivered a compelling address, setting an inspiring tone for the
discussions that followed.

These Research Papers will furnish the Researchers and Academicians of the world with an
excellent reference book. I trust also that this will be an impetus to stimulate further study and
research in all these areas.

We thank all authors and participants for their contributions. held at MET Institute of PGDM
Bandra.

We thank all authors and participants for their contributions.

CADr.Das
Director
MET Institute of PGDM
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IMPACT OF DIGITAL OUT-OF-HOME (DOOH) ADVERTISING ON
CONSUMER BEHAVIOR IN METRO VS. NON-METRO CITIES

Mr. Shubham Joshi
Student, MET Institute of PGDM Batch 2023-25

Prof. AnandSingh Rajawat
Assistant Professor, Marketing MET Institute of PGDM

Abstract

Digital Out-of-Home (DOOH) advertising is reshaping how brands interact with consumers in public
spaces. This research aims to examine the differential impact of DOOH advertising on consumer behavior
in metro versus non-metro cities in India. Through survey-based data and graphical analysis, the study
reveals trends in ad visibility, engagement, brand recall, and purchase intent. Findings suggest that while
metro audiences are more exposed and responsive to DOOH, there is growing awareness in non-metro
regions as well. The paper concludes with recommendations for improving the reach and effectiveness of
DOOH campaigns.

Introduction

The rapid digital transformation in India has led to the emergence of innovative advertising methods,
among which Digital Out-of-Home (DOOH) advertising stands out. Unlike traditional static billboards,
DOOH includes dynamic digital screens, interactive kiosks, and LED transit ads. With increasing
urbanization and digital infrastructure, especially in metro cities, DOOH has become a prominent medium
for brand visibility. However, its effectiveness and consumer response can vary significantly between
metro and non-metro areas. This research seeks to evaluate how DOOH influences consumer awareness,
engagement, trust, and purchase decisions across these two regions.

Objectives of the Study
- To assess the visibility and recall of DOOH advertisements in metro and non-metro cities.
- To understand consumer interaction and trust levels towards DOOH ads.
- To compare behavioral responses such as brand recall and purchase intent across demographics.
- To provide suggestions for improving DOOH campaign effectiveness in diverse urban settings.

Research Methodology
- Type of Research: Quantitative (Survey-based)
- Data Collection: Primary data through structured Google Forms questionnaire.
- Sample Size: 32 respondents
- Sampling Method: Convenience sampling
- Target Group: Respondents aged 18 to 34 from various Indian cities
- Tools Used: Pie charts and bar graphs for visual interpretation

Analysis and Interpretation
- Age Group Distribution: 75% of the respondents belong to the 18—24 age group, indicating that
DOOH advertising primarily influences younger audiences.
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- Visibility: 37.5% of participants always notice DOOH ads, suggesting high visibility, especially
in metro regions.

- Brand Recall: 25% frequently recall brands seen on DOOH ads while making purchasing
decisions, and 43.8% do so sometimes, showing moderate influence.

- Interactive Engagement: 31.3% of respondents are likely to engage with interactive features like
QR codes, highlighting growing interest.

- Trust Factor: 68.8% maintain a neutral trust level, indicating a need for brands to build more
credibility via DOOH.

- Attention-Grabbing Capacity: 56.3% believe DOOH ads are more engaging than traditional
OOH formats.

- Purchase Decisions; Responses to limited-time DOOH offers were moderate, with many
remaining skeptical about such promotions.

- Comparative Impact: 56.3% believe DOOH is impactful compared to online/social media ads,
showing its potential to compete with digital channels.

Conclusion

The study concludes that Digital OOH advertising is an effective tool for enhancing brand visibility and
consumer engagement, particularly among young, urban audiences in metro cities. However, there exists
moderate awareness and interaction levels in non-metro regions. While DOOH is perceived as more
engaging and noticeable than traditional advertising, its ability to drive immediate purchases remains
limited. Enhancing interactivity, personalizing content, and building trust are key to increasing its overall
effectiveness.

Recommendations and Suggestions

- Localized Content: Tailor DOOH content to reflect regional languages and cultures to engage non-
metro audiences better.

- Interactive Features: Promote use of QR codes, augmented reality, and gamified content to boost
consumer interaction.

- Data-Driven Targeting: Use analytics to track viewer behavior and optimize ad placements based
on consumer hotspots.

- Brand Credibility: Feature testimonials, reviews, and certifications to build consumer trust in
DOOH campaigns.

- Cross-Media Integration: Integrate DOOH with social media and mobile campaigns for extended
reach and engagement.
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ANALYZING THE PERFORMANCE OF GOLD AS A SAFE HAVEN ASSET
IN THE INDIAN MARKET

Ms. Kiran Rajput
Student, MET Institute of PGDM Batch 2023-25

CA Prof. Seema Korgaonkar
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Abstract

Gold has always played a special role in India—not just as a cultural symbol, but also as a trusted
investment, especially during uncertain times. This study looks at how gold acts as a safe-haven asset in
the Indian market, particularly when financial markets are volatile or under stress. By examining
historical trends, investor behavior, and economic indicators like inflation and currency shifts, the paper
explores how gold responds during financial crises. It also highlights the growing popularity of digital
gold, gold ETFs. Through both data analysis and real-world insights, the research shows that gold
continues to be a strong option for protecting wealth. The findings offer practical takeaways for investors
and financial planners looking to balance risk in their portfolios. In short, the paper underscores gold’s
continued importance in India’s financial system.

Keywords: Gold, Safe-haven asset, Indian Market, Portfolio diversification, Risk mitigation, Investor
behavior, Asset preservation, Wealth security, Cultural significance

Introduction

Gold has always held a special place in the Indian economy, not just as a financial asset but also as a
symbol of cultural heritage and emotional value. Passed down through generations, gold in India is more
than just a metal—it represents wealth, status, and security. Be it weddings, festivals, or religious
ceremonies, gold plays a pivotal role, deeply woven into the fabric of Indian tradition. However, its
importance extends beyond rituals and celebrations; gold is widely perceived as a trusted asset during
uncertain times.

In a country where economic volatility often stems from global shocks, currency fluctuations, and
domestic policy changes, gold continues to serve as a refuge for investors. Unlike traditional assets such
as equities or bonds, gold tends to perform well during market downturns and inflationary periods. This
study investigates gold’s role as a safe-haven asset in India by evaluating its performance during financial
crises like the 2008 global meltdown and the COVID-19 pandemic. It also examines how gold compares
with other investments, such as fixed deposits, government securities, and stocks, in terms of stability
and returns during turbulent periods.

Additionally, the research explores how technological innovations like digital gold and Gold Exchange-
Traded Funds (ETFs) have altered the landscape of gold investment in India. The study further
investigates how Indian investors continue to favor gold for both emotional and financial security. By
analyzing investment trends, economic indicators, and investor behavior, this research aims to determine
whether gold can maintain its reputation as a safe-haven asset in the evolving Indian financial ecosystem.
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Objectives
e Tounderstand why Indian Investors continue to trust gold during uncertain times
e Toexplore how new forms of gold investment, like digital gold and ETFs, are changing the
way people invest
e To find out how cultural beliefs and personal experiences influence gold buying behavior in
India

Literature Review

1.1s gold a safe haven

This study explores gold’s effectiveness as a safe-haven asset, particularly during financial crises, based
on a 30-year review (1979-2009). It finds that gold acts as a strong safe haven and hedge in developed
markets like the US, UK, and Germany, especially during extreme downturns such as the 2007-2009
crisis, while its impact is limited in emerging markets like the BRIC nations. Gold's appeal is supported
by its historical and cultural value, limited supply, and low correlation with other assets, making it a
counter-cyclical investment. During crises, investment demand for gold surged, particularly via ETFs,
while traditional demand like jewelry declined. The study differentiates between hedges (which work
consistently) and safe havens (effective during turmoil), concluding that gold fulfills both roles in specific
developed market contexts.

2. Gold as a safe haven: Analyzing the investment patterns of Indian women

This study examines the investment behavior of Indian women, highlighting their strong preference for
gold as a safe-haven asset due to its cultural significance, emotional value, and reliability during financial
instability. Traditionally seen as "Stree Dhan,” gold offers security, liquidity, and serves as a hedge
against inflation. While conventional forms like jewelry and coins remain popular, modern options such
as Gold ETFs and digital gold are gaining acceptance. Despite its benefits, challenges like storage costs,
market volatility, and lack of income generation persist, underscoring the need for increased financial
literacy and diversified investment strategies among Indian women.

3. Gold as a safe haven against the equity investment in emerging & developed economies

This study compares gold's performance with equities across emerging and developed markets, affirming
its role as a safe-haven asset during financial crises. In emerging economies like India and Russia, gold
consistently yielded positive returns during downturns and showed low or negative correlation with stock
indices, reinforcing its value as a portfolio diversifier. In developed economies such as the USA and
Japan, despite equities outperforming gold in the long term, gold exhibited negative correlation with
major indices, providing stability during volatile periods. Overall, the findings underscore gold’s
effectiveness as a hedge and a safe haven across global markets.

Research Methodology

This research adopted a mixed-methods approach, combining both primary and secondary data to
investigate gold's role as a safe-haven asset in the Indian market. Primary data was collected through a
structured survey targeting 55 Indian investors, aimed at understanding investor behavior, preferences,
and perceptions related to gold investment during economic uncertainty. Secondary data was gathered
from financial reports, academic journals, and historical market trends, helping to contextualize gold’s
behavior during major financial crises such as the 2008 global meltdown and the COVID-19 pandemic.
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The methodology involved event analysis of gold's price performance during these downturns, and a
comparative study with other traditional investment instruments like fixed deposits and bonds. By
combining empirical market data with direct investor insights, the study ensured triangulation of findings,
leading to a well-rounded assessment of gold’s status as a reliable safe-haven.

Suggestions and Recommendations

To manage risk and build long-term wealth, investors should treat gold as one part of a well-diversified
portfolio that includes equities, bonds, and fixed deposits. While gold is a great safety net during uncertain
times, relying on it alone limits growth potential.

Financial literacy is key—many still prefer physical gold because of its cultural value, but it's important
to educate investors about modern, safer options like Gold ETFs and Sovereign Gold Bonds. These digital
alternatives offer better liquidity and convenience, especially for younger, tech-savvy investors.

Finally, recognizing gold’s deep-rooted place in Indian culture, financial advisors should blend traditional
preferences with modern investment advice. With supportive government policies, tax incentives, and
smarter outreach, investors can confidently move toward balanced, future-ready portfolios that respect
both heritage and financial wisdom.

Conclusion

This research confirms that gold remains a vital safe-haven asset in the Indian market, especially during
times of economic distress. Whether it’s the 2008 financial crisis or the COVID-19 pandemic, gold has
consistently proven its ability to preserve wealth and shield investors from market volatility. Its role as a
hedge against inflation, coupled with deep-rooted cultural and emotional significance, continues to drive
its popularity among Indian investors.

However, the study also highlights that gold’s effectiveness as a safe haven isn’t always uniform—it can
vary based on the nature of the financial crisis, market conditions, and an individual’s risk appetite. In
high-volatility periods, gold shines as a strong hedge, while during stable times, equities or other assets
might deliver better returns. This makes it important for investors to evaluate gold's role based on the
broader economic landscape.

While digital investment options like Gold ETFs and Sovereign Gold Bonds are gaining traction, many
Indian investors still lean toward physical gold for its tangibility and trust factor. The findings suggest
that a blended investment strategy—mixing both physical and digital gold with a variety of other assets—
can offer better protection and long-term growth. A diversified portfolio not only strengthens financial
resilience but also positions investors to thrive in both calm and chaotic economic climates.
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STUDY OF RISK MANAGEMENT IN LOGISTICS INDUSTRY

Ms. Ankita Goregaonkar
Student, MET Institute of PGDM Batch 2023-25

Dr. Vaishali Kulkarni
Professor & Dean, MET Institute of PGDM

Abstract

In today's globalized business environment, logistics systems face numerous uncertainties and potential
disruptions. From major transportation accidents to natural disasters reported almost every month, the
need for robust and efficient risk management in logistics has become a top priority for industry
professionals. This paper provides a concise overview of risk management within logistics systems,
focusing on key areas such as disruption risk management, operational risk control, disaster and
emergency response, and the analysis of risks associated with logistics services. It also reviews and
discusses the contributions of the papers included in this special issue. The paper concludes by proposing
several future research directions aimed at enhancing risk management practices in logistics systems.

Keywords: Cost Reduction and Profit Maximization, Efficient Flow of Manufacturing Operations,
Competitive Edge, Effective Communication System Network Design, Order Processing.

Introduction

Logistics serves as the essential link connecting product manufacturing activities from suppliers to end
customers. According to the Journal of Logistics Management, logistics is defined as “the process of
planning, implementing, and controlling the efficient and effective flow and storage of goods, services,
and related information from the point of origin to the point of consumption to meet customer
requirements.” Initially, logistics primarily focused on managing the physical movement and storage of
goods efficiently to fulfill business needs. However, due to increasing market competition, business
strategies now strive to achieve the "seven rights"—delivering the right product, in the right quantity and
quality, at the right time, to the right place, at the right price, and to the right customer.

Coordinating all seven rights is a complex task that requires seamless integration across internal
departments and external partners. This is especially critical in global operations, where success heavily
depends on collaboration with both upstream and downstream partners. Effective logistics management
hinges on integration, cooperation, coordination, and the sharing of information throughout the entire
supply chain—from suppliers to end users.

The constant evolution of information technology significantly enhances logistics processes by enabling
better communication and data exchange. Technologies such as barcodes, RFID, point-of-sale systems,
EDI, VPNs, and ERP systems not only streamline physical operations but also reduce uncertainty by
improving visibility and transparency among supply chain partners.

Despite strong management controls, logistics systems remain vulnerable to internal and external
disruptions. Events like the volcanic eruption in Iceland, which disrupted air travel, or rising labour costs
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prompting shifts in manufacturing locations, can significantly impact logistics performance and drive up
operational costs.

Literature Review:

According to P. Rajagopal and V.P. Kaliani Sundram (2015), logistics management is characterized by
its complexity, constant changes, and unpredictability. The rapid advancement of technology, fierce
business competition, and evolving customer demands have compelled companies to rethink and adapt
their business models and strategies. Emerging concepts such as Global Supply Chain, Third-Party
Logistics, Green Logistics, E-Logistics, and Reverse Logistics have become critical areas of focus for
businesses across all levels—local, multinational, and global. Recently, Reverse Logistics has gained
significant attention among many firms. The aim of this assignment is to explore and establish a clear
definition of Reverse Logistics, compare it with Forward Logistics to enhance understanding, and
examine the future direction of Reverse Logistics as a means to gain a competitive edge.

Edirisuriya and S. Weerabahu (2018):

Sustainability has become a key focus across industries due to the significant environmental pollution
and degradation caused by industrial waste. At the same time, lean management is gaining popularity as
an effective approach to reduce waste. The logistics sector contributes notably to these environmental
issues through the generation of considerable waste. Experts emphasize that combining lean principles
with green practices yields better results, particularly in terms of reducing both waste and costs. However,
a theoretical gap exists in the logistics field regarding the integration of lean and green practices within
the framework of Industry 4.0. To address this gap, an extensive literature review was conducted, aiming
to identify key lean practices and green strategies that could improve the operational efficiency of logistics
functions.

Marasco (2008):

Third-party logistics (TPL) has garnered significant academic interest in recent years. However, despite
the increasing number of studies, there has been limited effort to consolidate and synthesize the existing
research on this topic. This paper aims to provide a comprehensive review of the current state of TPL
research. A structured literature review framework is introduced, covering 152 articles published between
1989 and 2006 across 33 well-regarded international journals. These studies are categorized based on
content and research methodology. The paper also outlines recommendations for future research
directions in the field of third-party logistics.

TM Choi, CH Chiu, HK Chan (2016):

In today's globalized business environment, logistics systems face numerous threats from various
uncertainties and disruptions. Reports of serious transportation accidents and natural disasters appear
almost monthly in the media. Consequently, establishing an effective and efficient risk management
strategy has become a top priority for logistics professionals. This paper provides a concise examination
of risk management within logistics systems, focusing on key areas such as disruption risk management,
operational risk control, disaster and emergency response, and risk assessment in logistics services.

Vanany, S. Zailani, N. Pujawan (2009):
In recent years, supply chain risk management (SCRM) has gained significant attention in academic
research. Numerous studies with diverse perspectives and methodologies have emerged. This paper
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presents a comprehensive review of the SCRM literature, analyzing articles published between 2000 and
2007. The reviewed studies are categorized into five types: conceptual, descriptive, empirical, exploratory
cross-sectional, and exploratory longitudinal. Additionally, the review considers aspects such as types of
risks addressed, units of analysis, industry sectors, and risk management strategies. The findings from
this review offer a foundation for identifying future research directions in the field of supply chain risk
management.

Objectives
e Ananalysis of risk management practices in logistics
¢ Minimizing operational expenses
e  Ensuring transparency throughout logistical processes
e Achieving dependable and consistent delivery outcomes
e Enhancing cost-efficiency in freight transportation

Methodology

Research Design
The research adopts a descriptive design, complemented by an element of exploratory research. Since the
study relies heavily on data collected from reports, academic journals, and analytical findings, it allows
for a detailed and comprehensive understanding of the subject. This approach combines both explanatory
and descriptive elements to present a clear picture of the research topic.

Participants

The study focuses on employees working in logistics companies located in Chennai. A total of 141
participants took part in the research, sharing their perspectives on risk management in logistics. The
respondents were drawn from diverse age groups—18-25, 26-40, 41-55, and above 55 years—as well
as various industries within logistics, with representation from both male and female employees.

Measures
A structured questionnaire was developed, which included demographic information, job roles, their
awareness and concerns regarding logistics processes, and their views on the impact of risks in logistics.

Procedure

The questionnaire was distributed among employees working in logistics firms in the Chennai region.
Responses collected from the survey were compiled into a detailed database. The purpose of the research
was clearly communicated to the participants, and they were assured of the confidentiality and anonymity
of the information provided. All 141 completed questionnaires were gathered and analyzed using
statistical methods, including percentage analysis, correlation testing, and ANOVA.

V1. Findings and Discussion
Based on the analysis of the collected data, the following key findings were observed:
e Asignificant portion (70.2%) of the respondents were male.
e  The majority (68.1%) of participants belonged to the 18 to 25 age group.
e  Over half (55.3%) of the respondents held a graduate-level education.
e Nearly half (49.6%) of the participants were students by occupation.
o A majority (65.2%) indicated that their organization is concerned about logistics-related risks.
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e About 60.3% of the respondents reported that their organization has engaged in at least initial
discussions with logistics management regarding risks.

e More than half (56%) stated that logistics is considered part of their company’s overall strategy.

e A statistically significant relationship was found between the respondents’ age group and their
views on the importance of taking steps to improve logistics.

e A significant difference was also noted between the respondents’ occupations and their opinions
on whether logistics should be integrated into a company’s strategic planning.

Correlations
Type of industry How Important is
to Taking steps to
improve logistics
Age Group Spearman Correlation 1 0.07
p-value Sig (2 tailed) 0.36
N 141 141
How Important is Spearman Correlation 0.07 1
to Taking steps to p-value Sig (2 tailed) 0.36
improve logistics N 141 141

Hypothesis 1

The null hypothesis (Ho) is rejected, indicating a significant difference between age groups and their
perception of the importance of taking steps to enhance logistics. This finding suggests that perspectives
on logistics improvement in the context of risk management vary by age, and that effective logistics
practices are crucial in driving improvements in risk-related logistics analysis.

Hypothesis 2

The null hypothesis (Ho) is also rejected, confirming a significant difference between the respondents'
occupations and their views on whether logistics should be integrated into a company's strategic planning.
This outcome highlights that a well-developed logistics strategy plays a vital role in enhancing overall
company strategy, particularly by minimizing risks within logistics operations.

Suggestions

To effectively remain risk-free, the first step is to identify the specific areas where risks may arise.
Carefully examine various aspects of your business to pinpoint areas with high exposure to risk. This
approach will help you recognize potential supply chain risks and adjust your operational processes
accordingly. By following a structured growth strategy, you can also gain insight into the financial impact,
likelihood, and methods for mitigating these risks. Additionally, employee retention plays a crucial role
in maintaining organizational quality. Retaining skilled employees not only helps prevent risks but also
supports overall business growth. Therefore, it's essential to involve everyone in your organization in the
planning and management of supply chain risks.

Conclusion

Logistics systems and transportation are closely interconnected, with transportation playing a vital role
in supporting daily business operations. An effective logistics system can significantly enhance the
development of transportation infrastructure and traffic conditions. Since transportation often represents

10
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the largest cost component within logistics, improving transportation efficiency can greatly influence the
overall performance of the entire logistics system.

Transportation is a key element throughout various stages of the logistics process. Without effective
integration of transportation, even the most robust strategies may not reach their full potential. To stay
ahead of competitors, businesses must embrace the latest technologies and adopt innovative methods.
The core objective of efficient logistics management is to streamline operations, boost customer
satisfaction, and enhance overall productivity.
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Abstract

In the current digital era, brand communities have become vital assets in shaping consumer loyalty and
engagement. Advertising agencies have emerged as key players in fostering these communities through
online campaigns that focus on emotional branding, interactivity, and narrative-driven marketing. This
research paper investigates the methods by which agencies build and sustain brand communities across
digital platforms. By analyzing primary data collected through surveys and secondary insights from case
studies and literature, the paper reveals that influencer collaborations, interactive content, and social proof
are among the most effective tools. The research also identifies the challenges agencies face in managing
digital communities at scale and offers strategic recommendations for optimization using emerging
technologies and data analytics. This paper contributes to the academic discourse by blending theoretical
models with real-world application in the Indian advertising context.

Introduction

The marketing paradigm has shifted from one-way communication to participatory engagement. Online
brand communities—comprising consumers who actively interact with a brand and fellow users—
represent a major evolution in this space. Advertising agencies, which once focused solely on awareness
campaigns, now engage in community creation, management, and sustenance.

This paper explores how ad agencies design and execute online campaigns to nurture such communities.
It covers the storytelling strategies, influencer collaborations, user-generated content, and feedback loops
involved in cultivating loyalty and engagement. The paper also examines the Indian digital landscape,
showcasing how platforms like Instagram and YouTube are central to these efforts.

Literature Review

Muniz & O’Guinn (2001) introduced the concept of brand communities, emphasizing shared identity and
emotional bonds among consumers. Keller’s (2008) Brand Resonance Model supported this, arguing for
psychological connections through sustained engagement.

Cova & Pace (2006) proposed that consumers are now co-creators of value. Schau et al. (2009) described
practices within brand communities that facilitate bonding: social networking, brand use, and impression
management. Pentina et al. (2018) explored the growing influence of peer-led content, particularly
through influencers.

In the Indian context, Singh & Srivastava (2017) observed that digital-native consumers form
communities based on shared values and aesthetics, especially on visual platforms like Instagram.
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Chatterjee & Kar (2020) noted the role of data analytics in tracking engagement and optimizing content
strategies.

The literature collectively underscores a shift from persuasion to participation, where agencies are no
longer broadcasters but community architects.

Objectives
1. To explore how advertising agencies design online campaigns for brand communities.
To understand psychological/social drivers behind community participation.
To examine campaign elements that foster loyalty and user-generated content.
To analyze how feedback loops and analytics sustain brand communities.
To assess case studies of successful agency-led communities.
To explore challenges faced in managing digital brand communities.
To evaluate the impact of technologies like Al, AR, and gamification.
To provide actionable recommendations for agencies and brands.

O Nk~ wD

Research Methodology and Data Sources

Type of Research:
Mixed-method descriptive design combining surveys (quantitative) and content analysis (qualitative).

Primary Data:
e Survey conducted with 77 respondents (social media users and marketing professionals).
e Questions focused on engagement habits, platform preferences, content types, and brand
loyalty.

Secondary Data:
e  Case studies of agencies and brand campaigns.
¢ Industry whitepapers, academic journals, and marketing reports.

Sampling Technique:
e  Convenience sampling for surveys.
e Purposive sampling for case studies and campaign examples.

Data Analysis Tools:
e  Descriptive statistics (mean, percentages).
e Thematic content analysis for qualitative insights.

Validity:
e Pilot testing of questionnaires.
e Triangulation with literature and case studies for reliability.

Results and Findings
1. Engagement Frequency
e 63.6% engage with brands daily.
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e Indicates high potential for frequent content delivery.

2. Platform Preference
e Instagram (59.7%) dominates due to visual-first content and influencer culture.
e Facebook and YouTube follow, while Twitter lags.

3. Community Motivation
o Discounts/offers (28.6%) and influencer endorsements (27.3%) are top drivers.
e Content quality and brand voice still matter.

4. Trust & Social Proof
e  76.3% trust brands more when they observe active community engagement.
e Peer interaction strongly influences perception.

5. Preferred Content Types
o Memes (32.9%) and influencer content (30.3%) top the list.
o Educational and responsible content play a long-term role.

6. Discovery Channels
o 49.4% discover campaigns via social media ads.
o Influencer content ranks second at 26%.

7. Loyalty Drivers
e  Consistent engagement (44.7%) outweighs exclusive offers and content quality.

8. Influencer Role

e 72.8% say influencers significantly affect brand community perception.
9. Community Building Strategy

o 43.2% voted collaboration with creators as the most effective strategy.

Challenges and Their Solutions

Challenge Proposed Solution
Platform Algorithm Changes Develop platform-diverse strategies and repurpose content.
Brand Message Dilution Maintain a unified tone and strong brand identity guide.
Trolls & Negative Feedback Appoint trained community managers for real-time moderation.
Engagement Fatigue Introduce gamified content, AR filters, and loyalty programs.
. . Ensure compliance with GDPR and promote transparency in data
Data Privacy Regulations Use P P P y
Creator Authenticity Issues Collaborate only with aligned influencers and encourage co-creation.

Conclusion
Advertising agencies have evolved into community architects, not just marketers. They design and
manage online campaigns that build emotional, participatory, and value-driven brand communities. The
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findings show that engagement frequency, influencer trust, and interactive content significantly impact
consumer behavior.

For sustained success, brands must go beyond visibility—they need to foster belonging. This includes
consistent engagement, collaboration with relatable creators, and the strategic use of technology. With
the right blend of content, communication, and community-building tools, agencies can transform
audiences into loyal advocates.
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1. EXECUTIVE SUMMARY

Digitalization has transformed the beauty and skincare industry, with social media driving brand
visibility, consumer engagement, and loyalty. This study examines consumer perceptions of local vs.
international brands in emerging markets, focusing on factors like authenticity, quality, pricing, and
digital marketing.

Local brands attract consumers with cultural relevance and affordability, while international brands
leverage innovation and aspirational appeal. Social media serves as a key equalizer, enabling smaller
brands to compete with global giants. The research highlights digital marketing’s role in shaping
consumer behavior and fostering loyalty, offering strategic insights for brands navigating this evolving
landscape.

Keywords: Beauty Industry, Skincare, Consumer Loyalty, Local Brands, International Brands, Social
Media, Digital Marketing, Brand Visibility, E-commerce, Authenticity, Innovation, Pricing

2. INTRODUCTION

The beauty and skincare industry is rapidly evolving in digital-first emerging markets like India, where
both local and global brands compete for consumer attention. Homegrown brands like Lakmé, Sugar
Cosmetics, ColourBar, and Nykaa appeal through affordability and cultural relevance, while international
giants like MAC, Maybelline, L’Oréal Paris, and Estée Lauder offer prestige and cutting-edge innovation.

Social media platforms such as Instagram, TikTok, and YouTube are critical in brand promotion, allowing
direct engagement with consumers through tutorials, influencer marketing, and interactive content. This
study explores how digital marketing strategies impact consumer preferences, loyalty, and brand-
consumer relationships in this competitive space.

Findings will provide insights for beauty brands on optimizing digital marketing, strengthening consumer
engagement, and fostering long-term loyalty in emerging markets.

3. OBJECTIVES
1. Examine consumer perceptions of local vs. international brands in terms of quality, credibility,
and value.
2. Analyze the impact of digital marketing (influencer collaborations, interactive campaigns, and
user-generated content) on brand loyalty.
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3. Assess the role of social media influencers in shaping brand identity and consumer trust.
4. Provide strategic recommendations to enhance digital marketing, influencer partnerships, and
localized content for stronger brand engagement.

LITERATURE REVIEW

1. Ethical Marketing and Consumer Perception in the Beauty Industry

The skincare industry in Pakistan has grown rapidly, but local brands struggle against global competitors
due to consumer perceptions of quality and brand image. Ethical marketing has become essential for
building trust and loyalty. Chatzidakis et al. (2007) highlight transparency’s role in fostering trust, while
Hassan et al. (2019) emphasize ethical marketing’s importance in emerging markets like Pakistan.

Digital marketing plays a crucial role, with platforms like social media enabling direct consumer
engagement (Kotler et al., 2021). Female college students, a key demographic, are heavily influenced by
online branding, affordability, and reputation (Nazir et al., 2019). CSR and sustainability also enhance
brand reputation (Carroll & Shabana, 2010), yet remain underutilized in Pakistan’s skincare sector (Khan
et al., 2018). As global consumer awareness of eco-friendly practices increases (Vermeir & Verbeke,
2006), local brands must integrate sustainability and ethical marketing to stay competitive.

2. Relationship Quality and Consumer Loyalty

Customer Relationship Management (CRM) is critical for long-term customer retention. Relationship
quality—measured through trust, satisfaction, and service quality—directly impacts consumer loyalty.
Morgan and Hunt (1994) argue that commitment and trust form the foundation of strong brand
relationships, while Oliver (1999) suggests that satisfied customers are more likely to repurchase and
recommend brands.

In the cosmetics industry, personal recommendations and service quality significantly influence buying
behavior (Parasuraman et al., 1988). Word-of-mouth marketing is particularly powerful among younger
consumers (Anderson, 1998), with female students engaging in brand-related social discussions (Nazir et
al., 2019). Although CRM strategies have been extensively studied globally, their application in
developing cosmetic markets remains underexplored (Nakazawa, 2014).

3. Influencer Marketing and Consumer Behavior

Influencer marketing has transformed brand-consumer interactions, particularly in the beauty industry.
Influencers impact purchase decisions through credibility, content type, and transparency (Freberg et al.,
2011). Hennessy and Park (2021) highlight that trustworthiness, expertise, and relatability determine
influencer effectiveness.

Content type also matters—reviews, tutorials, and endorsements shape consumer perception differently
(De Veirman et al., 2017). Sponsorship transparency is debated; some studies suggest disclosures build
trust (Evans et al., 2017), while others find minimal impact on purchase intentions (Boerman et al., 2018).
Social media platforms like Instagram and TikTok are particularly effective for beauty marketing due to
their visual nature (Djafarova & Trofimenko, 2019). Research gaps exist in understanding influencer
marketing’s role in emerging markets like the Philippines (Abraham et al., 2022).
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4. Digital Marketing and Beauty Industry Growth

The beauty industry, valued at $532 billion in 2019, has shifted from traditional retail to digital
engagement, particularly post-pandemic (Statista, 2020). Emerging markets like India require localized
marketing strategies. Kotler et al. (2021) highlight the importance of adapting to digital trends, while
Kumar et al. (2020) emphasize aligning branding with local culture and preferences.

Sustainability and ethical marketing are increasingly valued by consumers (Vermeir & Verbeke, 2006).
In India, traditional beauty practices like Ayurveda influence purchasing decisions and must be
incorporated into branding (Chatterjee & Sreenivas, 2021). Crafting effective strategies in India requires
balancing cultural identity, regulatory compliance, and digital marketing innovations (Pawar & Pawar,
2023).

5. The Rise of National Beauty Brands

Local beauty brands, particularly in China, are gaining prominence through innovative marketing. Zhou
et al. (2020) suggest that national brand growth is linked to economic development and evolving
consumer preferences. Brands like Perfect Diary leverage social media, e-commerce, and interactive
content to compete with global players (Kotler et al., 2021).

Hennig-Thurau et al. (2010) highlight interactive marketing’s role in consumer loyalty. However,
maintaining a competitive edge requires continuous adaptation to new technologies (Chaffey & Ellis-
Chadwick, 2019). Long-term success depends on balancing short-term marketing trends with sustainable
brand growth strategies (Kapferer, 2012). Perfect Diary’s success illustrates the importance of agility and
digital integration in modern beauty branding (Wang et al., 2021).

6. Social Media and Beauty Influencers

Social media platforms like TikTok, Instagram, and YouTube have revolutionized beauty marketing.
Influencers use short-form video content to shape consumer perceptions and drive purchase behavior
(Freberg et al., 2011).

Authenticity is a key factor in influencer effectiveness. Audrezet et al. (2018) argue that consistent
messaging, transparency, and genuine engagement enhance credibility. Trustworthiness and expertise
significantly impact consumer attitudes (Hovland & Weiss, 1951). Djafarova and Rushworth (2017)
suggest that influencers with strong reputations and industry experience are more persuasive.

Psychological theories help explain influencer marketing’s impact. Kelman (1961) suggests that
consumers adopt behaviors when they identify with influencers, while Petty and Cacioppo’s (1986)
elaboration likelihood model explains how credibility drives message acceptance. Successful brands
prioritize long-term influencer partnerships built on authenticity (Evans et al., 2017).

7. Electronic Word of Mouth (eWOM) and Purchase Intentions

eWOM, particularly on platforms like Instagram, plays a crucial role in shaping consumer attitudes.
Defined as online communication where users share product experiences (Cheung & Thadani, 2012),
eWOM influences purchasing behavior through credibility and content quality.
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Hu et al. (2014) argue that eWOM trustworthiness impacts consumer perception, while Sung et al. (2010)
highlight that credible eWOM increases purchase intentions. Filieri et al. (2015) emphasize that detailed,
high-quality reviews enhance decision-making.

Consumer involvement also mediates the effect of eWOM. Zaichkowsky (1985) defines involvement as
personal relevance, which affects information processing. Higher involvement in beauty products
strengthens the impact of eWOM credibility on purchase decisions (Chung & Cho, 2017). Social media
can amplify positive eWOM, enhancing consumer engagement and brand loyalty (Liu et al., 2015).

5. RESEARCH METHODOLOGY

This study examines consumer perceptions and brand loyalty toward local and international beauty brands
in emerging digital markets. It explores how digital marketing influences consumer engagement and
purchasing decisions using a mixed-methods approach, combining qualitative and quantitative
research techniques.

5.1 Research Design

A mixed-methods research design was employed to gain a comprehensive understanding of consumer
behavior. This approach ensures in-depth qualitative insights alongside measurable quantitative data,
allowing for a holistic analysis of factors influencing brand loyalty.

5.2 Population and Sample
Target Population: Individuals aged 18-45 who actively engage with beauty brands through
digital platforms and have experience purchasing both local and international brands.
Sampling Method: Stratified random sampling to ensure diverse demographic representation.
Sample Size: 100 respondents, with 20 selected for follow-up interviews to gain deeper
insights.

5.3 Data Collection Methods

Primary Data:
Surveys: Distributed via Google Forms, capturing structured and open-ended responses about
brand perceptions, loyalty drivers, and purchasing behavior.
Interviews: Semi-structured video call interviews with 20 participants to explore emerging
themes in greater depth.

Secondary Data:
Literature Review: Existing studies on digital marketing, consumer loyalty, and beauty
industry trends provided contextual support and hypothesis formation.

5.4 Instruments and Tools
Google Forms: For survey distribution and data collection.
Excel & SPSS: For quantitative statistical analysis, trend identification, and correlation
studies.
NVivo: For coding and analyzing qualitative interview responses to extract key themes.

5.5 Data Collection Procedure
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Survey Distribution: Shared via email, social media platforms, and beauty-related online
forums.

Interview Scheduling: Selected participants were invited for follow-up interviews conducted
via video calls.

Data Compilation: Survey responses were recorded in real time, and interview transcripts were
prepared for analysis.

5.6 Data Analysis Methods

Quantitative Analysis:
Descriptive Statistics: Used to summarize consumer preferences, brand engagement, and
purchasing trends.
Correlation Analysis: Examined relationships between digital engagement, brand
perception, and loyalty.

Qualitative Analysis:
Thematic Analysis: Identified key themes from open-ended responses and interviews.
Sentiment Analysis: Assessed consumer attitudes toward local and international beauty
brands.

5.7 Limitations
Sample Size: Although 100 respondents offer valuable insights, broader studies may be needed
for generalizability.
Self-Reported Data: Potential biases, such as social desirability, could affect responses.
Time Constraints: Limited ability to conduct a longitudinal follow-up on consumer behavior
changes.

5.8 Ethical Considerations
Informed Consent: Participants were briefed on the study's purpose and voluntarily
participated.
Confidentiality: All responses remained anonymous, and data was securely stored.

5.9 Conclusion
This section outlined the research design, sampling methods, data collection, and analysis techniques.
The next section presents findings on consumer perceptions and brand loyalty in the beauty industry.

6. DATA INTERPRETATION
6.1 Age Group Distribution
- 19-30 Years (80%): Main consumers of beauty products, highly active on social media,

influenced by digital marketing and influencers.
30-40 Years (12.5%): Focused on anti-aging and skincare, balancing online and offline
shopping.
18 and Below (5%): Limited purchasing power but influenced by beauty trends through
platforms like Instagram and TikTok.
40 and Above (2.5%): Prefer trusted brands, established skincare routines, and less engagement
with digital marketing.
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6.2 Gender Distribution
Female (92.5%): Majority of respondents, indicating that beauty and skincare products primarily
cater to and are marketed toward women.
Male (7.5%): Limited representation, suggesting either lower interest or less targeted marketing
in the male skincare and beauty segment.

6.3 Brand Preference
International Brands (45%): Preferred due to higher quality, innovation, and aspirational
branding.
No Preference (31.3%): Consumers are open to both local and international brands, prioritizing
quality, price, and accessibility.
Local Brands (23.8%): Valued for affordability, cultural relevance, and locally tailored
formulations, indicating growth potential with stronger marketing.

6.4 Importance of Brand Loyalty
- Very Important (60%): Consumers value brand loyalty, highlighting trust and emotional
connection as key drivers.
Somewhat Important (38.8%): Open to exploring new brands, but still maintain loyalty under
the right conditions.
Not Important (1.2%): Minimal brand loyalty, indicating a preference for variety and
experimentation.

6.5 Factors Influencing Brand Loyalty
Quality: The most influential factor, with respondents prioritizing effectiveness and reliability.
Authenticity: Highly valued, showing a preference for transparent and trustworthy brands.
Price: Important, but quality outweighs cost for many consumers.
Social Media: Plays a role in brand awareness and engagement, though less critical in long-term
loyalty.

6.6 Social Media Engagement with Brands
Yes (61.3%): Majority follow cosmetic brands on social media, showing its impact on brand
awareness and purchase decisions.
No (38.7%): A significant portion does not follow brands, relying more on word-of-mouth and
traditional advertising.

6.7 Preferred Social Media Platforms
Instagram (61.3%): Dominates beauty marketing, due to its visual appeal, influencer
collaborations, and trend-driven content.
YouTube (33.8%): Significant for product reviews, tutorials, and in-depth demonstrations.
Facebook (3.8%): Minimal preference, suggesting a declining influence in the beauty industry.
Other (1.3%): Limited use of alternative platforms.

6.8 Perception of Digital Presence
Yes (81.3%): Majority believe international brands have superior digital marketing strategies,
due to larger budgets and advanced advertising.
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Not Sure (15%): Some uncertainty, reflecting limited exposure to local brand efforts.
No (3.8%): Few believe local brands compete effectively in digital presence.

6.9 Perception of Value for Money
Yes (58.8%): Majority believe local brands offer better value for money, emphasizing
affordability.
Not Sure (33.8%): Some uncertainty, likely due to inconsistent quality perceptions.
No (7.5%): Believe international brands justify higher prices with superior quality.

6.10 Most Preferred Beauty Brands
- Nykaa (23.8%): Most popular choice, likely due to affordability and strong online presence.
MAC (18.8%): Highly preferred, indicating strong brand reputation and quality perception.
Estée Lauder (15%) / Lakme (15%): Established brands with steady consumer trust.
L'Oréal (17.5%): Globally recognized, diverse product range.
Colorbar (10%): Least preferred, indicating potential gaps in brand positioning and market
visibility.

7.CONCLUSION

Nykaa and MAC have emerged as the most preferred cosmetic brands, reflecting strong brand loyalty
and effective marketing strategies. Nykaa's success could be attributed to its extensive online platform,
diverse product range, and its appeal to younger consumers seeking both variety and accessibility. On the
other hand, MAC, known for its high quality and prestige, attracts consumers looking for premium
products that deliver reliable results.

When comparing international and local brands, the preference generally leans towards international
options due to their stronger digital presence and perceived superior quality. However, a significant
portion of respondents believe that local brands provide better value for money. This suggests that while
international brands excel in digital engagement and global reputation, local brands can compete
effectively by emphasizing affordability, authenticity, and accessibility.

Regarding factors influencing brand loyalty, quality is the most critical determinant, indicating that
customers prioritize effective and reliable products over cost. Authenticity follows closely, highlighting
the value consumers place on genuine, trustworthy brands. Price also plays a role, though it appears
secondary to quality and authenticity. Social media, while not the primary factor driving loyalty, remains
an essential tool for creating brand awareness and maintaining engagement.

Instagram has emerged as the most preferred platform for discovering cosmetic brands, showcasing the
importance of visual content and influencer marketing in this industry. However, a notable percentage of
respondents do not follow cosmetic brands on social media, suggesting untapped potential for expanding
digital reach and engagement.

8.RECCOMENDATION
For International Brands:
Continue leveraging strong digital marketing strategies to maintain dominance.
Focus on enhancing accessibility and affordability to appeal to price-sensitive consumers.
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Collaborate with local influencers and diversify marketing strategies to reach a broader audience.

For Local Brands:

Emphasize quality while maintaining affordability to compete with international brands.

Invest in enhancing digital presence, particularly on Instagram, to reach younger demographics.
Leverage authenticity as a selling point—highlighting local heritage, natural ingredients, and
ethical practices.

For All Brands:

Use Instagram as a primary platform for brand communication, leveraging reels, stories, and
influencer collaborations for visibility.

Focus on quality improvement and effective quality communication to strengthen brand loyalty.
Implement customer feedback systems to understand consumer preferences and adapt
accordingly.

9.SUGGESTION

>

>

Engage in Interactive Marketing: Conduct live sessions, Q&A segments, and giveaways on
Instagram to engage with followers and build a community.

Educate Consumers: Share educational content like skincare routines, makeup tutorials, and
product benefits to strengthen brand trust and demonstrate expertise.

Influencer Collaborations: Collaborate with influencers whose audience aligns with the brand's
target demographic to increase credibility and reach.

Loyalty Programs: Introduce reward programs for loyal customers, offering exclusive discounts
or early access to new products.

Explore YouTube: As YouTube has a considerable following, brands can create informative and
appealing content like product reviews, brand stories, and collaborations with beauty
influencers.

10.REFERENCE:

>

https://submissions.ijogm.org/index.php/ijogm/article/download/321/132? __cf chl_tk=94lsxlz
p3cV584g8ixtspCl67KWbyPZK2pPe7XP88Mw-1732901399-1.0.1.1-
kyU_EetrrF2il5_ZU7bWxohIfkIDFhLjylJRaRfsqv0
https://www.gcimagazine.com/consumers-markets/news/21855285/global-vs-local-why-do-
they-buy
extension://efaidnbmnnnibpcajpcglclefindmkaj/https://www.cibtech.org/sp.ed/jls/2015/01/495-
JLS-S1-501-HMRDI-34.pdf
https://kadence.com/en-us/consumer-behavior-in-the-beauty-industry/

Aaker, D. A. (1996). Building Strong Brands. New York: The Free Press.

Keller, K. L. (2009). Strategic Brand Management: Building, Measuring, and Managing Brand
Equity. Pearson Education.

www.statista.com- Social Media Marketing in the Beauty Industry Worldwide.

ResearchGate. (2023). "Factors Influencing Brand Loyalty in the Cosmetic Industry: A Study
on Indian Consumers."

23


https://submissions.ijoqm.org/index.php/ijoqm/article/download/321/132?__cf_chl_tk=94lsxIzp3cV584g8ixtspCI67KWbyPZK2pPe7XP88Mw-1732901399-1.0.1.1-kyU_EetrrF2iI5_ZU7bWxohIfklDFhLjy1JRaRfsqv
https://submissions.ijoqm.org/index.php/ijoqm/article/download/321/132?__cf_chl_tk=94lsxIzp3cV584g8ixtspCI67KWbyPZK2pPe7XP88Mw-1732901399-1.0.1.1-kyU_EetrrF2iI5_ZU7bWxohIfklDFhLjy1JRaRfsqv
https://submissions.ijoqm.org/index.php/ijoqm/article/download/321/132?__cf_chl_tk=94lsxIzp3cV584g8ixtspCI67KWbyPZK2pPe7XP88Mw-1732901399-1.0.1.1-kyU_EetrrF2iI5_ZU7bWxohIfklDFhLjy1JRaRfsqv
https://www.gcimagazine.com/consumers-markets/news/21855285/global-vs-local-why-do-they-buy
https://www.gcimagazine.com/consumers-markets/news/21855285/global-vs-local-why-do-they-buy
https://kadence.com/en-us/consumer-behavior-in-the-beauty-industry/
about:blank

ISBN No.: 978-93-91044-50-3

THE INFLUENCE OF SOCIAL MEDIA ALGORITHMS ON CASUAL WEAR
PURCHASE DECISIONS

Mr. Bhavesh Khandagale
Student, MET Institute of PGDM Batch 2023-25

Dr. Suvrashis Sarkar
Associate Professor, Marketing, MET Institute of PGDM

ABSTRACT

In today's digitally-driven fashion landscape, social media platforms such as Instagram, Facebook, and
YouTube significantly influence consumer purchase decisions, particularly in the casual wear segment.
These platforms rely heavily on complex algorithms that tailor content to users based on their browsing
behavior, preferences, engagement patterns, and demographic data. This study explores how social media
algorithms shape consumer choices, focusing on casual wear—a category known for its trend-driven and
visually appealing nature. Through a combination of quantitative surveys and qualitative interviews, this
research investigates how algorithmically boosted influencer content, targeted advertisements, and user-
generated content (UGC) impact consumers’ brand perception and purchase behavior. It also assesses the
psychological triggers such as FOMO (fear of missing out), social validation, and impulse buying,
especially among younger demographics. The findings reveal a significant correlation between
personalized algorithmic content and consumer buying behavior, with Instagram and YouTube emerging
as the most influential platforms. The study concludes with strategic recommendations for marketers to
ethically and effectively leverage algorithms in their social media strategies while maintaining consumer
trust.

Keywords: Social Media Algorithms, Casual Wear, Consumer Behavior, Influencer Marketing, User-
Generated Content, Personalization, Fashion Marketing

1.INTRODUCTION

The rise of social media has not only revolutionized how individuals communicate and share content but
also dramatically transformed the global fashion industry. What once depended on traditional retail
advertising has now shifted to a dynamic and highly personalized digital environment where consumers
are exposed to fashion trends through reels, stories, influencer posts, and Al-driven suggestions. Among
various fashion categories, casual wear stands out as a segment that is rapidly influenced by such
platforms due to its affordability, visual appeal, and fast-changing trends.

Social media platforms today operate on algorithm-based content curation, ensuring that users see posts
and advertisements that are highly relevant to their behavior and interests. These algorithms are designed
to maximize engagement by showing content that is most likely to resonate with the viewer. In fashion
marketing, this means that a user who has shown interest in oversized t-shirts, streetwear brands, or
seasonal jackets will continue to be exposed to related content—making it more likely that they will
engage with and purchase similar items.

Casual wear, typically comprising everyday clothing like jeans, t-shirts, hoodies, and sneakers, has seen
a surge in digital promotion due to its universal appeal. Social media algorithms amplify this visibility,
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pushing curated collections, influencer-endorsed outfits, and trend-focused content directly into the feeds
of potential buyers. The result is a consumer landscape that is more informed, reactive, and influenced by
real-time content than ever before.

This research aims to provide a comprehensive analysis of how social media algorithms affect the
purchasing behavior of consumers in the casual wear segment, uncovering patterns, perceptions, and
opportunities for fashion marketers. By combining both primary and secondary research, this study seeks
to bridge the gap between algorithmic theory and real-world consumer behavior.

2.RESEARCH OBJECTIVE

e Analyze the impact of algorithm-driven content: To examine how personalized content
influences decision-making.

e  Assess the role of influencer marketing: To explore how algorithmically boosted influencer
content affects consumer trust and engagement.

e Evaluate consumer perception of algorithms: To assess how consumers view the
transparency, authenticity, and relevance of algorithm-suggested fashion items.

o Identify behavioral triggers: To understand psychological cues like FOMO (fear of missing
out), social validation, and impulse buying behavior.

¢ Examine demographic variations: To evaluate how gender, age, and income level influence
susceptibility to algorithmic content in fashion.

3.LITERATURE REVIEW

Phan et al. (2019) explore how social media has redefined the fashion landscape by offering brands a
powerful tool for connecting with consumers. Social media enables two-way communication and
trendsetting, helping brands stay culturally relevant. The platform’s interactive nature also enhances
brand engagement and loyalty, fundamentally reshaping how consumers perceive and interact with
fashion brands.

Sokoli¢ & Bruns (2021) and Smith et al. (2020) discuss how user-generated content (UGC) such as
fashion hauls and outfit inspiration posts contribute to purchase decisions. UGC serves as an authentic
and relatable form of digital word-of-mouth that builds trust and influences brand loyalty more effectively
than traditional advertising.

Boerman et al. (2020) and Abidin (2020) highlight the role of social media influencers as intermediaries
who personalize marketing through lifestyle-oriented content. Their relatability enhances perceived
authenticity, leading to higher trust and consumer conversion rates, especially among fashion-conscious
youth audiences.

Research by Huang et al. (2022) and Chen & Wei (2021) demonstrates how algorithm-based
recommendations increase impulse buying behavior. When consumers trust these systems and perceive
them as personalized, they are more likely to make spontaneous purchases, highlighting the power of Al
in influencing online fashion consumption.

Djafarova & Rushworth (2017) and Liu et al. (2020) emphasize that Gen Z consumers are deeply
influenced by social media in their brand perceptions and buying decisions. For local products, alignment
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of social media content with Gen Z values enhances brand appeal and drives higher purchase intent.

Chiu et al. (2022) and Kliestik et al. (2022) examine how Al-driven retail experiences influence fashion
buying behavior. Personalized shopping recommendations, based on consumer sentiment and behavioral
data, significantly impact fashion product discovery and online purchases in the age of data-driven retail.

Vivek et al. (2012) and Baird & Parasnis (2011) assert that engagement (likes, shares, comments) on
social media acts as a key mediator between marketing content and actual purchase intent. Higher
engagement fosters deeper trust and emotional connection, which ultimately enhances consumer loyalty
and purchase likelihood.

Zeng et al. (2018) delve into the technical functionalities of social shopping platforms. They find that
algorithms don’t just recommend fashion products but actively shape and redefine user preferences and
behavior. By categorizing users based on similarity, these systems subtly guide the consumer journey in
a way that is both automated and highly influential.

Recent studies continue to underscore the growing influence of social media marketing (SMM) in shaping
consumer perceptions, preferences, and behaviors, particularly within the fashion and lifestyle sectors.
Social media platforms not only provide brands with a promotional space but also act as interactive
ecosystems where consumers co-create meaning, trends, and value through content sharing and digital
interactions (Wang et al., 2021).

4.RESEARCH METHODOLOGY

4.1 Research Design
The study adopts a descriptive research design to explore how social media algorithms influence
consumer decisions in the casual wear segment. It aims to understand user engagement, personalized ad
exposure, and the impact of influencer marketing on buying behavior across platforms like Instagram,
Facebook, and YouTube.
Objectives of the Study:

e To examine the role of algorithm-driven ads in influencing purchases.

e To evaluate the effect of influencer marketing on fashion choices.

e To analyze how personalized content recommendations shape preferences.

e To study consumer perception of the blending between organic and paid content.

4.2 Target Population & Sample Size
The research focuses on individuals aged 18-35, who actively use social media and have previously
purchased casual wear online.

A total of 70 respondents participated, selected via convenience sampling, keeping in mind time and
resource constraints. This age group is most likely to interact with algorithm-driven marketing content.

4.3 Data Collection Method
Data was collected through a Google Form survey, shared on platforms such as Instagram, Facebook, and
LinkedIn.
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The survey consisted of closed-ended and Likert-scale questions, structured into four main sections:
1. Demographics — Age, gender, location, occupation, and social media usage.
2. Platform Preferences — Most-used platforms and exposure to casual wear content.
3. Algorithm Awareness & Marketing Influence — Understanding of algorithms and influence of
influencer content.
4. Purchase Behavior & Trust — Frequency of algorithm-influenced purchases and perception of
ad vs. organic content.

4.4 Data Analysis Techniques
e Descriptive Statistics — Used to summarize and visualize trends (pie charts/bar graphs).
e Cross-tabulation — Compared demographics with behavior patterns.

e Correlation Analysis — Checked the relationship between algorithm exposure and purchase
decisions.

4.5 Ethical Considerations

Participants were informed about the study’s purpose and assured anonymity. All responses were
confidential, and participation was voluntary. Data was collected and used strictly for academic
purposes.

4.6 Limitations of the Study
e Use of convenience sampling may not reflect the broader population.
e Self-reported data can introduce recall bias.
¢ Findings may be limited to the casual wear category and not generalizable to all product types.

5.DATA INTERPRETATION

This section analyzes the responses of 70 participants who took part in the survey to understand the
influence of social media algorithms on consumer behavior toward casual wear. The data gathered
offers valuable insights into demographic profiles, fashion engagement levels, platform preferences,
and the impact of algorithm-driven content on brand discovery and purchase decisions.

e Age Distribution: A majority (61.4%) of respondents are aged 18-24, followed by 31.4% aged
25-30. This highlights a young, digitally active audience likely to engage with fashion content
and make online purchases.

e Gender Breakdown: 60% of respondents are female, indicating higher female interest and
interaction with casual wear content on social media compared to 40% male respondents.

e Engagement with Fashion Trends: 44.3% of respondents follow fashion trends weekly, while
20% check monthly and 27.1% every few months. Only 8.6% rarely engage, suggesting a strong
fashion-conscious mindset among users.

o Preferred Platforms: Instagram (62.9%) is the dominant platform for fashion inspiration,
followed by Pinterest (21.4%) and YouTube (12.9%). Facebook’s lower share (10%) shows a
shift in engagement to more visual and interactive platforms.
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e Influence on Purchase Decisions: 45.7% of users are most influenced by trending content.
Personalized ads and social media reviews each influence 40%, while influencer
recommendations (35.7%) are slightly less effective, indicating that users trust peer feedback
and current trends more.

e Satisfaction with Recommendations: 48.6% are satisfied and 24.3% are highly satisfied with
casual wear suggestions they see on social media. With 27.1% remaining neutral and no
dissatisfaction reported, the sentiment is largely positive but leaves room to improve targeting.

e Likelihood to Recommend: 70% are likely to recommend algorithm-based suggestions to
others, while 21.4% are neutral and only 7.2% are unlikely. This reflects a generally favorable
perception of algorithm-generated fashion content.

o  Effectiveness of Algorithms: 71.4% believe that social media algorithms accurately reflect their
fashion preferences and guide their buying choices. However, 28.6% do not agree, suggesting
improvements are needed in personalization.

e Valued Features in Shopping Experience: 50% of users value personalized fashion
suggestions the most. Real-time discounts and targeted ads (47.1% each) are also key drivers.
Collaborations with influencers (15.7%) have a lesser impact.

e Brand Discovery: 91.4% feel that algorithms have helped them find new casual wear brands
matching their style, proving the importance of data-driven discovery in fashion retail.

e Ad Relevance: Only 30% find ads very relevant to their style, while 64.3% say they’re only
sometimes relevant. This suggests that ad targeting is moderately effective but can benefit from
better precision.

e Purchase Likelihood via Social Media: 48.6% are somewhat likely and 27.1% very likely to
purchase casual wear via social media. While 18.6% are neutral, only a small number are
unlikely, reinforcing social media’s growing role in e-commerce.

6.CONCLUSION

This research highlights the significant impact of social media algorithms on consumer behavior in the
casual wear industry. Algorithms personalize user experiences through targeted ads, influencer content,
and recommendations, driving brand visibility and influencing purchasing decisions. Instagram emerged
as the most influential platform, with personalized suggestions and trending content being key
engagement drivers, while influencer marketing had comparatively less impact.

Though most users find social media recommendations relevant, some remain neutral or skeptical,
indicating a need for better personalization and transparency. Concerns like data privacy, ad fatigue, and
over-targeting persist. To address these, brands should focus on authenticity, algorithm accuracy, and
user-generated content to build trust.

The rise of social commerce has fundamentally transformed the purchase journey, making the path from
discovery to conversion shorter and more seamless. Features like in-app checkouts, flash sales, and real-
time offers have facilitated impulse buying, yet they also raise ethical considerations regarding consumer
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autonomy and responsible marketing. To navigate this, brands should adopt a balanced strategy that
merges Al-powered personalization with human-led experiences, such as live shopping sessions, real-
time Q&As, and genuine customer reviews.

In conclusion, the casual wear industry stands at a pivotal point where technology, trust, and transparency
must converge. By refining algorithmic tools, embracing user input, and maintaining a focus on ethical
engagement, brands can build sustainable, consumer-friendly digital fashion ecosystems.

7. RECOMMENDATIONS & SUGGESTIONS

To enhance social media marketing in the casual wear segment, brands should refine algorithmic targeting
using Al for more personalized content on key platforms like Instagram, Pinterest, and YouTube.
Collaborations with micro-influencers and authentic content should be prioritized to build trust and
credibility.

Improving transparency in how recommendations are generated, and allowing user customization, can
increase consumer trust. Social commerce features like in-app shopping, flash sales, and seamless
checkouts should be optimized to drive conversions.

Brands must focus on visually appealing and interactive content, including AR/VR try-ons and styling
tools, to improve engagement. Encouraging user-generated content through hashtags, rewards, and
challenges can strengthen community trust.

Future research should examine algorithmic influence on other fashion categories and explore innovations
like virtual stylists. By embracing technology, personalization, and authenticity, brands can stay
competitive in the evolving digital fashion landscape.

By embracing technology, ethical practices, personalization, and consumer empowerment, brands can
craft more effective, engaging, and sustainable digital marketing strategies that align with the evolving
expectations of today’s fashion-conscious consumers.
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9.APPENDIX
1. Age
18-24
e 25-30
e 30-35
e 35 Above
2. Gender
e Male
e Female

3. How often do you use social media platforms to explore fashion trends?

o Weekly

e Monthly

e Once every few months
e Rarely

4. Which social media platforms do you use for fashion inspiration?
Instagram

Facebook

Pinterest

Youtube

Other

5. What factors influences your decision to purchase casual wear via social media?
Personalized ads

Influencer Recommendations

Social media reviews

Trending posts/content

6.How satisfied are you with casual wear recommendations on social media?
Very satisfied

Satisfied

Neutral

Dissatisfied

Very dissatisfied

7.How likely are you to recommend a social media platform for casual wear shopping to a friend based
on your experience with social media algorithms?

Very likely

Somewhat likely

Neutral

Somewhat unlikely

Very unlikely
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8. Do you believe social media algorithms accurately reflect your fashion preferences and influence
your buying decisions?

e Yes

e No

9. What features of social media platforms, powered by algorithms, enhance your casual wear shopping
experience?
e Personalized shopping recommendations
Targeted ads based on browsing history
Collaboration with influencers
Real-time discounts and flash sales
Other

10.Do you feel that social media algorithms have made it easier to discover new casual wear brands that
suit your style?

e Yes

e No

11.Do you feel that the ads shown by social media algorithms for casual wear are relevant to your
personal style and preferences?

e Yes

e Sometimes
e Rarely

e Never

12.How likely are you to use social media for casual wear purchases in the future?

o \Very likely

e Somewhat likely

e Neutral

e Somewhat unlikely
e Very unlikely
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Abstract:

The Discounted Cash Flow (DCF) model is a fundamental valuation technique used to estimate a
company’s intrinsic value by forecasting future cash flows and discounting them to present value. This
study applies the DCF model to Procter & Gamble Hygiene and Health Care Ltd (PGHH) to assess
whether its market valuation aligns with its intrinsic worth. The findings indicate a significant
overvaluation, highlighting the model’s sensitivity to key assumptions such as WACC and terminal
growth rate. This research underscores the importance of using multiple valuation approaches alongside
DCF for informed investment decisions.

Keywords: DCF Valuation, Procter & Gamble Hygiene and Health Care Ltd, Intrinsic Value, Market
Overvaluation, Free Cash Flow, WACC, Terminal Value, Sensitivity Analysis, Financial Modeling,
Investment Decision.

Introduction

The Discounted Cash Flow (DCF) model is a key valuation method that estimates a company's intrinsic
value by projecting future cash flows and discounting them to present value. This study applies the DCF
model to Procter & Gamble Hygiene and Health Care Ltd (P&G HHC), a major player in India's FMCG
sector. By analyzing financial factors like revenue growth, profit margins, and capital expenditures, the
model provides insights into P&G HHC’s long-term growth potential. Key components include Free Cash
Flow (FCF) forecasting, Terminal Value estimation, and Weighted Average Cost of Capital (WACC)
calculation. Sensitivity analysis tests how changes in assumptions impact valuation. While DCF offers a
comprehensive approach, its accuracy depends on reliable financial projections. This study aids investors
and analysts in assessing P&G HHC’s financial stability and strategic position within the FMCG industry,
supporting informed investment decisions.

Literature Review

1. The Validity of Company Valuation Using Discounted Cash Flow Methods
Steiger (2010) examines the theoretical and practical aspects of the DCF model, highlighting its
strengths and limitations. The study emphasizes the model’s sensitivity to assumption biases and
illustrates the impact of small changes through scenario analysis.
(Steiger, F., 2010. The validity of company valuation using Discounted Cash Flow methods. arXiv
preprint arXiv:1003.4881.)

2. Valuation Uncertainty and Analysts’ Use of DCF Models
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Huang et al. (2023) analyze analyst reports on US companies, finding that DCF models are preferred
in high-uncertainty environments. Target price changes based on DCF elicit stronger market
reactions.

(Huang, S., Tan, H., Wang, X., & Yu, C., 2023. Valuation uncertainty and analysts’ use of DCF
models. Review of Accounting Studies, 28(2), 827-861.)

3. How Much Does Valuation Model Choice Matter?
Sayed (2017) compares the accuracy of DCF and PE models in Asian emerging markets. The study
analyzes analysts' preferences and the predictive power of each valuation method.
(Sayed, S. A., 2017. How much does valuation model choice matter? Target price accuracy of PE
and DCF model in Asian emerging markets. Journal of Accounting in Emerging Economies, 7(1),
90-107.)

4. What Valuation Models Do Analysts Use?
Demirakos et al. (2004) review 104 analyst reports, finding that analysts predominantly use the PE
or DCF model, with comparative valuation being more common in the beverage sector.
(Demirakos, E. G., Strong, N. C., & Walker, M., 2004. What valuation models do analysts use?
Accounting Horizons, 18(4), 221-240.)

5. A Simple and Flexible DCF Valuation Formula
O’Brien (2003) develops a simplified DCF model incorporating future investment outlays and
earnings growth, useful for firms with negative short-term cash flows.
(O'Brien, T. J., 2003. A simple and flexible DCF valuation formula. Available at SSRN 253448.)

6. Continuing Value in Firm Valuation by the DCF Model
Jennergren (2008) discusses the role of capital expenditures and depreciation in DCF valuation,
emphasizing continuing value calculations and their impact on firm appraisal accuracy.
(Jennergren, L. P., 2008. Continuing value in firm valuation by the discounted cash flow model.
European Journal of Operational Research, 185(3), 1548-1563.)

Research Methodology
1. Research Design: A quantitative approach with qualitative insights from expert opinions.

2. Data Collection
e Primary Data: Analyst interviews on DCF model challenges and benefits.
e Secondary Data: Financial reports of Procter & Gamble Hygiene and Health Care Ltd.

3. Sample Selection: P&G HHC is chosen for its stable financials and industry relevance.

4. DCF Analysis Steps

e Project free cash flows.

e Calculate terminal value.

e Estimate WACC.

e Discount cash flows to present value.
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5. Data Analysis
e Sensitivity analysis on key inputs.
e Compare intrinsic value with market valuation.

6. Validation of Results: Cross-validate using expert feedback and market comparisons.
7. Reporting Findings: Evaluate DCF model effectiveness and suggest refinements.

Objective of the Study
This study aims to analyze and apply the Discounted Cash Flow (DCF) model to Procter & Gamble

Hygiene and Health Care Ltd (P&G HHC) to determine its intrinsic value and assess its practical
applicability in valuation.
1. Understand the DCF Model
e Examine its theoretical foundation and real-world use.
e Analyze key financial concepts like time value of money and risk assessment.

2. Evaluate Model Inputs
e  Assess the impact of revenue growth, discount rates (WACC), and terminal value
assumptions.
e Highlight the role of accurate forecasting in valuation accuracy.

3. Apply the Model to P&G HHC
e Determine intrinsic value using historical data and future projections.
e Compare DCF valuation with market prices to identify over/undervaluation.

4. Identify Strengths and Weaknesses
e Strengths: Forward-looking approach, company-specific risk assessment.
e Limitations: Sensitivity to assumptions, limited applicability in volatile sectors.

5. Provide Practical Recommendations
e Best practices for selecting reliable inputs.
e Importance of sensitivity analysis and complementary valuation methods.

This study enhances understanding of the DCF model’s effectiveness in financial decision-making.

Hypothesis of the Study
1. Valuation Accuracy Hypothesis
e Ho: The DCF model does not accurately value P&G HHC.
e Hi:: The DCF model accurately values P&G HHC due to its stable financials.

2. Impact of Key Assumptions Hypothesis
e Ho,: Discount and terminal growth rates do not significantly impact DCF valuation.
e Hi: These assumptions significantly affect DCF valuation results.
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3. Market Comparison Hypothesis
e Ho: No significant correlation exists between DCF valuation and market price.
e H,: DCF valuation aligns with market price, validating its accuracy

4. Sensitivity Analysis Hypothesis
e Ho: Sensitivity analysis shows minimal variability in DCF valuation.
e H.: Sensitivity analysis reveals significant valuation changes due to key input variations.

Scope and Limitations of the Study
Scope
1. DCF Application — Applies the DCF model to P&G HHC to determine intrinsic value.
2. Financial Data Analysis — Uses historical data, revenue projections, and cash flow forecasts.
3. Sensitivity Analysis — Examines the impact of key assumptions on valuation.
4. Market Comparison — Compares DCF valuation with market price to assess
over/undervaluation.

5. Investor Relevance — Aids investors and analysts in valuation-based decision-making.
6. Industry Context — Considers FMCG sector trends and macroeconomic factors.
Limitations

1. Assumption Sensitivity — Valuation depends on subjective growth, discount rates, and terminal

value assumptions.

Market Volatility — Does not account for unexpected economic or regulatory disruptions.

Data Constraints — Relies on publicly available financial data, which may be incomplete.

Timeframe Limitations — Evaluates valuation at a specific point without continuous updates.

Exclusion of Other Models — Focuses only on DCF, without considering alternative valuation

methods.

6. FMCG-Specific Challenges — Brand-driven revenue and consumer behavior impact financial
projections.

a bk~ wn

I. Company Profile: Procter & Gamble Hygiene and Health Care Ltd
1. Overview
PGHH, a subsidiary of Procter & Gamble (P&G), operates in India's hygiene and healthcare
segment, offering brands like:
e  Whisper (Feminine Hygiene)
e Vicks (Cough & Cold Remedies)
e Ariel & Tide (Fabric Care)

With strong brand loyalty, product innovation, and an extensive distribution network, PGHH holds
a significant market share in India's FMCG sector.

2. Financial Performance
e Revenue CAGR (5 years): ~8-10%
Net Profit Margin: ~15-20%
ROE: ~40-50%
Strong operating margins & high dividend payouts support financial stability.
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3. Market Position & Competition
Key Competitors:
e HUL (Personal care & hygiene)
e Johnson & Johnson (Baby care, healthcare)
e Dabur & Emami (Local healthcare & personal care)

PGHH’s Competitive Advantages:
— Strong brand recognition (Whisper, Vicks)
— Continuous product innovation
—  Wide distribution across urban & rural markets
— P&G global expertise in marketing & supply chai

4. Key Valuation Factors

Revenue Growth: Driven by rising hygiene awareness.

Cost Efficiency: Premium pricing ensures strong margins.

Macroeconomic Factors: Inflation, consumer demand impact valuation.
Brand Equity: Strong loyalty allows pricing power.

Dividend Policy: Consistent payouts attract investors.

Regulatory Risks: Changes in GST or government policies affect profitability.

I1. Application of the DCF Model to P&G HHC

Step 1: Free Cash Flow (FCF) Estimation
e Revenue Forecasting: Based on historical data, industry trends, and macroeconomic factors.
Operating Costs & Profitability: EBITDA growth and net profit derived after deducting
expenses.
e CapEx & Working Capital: Adjustments based on historical investments and working capital
changes.
e FCFF=EBIT (1 - Tax) + Depreciation — CapEx — Change in Working Capital

Step 2: Determining the Discount Rate (WACC)
1. Cost of Equity (Ke) = 4% + (1.25 x 6%) = 11.5%
2. After-Tax Cost of Debt (Kd) = 9.5% x (1 - 0.25) =7.13%
3. WACC=(E/E+D x Ke ) + (D/E+D x Kd )
e Debt-to-Equity Ratio (D/E) = 0.25
e Final WACC Calculation: ~9.7

Step 3: Terminal Value Calculation
— Perpetuity Growth Model

Terminal Value = [FCF x (1 +g)]/ (r — g)
— Exit Multiple Method: Uses EV/EBITDA multiple (industry comparables).
— Chosen Method: Perpetuity Growth Model due to stable cash flows.

Step 4: Present Value Computation
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The forecasted FCFs are discounted to present value using WACC:
PV(FCF) = FCF1/ (1+WACC)! + FCF2 / (1+WACC)?+ ... + Terminal Value / (1+WACC)"

Step 5: Intrinsic Value Estimation
— Enterprise Value (EV) = PV of FCFs + Terminal Value
— Intrinsic Share Price = EV / Outstanding Shares
— Final Assessment: If intrinsic value > market price, the stock is undervalued; otherwise,
it's overvalued.

I11. Sensitivity Analysis
Sensitivity Analysis: Impact of WACC and Growth Rate on Terminal Value

Below is the sensitivity table showing how Terminal Value (in crore INR) changes based on different
WACC (8% to 12%) and Growth Rates (2% to 5%):

GrowthRate | / | 8.0% |85% |9.0% |95% |10.0% |105% |11.0% | 11.5%
WACC —

2.0% 2380.0 | 2196.9 | 2040.0 | 1904.0 | 1785.0 | 1680.0 | 1586.7 | 1503.2
2.5% 2609.1 | 2391.7 | 2207.7 | 2050.0 | 1913.3 | 1793.8 | 1688.2 | 15944
3.0% (Base) 2884.0 | 2621.8 | 2403.3 | 22185 | 2060.0 | 1922.7 | 1802.5 | 1696.5
3.5% 3220.0 | 2898.0 | 2634.5 | 2415.0 | 2229.2 | 2070.0 | 1932.0 | 1811.3
4.0% 3640.0 | 3235.6 | 2912.0 | 2647.3 | 2426.7 | 2240.0 | 2080.0 | 1941.3
4.5% 4180.0 | 3657.5 | 3251.1 | 2926.0 | 2660.0 | 2438.3 | 2250.8 | 2090.0

Key Insights:

— Lower WACC increases value — 32,884 Cr (8% WACC) vs. 21,696 Cr (11.5% WACC).
— Higher growth boosts valuation — A rise from 3% to 4.5% significantly increases terminal
value.
— Extreme cases: 21,503 Cr (worst) vs. 34,180 Cr (best).
Small assumption changes greatly impact valuation.

IV. Scenario Analysis: Terminal Value Estimates for P&G HHC

Scenario WACC Growth Rate Terminal Value (X Cr)
Best Case 8.0% 4.5% 34,180 Cr
Base Case 9.7% 3.0% 2,152 Cr
Worst Case 11.5% 2.0% 1,503 Cr
Key Takeaways:

e Best Case (34,180 Cr) — 8% WACC, 4.5% growth — Low risk, high expansion.
e Base Case (22,152 Cr) — 9.7% WACC, 3% growth — Realistic assumptions.
e  Worst Case (21,503 Cr) — 11.5% WACC, 2% growth — High risk, slow growth.

DCF valuation is highly sensitive to assumptions, requiring scenario analysis.
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V. Findings and Interpretations

< Comparison of DCF Valuation with Market Price
As of the latest data, Procter & Gamble Hygiene and Health Care Ltd (PGHH) has the following
market metrics:

e  Current Share Price: 13,538

o Market Capitalization: 343,946 crore

These figures are sourced from Screener.in as of March 19, 2025.
Comparing these market metrics to our previously calculated Discounted Cash Flow (DCF)
valuations:

e Best-Case Scenario: 24,180 crore

e Base-Case Scenario: 32,152 crore

e Worst-Case Scenario: 21,503 crore

It's evident that the current market capitalization of 343,946 crore significantly exceeds even our
most optimistic DCF valuation of 34,180 crore.

< Key Insights from Sensitivity Analysis

o Market Overvaluation: The substantial gap between the market capitalization and DCF
valuations suggests that the market may be overvaluing PGHH. This could be due to factors
such as investor sentiment, brand premium, or expectations of future growth not captured in
our model.

e High P/E Ratio: PGHH's Price-to-Earnings (P/E) ratio stands at 61.4, which is considerably
higher than typical industry averages. A high P/E ratio often indicates that investors are
expecting high growth rates in the future.

¢ Dividend Yield: The company offers a dividend yield of 1.44%, which, while providing some
return to investors, is relatively modest.

« Strengths and Weaknesses of the DCF Model in This Context
Strengths:
e Intrinsic Value Focus: The DCF model centers on the company's fundamentals, offering an
intrinsic valuation based on projected cash flows.
e Sensitivity Analysis: By adjusting variables like WACC and growth rates, the DCF model
allows for a comprehensive understanding of how different assumptions impact valuation.

Weaknesses:
e Market Sentiment Exclusion: The DCF model doesn't account for market dynamics, investor
behavior, or external economic factors that can significantly influence stock prices.
e Assumption Sensitivity: The accuracy of the DCF valuation heavily depends on the
assumptions made regarding future cash flows, growth rates, and discount rates. Small changes
in these inputs can lead to substantial variations in the valuation.
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The analysis indicates a notable discrepancy between PGHH's current market valuation and its intrinsic
value as estimated by the DCF model. Investors should exercise caution, considering both the company's
strong market position and the potential overvaluation suggested by traditional valuation metrics. A
thorough examination of market conditions, company performance, and broader economic indicators is
essential before making investment decisions.

V1. Financial Model of P&G Company

1. Financial Statements

PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD
INR (Crores) 2022A 2023A 2024E 2025E 2026E 2027E 2028E

# Income Statement - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD

Revenue 20,000.0  22,500.0 24,750.0  27,225.0  29,947.5 32,9423  36,236.5
COGS 8,000.0 9,000.0 9,900.0 10,890.0  11,979.0  13,176.9  14,494.6
Gross Profit 12,0000  13,500.0  14,850.0  16,335.0  17,968.5  19,765.4  21,741.9
Selling & Admin Expense 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
EBITDA 10,000.0  11,250.0  12,350.0  13,835.0  15,468.5  17,265.4  19,241.9
Depreciation 800.0 900.0 1,237.5 1,361.3 1,497.4 1,647.1 1,811.8
Interest 200.0 225.0 250.0 250.0 250.0 250.0 250.0
EBT 9,000.0 10,125.0  10,862.5  12,223.8  13,721.1 153682  17,180.1
Taxes 2,700.0 3,037.5 3,258.8 3,667.1 4,116.3 4,610.5 5,154.0
Net Income 6,300.0 7,087.5 7,603.8 8,556.6 9,604.8 10,757.8  12,026.0

# Assumptions Drivers - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD
Revenue Growth NA 12.50% 10.00% 10.00% 10.00% 10.00% 10.00%
COGS % of Revenue 40.00% 40.00% 40.00% 40.00% 40.00% 40.00% 40.00%
S&G Expenses 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
Depreciation % Sales 4.00% 4.00% 5.00% 5.00% 5.00% 5.00% 5.00%
Interest 200.0 225.0 250.0 250.0 250.0 250.0 250.0
Taxes 30.00% 30.00% 30.00% 30.00% 30.00% 30.00% 30.00%

# Common Size Statement - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD
Revenue 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
COGS 40.00% 40.00% 40.00% 40.00% 40.00% 40.00% 40.00%
Gross Profit 60.00% 60.00% 60.00% 60.00% 60.00% 60.00% 60.00%
Selling & Admin Expense 10.00% 10.00% 10.10% 9.18% 8.35% 7.59% 6.90%
EBITDA 50.00% 50.00% 49.90% 50.82% 51.65% 52.41% 53.10%
Depreciation 4.00% 4.00% 5.00% 5.00% 5.00% 5.00% 5.00%
Interest 1.00% 1.00% 1.01% 0.92% 0.83% 0.76% 0.69%
EBT 45.00% 45.00% 43.89% 44.90% 45.82% 46.65% 47.41%
Taxes 13.50% 13.50% 13.17% 13.47% 13.75% 14.00% 14.22%
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Net Income 31.50%  31.50%  30.72%  31.43%  32.07%  32.66%  33.19%
# Change Analysis Statement - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD
10.00%
Revenue 22,0000 24,7500 27,2250  29,947.5 32,9423 36,2365  39,860.1
COGS 88000 99000 10,8900  11,979.0 13,1769  14,494.6  15944.0
Gross Profit 132000 14,8500 163350 17,968.5 19,7654 21,7419  23,916.1
Selling & Admin Expense 22000 24750  2,7500  2,750.0  2,7500  2,7500  2,750.0
EBITDA 11,0000 12,3750 13,5850 152185 17,0154 189919  21,166.1
Depreciation 880.0 9900  1,3613 14974 16471 18118  1,993.0
Interest 220.0 2475 275.0 275.0 275.0 275.0 275.0
EBT 99000 11,1375 11,948.8 13,4461 150932  16905.1  18,898.1
Taxes 29700 33413 35846 40338 45280 50715 56694
Net Income 69300  7,79%.3 83641 94123 105653 11,8335 13,2286
2. Assumptions

PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD

INR (Crores)

# Income Statement - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD

Revenue 20,000.0 22,500.0 24,750.0 27,225.0 29,947.5 32,942.3 36,236.5
COGS 8,000.0 9,000.0 9,900.0 10,890.0 11,979.0 13,176.9 14,494.6
Gross Profit 12,000.0 13,500.0 14,850.0 16,335.0 17,968.5 19,765.4 21,741.9
Selling & General Expense 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
EBITDA 10,000.0 11,250.0 12,350.0 13,835.0 15,468.5 17,265.4 19,241.9
Depreciation 800.0 900.0 1,237.5 1,361.3 1,497.4 1,647.1 1,811.8
Interest 200.0 225.0 250.0 250.0 250.0 250.0 250.0
EBT 9,000.0 10,125.0 10,862.5 12,223.8 13,721.1 15,368.2 17,180.1
Taxes 2,700.0 3,037.5 3,258.8 3,667.1 4,116.3 4,610.5 5,154.0
Net Income 6,300.0 7,087.5 7,603.8 8,556.6 9,604.8 10,757.8 12,026.0

# Assumptions Drivers - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD
Revenue Growth NA 12.50% 10.00% 10.00% 10.00% 10.00% 10.00%
COGS % of Revenue 40.00% 40.00% 40.00% 40.00% 40.00% 40.00% 40.00%
S&G Expenses 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
Depreciation % Sales 4.00% 4.00% 5.00% 5.00% 5.00% 5.00% 5.00%
Interest 200.0 225.0 250.0 250.0 250.0 250.0 250.0
Taxes 30.00% 30.00% 30.00% 30.00% 30.00% 30.00% 30.00%
Time Periods 15-08-2022 0 & 2 3 a 5 6
Monthly Data 31-08-2022 30-09-2022 31-10-2022 30-11-2022 31-12-2022 31-01-2023 28-02-2023
Annual Data 31-12-2022 31-12-2023 31-12-2024 31-12-2025 31-12-2026 31-12-2027 31-12-2028
Monthly period 0.0444 0.1250 0.2111 0.2917 0.3778 0.4611 0.5361
Annual period 0.3778 1.3778 2.3778 3.3778 4.3778 5.3778 6.3778
Stub or Full Year Stub Full Year Full Year Full Year Full Year Full Year Full Year
Costing Analysis
COGS 0.1 8,000.0 9,000.0 9,900.0 10,890.0 11,979.0 13,176.9 14,494.6
S&G Expense 0.2 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
Depreciation 0.2 800.0 900.0 1,237.5 1,361.3 1,497.4 1,647.1 1,811.8
Interest 0.3 200.0 225.0 250.0 250.0 250.0 250.0 250.0
Taxes 0.2 2,700.0 3,037.5 3,258.8 3,667.1 4,116.3 4,610.5 5,154.0
Total 1.0 13,700.0 15,412.5 17,146.3 18,668.4 20,342.7 22,184.5 24,210.4
Average 2,740.0 3,082.5 3,429.3 3,733.7 4,068.5 4,436.9 4,842.1
Weighted Average 1,960.0 2,205.0 2,464.3 2,669.7 2,895.6 3,144.2 3,417.6
Median 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
Min 200.0 225.0 250.0 250.0 250.0 250.0 250.0
Max 8,000.0 9,000.0 9,900.0 10,890.0 11,979.0 13,176.9 14,494.6
Small 3 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
Large 3 2,000.0 2,250.0 2,500.0 2,500.0 2,500.0 2,500.0 2,500.0
Total Expenses
if < 17500 17500 13,700.0 15,412.5 17,146.3 0.0 0.0 0.0 0.0
if >= 17500 17500 0.0 0.0 0.0 18,668.4 20,342.7 22,184.5 24,210.4
Total 13,700.0 15,412.5 17,146.3 18,668.4 20,342.7 22,184.5 24,210.4

3. Cost of Capital
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PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD

Cost of Capital

RiskFreeRate 4%
MarketReturns 10%
Beta 1.25
CostofDebt 14%
TaxRate 30%
EquityValue 125000
DebtValue 125000
Cost of Capital 10.65%
Cost of Capital 10.65%
Cost of Capital 10.65%
Current Sales 14500.0
Sales Growth 10.00%
Gross Margin 60.00%
Next Year Sales 15950.0
Cost of Sales ___ -6380.0
Gross Profit 9570.0

data - what if analysis - goal seek

Sales Growth Gross Profit

10092.0
10266.0
10440.0
10614.0
10788.0

data - what if analysis - data table

Current Sales
Sales Growth
Gross Margin

Next Year Sales
Cost of Sales
Gross Profit

14500.0

10.00%

60.00%

15950.0
-6380.0
9570.0

Scenario Summary

Current Values

Risk Free Rate 4% D/E Ratio 25%
Market Returns 10% Coupon Rate 9.50%
ERP 6.0%
Beta 1.25 D/E Ratio Risk Rating Coupon Rate
Cost of Equity 11.50% 0% Baa2 9.50%
30% Baa3 9.75%
Cost of Debt 14% 50% Bal 12.25%
Tax Rate 30% 60% Ba2 13.75%
Post Tax Cost of Debt 9.8%
Equity Value 125000
Debt Value 125000
Equity Funding 50.00%
Debt Funding 50.00%
Cost of Capital 10.65%
Current Sales 14500.0
Sales Growth 10.00%
Gross Margin 60.00%
Next Year Sale 15950.0
Cost of Sales -6380.0
Gross Profit 9570.0
Scenario Analysis
Gross Margin
40.00%  50.00%  60.00%  70.00% _ 80.00%  90.00%
8.00% 6264.0 7830.0 9396.0 10962.0 12528.0 14094.0
10.00% 6380.0 7975.0 9570.0 11165.0 12760.0 14355.0
12.00% 6496.0 8120.0 9744.0 11368.0 12992.0 14616.0
14.00% 6612.0 8265.0 9918.0 11571.0 13224.0 14877.0
16.00%| 6728.0 8410.0 10092.0 11774.0 13456.0 15138.0
18.00% 6844.0 8555.0 10266.0 11977.0 13688.0 15399.0
20.00% 6960.0 8700.0 10440.0 12180.0 13920.0 15660.0
22.00% 7076.0 8845.0 10614.0 12383.0 14152.0 15921.0
24.00% 7192.0 8990.0 10788.0 12586.0 14384.0 16182.0
Current Sales 14500.0
Sales Growth 10.00%
Gross Margin 60.00%
Next Year Sales 15950.0
Cost of Sales -6380.0
Gross Profit 9570.0

Base Worst Case

Changing Cells:

$z2%4 14500.0 14500.0 13500.0 15500.0

$255 10.00% 10.00% 7.00% 15.00%

$256 60.00%  60.00%  50.00%  70.00%
Result Cells:

$2%8 15950.0 15950.0 14445.0 17825.0

$2%9 -6380.0 -6380.0 -7222.5 -5347.5

$2510 9570.0 9570.0 7222.5 12477.5

Notes: Current Values column represents values of changing cells at
time Scenario Summary Report was created. Changing cells for each
scenario are highlighted in gray.

4., Historical Financial Statements
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I*

Income Statement
Sales
Sales Growth

COGS
COGS % Sales

Gross Profit
Gross Margin

Selling and General Expenses

S&G Expenses % Sales

EBITDA
EBITDA % Sales

Interest
Interest % Sales

Depreciation
Depreciation % Sales

EBT (Earnings before tax)
EBT % Sales

Tax
Effective Tax Rate

Net Profit

Net Margins
No. of Equity Shares

Earning Per Share (EPS)
EPS Growth %

Dividend Per Share (DPS)
Dividend Payout Ratio %

Retained Earnings

# Balance Sheet
Equity Share Capital
Reserves
Borrowings
Other Liabilities
Total Liabilities

Fixed Assets Net Block
Capital Work in Progress
Investments

Other Assets

Total Non Current Assets

Receivables
Inventory

Cash & Bank

Total Current Assets

Total Assets

Check

Historial Financial Statements -PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD

Jun-15 Jun-16

%2,333.8 X2,275.4
-2.50%

%1,119.4 X1,096.4

47.96% 48.19%
%1,214.4 T1,179.0
52.04% 51.81%
X719.0 5706
30.81% 25.08%
4955 %6083
21.23% 26.74%
%5 6.3
0.25% 0.28%
X525 RS5L7
2.25% 2.27%
4372 %5504
18.74% 24.19%
1547 R213.0
35.37% 38.70%
2826 3374
12.11% 14.83%
33 33
X86.9 %103.83
19.40%

2302 36.0
34.75% 34.64%
65.25% 65.36%
X325 X325
1,196.2 21,619.3
X719.0 %5146
X1,947.7 22,166.4
33088 %3174
239.0 347
7483 R464.0
¥1,096.1 X816.1
1139 1496
1191 R1275

26186 X1,073.2
X851.6 X1,350.3

X1,947.7 X2,166.4

TRUE TRUE

Jun-17 Jun-18

Jun-19

%2,320.4 %2,4553 %2,946.9
1.98% 5.81%  20.02%
%1,131.1 ¥1,171.8 %1,537.5
48.75%  47.73%  52.17%
%1,189.3 X1,283.5 %1,409.4
51.25%  52.27%  47.83%
X514.6 X662.0 X7913
22.18%  26.96%  26.85%
26747 X621.5 %6181
29.08%  25.31%  20.97%
2104 253 %55
0.45% 0.22% 0.19%
%59.7 2524 %498
2.57% 2.13% 1.69%
26045 X563.8 X562.8
26.05% 22.96% 19.10%
22390 X207.2 X1882
39.54% 36.75% 33.44%
23655 %3567 X374.6
15.75% 14.53% 12.71%
33 33 33
%1425 X109.7 %1153
8.32% -2.42% 5.03%
3885 240.0 X879
345.49% 36.41% 76.25%
0.00% 63.59% 23.75%
%325 2325 X325
X493.7 X773.0 X876.6
X634.0 X619.9 X708.0
%1,160.1 %1,4254 <1,617.0
X285.7 X250.1 %2342
%40.8 X215 X146
406.6 %4821 24430
X733.1 X753.7 %6918
X1328 X 1485 1814
X177.4 %1236 %2034
X116.8 %399.6 X540.5
%427.0 %6717 %925.2
X1,160.1 X1,4254 <X1,617.0
TRUE TRUE TRUE

42

Jun-20

%3,002.0
1.87%

%1,603.0
53.40%

X1,399.0
46.60%

X792.7
26.40%

X 606.3
20.20%

6.1
0.20%

X479
1.59%

5523
18.40%

X160.8
29.11%
X 3915

13.04%
33

%1205
4.52%

21049
87.05%

12.95%

X325
21,1254

X670.5
X1,8284

%206.5

X222
3259
X5545

X166.3
X205.1
X902.5
X1,273.9
X1,8284

TRUE

Jun-21 Jun-22 Jun-23

%3,574.1 X3,900.9 ¥3,917.9 ¥4,205.7
19.06%  9.14%  0.44% 7.35%
%1,703.2 2,052.8 ¥2,057.8 X2,091.7
47.65% 52.62% 52.52% 49.74%
%1,870.9 X1,848.1 X1,860.1 X2,114.0
52.35% 47.38% 47.48% 50.26%
984.8 ¥1,016.5 X990.7 X1,138.2
27.55% 26.06% 25.29% 27.06%
¥886.1 <8317 I869.5 <9758
24.79% 21.32% 22.19% 23.20%
%6.1 X112 X114 268
0.17%  0.29%  0.29%  0.64%
X477 X529 X584 X565
1.33% 1.36% 1.49% 1.34%
28324 7676 X799.7 8925
23.29% 19.68% 20.41% 21.22%
2181 %2144 1613 2642
26.20% 27.93% 20.17%  29.60%
26143 =T553.2 6384 6283
17.19% 14.18% 16.29% 14.94%
33 33 33 33
X189.0 X170.2 X1964 1933
56.88% -9.94%  15.40% -1.58%
%3146 X159.8 X184.8 2547
166.46% 93.88% 94.07% 131.74%
0.00% 6.12% 5.93% 0.00%
2325 X325 2325 %325
%681.8 X705.1 %9136 7424
R35 ®5:1 4.0 3.1
X915.0 %9399 X1,187.3 X1,080.6
%1,632.7 X1,682.6 $2,137.3 X1,858.6
X183.8 X163.7 X170.0 X139.2
X376 X439 X228 X278
2359.4 X409.7 5305 X637.1
X580.8 617.2 X723.3 X804.0
1424 RX1921 2163 2408
%2493 X2340 X219.8 2256
2660.2 %639.3 %978.0 X588.2

X1,051.9 X1,065.4 X1,414.1 X1,054.6

X1,632.7 X1,682.6 X2,137.3 X1,858.6

TRUE TRUE TRUE TRUE

24,2025
-0.08%

%3,226.6
76.78%

X975.9

23.22%

0.00%

X975.9
23.22%

X26.9
0.64%

X53.9
1.28%

X895.1
21.30%

X263.9
29.48%

X 631.3

15.02%

33

X192
0.47%

0.00%

100.00%



# Cash Flow Statements
Operating Activities
Profit from operations
Receivables
Inventory
Payables
Loans Advances
Other WC items
Working capital changes
Direct taxes

Cash from Operating Activitie:

Investing Activities
Fixed assets purchased
Fixed assets sold
Interest received
Other investing items

Cash from Investing Activities

Financing Activities

Proceeds from borrowings

Interest paid fin
Dividends paid
Financial liabilities
Other financing items

Cash from Financing Activities X (105.0)

Net Cash Flow

5. Ratio Analysis

%5090 %615.0
%(29.0) %(37.0)
z(1.0) %(8.0)
%1430 % (44.0)
%120 5
%(20) %280
%1230 %(61.0)
%(206.0) %(201.0)
%549.0 %292.0
%(78.4) %(52.7)
z1.0 z0.3
2748 %64.0
%310 %209.4
%284 %2211
z(1.0) %(4.0)
%(89.0) %(118.0)
%(15.0) =
% (122.0)

%4724 %3911

%682.0 6420
170 %(17.0)
%(50.0) %540
260.0 %50
%(13.0) %50
%14.0 %470
%(250.0) % (273.0)
%460.0 X 463.0
z(44.1) %(381)
20.4 =
%90.9 %115
%102.2 %72
%149.3 X (19.5)
%(4.0) %(1.0)
%(1,555.0) % (105.0)
%(1,559.0) X (106.0)
%(949.7) 3375
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2631.0
%(33.0)
%(80.0)
%1380

%(8.0)
%170

%(235.0)

%430.0

% (16.1)
%133
%444
%(7.3)
%343

z(1.0)
%(313.0)

%(314.0)

%1503

%6350 9060 %8480 X890.0
%150 %250 T(49.0) %(25.0)
%(20) (44.0) 270 %50

%(23.0) %2350 X290 <207.0
%(8.0) %(6.0) %(12.0) %(22.0)
%(180) %2100 X(25.0) T 166.0
%(144.0) (253.0) X(249.0) %(230.0)
%4550 %1,073.0 <549.0 X991.0
%(51.0) %(31.6) X(49.8) %(44.4)
207 z0.1 201 20.0
%391 %306 X229 X345
%859 %78 2 z
x74.7 6.9 %(26.9 X(9.9)
. . 220 .
z(1.0) %(1.0) %(3.0) (5.0

%(188.0) T(1,104.0) X (568.0) X(471.0)
z(1.0) %(2.0) - %(10)

%(190.0) % (1,107.0) X (569.0) X (477.0)

%3397 X(27.1) < (46.9)
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%994.0
%(26.0)
% (18.0)

%(115.0)

% (86.0)
%(246.0)
%(278.0)

%225.0

% (44.7)
214
%443
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z(1.0)
%(860.0)
z(1.0)

%(862.0)

%504.1 %(635.9)

SalesGrowth
EBITDA Growth
EBIT Growth

Net Profit Growth
Dividend Growth

Gross Margin
EBITDA Margin
EBIT Margin

EBT Margin

Net Profit Margin

SalesExpenses%Sales
Depreciation%Sales
Operatingincome%Sales

Return on Capital Employed
Retained Earnings%

Return on Equity%

Self Sustained Growth Rate
Interest Coverage Ratio

Debtor Turnover Ratio
Creditor Turnover Ratio
Inventory Turnover
Fixed Asset Turnover
Capital Turnover Ratio

(in days)

52.04%
21.23%
18.98%
18.74%
12.11%

30.81%
2.25%
18.98%

36.05%
65.25%
23.00%
15.01%
77.44x

20.48x
3.25x
19.60x
7.56x
1.90x

Jun-16

-2.50%
22.78%
25.88%
19.40%
19.01%

51.81%
26.74%
24.46%
24.19%
14.83%

25.08%
2.27%
24.46%

33.70%
65.36%
20.43%
13.35%

88.78x

15.21x
4.42x
17.85x
7.17x
1.38x

Jun-17

1.98%
10.91%
9.83%
8.32%
980.52%

51.25%
29.08%
26.50%
26.05%
15.75%

22.18%
2.57%
26.50%

116.88%
0.00%
69.47%
0.00%
59.02x

17.47x
3.66x
13.08x
8.12x
4.41x

Jun-18

5.81%
-7.88%
-6.73%
-2.42%

-89.72%

52.27%
25.31%
23.18%
22.96%
14.53%

26.96%
2.13%
23.18%

70.66%
63.59%
44.28%
28.16%
106.98x

16.54x
3.96x
19.86x
9.82x
3.05x

Jun-19

20.02%
-0.56%
-0.18%

5.03%
120.00%

47.83%
20.97%
19.28%
19.10%
12.71%

26.85%
1.69%
19.28%

62.51%
23.75%
41.21%

9.78%
103.70x

16.25x
4.16x
14.49x
12.58x
3.24x

Jun-20

1.87%
-1.91%
-1.86%

4.52%
19.32%

46.60%
20.20%
18.60%
18.40%
13.04%

26.40%
1.59%
18.60%

48.23%
12.95%
33.82%
4.38%
91.99x

18.05x
4.48x
14.64x
14.54x
2.59x
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Jun-21

19.06%
46.16%
50.70%
56.88%
200.00%

52.35%
24.79%
23.46%
23.29%
17.19%

27.55%
1.33%
23.46%

116.82%
0.00%
86.00%
0.00%
137.23x

25.11x
3.91x
14.34x
19.44x
5.00x

Jun-22

9.14%
-6.15%
-7.78%
-9.94%

-49.21%

47.38%
21.32%
19.96%
19.68%
14.18%

26.06%
1.36%
19.96%

104.86%
6.12%
75.00%
4.59%
69.60x

20.31x
4.15x
16.67x
23.83x
5.29x

Jun-23

0.44%
4.55%
4.19%
15.40%
15.63%

47.48%
22.19%
20.70%
20.41%
16.29%

25.29%
1.49%
20.70%

85.37%
5.93%
67.48%
4.00%
71.27x

18.11x
3.30x
17.82x
23.04x
4.14x

Jun-24
735% _N\"~_ 7.02%
1223% —~__/\_— 890%
11.60% ~___/\_—  9.52%
158% — "\~ 10.63%
37.84% /\_— —____ 139.27%
50.26% N/ \_~ 49.93%
23.20% 7 N ~—— 23.50%
21.86% /7~ N\ ~— 21.70%
21.22% /N~ 21.40%
14.94% ~—~_ /" 14.56%
27.06% o ——— 26.82%
134% — S~ 180%
2LBE% 7 S AN RET0%
11817% _/>—""" 79.33%
0.00% N/ 24.30%
81.09% _/~/ " 54.18%
0.00% ~/—_ __  793%
3433x —— " N—_  84.03x
17.46x ~___~_  18.50x
389 /"> 392
18.65x N/ N\———  16.70x
3022x ____—  15.63x
543 _/~—" 3.64x

5.81%
4.55%
4.19%
5.03%
19.32%

50.76%
22.70%
21.28%
20.82%
14.68%

26.63%
1.64%
21.28%

78.02%
9.53%
55.88%
4.48%
83.11x

17.76x
3.93x
17.25x
13.56x
3.69x
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Debtor Days 18 24 21 22 22 20 15 18 20 21 /\’—\/‘ 20 21
Payable Days 112 83 100 92 88 82 93 88 111 94 \  ~_-~-" 94 93
Inventory Days 19 20 28 18 25 25 25 2 20 20 NN, 2 21
Cash Conversion Cycle -76 -38 -51 -52 -40 -36 -53 -48 -70 53 /S S -52 -51
CFO/Sales 21.81% 27.03% 29.39% 26.15% 21'41%21.15% 2535% 21.74% 22.72% 23.63% /\/\/ 24.04% 23.18%
CFO/Total Assets 26.13% 28.39% 58.79% 45.04% 39.02% 34.73% 55.49% 50.40% 41.64% 53.48% _/~—""~" 43.31% 43.34%
CFO/Total Debt 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 26110% 16627% 22084% 32273% i 9709% 0%

6. Forecasting
PROCTER & GAMBLE HYGIENE AND PROCTER & GAMBLE HYGIENE AND PROCTER & GAMBLE HYGIENE AND
HEALTH CARE LTD - Sales Forecasting HEALTH CARE LTD - EBITDA Forecasting HEALTH CARE LTD - Earning Per Share

Year Wear sales ey Year  vear eBnDA 00 Year  vear  EPs £
Weight Growth Weight Growth Weight Growth

1 2015A  2,333.8 1 2015A 495.5 1 2020A 86.9

2 2016A 2,275.4 -2.50% 2 2016A 608.3 22.78% 2 2021A 103.8  19.40%
3 2017A  2,3204 1.98% 3 2017A 674.7 10.91% 3 2022A 112.5 8.32%
4 2018A  2,455.3 5.81% 4 2018A 621.5 -7.88% 4 2023A 109.7  -2.42%
5 2019A 2,946.9 20.02% 5, 2019A 618.1 -0.56% 5 2024A 115.3 5.03%
6 2020A  3,002.0 1.87% 6 2020A 606.3 -1.91% 6 2025A 120.5 4.52%
7 2021A 3,574.1 19.06% Z 2021A 886.1 46.16% 7 2026A 189.0 56.88%
8 2022A  3,900.9 9.14% 8 2022A 831.7 -6.15% 8 2027A 170.2  -9.94%
9 2023A 3,917.9 0.44% 9 2023A 869.5 4.55% 9 2028A 196.4 15.40%
10 2024A  4,205.7 7.35% 10 2024A 975.8 12.23% 10 2029A 193.3 -1.58%
11 2025E 4,415.2 4.98% 11 2025E 976.0 0.02% 11 2030E 211.0 9.15%
12 2026E  4,655.6 5.44% 12 2026E  1,022.8 4.79% 12 2031E 224.0 6.14%
13 2027E  4,895.9 5.16% 13 2027E  1,069.5 4.57% 13 2032E 236.9 5.78%
14 2028E 5,136.3 4.91% 14 2028E 1,116.3 4.37% 14 2033E 249.9 5.47%
15 2029E  5,376.6 4.68% 15 2029E 1,163.1 4.19% 15 2034E 262.8 5.18%

7. WACC (Weighted Average Cost of Capital)

WACC - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD

Weighted Average Cost of Capital
All figures are in INR unless stated otherwise

Peer Comps

Debt / Debt / Levered Unleverd

Name of the Company Country Total Debt Total Equity Tax Rate o Equity Capital Beta ’ Beta ’
Colgate - Palmoliv India 70.1 72881.2 30.00% 0.10% 0.10% 041 0.41
P&G Hygiene India 3:1 46006.8 30.00% 0.01% 0.01% 0.18 0.18
Gillette India India 0.1 28286.1 30.00% 0.00% 0.00% 0.56 0.56

Average 30.00% 0.03% 0.03% 0.38 0.38

Median 30.00% 0.01% 0.01% 0.41 0.41
Cost of Debt Cost of Equity
Pre-Tax Cost of Debt 11.41% Risk Free Rate 6.50%
Tax Rate 30.00% Equity Risk Premium 8.83%
Post-Tax Cost of Debt 7.99% Levered Beta * 0.41

Cost of Equity 10.11%
Capital Structure Levered Beta

Current Target Comps Median Unlevered Beta 0.41

Total Debt 31 0.01% 0.03% Target Debt/ Equity 0.03%
Market Capitalization 46006.8 99.99% 99.97% Tax Rate 30.00%
Total Capital 46009.8 100.00% 100.00% Levered Beta 0.41
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Debt / Equity 0.01% 0.03% Weighted Average Cost of Capital

Notes: Cost of Equity 10.11%

1. Tax Rate considered as Marginal Tax Rate for the country Equity Weight 9997%

2. Levered Beta is based on 5 year monthly data

3. Unlevered Beta = Levered Beta / (1+(1- Tax Rate)*Debt/Equity) Cost of Debt 7.99%

4. Levered Beta = Unlevered Beta * (1+(1- Tax Rate)*Debt/Equity) Debt Weight 0.03%
WACC 10.11%

8. DCF (Discounted CashFlow)
W calculationof PVof FCFE____________________________ Jun-24A__Jun-25F ____Jun-26F __Jun-27F __Jun-28F|

EBIT R966.0 % 2,9354 x8,9199 27,1054 %82,366.7
Tax Rate X 0.3 0.3 0.3 0.3 % 0.3
EBIT(1-T) 7245 ®2,201.5 X6,689.9 ®20,329.0 ¥61,775.0
Less: Reinvestment Rate 3% 3% 3% 3% 3%
Free Cash Flow to Firm (FCFF) R701.3 X2,131.0 X6,475.7 ®X19,678.0 R®59,796.7
Mid Year Convention 0.5 1.5 2.5 3.5
Discounting Factor 0.953 0.865 0.786 0.714
PV of FCFF X2,030.8 X 5,604.3 X 15,465.8 X42,680.2
Expected Growth 203.88%
Terminal Growth 5.75%
WACC 10.11%
fcaicuiation of Terminalvae — ]
5.00% 10.11% 10.50% 13.57%
FCFF(n+1) %1,81,707.6 2.00% 43,88,936.6 16,64,975.5 15,91,600.7 11,86,737.6
WACC 10.11% 3.50% 87,12,092.0 20,27,878.9 19,18,562.0 13,53,712.2
Terminal Growth Rate 5.75% 5.75% -1,72,26,840.6 30,40,429.4 27,96,195.1 17,24,280.6
7.00% -64,18,952.0 42,36,027.5 37,71,342.9 20,39,824.7
Terminal Value % 41,63,644.9
"
PV of FCFF ®65,781.1
PV of Terminal Value % 29,71,821.9
Enterprise Value/ Value of Operating Assets % 30,37,603.0
Add: Cash x 588.2
Less: Debt -
Value of Equity %30,38,191.2
No. of Shares X3.2
Equity Value per share %9,34,902.5
Share Price X14,476.0
Discount/Premium 64.58x

9. Common Size Statement
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Common Size Income Statement - PROCTER & GAMBLE HYGIENE AND HEALTH CARE LTD

Particulars Jun-15 Jun-16 Jun-17 Jun-18 Jun-19 Jun-20 Jun-21 Jun-22 Jun-23 Jun-24
Sales 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
Raw Material Cost 39.51% 39.36% 41.63% 36.13% 43.25% 37.13% 32.72% 40.14% 42.66% 38.67%
Change in Inventory 0.05% 0.47% 2.20%  -2.51% 1.28% 0.26% 0.29% 0.17% 0.22% 0.29%
Power and Fuel 0.52% 0.50% 0.48% 0.48% 0.42% 0.39% 0.34% 0.31% 0.32% 0.29%
Other Mfr. Exp 3.11% 3.63% 3.90% 3.89% 5.22% 10.34% 9.20% 6.82% 4.47% 5.19%
Employee Cost 4.87% 5.17% 4.93% 4.71% 4.56% 5.80% 5.67% 5.52% 5.29% 5.88%
Selling and admin 30.14% 23.16% 21.02% 23.68% 24.45% 22.91% 25.10% 23.83% 22.57% 25.04%
Other Expenses 0.67% 1.92% 1.16% 3.28% 2.40% 3.49% 2.45% 2.23% 2.71% 2.02%
Other Income 2.72% 3.74% 2.90% 0.73% 1.51% 1.38% 1.05% 0.58% 1.01% 1.11%
Depreciation 2.25% 2.27% 2.57% 2.13% 1.69% 1.59% 1.33% 1.36% 1.49% 1.34%
Interest 0.25% 0.28% 0.45% 0.22% 0.19% 0.20% 0.17% 0.29% 0.29% 0.64%
Profit before tax 21.46% 27.93% 28.95% 23.69% 20.61% 19.78% 24.34% 20.26% 21.43% 22.33%
Tax 6.63% 9.36%  10.30% 8.44% 6.39% 5.36% 6.10% 5.50% 4.12% 6.28%
Net profit 14.83% 18.57% 18.65% 15.26% 14.22% 14.43% 18.24% 14.76% 17.31% 16.05%
Dividend Amount 4.21% 5.14%  54.42% 5.29% 9.69% 11.35% 28.61% 13.31% 15.33% 19.68%
EBITDA 23.96% 30.48% 31.97% 26.04% 22.48% 21.58% 25.84% 21.90% 23.21% 24.31%
Particulars Jun-15 Jun-16 Jun-17 Jun-18 Jun-19 Jun-20 Jun-21 Jun-22 Jun-23 Jun-24
Total Liabilities 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
Equity Share Capital 15.85% 14.65% 24.63% 17.55% 14.48% 11.29% 11.26% 9.73% 7.96% 7.49%
Reserves 2.00% 1.60% 3.52% 1.51% 0.90% 1.21% 2.30% 2.61% 1.06% 1.49%
Borrowings 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Other Liabilities 82.14% 83.74% 71.85% 80.95% 84.62% 87.49% 86.44% 87.66% 90.98% 91.02%
Total Assets 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
Net Block 15.85% 14.65% 24.63% 17.55% 14.48% 11.29% 11.26% 9.73% 7.96% 7.49%
Capital Work in Progres 2.00% 1.60% 3.52% 1.51% 0.90% 1.21% 2.30% 2.61% 1.06% 1.49%
Investments 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Other Assets 38.42% 21.42% 35.05% 33.82% 27.40% 17.82% 22.01% 24.35% 24.82% 34.28%
Receivables 5.85% 6.91% 11.45% 10.42% 11.22% 9.10% 8.72% 11.42% 10.12% 12.96%
Inventory 6.11% 5.88% 15.29% 8.67% 12.58% 11.21% 15.27% 13.91% 10.28% 12.14%
Cash & Bank 31.76% 49.54% 10.07% 28.03% 33.42% 49.36% 40.44% 37.99% 45.76% 31.65%

10. Intrinsic Growth
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"
Current Assets
Inventories X 205.0 <249.0 %234.0 %220.0 % 226.0
Trade receivables X166.0 1420 X192.0 %X216.0 X241.0
Loans n Advances X27.0 X28.0 X25.0 X32.0 X 90.0
Other asset items X299.0 < 331.0 X 385.0 X499.0 X547.0
Total Current Assets X697.0 X750.0 <X836.0 X967.0 X1,104.0

Current Liabilities

Trade Payables ¥531.0 X7540 <X780.0 X971.0 X 852.0
Advance from Customers - - - - -
Other liability items X139.0 X161.0 <160.0 X216.0 T229.0
Total Current Liabilities X670.0 X915.0 X940.0 X1,187.0 X1,081.0
# Net Working Capital X27.0 X165.0 -X104.0 -X220.0 X23.0

Non Current Assets

Land 5.0 5.0 5.0 5.0 5.0
Building X71.0 X73.0 X77.0 X78.0 X 78.0
Plant Machinery ¥310.0 X326.0 X348.0 X377.0 % 392.0
Equipments X 54.0 X57.0 X60.0 X82.0 X87.0
Furniture n fittings X11.0 X12.0 X12.0 X 16.0 X23.0
Vehicles - - - - 2.0
Gross Block X451.0 X473.0 X 502.0 X 558.0 X587.0
Accumulated Depreciation X (243.0) X(288.0) X (338.0) X (388.0) X (434.0)

# Net Non Current Assets X208.0 X185.0 <X164.0 X170.0 <X153.0
# Invested Capital X235.0 X20.0 X60.0 -X50.0 <X176.0
EBIT X654.2 X93338 X 884.5 X927.8 X1,032.3

# ROIC (Return on Invested Capital) 278% 4669% 1474% -1856% 587%
-3 Calculation of Reinvestment Rate Jun-20 Jun-21 Jun-22 Jun-23 Jun-24
Net Capex %50.3 X315 X49.7 X444 X433
Change in Working Capital % (192.0) 261.0 %(116.0) X243.0
EBIT X654.2 X933.8 X884.5 X927.8 X1,032.3
Marginal Tax Rate 25.00% 25.00% 25.00% 25.00%  25.00%
EBIT (1-tax) X490.6 X700.3 X663.4 6959 X774.2
Reinvestment -X160.5 X110.7 X716 %2863
Reinvestment Rate -22.92% 16.69% -10.29% 36.98%

4 Year Average 5%

4 Year Median 3%

-3 Calculation of Growth Rate Jun-20 Jun-21 Jun-22 Jun-23 Jun-24
Reinvestment Rate -23% 17% -10% 37%
ROIC 4669% 1474% -1856% 587%
Intrinsic Growth -1070% 246% 191% 217%

4 Year Average -104%
4 Year Median 204%
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Conclusion
The DCF model estimates intrinsic value based on projected cash flows. Applied to PGHH, it revealed
valuations significantly lower than its market cap of 343,946 Cr:

e Best Case: 24,180 Cr

e Base Case: 22,152 Cr

e Worst Case: %1,503 Cr

This suggests potential overvaluation, driven by investor sentiment, brand strength, and market
dynamics beyond fundamental cash flows.

Key Insights:
e DCF Sensitivity: Small changes in WACC or growth assumptions impact valuation.
o Limitations: DCF excludes market sentiment, macroeconomic factors, and brand
premium.
e Investment Caution: Use multiple valuation models alongside DCF for well-rounded
decisions.

While DCF is a powerful valuation tool, investors should complement it with relative valuation and
qualitative analysis for better decision-making.

Recommendations & Suggestions

1. Use Multiple Valuation Methods
e Combine DCF with Relative Valuation (P/E, EV/EBITDA) and Precedent Transactions for
better accuracy.

2. Refine DCF Assumptions
e Improve FCF projections using demand, pricing, and cost factors.
¢ Regularly update WACC based on market conditions.
e Align terminal growth rate with industry trends.

3. Monitor Market & Economic Trends
e Track investor sentiment, inflation, and interest rates influencing stock price.

4. Conduct Sensitivity Analysis
e Test variations in WACC, growth rate, and FCF to assess risk and valuation changes.

5. Strategic Growth for PGHH
e Expand Market Presence through new products and digital channels.
e Enhance Cost Efficiency in operations and supply chain.
e Optimize Capital Allocation via dividends and share buybacks.

While DCF offers a strong valuation base, integrating other financial models and market insights
ensures better investment decisions.
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ABSTRACT

This study examines the relationship between dividend policy and stock price volatility in the Indian
stock market. By analyzing BSE 30 companies over a five-year period (2020-2024), the research
explores how dividend yield, payout ratio, and announcement dates influence stock price fluctuations.
Companies with stable dividend payouts exhibit lower volatility, while those with irregular or minimal
dividends tend to experience higher price swings. The findings suggest that dividend policies play a
crucial role in investor sentiment and stock market stability, with implications for corporate finance
strategies and investor decision-making.

Keywords: Dividend Policy, Stock Price Volatility, Indian Stock Market, Dividend Yield, Payout
Ratio, Investor Sentiment, Corporate Finance, BSE 30, Market Stability

1. INTRODUCTION

1.1 Background of the Study

A company’s dividend policy determines how profits are allocated—either distributed to shareholders
reinvested for growth. This decision impacts financial health, market reputation, and shareholder value.
Dividend announcements signal a firm's stability; consistent payouts attract risk-averse investors, while
reduced dividends may raise concerns. Investors seeking steady income prefer dividend-paying stocks,
whereas growth-focused investors favor reinvestment strategies. An effective dividend policy balances
shareholder rewards with long-term business sustainability.

1.2 Stock Price Volatility and Investor Impact

Stock price volatility measures price fluctuations over time, influencing investor risk and decision-
making. Highly volatile stocks appeal to short-term traders seeking quick gains, while stable stocks attract
conservative investors. Market trends, economic conditions, and company-specific events, including
dividend announcements, drive stock movements. Understanding volatility helps investors manage risk
and optimize portfolio diversification.

1.3 Overview of the Indian Stock Market

The Indian stock market, one of the largest globally, operates through the Bombay Stock Exchange (BSE)
and National Stock Exchange (NSE), regulated by SEBI. It comprises a primary IPO market and a
secondary trading market, with key indices like Sensex and Nifty 50. The market has evolved significantly
through economic reforms, electronic trading, and derivatives introduction. Dividend policies influence
investor sentiment, shaping stock price fluctuations alongside economic, corporate, and global factors.
The market's growing retail participation and ESG investment trends make it a suitable environment for
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studying dividend policy effects.

1.4 Dividend Metrics
e Dividend Yield: The percentage of stock price returned as dividends, indicating income
potential.
e Payout Ratio: The proportion of earnings paid as dividends, reflecting reinvestment
capacity.
e Dividend Dates: Key dates include declaration, ex-dividend, record, and payment dates,
determining investor eligibility.

1.5 Limitations of the Study
This study faces limitations such as data constraints, market-specific influences, macroeconomic factors
(e.g., inflation and interest rates), and investor behavioral biases that are challenging to quantify.

2. LITERATURE REVIEW

2.1 Allen & Michaely (2003) - ""Payout Policy"'

The research analysed the impact of dividend and share repurchase policies on stock price behaviour. The
study found that firms with stable dividends experienced lower volatility than those with irregular or no
dividends. Dividend announcements were also found to impact stock prices due to signalling effects.

2.2 Baskin (2009) — "Dividend Policy and Volatility: A Historical Perspective™

Analysed historical data to determine if dividend policies influenced stock price volatility. The study
concluded that firms with consistent dividend payouts had lower stock price volatility. Investors viewed
dividends as a sign of financial stability, reducing uncertainty and speculation.

2.3 Hussainey et al. (2011) — ""Dividend Policy and Share Price Volatility"

Investigated the link between dividend policy and stock price volatility in UK-listed companies. The
study found that firms with high dividend payouts and yields had lower price volatility, supporting the
theory that dividends provide stability to investors.

2.4 Yusof & Ismail (2016) — ""The Impact of Dividend Policy on Stock Price Volatility: Evidence
from Emerging Markets"

Explored whether dividend policies affected stock price volatility in emerging markets. Results showed

that higher dividend payout ratios led to lower stock price volatility. The study emphasized the importance

of stable dividend policies in reducing risk in developing economies.

2.5 Patra & Poshakwale (2021) — "Dividend Policy and Stock Price Behaviour in the Indian
Market"

Investigated the effect of dividend announcements on stock price movements in India. Study concluded

that Indian firms with regular dividend policies showed lower stock price volatility. Investors perceived

stable dividend-paying firms as more reliable, leading to reduced fluctuations in stock prices.

3. OBJECTIVES
This study aims to:
1. Examine the relationship between dividend policy and stock price volatility in the Indian
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stock market.
2. Evaluate the impact of dividend dates on stock price.

4. RESEARCH METHODOLOGY

4.1 Research Design

This study follows a mixed exploratory and descriptive research design. Exploratory research
identifies potential relationships between dividend policies and stock price volatility, uncovering
patterns and insights. Descriptive research analyzes historical stock prices, dividend data, and financial
metrics using statistical tools to assess their impact on stock price fluctuations.

4.2 Nature of Data

The study relies on secondary data sourced from reliable platforms such as NSE, BSE, Bloomberg,
and Moneycontrol. It includes stock prices, dividend announcements, payout ratios, and EPS over a
five-year period (2020-2024).

4.3 Data Collection

Data is obtained from stock exchange websites, company financial statements, and market databases.
The analysis captures stock price movements 30 days before and after the ex-dividend date. Key
variables include dividend per share, payout ratio, dividend yield, stock prices, and EPS.

4.4 Sampling Technique
The study focuses on BSE 30 companies, selecting one firm per sector through random sampling to
ensure industry-wide representation.

5. DATA ANALYSIS & INTERPRETATION
The following section provides a comprehensive analysis of the relationship between dividend policy
and stock price volatility for the companies and sectors under study. By examining key metrics such
as dividend yield, payout ratio, and price changes.

5.1 Company Analysis
1. Reliance Industries — Oil, Gas & Fuel
e Dividend Yield: Ranges from 0.62% to 1.01% (2020-2024).
o Dividend Payout Ratio: Consistently low, indicating that the company retains most of its
earnings.
e Price Change (%): Moderate volatility, with price changes ranging from 48.42% to 65.34%.
e Interpretation: Reliance Industries shows moderate stock price volatility, which may be
influenced by its stable dividend policy. The low payout ratio suggests that the company
prioritizes reinvestment over high dividend payouts, which could lead to less price volatility.

2. Tata Consultancy Services — IT Services
Dividend Yield: Ranges from 0.72% to 1.19% (2020-2024).
Dividend Payout Ratio: Moderate, indicating a balanced approach between dividends and
reinvestment.

e Price Change (%): High volatility, with price changes ranging from 82.78% to 119.44%.
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e Interpretation: TCS exhibits higher stock price volatility compared to Reliance. The IT sector
is generally more volatile, and TCS's moderate dividend policy may not be enough to stabilize
stock prices significantly.

3. HDFC - Banks
o Dividend Yield: Ranges from 0% to 1.30% (2020-2024).
¢ Dividend Payout Ratio: Low to moderate, with a focus on reinvestment.
e Price Change (%): Moderate volatility, with price changes ranging from 48.01% to 85.83%.
e Interpretation: HDFC Bank's stock price volatility is moderate, likely due to its stable dividend
policy and the relatively stable banking sector. The low payout ratio suggests that the bank prefers
to reinvest earnings, which may contribute to lower volatility.

4. Bharti Airtel — Telecom Services
e Dividend Yield: Ranges from 0.55% to 1.19% (2020-2024).
¢ Dividend Payout Ratio: Low, with some years showing no dividends.
e Price Change (%): High volatility, with price changes ranging from -71.08% to 8.74%.
o Interpretation: Bharti Airtel experiences high stock price volatility, which may be attributed to
the competitive and capital-intensive nature of the telecom sector. The inconsistent dividend
policy (some years with no dividends) could exacerbate price fluctuations.

5. Hindustan Unilever Ltd. — Personal Products
e Dividend Yield: Ranges from 0% to 0.83% (2020-2024).
o Dividend Payout Ratio: Moderate, with a focus on consistent dividends.
e Price Change (%): Moderate volatility, with price changes ranging from 31.13% to 43.05%.
e Interpretation: HUL's stock price volatility is moderate, likely due to its stable dividend policy
and the defensive nature of the personal products sector. The consistent dividend payouts may
help stabilize stock prices.

6. ITC - Tobacco

¢ Dividend Yield: Ranges from 1.73% to 3.61% (2020-2024).

¢ Dividend Payout Ratio: High, indicating a strong focus on returning profits to shareholders.

e Price Change (%0): Low to moderate volatility, with price changes ranging from 10.59% to
16.39%.

e Interpretation: ITC exhibits low to moderate stock price volatility, likely due to its high dividend
yield and payout ratio. The tobacco sector is generally stable, and ITC's generous dividend policy
may attract income-focused investors, reducing price volatility.

7. Larsen & Turbo - Construction
o Dividend Yield: Ranges from 0.79% to 1.79% (2020-2024).
o Dividend Payout Ratio: Moderate, with a focus on reinvestment.
e Price Change (%): High volatility, with price changes ranging from 47.59% to 80.74%.
e Interpretation: Larsen & Turbo experiences high stock price volatility, which may be due to the
cyclical nature of the construction sector. The moderate dividend policy may not be sufficient to
stabilize stock prices significantly.
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8. Bajaj Finance — Consumer Finance

Dividend Yield: Ranges from 0% to 0.52% (2020-2024).

Dividend Payout Ratio: Low, with a focus on reinvestment.

Price Change (%): High volatility, with price changes ranging from 65.85% to 207.27%.
Interpretation: Bajaj Finance exhibits very high stock price volatility, likely due to the high-
growth nature of the consumer finance sector. The low dividend policy suggests that the company
prioritizes growth over shareholder returns, which may contribute to higher price fluctuations.

Sun Pharmaceutical Industries - Pharmaceutical

Dividend Yield: Ranges from 0.07% to 0.33% (2020-2024).

Dividend Payout Ratio: Low, with a focus on reinvestment.

Price Change (%): Low to moderate volatility, with price changes ranging from -0.4% to 13.4%.
Interpretation: Sun Pharma experiences low to moderate stock price volatility, likely due to the
defensive nature of the pharmaceutical sector. The low dividend policy suggests that the company
prefers to reinvest earnings, which may contribute to lower volatility.

10. Mahindra & Mahindra — Auto Manufacturers

Dividend Yield: Ranges from 0.08% to 0.76% (2020-2024).

Dividend Payout Ratio: Low to moderate, with a focus on reinvestment.

Price Change (%0): High volatility, with price changes ranging from 2.25% to 89.42%.
Interpretation: Mahindra & Mahindra exhibits high stock price volatility, likely due to the
cyclical nature of the auto sector. The low to moderate dividend policy may not be sufficient to
stabilize stock prices significantly.

11. UltraTech Cement — Building Materials

Dividend Yield: Ranges from 0.11% to 0.61% (2020-2024).

Dividend Payout Ratio: Low, with a focus on reinvestment.

Price Change (%0): High volatility, with price changes ranging from 170.53% to 245%.
Interpretation: UltraTech Cement experiences very high stock price volatility, likely due to the
cyclical nature of the building materials sector. The low dividend policy suggests that the
company prioritizes growth over shareholder returns, which may contribute to higher price
fluctuations.

12. NTPC - Energy

Dividend Yield: Ranges from 0.69% to 1.61% (2020-2024).

Dividend Payout Ratio: Moderate, with a focus on consistent dividends.

Price Change (%): Low to moderate volatility, with price changes ranging from 10.22% to
18.64%.

Interpretation: NTPC exhibits low to moderate stock price volatility, likely due to its stable
dividend policy and the defensive nature of the energy sector. The consistent dividend payouts
may help stabilize stock prices.

13. Titan Company — Apparel & Luxury

Dividend Yield: Ranges from 0.12% to 0.33% (2020-2024).
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Dividend Payout Ratio: Low, with a focus on reinvestment.

Price Change (%): Moderate volatility, with price changes ranging from 9.88% to 39.94%.
Interpretation: Titan Company experiences moderate stock price volatility, likely due to the
cyclical nature of the apparel and luxury sector. The low dividend policy suggests that the
company prefers to reinvest earnings, which may contribute to higher price fluctuations.

14. Bajaj Finserv — Financial Services

15.

16.

17.

Dividend Yield: Ranges from 0% to 0.06% (2020-2024).

Dividend Payout Ratio: Very low, with a focus on reinvestment.

Price Change (%0): High volatility, with price changes ranging from 65.85% to 207.27%.
Interpretation: Bajaj Finserv exhibits very high stock price volatility, likely due to the high-
growth nature of the financial services sector. The very low dividend policy suggests that the
company prioritizes growth over shareholder returns, which may contribute to higher price
fluctuations.

Power Grid Corporation of India — Electric Utilities

Dividend Yield: Ranges from 0.80% to 1.90% (2020-2024).

Dividend Payout Ratio: Moderate, with a focus on consistent dividends.

Price Change (%): Low to moderate volatility, with price changes ranging from 17.25% to
24.51%.

Interpretation: Power Grid Corporation exhibits low to moderate stock price volatility, likely
due to its stable dividend policy and the defensive nature of the electric utilities sector. The
consistent dividend payouts may help stabilize stock prices.

Adani Ports — Transport Infra

Dividend Yield: Ranges from 0.44% to 0.82% (2020-2024).

Dividend Payout Ratio: Low to moderate, with a focus on reinvestment.

Price Change (%): Low to moderate volatility, with price changes ranging from -2.22% to
9.49%.

Interpretation: Adani Ports experiences low to moderate stock price volatility, likely due to the
stable nature of the transport infrastructure sector. The low to moderate dividend policy suggests
that the company prefers to reinvest earnings, which may contribute to lower volatility.

Asian Paints - Chemicals

Dividend Yield: Ranges from 0.05% to 0.98% (2020-2024).
Dividend Payout Ratio: Low to moderate, with a focus on reinvestment.
Price Change (%): Moderate volatility, with price changes ranging from 27.67% to 55.5%.

Interpretation: Asian Paints exhibits moderate stock price volatility, likely due to the cyclical
nature of the chemicals sector. The low to moderate dividend policy suggests that the company
prefers to reinvest earnings, which may contribute to higher price fluctuations.

18. Nestle India — Food Products

Dividend Yield: Ranges from 0.03% to 0.39% (2020-2024).
Dividend Payout Ratio: Low, with a focus on reinvestment.
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Price Change (%): Moderate volatility, with price changes ranging from 31.1% to 247.94%.
Interpretation: Nestle India experiences moderate to high stock price volatility, likely due to the
defensive nature of the food products sector. The low dividend policy suggests that the company
prefers to reinvest earnings, which may contribute to higher price fluctuations.

19. Tata Steel — Metals & Mining

Dividend Yield: Ranges from 0.21% to 4.62% (2020-2024).

Dividend Payout Ratio: High, indicating a strong focus on returning profits to shareholders.
Price Change (%0): High volatility, with price changes ranging from -21.06% to 20.61%.
Interpretation: Tata Steel exhibits high stock price volatility, likely due to the cyclical nature of
the metals and mining sector. Despite the high dividend yield, the sector's inherent volatility leads
to significant price fluctuations.

5.2 Sectoral Analysis

e High Dividend Yield Sectors (e.g., IT Services, Tobacco, Building Materials): These sectors
tend to have lower stock price volatility due to the consistent and high dividend payouts, which
attract income-focused investors and provide a cushion against price fluctuations.

e Moderate Dividend Yield Sectors (e.g., Banks, Personal Products, Energy): These sectors
also exhibit lower volatility, as the moderate but stable dividends provide a reliable income
stream for investors.

e Low Dividend Yield Sectors (e.g., Telecom Services, Consumer Finance, Metals & Mining):
These sectors tend to have higher stock price volatility, as the low dividend payouts do not
provide significant income support, and investors may be more focused on capital gains.

6. FINDINGS & CONCLUSION

The study reveals that dividend policy plays a crucial role in determining stock price volatility in the
Indian stock market. Companies with stable and consistent dividend payouts, such as ITC and NTPC,
tend to experience lower stock price fluctuations, as regular dividends signal financial stability and attract
risk-averse investors. In contrast, firms that prioritize reinvestment over dividend distribution, such as
Bajaj Finance and UltraTech Cement, exhibit higher volatility, indicating that lower or inconsistent
payouts contribute to greater price swings. Industry trends also influence stock price movements, with
defensive sectors like energy and utilities demonstrating lower volatility due to their stable dividend
policies, while cyclical sectors such as construction, auto, and metals experience greater price fluctuations
due to economic cycles and reinvestment-driven strategies. Additionally, the study highlights that stock
prices often react to dividend announcements, with positive reactions to stable or increasing dividends
and negative reactions to reduced or omitted payouts. Investor preferences further shape market
movements, as income-focused investors prefer high dividend-yielding stocks, whereas growth investors
opt for companies with lower payout ratios but higher reinvestment potential.

In conclusion, the study confirms that dividend policy significantly impacts stock price volatility in the
Indian market. Companies with consistent dividends help reduce uncertainty and attract long-term
investors, while firms with lower or irregular payouts tend to experience greater price fluctuations. These
insights can assist investors in aligning their investment strategies with their risk tolerance and provide
companies with guidance on designing optimal dividend policies to balance shareholder rewards and
business growth effectively.
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ABSTRACT

Effective inventory management for perishable goods in grocery retail is essential to reducing waste,
ensuring freshness, and improving profitability. This study highlights key strategies including demand
forecasting through predictive analytics, Just-in-Time (JIT) inventory, Vendor Managed Inventory
(VMI), and stock rotation methods like FIFO and FEFO. Technology solutions such as RFID, 10T -based
monitoring, and Al-driven dynamic pricing enhance inventory visibility and responsiveness.
Additionally, employee training, visual merchandising, and sustainable practices contribute to efficient
stock handling and reduced spoilage. Together, these approaches offer a comprehensive framework for
optimizing perishable inventory management.

Keywords: Perishable Inventory, Predictive Analytics, Vendor Managed Inventory, Dynamic Pricing,
Sustainability.

INTRODUCTION
Managing perishable inventory effectively involves a combination of demand forecasting, supply chain
optimization, technology adoption, and strategic stock control methods. This summary provides an in-
depth overview of best practices and strategies employed in grocery retail to ensure minimal spoilage
and maximum efficiency.
Challenges in Managing Perishable Inventory
1. Perishable goods such as dairy, meat, fresh produce, and bakery items have limited shelf lives,
making inventory management a complex process. Key challenges include:
2. Demand Uncertainty: Predicting customer demand accurately is difficult due to changing
preferences, seasonal variations, and promotional activities.
3. Shelf-Life Constraints: Unlike non-perishable items, perishables must be sold within a short
time frame to maintain quality.
4. Supply Chain Disruptions: External factors such as weather conditions, transportation delays,
and supplier inconsistencies can impact stock availability.
5. Losses as a result of spoiling: While understocking causes lost sales and unhappy consumers,
overstocking results in waste.

Key Inventory Management Techniques

a) Demand Forecasting:
e This technique predicts demand by using predictive analytics and previous sales data.
e Incorporating factors such as seasonality, holidays, and promotional campaigns.
e Leveraging Al-driven forecasting tools to improve accuracy.
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b) Efficient Procurement Practices
e Establishing strong supplier relationships to ensure timely and fresh deliveries.
e Implementing just-in-time (JIT) inventory techniques to reduce holding expenses.
e To keep freshness and cut down on transportation time, local producers are sourced.

c) Technology-Assisted Inventory Management
o Employing loT-enabled smart sensors to monitor temperature-sensitive products.
e Using barcode and RFID technologies to monitor stock levels in real time.
o Integrating cloud-based inventory management software with point-of-sale systems.

d) First-In, First-Out (FIFO) and First-Expired, First-Out (FEFO) Methods
e Ensuring older stock is sold before newer arrivals to prevent spoilage.
e  Utilizing automated shelf labeling to guide employees in product rotation.

e) Dynamic Pricing and Promotions
e Reducing prices for near-expiry products to encourage sales.
¢ Implementing loyalty programs that offer discounts on perishables.
e Partnering with food rescue organizations to donate unsold goods.

f) Optimized Storage and Handling
¢ Maintaining proper storage conditions, including temperature and humidity control.
e Training staff on best handling practices to prevent damage and contamination.
e Redesigning store layouts to enhance product visibility and accessibility.

OBJECTIVES

1. Optimize Inventory Levels: Create plans to keep the right amount of inventory on hand, guaranteeing
product availability and reducing surplus stock.

2. Reduce Waste and Spoilage: To cut down on perishable waste, use strategies like demand
forecasting, FIFO (First-In-First-Out), and FEFO (First-Expired-First-Out).

3. Increase Demand Forecasting Accuracy: To improve forecasting, make use of seasonal trends,
historical sales data, and Al-based predictive analytics.

LITERATURE REVIEW

Economic Order Quantity (EOQ) with Perishability: Traditional EOQ models have been adapted to
consider the perishability of items. Research by Nahmias (1982) introduced a model that incorporates
decay and time-sensitive demand. This approach helps retailers minimize costs related to ordering,
holding, and waste.

(s, S) Policy for Perishable Goods: This replenishment model specifies a threshold level (s) at which a
new order is placed and a maximum inventory level (S) that should not be exceeded. Kallenberg (2001)
adapted this model for perishable goods, considering the impact of product deterioration over time.First-
In, First-Out (FIFO) Strategy: FIFO is widely adopted for perishable goods as it ensures older stock is
sold first, minimizing waste. Studies emphasize that the FIFO method aligns well with shelf-life
constraints and is crucial in reducing losses due to spoilage.
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Forecasting Techniques for Perishable Inventory

Time-Series Analysis: Researchers such as Silver et al. (1998) have used time-series methods to predict
seasonal demand patterns in perishable goods. These models account for both short-term fluctuations and
long-term trends in customer purchasing behaviour. Machine Learning in Forecasting: Recent studies
explore machine learning models for predicting perishable demand. Algorithms like neural networks and
decision trees have been employed to improve forecasting accuracy by integrating factors like weather
conditions, promotions, and historical sales data (Choi et al., 2020).

RESEARCH METHODOLOGY

1. Design of Research

Using a mixed-methods approach, this work incorporates quantitative (machine learning models,
statistical analysis) and qualitative (expert interviews, case studies) research methods. A comparative
case study design will be used to assess inventory strategies across different grocery retailers.

2. Data Collection Methods
A. Primary Data
1. Surveys & Questionnaires
0 Target respondents: Store managers, inventory planners, supply chain executives.
0 Focus areas: Stock management techniques, challenges, technology adoption, forecasting
accuracy.
2. Interviews
0 Semi-structured interviews with industry experts to gain insights into advanced inventory
optimization methods.
3. Observations
o Direct observation of store operations to examine stock replenishment processes, waste
management, and order fulfillment.
4. Experimental Data Collection
0 Conduct A/B testing on different inventory control models in selected grocery stores.
o Implement predictive analytics tools in test locations and measure their impact on stock
levels and waste reduction.

B. Secondary Data
1. Sales & Inventory Data
0 Collection of historical sales data and inventory turnover records from retailers.
o0 Analysis of spoilage rates, demand fluctuations, and seasonal variations.
2. Literature Review
0 Study of academic journals, reports, and case studies on perishable inventory management,
predictive analytics, and Al applications.

3. Sampling Technique
e Purposive Sampling for expert interviews (choosing professionals with experience in inventory
management for perishable goods).
e Stratified Random Sampling for survey distribution across grocery stores of different sizes
(large chains, medium-sized retailers, independent stores).
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Data Analysis Techniques

Analysis of Quantitative Data

Characteristic Data

o To comprehend inventory patterns, use the mean, median, and standard deviation.
0 A waste percentage analysis to gauge how well the current tactics are working.

D

2. Forecasting Models
0 Time series analysis: Demand forecast using exponential smoothing and ARIMA (Auto
Regressive Integrated Moving Average) techniques.
0 Machine Learning Models:
= Regression Models (Linear, Multiple Regression) for predicting spoilage rates.
= Neural Networks & Deep Learning (LSTM — Long Short-Term Memory networks) for
demand forecasting based on historical sales data.
3. Optimization Techniques
0 Economic Order Quantity (EOQ) & Just-In-Time (JIT) models to optimize stock replenishment.
0 ABC & FSN Analysis to classify perishable items based on importance and sales velocity.
0 Monte Carlo Simulation to assess risks and inventory fluctuations.

B. Qualitative Analysis

1. Thematic Analysis
o Coding and categorization of interview data to identify key inventory challenges and
strategies.
2. Comparative Case Study Analysis
o Comparison of inventory practices between retailers using Al-based forecasting versus
traditional methods.

5. Predictive Analytics & Machine Learning Application
To enhance inventory control and reduce perishable wastage, the study will explore the application of
Al-driven predictive analytics:
1. Demand Forecasting Using Al
0 Use historical data and machine learning algorithms (Random Forest, XGBoost) to
predict demand fluctuations.
2. Real-Time Inventory Tracking with loT & RFID
0 Integration of 10T sensors to monitor stock levels and reduce
overstocking/understocking.
3. Automated Replenishment Systems
0 Al-driven models that adjust ordering schedules based on live data from point- of-
sale (POS) systems.
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DATA ANALYSIS AND INTERPRETATION
= Data Analysis & Statistical Forecasting for Perishable Inventory

Avg. Weekly . Weekly Wastage | Optimal
Product Sales (Units) Shelf Life (Days) (%) Reorder Level
Milk 1,500 7 10% 1,200
Yogurt 1,000 14 6% 900
Cheese 700 30 3% 600

(A)

Statistical Model: Time Series Forecasting for Milk Sales
Using ARIMA (Auto Regressive Integrated Moving Average), we predict future milk sales based on

historical data.

Graph: Time Series Analysis for Milk Sales (Trend Over 12 Weeks)
© Obijective: Identify sales fluctuations and patterns.

© Observation: Demand peaks every weekend, requiring higher stock on Fridays.
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Time Series Forecasting for Milk Sales (ARIMA Model)
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Insights from Forecasting Graph:
o Trend Analysis: The sales of Milk show a slight upward trend.
e  Seasonality Effect: There are peaks around weekends, suggesting higher demand.
e Forecasted Sales: Demand is expected to continue rising, necessitating a higher reorder level.

Weeks

(B) Exponential Smoothing (Holt-Winters Method)
e  This method smooths historical demand fluctuations to forecast short-term changes.
o  Effective for seasonal products like fruits, ice cream, and holiday-related perishables.
e Helps adjust stock levels dynamically based on changing sales patterns.

Example: Ice Cream Sales (Seasonal Trends)
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Month Sales (Units) Forecasted Sales
January 500 510

April 1,200 1,150

July 2,500 2,550
October 1,000 1,030

Ice Cream Sales - Actual vs Forecasted (Holt-Winters Method)

2500 - —e— Actual Sales
P . —B= Forecasted Sales
2000
z
c
=
o 1500
[}
©
]
1000
500
January April July October

Month

Here is a graphical representation of Ice Cream Sales - Actual vs Forecasted using the Holt-Winters
Exponential Smoothing Method. The chart shows seasonal trends, helping retailers adjust stock
dynamically to avoid shortages or excess inventory

RECOMMENDATIONS

1. Demand Forecasting & Data Analytics

s® Recommendation: Implement predictive analytics to forecast demand accurately based on historical
sales data, seasonal trends, and customer preferences.

@ Suggestion: Use Al-driven software like SAP, Blue Yonder, or Oracle Retail for real-time data
analysis and demand prediction.

2. First Expiry, First Out (FEFO) Approach

& Recommendation: Ensure that older stock is sold before newer arrivals to reduce spoilage.

@ Suggestion: Implement automated shelf-life tracking using RFID or barcode scanning for better
inventory rotation.

CONCLUSION

In summary, effective inventory management for perishable goods in grocery retail requires a strategic
blend of accurate forecasting, efficient replenishment policies, and advanced technological integration.
Machine learning and Al-driven forecasting models enable precise demand predictions, reducing both
stockouts and waste. Replenishment policies such as FIFO, FEFO, JIT, and VMI ensure optimal
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inventory turnover while minimizing losses. Meanwhile, RFID, 0T, and automated systems enhance
real-time monitoring and improve inventory accuracy.
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Abstract

This study examines the impact of discounts on consumer buying choices, concentrating on psychological
triggers, purchasing behavior, and the long-term perception of brands. As discounting becomes a common
retail strategy, the paper explores different types of discount tactics, consumer preferences, and the
changing role of e-commerce in influencing discount-based decisions. The research highlights how
urgency, perceived value, and digital engagement play a role in shaping consumer behavior, providing
insights for businesses seeking to balance profitability with effective marketing strategies.

Keywords: Discounts, consumer psychology, brand perception, pricing strategy, digital marketing,
impulse buying, customer loyalty.

Introduction

In a marketplace that is becoming increasingly competitive, discounts have become a prominent method
to generate consumer interest and enhance short-term sales. However, even though discounting can
deliver quick results, its long-term effects on brand equity and consumer loyalty are intricate. This study
intends to analyze the various effects of discounts on consumer purchasing behavior, considering both
physical stores and digital environments.

The research investigates how consumers respond to discount strategies, the psychological signals that
motivate their reactions, and the degree to which consistent discounting impacts brand perception and
profitability. It also emphasizes how online platforms, and promotional technologies have altered
consumer expectations concerning pricing.

Purpose and Objectives

Purpose
To explore how discounts affect consumer purchasing decisions and brand perception.

Objectives

To assess consumer preferences among different types of discounts.

To analyze the psychological elements that influence purchases initiated by discounts.
To investigate the connection between discounts and impulsive buying.

To evaluate how discounting strategies influence brand loyalty and profit margins.

To compare the effectiveness of discount tactics in online versus offline settings.
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Literature Review
A thorough examination of significant literature indicates that:

Kotler and Keller (2016) highlighted that pricing tactics such as discounts affect not only immediate
buying decisions but also long-term brand positioning.

Nagle and Muiller (2018) explored psychological pricing, pointing out that perceived savings often
dominate actual financial advantages in the minds of consumers.

Chandon et al. (2000) distinguished between monetary and non-monetary promotions, implying that the
former tends to attract more price-sensitive consumers.

Kahneman and Tversky (1979) presented Prospect Theory, indicating that consumers are motivated by
perceived value rather than objective benefits.

Thaler (1985) introduced Mental Accounting, clarifying how consumers perceive discounted prices
differently than full-price purchases.

Grewal et al. (1998) and Harvard Business Review (2020) noted that frequent discounting can diminish
perceived product quality and trust in the brand.

Methodology

This study is descriptive and analytical, utilizing secondary data obtained from credible publications,
reports, and academic articles. Tools for data analysis include Excel and SPSS for deriving statistical
insights. Primary resources encompass reports from Statista, McKinsey, Deloitte, PwC, Harvard Business
Review, and scholarly journals.

Data Analysis and Insights

1. Types of Discounts Preferred:-

Statista (2023) indicates that 74% of global consumers favor percentage-based discounts, with Buy-One-
Get-One (BOGO) offers coming next. These promotions enhance perceived value and more effectively
drive purchasing behavior compared to flat cashback alternatives.

2. Discounts and Impulse Buying:-

Nielsen (2022) discovered that 60% of consumers confess to making impulse purchases during sales
events such as Black Friday. Limited-time promotions generate urgency, leading to quick, often
unplanned buying decisions.

3. Impact on Brand Loyalty:-

As per McKinsey (2021), brand loyalty declines by 30% with frequent discounting, notably in premium
sectors. Consumers conditioned to expect discounts may change brands if they find better offers
elsewhere.
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4. Perceived Brand Value:-
Repeated discounts can harm brand reputation. According to HBR (2020), while occasional promotions
convey generosity, continuous discounting diminishes perceived product quality.

5. Online vs. Offline Discounts:-

KPMG (2021) reported that 82% of online shoppers assess discounts across various websites,
demonstrating the effectiveness of online platforms. App-based promotions, digital coupons, and
gamification enhance consumer interaction further.

6. Seasonal Sales Impact:-
Retail Dive (2023) states that sales increase by 20-40% during seasonal discount periods. Consumers
frequently delay purchases in anticipation of these occasions.

7. Demographic Preferences:-
PwC indicates that Gen Z and women are more responsive to discounts, particularly when they coincide
with aesthetic appeal and influencer marketing.

Findings
e  Consumers show a preference for discounts based on percentages rather than other formats.
o Discounts significantly affect impulse buying, particularly when they are time sensitive.
e  Overly aggressive discounting can lead to brand devaluation and consumer doubt.
e Online discounts are more engaging, measurable, and efficient compared to offline ones.
e Seasonal and flash sales have become integral to consumer expectations.
o Demographic variables (age, gender) impact reactions to discount strategies.

Challenges
e Brand Value Dilution resulting from frequent promotions.
e  Profit Margin Erosion caused by unsustainable discount practices.
e  Consumer Dependency on discounts for making repeat purchases.
e Discount Fatigue, which can lower the perceived value of products.
e Impulsive Buying, occasionally leading to regret after purchases.
o  Competitive Discount Wars, which can damage pricing standards within industry.
e Inventory Management Challenges due to spikes in demand during promotions.

Significance of Study
This research is significant for various stakeholders:
e Businesses can enhance discounting strategies without harming brand perception.
e  Marketers can create psychologically effective discount tactics.
e Policy Makers can utilize findings to promote ethical pricing.
e  Consumers become informed about the psychological effects of discounts.

Limitations
e  The research relies on secondary data; no primary data was gathered.
e Findings may not reflect all industries or regional markets.
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e  The emphasis is mainly on short-term behavior, with minimal longitudinal study.
e Self-reported information can contain inherent bias in the cited research.

Conclusion

Discounts continue to be a potent yet perilous tool in marketing. Although they generate immediate
consumer interest and boost sales, their long-term application requires a strategic approach. Companies
need to be wary of becoming overly dependent on discounts to prevent brand dilution and profit reduction.
Effective discounting should be driven by value, be time-sensitive, informed by psychological insights,
and consistent with brand integrity.

The growth of digital commerce and social media has intensified both the influence and complexity of
discounting strategies. Brands that achieve the right equilibrium—providing value while avoiding market
saturation—can foster both customer engagement and sustainable growth.
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ABSTRACT:

Acrtificial Intelligence (Al) is transforming social media advertising through the use of real-time data to
improve ad performance, optimise customer segmentation, and improve targeted ad campaigns. By
analysing user behaviour, Al-powered algorithms combine machine learning (ML), natural language
processing (NLP), and predictive analytics to create hyper-personalized ad content that increases
engagement and return on investment. Sentiment analysis, chatbot-assisted engagement, dynamic
audience targeting, automated ad production, and fraud detection are some of the main uses. Ad
placement and budget allocation are precisely optimised by Al-driven technologies such as
recommendation engines and programmatic advertising. A/B testing and real-time campaign
modifications are also made possible by Al, and platforms such as Facebook, Instagram, LinkedIn, and
TikTok use Al for content personalisation and automatic bidding.

Keywords: Artificial Intelligence (Al), Machine Learning (ML), Social Media Advertising, Targeted Ad
Campaigns, Predictive Analytics, Personalized Marketing, Sentiment Analysis, Chatbots, Programmatic
Advertising, ROI Optimization, Ethical Al, Data Privacy.

1.INTRODUCTION:

Acrtificial Intelligence (Al) is revolutionising social media advertising by making real-time ad
optimisation, customised content creation, and accurate audience targeting possible. As digital marketing
has become more popular on sites like Facebook, Instagram, LinkedIn, Twitter, YouTube, and TikTok,
companies are depending more and more on Al-driven tactics to boost engagement and optimise ROI.
Artificial intelligence (Al)-driven technologies like chatbots, programmatic advertising, natural language
processing (NLP), machine learning (ML), and predictive analytics boost customer interactions, optimise
bidding tactics, and better ad placements.

Data privacy, algorithmic bias, and ethical issues are still major obstacles, though. The influence of Al
on social media advertising is examined in this study, which also addresses ethical issues and corporate
acceptance hurdles while examining the technology's use in audience segmentation, ad performance
optimisation, predictive analytics, and content automation. The results are intended to give regulators,
marketers, and companies strategic insights on how to use Al in digital marketing.
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2. LITERATURE REVIEW

Al's role in social media advertising has gained significant attention, particularly in targeted marketing,
engagement, and performance optimization.

(Sadiku, Ashaolu, Ajayi-Majebi, & Musa, 2021) emphasise how Al is changing social media through
behaviour analysis, process automation, and content personalisation. By anticipating interaction,
identifying offensive content, and automating customer support, Al improves user experience. But issues
with false information, data privacy, and moral ramifications still exist.

According to (Dave & Moorkens, 2020), artificial intelligence (Al) can analyse user behaviour and
emotions, increasing engagement but also increasing threats like deepfakes and manipulation. In order to
guarantee moral Al use on social media, they highlight governance issues and suggest co-regulation and
collective rights-based governance.

(Kronke, 2019) investigates how Al affects user behaviour, public opinion development, and content
curation. Even though Al increases interaction, there are problems associated with it, like algorithmic
prejudice, false information, and excessive censoring. To reduce these risks, the paper recommends
ethical Al governance and openness.

The use of Al in healthcare communication on social media is examined by (Liu, Gupta , & Patel ,
2023). While Al enhances predictive analytics and information accessibility, it also brings up issues with
privacy, trust, and ethical governance. To increase openness and public trust, they support the responsible
application of Al.

According to (Gupta, Kumar, Sharma, & Pai, 2023), Al can analyse large amounts of data to optimise
digital marketing. Al-powered insights increase security, lower expenses, and improve engagement. A
balanced approach is necessary because an over-reliance on Al could result in biases and a reduction in
human control.

(Sufi & Khalil, 2022) suggest an artificial intelligence (Al)-powered system for disaster monitoring that
makes use of natural language processing and sentiment analysis. Their methodology provides real-time
information for emergency response by mapping damaged areas effectively. The potential of Al in crisis
management and disaster mitigation is highlighted by this study.

Social media Al integration provides efficiency and personalisation, but it also raises ethical, legal, and
regulatory issues that call for strong control.

3. METHODOLOGY

To evaluate the effect of Al on social media advertising, this study used a mixed-method research strategy
that combines descriptive, analytical, comparative, and empirical techniques. Structured surveys aimed
at business executives, marketers, and consumers were used to gather primary data. Literature reviews,
industry reports, and case studies were the sources of secondary material used to support and contextualise
the analysis.

Descriptive statistics were used to summarise survey responses, and thematic analysis was used to
pinpoint important trends and obstacles in the adoption of Al. Al-driven and conventional advertising
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techniques were compared using comparative analysis, and the relationship between Al-based
personalisation and consumer engagement was investigated using regression analysis. Deeper
understanding of the changing function of Al in digital marketing was made possible by the content
analysis of research materials and campaigns.

Objectives for the Research:

RO1: To analyze the current state of Al-driven social media advertising practices.

RO2: To identify key challenges in integrating Al into social media advertising strategies.

RO3: To explore effective Al-driven techniques that can improve targeting, engagement, and ad
performance.

RO4: To provide actionable recommendations for marketers and businesses to leverage Al for optimizing
social media advertising efforts.

Hypotheses developed:

Ho (Null Hypothesis): There is no significant relationship between Al-driven personalization in social
media advertising and consumer engagement, ad relevance, or purchasing decisions.

H: (Alternative Hypothesis): There is a significant relationship between Al-driven personalization in
social media advertising and consumer engagement, ad relevance, and purchasing decisions.

Ha: The effectiveness of Al-driven ads has a significant relationship with age, with younger audiences
engaging more.

Hs: There is a significant difference in AI-driven ad receptiveness between Instagram/Facebook users and
Twitter/TikTok users.

Ha: There is a positive relationship between consumers frequently noticing personalized ads and
perceiving them as relevant and engaging.

Hs: Higher perceived relevance of Al-driven ads has a significant positive effect on consumer trust and
engagement.

He: There is a significant relationship between users' perception of Al-driven ads being based on their
online activity and their acceptance of personalization.

H7: Concerns over data privacy have a significant negative effect on consumer comfort with Al-driven
ads.

Hs: Consumers who find Al-driven ads highly relevant have a significantly higher likelihood of clicking
and considering a purchase.

Ho: Al-driven ads that align with consumer needs have a significant positive impact on engagement and
purchase decisions.

Hio: There is a significant positive relationship between the willingness to see more personalized ads and
their perceived usefulness and relevance.

4. DATA ANALYSIS
Descriptives

Table 1: Gender Distribution

Frequency Percent Valid Percent Cumulative Percent
Male 26 52.0 52.0
Female 24 48.0 100.0
Total 50 100.0 100.0
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Interpretation: With reference to Table 1, 52% of the respondents identified as male, while 48%
identified as female.
Table 2: Age Distribution

Age Group Frequency Percent Valid Percent Cumulative Percent
Under 25 11 22.0 22.0 22.0
25-34 14 28.0 28.0 50.0
35-44 14 28.0 28.0 78.0
45 and above 11 22.0 22.0 100.0
Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 2, the majority of respondents (56%) are aged between 25 and
44 years. Respondents under 25 and those 45 and above each constitute 22% of the sample, reflecting a
balanced distribution across age groups.

Table 3: Preferred Social Media Platform

Social Media Platform Frequency | Percent | Valid Percent Cumulative Percent
Facebook 13 26.0 26.0 26.0
Instagram 20 40.0 40.0 66.0
Twitter 11 22.0 22.0 88.0
TikTok 6 12.0 12.0 100.0
Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 3, Instagram (40%) is the most preferred social media platform
among respondents. Facebook (26%) and Twitter (22%) also hold significant shares, while TikTok (12%)
represents a smaller yet notable segment. The data suggests Instagram and Facebook should be prioritized
for Al-driven advertising strategies, while Twitter and TikTok offer additional opportunities for targeted
engagement and content innovation.

Table 4: Frequency of Noticing Interest-Based Ads on Social Media

Ad Frequency Frequency Percent Valid Percent Cumulative Percent
Always 15 30.0 30.0 30.0
Often 12 24.0 24.0 54.0
Sometimes 14 28.0 28.0 82.0
Never 9 18.0 18.0 100.0
Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 4, a majority of respondents (54%) always or often notice ads
on social media that align with their interests, reflecting the effectiveness of Al-driven personalization.
However, 28% sometimes notice relevant ads and 18% never do, indicating there is still room for
improvement in targeting accuracy and ad relevance.
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Table 5: Perceived Relevance of Social Media Ads to Personal Interests

Ad Relevance Frequency | Percent | Valid Percent Cumulative Percent
Very relevant 17 34.0 34.0 34.0
Somewhat relevant 13 26.0 26.0 60.0
Not very relevant 14 28.0 28.0 88.0
Not relevant at all 6 12.0 12.0 100.0
Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 5, 60% of respondents find ads on social media either very
relevant or somewhat relevant to their personal interests, indicating a positive impact of Al-driven
targeting. However, 40% find the ads not very relevant or not relevant at all, highlighting the need for
further refinement in personalization algorithms to enhance user experience and engagement.

Table 6: Perception of Ad Targeting Based on Online Activity

Ad Targeting Frequency Percent Valid Percent Cumulative Percent
Yes, definitely 13 26.0 26.0 26.0
Yes, somewhat 14 28.0 28.0 54.0
Not sure 13 26.0 26.0 80.0
No, not at all 10 20.0 20.0 100.0
Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 6, a combined 54% of respondents believe that the ads they
encounter are based on their online activity, either definitely or somewhat. However, a notable 26%
remain unsure, and 20% deny any correlation. This suggests that while Al-driven targeting is recognized
by over half the users, there remains a segment that either lacks awareness or perceives gaps in ad
personalization accuracy.

Table 7: Comfort Level with Data Usage for Personalized Ads

Data Privacy Preference Frequency | Percent | Valid Percent Cumulative Percent
Very comfortable 15 30.0 30.0 30.0
Somewhat comfortable 11 22.0 22.0 52.0
Not very comfortable 16 32.0 32.0 84.0
Not comfortable at all 8 16.0 16.0 100.0
Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 7, only 52% of respondents feel at least somewhat comfortable
with social media platforms using their data for personalized ads. However, a significant 48% express
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discomfort, indicating ongoing concerns regarding data privacy. This highlights the importance of
transparency and ethical Al practices in ad targeting to build user trust.

Table 8: Influence of Personalized Ads on Learning About a Product or Service

Ad Influence Level Frequency | Percent | Valid Percent Cumulative Percent
Alot 15 30.0 30.0 30.0

Somewhat 15 30.0 30.0 60.0

Very little 14 28.0 28.0 88.0

Not at all 6 12.0 12.0 100.0

Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 8, 60% of respondents indicate that personalized ads influence
them at least somewhat to explore a product or service. However, 40% show minimal to no influence,
suggesting that while personalization is effective for many, relevance and creative execution remain key
to broader engagement.

Table 9: Perception of Personalized Ads Understanding User Needs

Ad Understanding Level Frequency | Percent | Valid Percent Cumulative Percent
Always 14 28.0 28.0 28.0
Often 15 30.0 30.0 58.0
Occasionally 14 28.0 28.0 86.0
Never 7 14.0 14.0 100.0
Total 50 100.0 100.0 100.0

Interpretation: With reference to Table 9, 58% of respondents feel that personalized ads often or always
understand their needs. Meanwhile, 28% feel this occasionally, and 14% never feel understood. This
suggests that while Al personalization is generally effective, there’s room for improvement in aligning
ad content with deeper consumer intent and preferences.

Table 10: Preference for Seeing More Personalized Ads

Personalized Preference Frequency | Percent | Valid Percent | Cumulative Percent
Yes, definitely 16 32.0 32.0 32.0
Possibly, if they are helpful 13 26.0 26.0 58.0
Not really 10 20.0 20.0 78.0
No, not at all 11 220 22.0 100.0
Total 50 100.0 100.0 100.0
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Interpretation: With reference to Table 10, most respondents (58%) are open to more personalized ads
if they are relevant or helpful. However, 42% express reluctance or disinterest, signaling that while
personalization can be welcomed, it must be balanced with privacy and relevance concerns.

Table 11: Likelihood of Clicking on Personalized Ads

Click Likelihood Frequency | Percent Valid Percent Cumulative Percent
Very likely 19 38.8 38.8 38.8
Somewhat likely 13 26.5 26.5 65.3
Not very likely 13 26.5 26.5 91.8
Not likely at all 4 8.2 8.2 100.0
Total 49 100.0 100.0 100.0

Interpretation: With reference to Table 11, a majority of respondents (65.3%) are at least somewhat
likely to click on a personalized ad, indicating the positive potential of tailored marketing. However,
34.7% show hesitation or disinterest, emphasizing the need for relevant, non-intrusive personalization
strategies.

5. CONCLUSION

1.

With reference to Table 1: 52% of the respondents were male, and 48% were female. The gender
distribution was nearly balanced among the participants.

With reference to Table 2: 56% of the respondents belonged to the age group of 25-44 years,
indicating that the majority of the respondents are working professionals or in mid-career stages.
Respondents under the age of 25 and those aged 45 and above each constituted 22% of the sample,
reflecting a well-distributed age representation.

With reference to Table 3: Instagram was the most preferred platform, with 40% of respondents
favoring it. Facebook followed at 26%, while Twitter and TikTok accounted for 22% and 12%,
respectively. This indicates that Instagram and Facebook are the most effective platforms for Al-
driven ad campaigns among the surveyed audience.

With reference to Table 4: 54% of respondents reported always or often noticing interest-based ads
on social media, suggesting a high effectiveness of Al-driven personalization. However, 28% noticed
such ads only sometimes, and 18% never noticed them, indicating room for improved targeting
strategies.

With reference to Table 5: A majority of 60% of respondents found ads to be very or somewhat
relevant to their interests. However, 40% found them not very relevant or not relevant at all, implying
a need for enhanced algorithmic personalization to boost user engagement.

With reference to Table 6: 54% of respondents acknowledged that ad targeting is based on their
online activity, either definitely or somewhat. However, 26% were unsure, and 20% did not agree,
reflecting a gap in awareness or trust regarding Al-based personalization.

With reference to Table 7: 52% of respondents felt comfortable or somewhat comfortable with their
data being used for personalized ads. Yet, a significant 48% expressed discomfort, signaling growing
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10.

11.

concerns around privacy and the importance of transparency in data usage.

With reference to Table 8: 60% of respondents indicated that personalized ads influenced them either
a lot or somewhat in learning about a product or service. However, 40% were minimally or not
influenced at all, emphasizing that personalization should be combined with compelling content for
higher impact.

With reference to Table 9: 58% of respondents believed that personalized ads always or often
understand their needs, while 28% felt this only occasionally. The remaining 14% never felt
understood, suggesting there is still potential to align ad messaging with deeper user insights.

With reference to Table 10: A total of 58% of respondents were open to seeing more personalized
ads if they were helpful or relevant. However, 42% showed disinterest or rejection toward more
personalization, highlighting the need for a balance between relevance and user privacy expectations.

With reference to Table 11: 65.3% of respondents were at least somewhat likely to click on
personalized ads, indicating a favorable response toward targeted marketing. However, 34.7% were
unlikely or not very likely to click, pointing to the importance of relevance, timing, and creative
quality in boosting ad engagement.

6. SCOPE AND LIMITATIONS

1.

Al in Social Media Advertising: This study examines how Al tools like chatbots, recommendation
systems, machine learning, predictive analytics, and natural language processing (NLP) improve
audience segmentation, ad targeting, engagement, and overall marketing efficacy on Facebook,
Instagram, LinkedIn, Twitter, YouTube, and TikTok.

Business-Centric Al Strategies: It examines Al-driven marketing tactics in sectors like retail,
banking, and entertainment, such as dynamic ad placement, personalised content production, and
real-time campaign performance monitoring.

Beneficial Effect on Metrics: The study emphasises how the use of Al has improved important
advertising metrics like engagement rate, conversion rate, ROI, and client retention.

Restricted Data Access: Because the study relies on publicly accessible sources and case studies, it
is unable to access proprietary algorithms and private marketing data, which limits the scope of in-
depth technical analysis.

Regulatory and Ethical Gaps: Although the paper discusses algorithmic bias and data privacy, it does
not provide a thorough legal analysis of Al governance frameworks or data protection legislation.

Quick Tech Development & Scope Limitations Some findings may become out of date and lack
localised insights or long-term impact evaluations due to the rapid advancement of Al and the lack
of attention paid to area advertising methods.
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Abstract

Diversification is a fundamental principle in wealth management aimed at optimizing portfolio
performance by balancing risk and return. This study examines the effectiveness of sectoral
diversification (investing across different industries) versus asset-class diversification (allocating across
equities, bonds, real estate, and other asset classes). Through an analysis of historical market data and
investor behavior, the research evaluates which strategy provides better risk-adjusted returns, especially
during economic downturns. Findings suggest that while asset-class diversification offers broader risk
mitigation, sectoral diversification can enhance returns in favorable market conditions. The study
provides insights for investors seeking an optimal diversification approach in dynamic financial
environments.

Keywords: Diversification, Portfolio Management, Sectoral Diversification, Asset-Class
Diversification.

Introduction

Diversification is a key strategy in portfolio management, aimed at reducing risk while maximizing
returns. Investors commonly diversify their portfolios either by spreading investments across different
sectors within the same asset class (sectoral diversification) or by allocating funds across various asset
classes such as equities, bonds, real estate, and commaodities (asset-class diversification). While both
strategies aim to enhance risk-adjusted returns, their effectiveness varies based on market conditions,
economic cycles, and investor objectives. This study explores the comparative advantages of sectoral and
asset-class diversification, analyzing their impact on portfolio performance and resilience during financial
downturns. Understanding the optimal diversification approach can help investors make informed wealth
management decisions in an ever-changing financial landscape.

Literature Review

1. Arouri, M., Nguyen, D. K., & Pukthuanthong, K. (2014). We look into the advantages of
diversification and the best way to allocate a portfolio among several US asset groups. Despite a rising
tendency in market integration, our findings using principal component analysis indicate that the five
main financial markets equities, bonds, currencies, commodities, and real estate seem to be only
marginally, if at all, integrated. By using out-of-sample analysis and mean-variance portfolio simulations
to assess the advantages of diversification, we discover that incorporating new asset classes like real
estate, oil, precious metals, and currency into a conventional stock and bond portfolio greatly enhances
its risk-adjusted performance. During contagion periods, which are times when the correlation of residuals
from PC regression is substantially different from zero, the effect of diversification is minimal. However,
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the extra benefit of diversity is more during contagious times than it is during regular times. While equities
do best during normal times, bonds offer the best hedge during contagious situations.

2. Balli, F., Basher, S. A., & Louis, R. J. (2013). We look at how local and global shocks affect sector
equity returns across the Gulf Cooperation Council. We discover that the sector returns throughout the
GCC react to regional and global shocks asynchronously. There is evidence that the GCC-wide sector
equities markets are mostly driven by their own volatilities, despite the fact that the scale of these shocks'
effects varies throughout individual GCC-wide sector returns. Compared to the other GCC-wide sector
indices, the impacts of regional and global shocks are less severe for the basic materials, telecom, and
utilities sectors.Using a time-varying spillover model, we also show that regional shocks have had a
positive and significant trend in influencing the sector indices, whereas global shocks have had a declining
impact on the volatility of GCC sector returns. Additionally, we establish that portfolios that are
diversified throughout the national equity markets of the GCC outperform those that are diversified across
the GCC's sectors. Portfolios that are diversified with a combination of national and GCC-wide sector
equities yield superior returns to some extent than those composed only of GCC-wide sector indices or
GCC-wide national equity indices.

Research Methodology

[ Research objective-

The objective of this research is to evaluate the effectiveness of sectoral diversification versus asset-class
diversification in optimizing portfolio returns and minimizing risk. It aims to analyze historical
performance, correlation, and volatility across different market conditions. The study will assess which
strategy provides better risk-adjusted returns for investors. Additionally, it will explore the impact of
macroeconomic factors on both diversification approaches.

[ Scope of research-

This research will focus on analyzing historical data, risk-return profiles, and correlation trends of
sectoral and asset-class diversification across various economic cycles. It will also examine their
effectiveness in portfolio optimization for different investor risk appetites.

[ Limitations-

* The study is limited to the city of Mumbai, which may not fully represent the broader market
dynamics.

* A limited number of respondents may affect the generalizability of the findings.
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Data Analysis and Interpretation
Figure 1

Occupation
30 responses

@ salaried
@ Business
@ unemployed

According to the Figure 1, 21 of the 30 respondents are salaried professionals, 7 are involved in business
and 2 are unemployed.
Figure 2

How would you describe your investment experience?
30 responses

@ Beginner (0-2 years)
@ Intermediate (2-5 years)
@ Experienced (5+ years)

According to the Figure 2, out of the 30 respondents, 10 have 1-2 years of investment experience, while
15 have 2-5 years of experience and 5 have 5+ years of experience.

Figure 3

What is your primary objective when diversifying your portfolio?

30 responses
@ Maximizing returns
@ Reducing risk
@ Achieving a balance between risk and
' return

According to the Figure 3, 15 respondents out of 30 use diversification for reducing risk, while 13 use it
to achieve a balance between risk and return and 2 use it for maximizing return.
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Figure 4

Which type of diversification do you primarily use in your investment strategy?
30 responses

@ Sectoral diversification (investing across
different industries)
@ Asset-class diversification (investing
across different asset types)
@ A combination of both
N @ | do not actively diversify
N 13.3%
N\

N

N,

According to the Figure 4, 4 out of 30 respondents primary use Sectoral diversification as their investment
strategy, 11 respondents use asses class diversification while 15 respondents use combination of both.

Figure 5

Which diversification strategy do you believe provides better risk-adjusted returns over the long

term?
30 responses

@ Sectoral diversification
@ Asset-class diversification
@ A combination of both

@ Neither, | prefer a concentrated
approach

According to the figure 5, 5 respondents use believes Sectoral diversification provides better risk adjusted
return over the long term, while 7 respondents believe in asset class diversification while 18 respondents
believe combination of both.

Figure 6

During market downturns, which diversification strategy do you think offers better downside

protection?
30 responses

@ Sectoral diversification

@ Asset-class diversification

@ Both are equally effective

@ Neither, diversification does not help
much during crises
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As seen in the figure 6, out of the 30 respondents, 4 respondents use Sectoral diversification strategy to
offer better downside protection, 10 respondents use asset class diversification while 16 respondents use
thinks both are equally effective.

Figure 7

Have you experienced a scenario where sectoral diversification failed to protect your portfolio from
losses?

30 responses

@ Yes, during a sector-specific downturn

@ No, sectoral diversification has been
effective

| do not use sectoral diversification

Based on the data presented in the figure 7, 22 out of 30 respondents have experienced scenario where

Sectoral diversification failed to protect portfolio from losses while 7 have not experienced this and 1 do
not use Sectoral diversification.

Figure 8

How frequently do you rebalance your diversified portfolio to maintain optimal performance?
30 responses

@ Monthly
@ Quarterly
@ Annually

@ | do not rebalance regularly

According to the figure 8, 18 out of 30 respondents re-balance diversified portfolio annually to maintain

optimal performance, 9 respondents re-balance on quarterly basis, 2 respondents do it on monthly basis
while 1 do not re-balance regularly.
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Figure 9

Which asset classes do you consider essential for effective diversification? (Select all that apply)
30 responses

Equities

Fixed Income

23 (76.7%)
Commodity 19 (63.3%)
Real estate 14 (46.7%)
cyptocurrency 5 (16.7%)

Alternative Investment

According to the figure 9, of the 30 respondents, 18 respondents consider equity as essential for effective
diversification, 23 respondents consider fixed income, 19 respondents consider commodity, 14
respondents consider real estate, 5 respondents consider cryptocurrency, and the remaining 8 respondents
consider alternative investment option as essential.

Figure 10

Do you believe over-diversification can reduce potential returns?
30 responses

@ Yes, it dilutes gains

@ No, more diversification always reduces
risk

@ Unsure

According to the figure 10, out of 30 respondents, 22 respondents believe over diversification can reduce
potential return while 8 respondents believe that more diversifications always reduces risk.

Figure 11

In your opinion, which diversification strategy is more relevant in today’s volatile market conditions?
30 responses

@ Sectoral diversification

@ Asset-class diversification

@ A combination of both

@ Neither, other strategies work better
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According to figure 11, based on a sample of 30 respondents, 7 respondents thinks Sectoral diversification
is more relevant in today’s volatile market condition, 7 respondents opt for asset class diversification and
16 respondents use the combination of both

Conclusion

The survey results highlight key insights into investment preferences, risk management, and
diversification strategies. Most respondents, primarily salaried professionals, prefer a structured approach
to financial planning, with a majority having over two years of investment experience. Diversification is
widely used to manage risk, with many favoring a combination of sectoral and asset-class diversification
for better risk-adjusted returns. Portfolio rebalancing is common, with equities, fixed income, and
commodities forming core allocations, while cryptocurrency remains a niche choice. The findings
emphasize the importance of a balanced diversification strategy to navigate market uncertainties while
optimizing returns.The study also reveals that while diversification is essential, over-diversification can
dilute returns, highlighting the need for a strategic allocation approach. Investors recognize the limitations
of relying solely on sectoral diversification, as it may not always protect against losses. Overall, the
findings stress the importance of adapting investment strategies to market conditions while maintaining
a structured risk management plan.

Recommendation and Suggestions

1. Investors should use a combination of sectoral and asset-class diversification to optimize risk-
adjusted returns and minimize losses.

2. Periodic rebalancing, at least annually or quarterly, is essential to maintain an optimal asset
allocation and adapt to market changes.

3. While diversification reduces risk, excessive spreading of investments may dilute returns; investors
should focus on a well-structured allocation.

4. Investors should improve their knowledge of market trends and risk management strategies to
make informed investment decisions.
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Abstract:

In recent years, there has been a great deal of discussion and debate around the privatization of India's
nationalized banks. With the decision to nationalize Indian banks in 1960, a significant step was taken to
improve financial inclusion and give a wide population access to banking services. However, questions
have been raised concerning the effectiveness, performance, and competitiveness of these state-owned
banks as a result of shifting global financial dynamics and India's changing economic circumstances. By
examining the possible advantages that privatization could offer the banking industry—such as enhanced
efficiency, competitiveness, and access to capital—this article investigates the economic justification for
the privatization of nationalized banks. Additionally, it considers the dangers and difficulties faced by
marginalized groups, like the possibility of losing their jobs and having less access to banking services.
The study evaluates the experiences of nations that have privatized their banks using case studies and
empirical data. It also examines the legislative and regulatory measures required to guarantee a seamless
transfer from public to private ownership. This study concludes by pointing out that the privatization of
nationalized banks in India is a complex matter with important economic ramifications that necessitates
carefully weighing the advantages and disadvantages.

Keywords: public versus private ownership, financial performance, financial reforms, nationalized banks,
banking industry, economic perspective, financial inclusion, regulatory framework, policy efforts, and
economic ramifications.

Introduction

As the foundation of financial stability and expansion, the banking industry is essential to the economic
development of any country. In order to improve financial inclusion, provide loans to priority industries,
and extend banking services to underserved rural areas, banks in India were nationalized in 1969 and
again in 1980. However, concerns regarding the ongoing effectiveness and competitiveness of these
nationalized banks have surfaced due to shifting economic conditions both domestically and
internationally.

Recent years have seen a surge in the debate about the privatization of India’s nationalized banks, mainly
due to growing non-performing assets (NPAs), performance issues, and the ongoing requirement for
public funding infusions. The dispute over the role of government in banking became even more heated
with the economic liberalization that began in 1991 and signalled a move toward a market-oriented
economy.
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The goal of this research paper is to present a thorough economic study of the effects of nationalized
banks' privatization in India. It investigates the possible advantages and difficulties of privatization, looks
at other nations' experiences, and evaluates the regulatory frameworks required for effective execution.

Research Objectives
1. Examining the financial and economic performance of nationalized banks: To compare public
and private sector banks in order to examine and analyse their financial and economic performance.

2. Assessing the effects of privatization: Examining and assessing how the nationalized banks'
privatization affected the effectiveness and competitiveness of India's banking industry.

3. Examining the possible advantages of privatization: To look into the possible advantages of
privatization, such as better management techniques and easier access to money.

4. Examining the risks and difficulties of privatization: To investigate the risks and difficulties of
privatization, including its effects on financial inclusion and employment.

5. Regulation and policy framework assessment: To determine the regulatory and policy frameworks
necessary for the banking industry's smooth transition from public to private control.

6. Recognizing the viewpoints of different stakeholders: To comprehend and empathize with the
viewpoints of different stakeholders on the privatization of nationalized banks, such as the
government, bank staff, clients, and investors.

7. Adding to the body of knowledge on the banking industry: to add to the body of knowledge on
the privatization and reform of the banking industry in emerging nations, with an emphasis on India.
These study aims offer a well-defined structure for examining the intricacies of bank privatization in
India, its effects on financial and economic aspects, and its long-term ramifications and aspirations.

Literature Review

The purpose of this study of the literature is to shed light on the many facets of this intricate policy change
and the years-long research and discussion surrounding the privatization of nationalized banks in India.
Since privatization can result in increased operational efficiency, less government interference, and higher
bank profitability, a sizable amount of the literature concentrates on the efficiency argument. Conversely,
there are worries about how privatization can affect access to banking services and financial inclusion,
especially for underserved groups. By examining the legal and policy facets of bank privatization in India,
the literature critically examines the regulatory structure controlling the privatization of nationalized
banks.

Considering that IDBI Bank has recently been privatized, it’s When capital and revenue expenditures are
reduced as a result of privatization, market share value rises. Because of its intricate cost structure, the
government used to pay out smaller dividends to its stockholders prior to privatization. When capital and
revenue expenditures are reduced as a result of privatization, market share value rises. There has been
curiosity in how political forces have shaped the privatization agenda. Studies comparing India to other
nations that have privatized their banks, such the UK or Brazil, have shed light on possible lessons learned
and potential dangers.
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The dangers and difficulties of bank privatization must be emphasized, including the necessity of strong
control and oversight, the long-term effects, and the need to address new problems as the banking industry
changes. Our study focuses on the effects of privatization on the financial sector, the economy, jobs, and
consumers. It will give a thorough grasp of potential future repercussions and how India would like to
adapt to them given the changing financial sector environment.

APA: Sathye, M. (2005). Privatization, performance, and efficiency: A study of Indian banks. Vikalpa,
30(1), 7-16.

Hypothesis

1. Problem statement: Do important economic, social, and political elements—such as financial
performance, employment trends, financial inclusion, governmental policies, and consumer
welfare—benefit from the privatization of nationalized banks?

2. Null hypothesis: Financial performance, employment trends, financial inclusion, government
policies, and consumer welfare are only a few of the important economic, social, and political aspects
that have suffered as a result of the privatization of nationalized banks.

3. Alternative hypothesis: Financial performance, employment trends, financial inclusion,
government policies, and consumer welfare are only a few of the important economic, social, and
political aspects that have benefited from the privatization of nationalized banks.

Research Methodology and Data Analysis

We have carried out a review on the effects of public sector bank privatization on India's financial and
economic circumstances. The questionnaire is open to both male and female volunteers, and we collect
data from a variety of age groups. A total of 26 people responded to our poll about the same topic. The
graphs pertaining to the same questions are shown below.

Every item in the population has an equal probability of being included in the sample when using the
simple random sampling technique.

How familiar are you with the concept of privatization of nationalized banks in India?

26 responses

Not familiar at all
Somewhat familiar
Moderately famiiar

[
@
@ Very familiar
@

Extremely familiar
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What do you think are the main reasons behind the privatization of nationalized banks IO copy

in India?

26 responses

Improving efficiency and customer 11 (423%)
service

Attracting foreign investments 5(19.2%)

Reducing government expenditure

11 (42.3%)
Enhancing compettiveness in the
global market
Political stance, to benefit few 1(38%)
corporate houses in India
00 25 50 75 100 125

How do you perceive the impact of privatization on employment in the banking
sector?

26 responses

@ No significant change
@ Not sure

@ Increased job opportunties
@ Decreased job opportunities

Do you believe privatization has positively influenced the overall economy of India?

26 responses

@ Strongly agree
@® Agree

@ Neutral

@ Disagree

@ Strongly disagree

™
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In your view, how do privately-owned banks compare to nationalized banks in terms of @ Cof
customer service, interest rates, and overal| satisfaction?

26 responses

@ Frivately-owned banks are better in all
aspects

@ Frivately-owned banks are better in some
aspects
Nationalized banks are better in all
aspects

@ Nationalized banks are better in some
aspects

@ They are about the same

Conclusion

In conclusion, the study aided in the investigation of bank privatization and its effects on the Indian
economy. It draws attention to the fact that nationalized banks' privatization in India is a complicated,
multifaceted matter with important economic ramifications. Privatization has potential advantages and
benefits, but it also has drawbacks and restrictions. It facilitates a thorough comprehension of the effects
of privatization. It's critical to acknowledge that the effects of privatization might differ from bank to
bank and over time. Given these intricacies, any evaluation of privatization's effects on India's
nationalized banks must be nuanced and fair, including both the possible advantages and disadvantages
of this important economic strategy.

Significance of Research

The significance of this research is profound since it touches upon various aspects of the country's
economy and finance

1. Contributes to economic growth: Nationalized banks are important to financial economic activity,
and knowledge of how privatization impacts their operations can shed light on the expansion of the
national economy.

2. Impact on Financial Inclusion: Banks are the primary provider of financial services to people who
live far away, and their accessibility may be impacted by privatization.

3. Government policy reflection: The privatization of nationalized banks may have an impact on
economic reforms and government policies, as well as their outcomes.

4. Investor confidence: Because privatization would greatly boost the importance of investors, it can
draw in more domestic and global investors.

5. Employment concerns: Bank workers may experience significant unemployment as a result of
privatization.

6. Risk management: Economic stability depends on the stability of banks. Privatization may raise the
bank's stability risk, which could leave customers in the dark.

7. Welfare of the Consumer: Privatization may have an impact on the standard and availability of
banking services for customers. Investigating this can aid in safeguarding the interests of customers.
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8. Long-term Effects: Privatization may have long-term effects that last over years or even decades.
The significance of studying the impact of privatization of nationalized banks in India extends beyond
the financial sector. It touches upon economic growth, government policy, social welfare, and political
dynamics. Research in this area contributes to a better understanding of the complexities and
consequences of economic reforms, ultimately aiding policymakers, economists, and the public in making
informed decisions about India's financial future

Limitations of Research
This research on the impact of privatization of nationalized banks in India can be informative, but there
are several limitations to consider:

1. Data Availability: Data available on performance of nationalized banks before and after privatization
can lack transparency.

2.Time Frame: It might take many years for privatization to be fully implemented, and its effects might
not be felt right away.

3.Political Aspects: Political concerns frequently have an impact on privatization.

4.External Factors: It might be challenging to separate the consequences of privatization because of the
influence of global events, regulatory changes, and economic conditions on banks' performance.

5. Sample Size: There may not be as many nationalized banks that have been privatized, which could
restrict how broadly the results can be applied.

6. Selection Bias: Because some banks may be privatized because of particular conditions, the decision
of which banks to privatize and when to do so may bring selection bias.

7. Methodology: The models and research techniques used might affect the results, and various studies
may provide different outcomes.

8. Ethical Issues: Job losses and access to banking services are just two examples of the social and ethical
effects of privatization.

9. Impact over Time: Privatization may offer advantages in the near term but disadvantages in the long
run, or vice versa.

10. Stakeholder Perspectives: A thorough analysis requires an understanding of the viewpoints of
numerous stakeholders, such as shareholders, employees, and customers.

To mitigate these limitations, researchers should use robust methodologies, consider multiple data
sources, and provide a balanced assessment of the impact of privatization on nationalized banks in India.
Additionally, acknowledging the contextual factors and potential biases in the research is important for
transparency and credibility
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1. ABSTARCT

The study "Study of the Talent Acquisition Process in Service Sector" evaluates talent acquisition
strategies in the service sector. It emphasizes important elements such as applicant experience, company
branding, sourcing strategies, recruitment channels, and onboarding protocols. The study shows how
effective onboarding, data-driven decision-making, and innovative hiring practices enhance candidate
quality, reduce attrition, and boost staff stability. The results will assist businesses in the service sector in
strengthening their employer brands, hiring procedures, and cultivating a more driven workforce.

Key Words: Talent Acquisition, Recruitment and Selection, Service sector, Sourcing, Screening,
Interviewing, Onboarding.

2. INTRODUCTION

The "Study of the Talent Acquisition Process in Service Sector" looks at methods and approaches for
drawing in and keeping top talent in the service sector. The study focuses on finding, hiring, and
interacting with ideal candidates who fit the culture and long-term goals of a firm. As labour demands
change, technology develops, and diversity, equity, and inclusion become more important, the process is
changing as well. Employer branding, sourcing tactics, recruitment channels, applicant experience, and
onboarding procedures are among the key facets of the talent acquisition process that are covered.
Additionally, the study looks at how modern methods like artificial intelligence (Al), applicant tracking
systems, and data analytics might make hiring more efficient. By evaluating current procedures and
identifying areas for improvement, the study seeks to offer useful insights for businesses trying to enhance
their talent acquisition strategy. It adds to the broader conversation on how to best manage human
resources in the service sector to satisfy the needs of a labour market that is changing quickly.

2.1 Talent Acquisition

Talent acquisition has evolved with technological advancements, focusing on systematic workforce
planning to place the right people in appropriate roles. The methodical process of finding, attracting,
evaluating, and employing people who have the qualifications and expertise required to fulfil an
organization's demands is known as talent acquisition. It involves sourcing people, conducting interviews,
assessing candidates' fit with the organization's culture, negotiating offers, and onboarding new recruits.
The goal is to build a talent pipeline aligned with long-term business objectives, requiring effective
communication and collaboration among HR, talent acquisition specialists, and senior executives.

2.2 Generic Process of Talent acquisition:
Talent acquisition is the search for, recruitment, evaluation, and hiring of individuals who may contribute
to a company's success. The common steps involved are summarized as follows in brief:
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1)

2)

3)

4)

5)

6)

7)

8)

9)

Workforce Planning: The process of workforce planning involves evaluating both present and future
organizational demands to estimate workforce needs.

Recruitment: A recruitment plan is formulated to attract qualified candidates through networking,
job postings, and referrals.

Sourcing: Sourcing involves aggressively searching through a variety of channels, including as job
boards, social media, and professional networks, for potential candidates.

Screening: Examining resumes as well as application to generate a short list of candidates that meet
the requirements for the position.

Interviewing: Conducting interviews with applicants to assess their fit for the role and the
organization as well as their qualifications and background.

Selection: Selecting the best applicant based on evaluations, recommendations, and interview
performance.

Offer: Making a job offer to the chosen applicant, working out the terms, and completing the
necessary paperwork.

Onboarding: Orienting a new hire, giving them the required training, and assimilating them into the
company is known as onboarding.

Retention: To maintain talent and guarantee long-term success, support staff engagement and
development.

Successful talent acquisition requires good communication throughout the process, cooperation between
HR and hiring managers, and adherence to moral and regulatory requirements.

2.3 Generic Sources of Talent acquisition:

Sources of talent acquisition refer to the various methods and approaches employed by organizations to
locate and attract suitable applicants for open positions. These sources can be classed as internal and
external channels.

Internal sources

1)

2)

3)

4)

1)

Employee Referrals: Encourage current employees to suggest eligible prospects through their
professional networks. Referrals from employees usually lead to better hiring decisions that match
well with the company culture.

Internal Mobility: Promoting career advancement chances within the organization by filling open
positions with current employees who have the necessary skills or potential for growth.

Succession Planning: Using organized succession planning programs, identify and train current
personnel for future leadership roles.

Promotions and Transfers: Recognizing and promoting personnel internally based on performance
and potential, as well as arranging transfers within departments.

External Sources:

Job Boards and Career Websites: Advertise job vacancies on the main employment boards (such as
Naukri, indeed, LinkedlIn, and Glassdoor) and career websites where active job seekers look for
opportunities.
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2) Social Media Platforms: Using LinkedIn, Facebook, Twitter, and Instagram to publicize job
vacancies, engage passive prospects, and increase employer brand visibility.

3) Professional Networks and Associations: Connect with possible applicants via networking within
industry-specific organizations, attending conferences, and participating in professional events.

4) Recruitment Agencies and Head-hunters: Working with outside agencies, recruiters, or head-hunters
who specialize in finding and screening individuals for certain roles or industries.

5) Campus Recruitment: Working together with universities, colleges, and other educational
establishments to attract new students and fresh graduates for entry-level and internship opportunities
via career fairs and campus events

6) Industry-Specific Platforms: Using specialized platforms and forums dedicated to specific industries
or professions to connect with niche talent pools and engage with individuals with specialized
expertise.

7) Networking and recommendations: Using personal and professional networks, as well as
recommendations from business partners, clients, and stakeholders, to uncover possible candidates
who may not be actively seeking employment.

8) Direct Applications: Accepting applications directly through the organization's employment portal
or website, where individuals can send resumes and cover letters for open positions.

2.4 Service Sector

The service industry, often referred to as the tertiary sector, makes a substantial contribution to global
employment and GDP by concentrating on providing intangible goods like knowledge, experiences, and
customer service. It encompasses sectors such as financial services, retail, hospitality, healthcare, and IT.
Healthcare, banking, education, and dining out are a few examples. Compared to production or the
extraction of raw materials, the service sector is more concerned with interactions and support. It offers
necessities like entertainment and healthcare, as well as financial support, medical care, and education.

2.5 Importance of Service Sector

The service sector is essential to contemporary society since it creates jobs, improves employment
opportunities, contributes to GDP, and improves people's quality of life. Through services like healthcare,
education, and hospitality, it raises financial well-being and lowers unemployment rates while
contributing to a country's GDP. Additionally, the industry encourages innovation and the use of new
technologies, which enhances user experiences and streamlines processes. By luring in foreign consumers
and encouraging trade and economic collaboration, it also raises a country's level of global
competitiveness. Nonetheless, the industry is distinguished by its perishability, intangibility, and
dependence on highly qualified human resources. Despite these advantages, problems like high staff
turnover, skill shortages, and growing consumer demands underscore the necessity of efficient people
acquisition plans. Effective talent acquisition tactics are therefore essential to the success of organizations
in the service sector.

2.6 Example of few Services sectors companies Talent Acquisition process

2.6.1 Talent Acquisition Process of Infosys (IT and Service Sector)
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Infosys is a leading global provider of digital services and consulting, offering IT solutions to customers
in over 50 nations. In order to draw in and keep top IT talent, Infosys uses a deliberate, multi-phase talent
acquisition strategy that is in line with its corporate objectives.

1. Workforce Planning & Demand Forecasting

Business executives and Infosys work together to predict future personnel requirements based on attrition
statistics, project demands, growth, and technological trends (cloud, cybersecurity, and artificial
intelligence).

2. Candidate Sourcing
Infosys recruits on campus through InfyTQ, HackWithinfy, and internships; lateral hiring through portals
and referrals; and executive search for senior posts.

3. Pre-screening & Application
Candidates are filtered by an ATS based on their experience and skills. Candidates who make the short
list complete online exams that evaluate their technical, domain-specific, and communication abilities.

4. Interview Process
Technical proficiency, problem-solving abilities, and cultural fit are assessed in a multi-phase interview
procedure. It consists of HR, management, and technical rounds.

5. Offer & Selection
Performance and fit are the main criteria for selection, and background checks come next. To lower
dropout rates, chosen applicants participate in pre-joining events and receive offer letters.

6. Onboarding & Training
Digital onboarding is carried out via the Launchpad platform, and then orientation and rigorous training
are held at the Mysore campus and via the Lex learning platform.

7. Post-Hiring Engagement & Retention
Performance management, flexible work schedules, health initiatives, and ongoing education with tech-
related certifications are some of the ways Infosys guarantees employee retention.

In conclusion, Infosys is a leader in IT talent acquisition by combining robust learning and engagement
initiatives with tech-driven solutions like digital onboarding and Al assessments.

2.6.2 Talent Acquisition Process of Apollo Hospitals (Healthcare Services)

One of the biggest and most reputable healthcare organizations in India, Apollo Hospitals is renowned
for its cutting-edge medical services and dedication to patient-centered care. A structured talent
acquisition strategy is used by Apollo Hospitals, a top healthcare provider in India, to attract skilled
medical, support, and administrative personnel.

1. Workforce Planning & Demand Forecasting
In cooperation with department heads and HR, staffing needs are predicted based on hospital
development, patient load, physician ratios, regulatory standards, attrition, and retirements.
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2. Candidate Sourcing
Medical employment portals, medical and nursing college campuses, professional groups, internal
promotions, and referrals are some of the ways that candidates are found.

3. Pre-screening & Application
Candidates are rigorously screened for legitimate medical degrees, certifications, council registrations,
and pertinent hospital and patient care experience.

4. Interview Process

Clinical skills, ethics, case management, leadership, and cultural fit are evaluated through a multi-phase
interview process. HR assesses congruence with patient-care values, compensation expectations, and
communication.

5. Offer & Selection
Employment history and malpractice records are part of background checks. Pre-joining training sessions
and comprehensive employment contracts are provided to chosen candidates.

6. Onboarding & Training
New personnel receive instruction in medical technology, infection control, patient care, hospital
procedures, and data privacy. Workshops and courses are used to enhance lifelong learning.

7. Employee Engagement & Retention
Apollo supports work-life balance by encouraging retention through leadership positions, career
advancement chances, wellness initiatives, performance bonuses, and global opportunities.

In conclusion, Apollo Hospitals makes sure that qualified, caring personnel are hired by implementing
stringent planning, verifying credentials, and emphasizing training and retention.

2.6.3 Talent Acquisition Process of Taj Hotels (Hospitality Industry)

Leading Indian hospitality company Taj Hotels is renowned for its outstanding service, lengthy heritage,
and dedication to offering remarkable experiences. A systematic hiring procedure is used by the
organization to choose professionals who exhibit style, client-centeredness, and "“Tajness."”

1. Workforce Planning & Forecasting
To ensure service excellence, HR works with hotel leadership to estimate staffing needs based on seasonal
demands, attrition, expansion, and industry trends.

2. Candidate Sourcing
Talent is sourced by Taj via worldwide hiring, job portals, referrals, culinary schools, IHM collaborations,
the Taj Management Trainee Program, and lateral recruitment for professional positions.

3. Pre-screening & Application
To create a shortlist of candidates based on qualifications, experience, and personality factors,
applications are vetted through HR calls, resume reviews, and Al-based tests.
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4. Interview Process
Interviews evaluate leadership, problem-solving, cultural fit, and technical skills (such as culinary and
guest service). HR makes sure that it is in line with Taj's principles of warmth, luxury, and honesty.

5. Selection & Offer
In order to ensure compatibility with long-term goals and brand culture, candidates are subjected to
background checks and get offer letters outlining duties, remuneration, and benefits.

6. Onboarding & Training
In addition to continuing development through management programs and cross-functional training, new
personnel receive training in grooming, manners, and luxury service standards.

7. Employee Engagement & Retention

Through employee recognition programs, performance-based advancement, worldwide opportunities,
wellness initiatives, and competitive pay, Taj guarantees retention.

In Conclusion, by prioritizing people, smart hiring, in-depth assessment, and a strong emphasis on
training and employee well-being, Taj Hotels provides top-notch hospitality.
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ACQUISITION IN SMES: Evidence from the IT sector.

Summary: The study examines at small and medium-sized IT companies' difficulties finding talent,
with a particular emphasis on the shortage in the IT industry. The results show four themes:
organizational structure, employer brand, awareness, and labor market shifts affecting talent
management procedures.
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4. The Role of Human Resource Management in Talent Acquisition and Retention in the Healthcare
Sector 1Dr. S. Prabakar, 2Dr. S. Prabakar.

APA- Prabakar, S., & Prabakar, S. (2023). The Role of Human Resource Management in Talent
Acquisition and Retention in the Healthcare Sector. Journal of Informatics Education and
Research, 3(2).

Summary: In the healthcare sector, human resource management (HRM) is essential for luring and
keeping talent, creating an engaging work environment, handling legal obligations, and guaranteeing
employee welfare, career progression, and work-life balance.

5. Exploring the Impact of Evolving Roles of Talent Acquisition and Talent Management in IT Industry
Akash Ghosh*
APA- Ghosh, A. (2021). Exploring the impact of evolving roles of talent acquisition and talent
management in IT industry. OPUS: HR Journal, 12(2), 67-80.
Summary: The study focuses at how employee productivity is affected by changing roles in the IT
sector, especially remote installations. Though it also highlights issues with internet access,
ergonomics, work-life balance, and unregulated working hours, it reveals a positive correlation
between productivity and remote work. Productivity is still low, though.

RESEARCH METHODOLGY

Objectives:

To attract and recruit top talent aligned with organisation goals

To study present as well as future requirements and changes in Talent Acquisition.
To understand the talent acquisition strategies adopted by service sector companies.
To explore the role of technology in enhancing the recruitment process.

Hypothesis-

Null Hypothesis: The use of processes and systems to hire people has no significant impact on the
outcome in terms of better hiring, retention and talented quality of people which contributes to the overall
long-term growth of the Service Sector organisations.

Alternative Hypothesis: The use of process and systems to hire people has a significant impact on the
outcome in terms of better hiring, retention and talented quality of people which contributes to the overall
long-term growth of the Service Sector organisations.

Research design- Descriptive
To analyse existing talent acquisition practices and their effectiveness.

Research method- Qualitative Research Method
Mixed-Methods Approach:
e Quantitative Data: To measure the effectiveness of recruitment strategies through surveys and
statistical analysis.
e Qualitative Data: To understand HR professionals' perspectives through interviews or focus
groups.

Data Collection Methods- Primary Data Collection(Surveys)
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Sampling Techniques-
Target Population: HR managers, recruiters, and employees in service sector companies.
Sample Size: 40 respondents for surveys HR professionals for interviews.

5. DATA ANALYSIS AND INTERPRETATION
1. Designation

6 ]
6 (15%)

4 mlo%)
3 (715%)
2 (5%)

2
1 (25R2:5205(2.12.5%)] (2.5(2.172:5%)) [ (2125202172512 (225225 RBRI(212.1/(2:5%)] (2.5¢

0
AVP- People Experie... HR Associate HRBP Intern Manager Senior Manager HR
Executive Hr HR Executive Hr recruiter Placement Officer Student

Data Interpretation: According to the graph, out of the 40 survey respondents, 15% are HR
executives, while 10% are students or aspiring professionals. Five percent are HRBP interns and
seven percent are HR Associates. The remaining titles are Senior Manager HR, AVP-People
Experience, Executive HR, HR Recruiter, Manager, and Placement Officer. The data is more

credible because it reflects a fair variety of opinions, including those of students and older
specialists.

2. Year of Experience in HR

0-2 years

c

@

® b) 3-5years
) 6-10 years

®d

d) 10+ years

Data Interpretation: According to the survey results, 72.5% of participants are recent graduates or HR
professionals in their early careers, which represents the views of less experienced workers. With over
ten years of experience, senior HR professionals can offer valuable insights on hiring practices and long-
term trends. Experts with intermediate experience have six to ten years of experience, while mid-level
(three to five years) HR specialists manage day-to-day operations and hiring procedures. Survey
responses are most influenced by HR professionals in their early careers.
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3. Industry

@ 2a) IT/Software

@ b) Banking/Finance
\\",// ® c) Hospitality

@ Jd) Retail
m Z @ ¢) Healthcare

@® Pharmaceuticals
E @ Marketing

® FMCG

113 Y

—_— e e

@ Insurance

@ Education

\\",// @ Technical
_,A @ Chemical Manufacturing

@ Content Creation
@ Stakeholder Communication
@ Leamning and Development Consultancy

@ Constuction
@ Manufacturing
@ FinTech

@ Accounting outsourcing

A 33

Data Interpretation: There is a different representation of industries among the 40 responders to the poll.
At 20%, banking and finance are in first place, followed by IT/software (12.5%) and healthcare/pharma
(7.5%). The remaining 2.5 percent is made up of FMCG, insurance, education, fintech, and other sectors,
with marketing, retail, and hospitality making moderate contributions. The survey's dependability and
insights into HR procedures are strengthened by this diversity.
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4. What are the primary sources of talent acquisition in your organization?

® =) Job Portals
@ b) Company Website

c) Employee Referrals
@ d) Recruitment Agencies
@ ©) Social Media

@® f) Campus Recruitment

Data Interpretation: According to the graphic, 70% of respondents source applicants from online job
boards such as Indeed, LinkedIn, and Naukri, while 10% turn to social media and recruitment agencies.
LinkedIn is being utilized more and more to develop employer branding and find passive personnel. Only
5% of businesses have a website, which may indicate that candidates prefer online platforms or that there
are fewer direct applications. There is reduced dependence on internal networks and fresh talent streams,
as seen by the 2.5% share of university recruitment and employee referrals. The information points to the
need for enhanced employer branding and internal hiring procedures.

5. Which platforms do you find most effective for attracting talent?

a) Linkedin 28 (70%)

b) Naukri.com |25 (62.5%)
8 (20%)

d) Glassdoor

Company portal
We have not used any job port...

Refferals

Data Interpretation: According to the graphic, 70% of respondents source applicants from online job
boards such as Indeed, LinkedIn, and Naukri, while 10% turn to social media and recruitment agencies.
LinkedIn is being utilized more and more to develop employer branding and find passive personnel. Only
5% of businesses have a website, which may indicate that candidates prefer online platforms or that there
are fewer direct applications. There is reduced dependence on internal networks and fresh talent streams,
as seen by the 2.5% share of university recruitment and employee referrals. The information points to the
need for enhanced employer branding and internal hiring procedures.
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6. What is the average time-to-hire for a position in your organization?

® a) Less than 1 month
® b) 1-2 months
c) 2-3 months

l @ d) More than 3 months

Data Interpretation: According to the data, 42.5% of employers fill positions in less than 1 month, which
is the norm. This is the result of either a sizable talent pool or efficient recruitment strategies. Typically,
the hiring process takes 1 to 2 months and includes thorough screening, interviews, and assessments.
12.5% may face a prolonged hiring timeline of 2 to 3 months, which could impact specialized roles or
complex screening procedures. Due to senior-level hiring or expertise shortages, just 5% take more than
3 months.

7. What methods do you use to assess candidates?

a) Interviews 39 (97.5%)

b) Psychometric Testing 13 (32.5%)
c) Technical Assessments 21 (52.5%)
d) Group Discussions 5 (12.5%)
e) Case Studies 5(12.5%)
1(2.5%)

PPT Presentations on the topic... 1(2.5%)

Data Interpretation: Interviews are the most common way of evaluating candidates (97.5%), according to
a study of 40 respondents. The increase in skills-based recruiting is shown in technical evaluations
(52.5%), whereas psychometric testing (32.5%) measure emotional and cognitive characteristics. While
PPTs and other techniques (2.5%) are rarely utilized for leadership roles, group discussions and case
studies (12.5%) are. In general, technical tests and interviews take the lead, with other techniques meeting
certain assessment requirements.
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8. What are the biggest challenges your organization faces in talent acquisition?

® a) High competition for talent
@ b) Limited talent pool
¢) High cost of recruitment
@ d) Long recruitment cycle
@ e) Poor quality of applications
@ Nothing.. as we are best in the market

Data Interpretation: The chart illustrates the primary obstacles that companies have when trying to hire
talent, with the most prevalent problem being low-quality applications (32.5%). For specialist jobs in
particular, a restricted talent pool (22.5%) is another prevalent problem. There is also the formidable
competition for talent (20%). Long hiring cycles (12.5%) might result in open positions, which can impact
staffing plans and corporate efficiency. Moreover, high hiring costs (10%) add to the financial strain. The
fact that only 2.5 percent of companies have no trouble obtaining talent suggests that the job market is
extremely competitive and demanding. These difficulties can be addressed with the use of strong market
positioning or efficient hiring practices.

9. How do you foresee the future of talent acquisition evolving in the service sector in the next 5
years?

@ 2a) Increased use of Al and Automation

@ b) Greater emphasis on Diversity and
Inclusion

c) Shift towards Gig and Remote Work

Data Interpretation: The 40 respondents’ survey identifies the main trends in hiring for the upcoming five
years. It is anticipated that automation and artificial intelligence (Al) (60%) would improve hiring
efficiency through resume screening and predictive analytics. For equitable hiring, diversity and inclusion
(22.5%) continue to be top priorities. As a result of workforce flexibility, gig and remote work (17.5%)
is expected to increase. All things considered, remote work, inclusion, and Al-driven hiring will influence
employment practices in the service industry going forward.
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10. How does your organization ensure a positive candidate experience during the recruitment
process?

@ 2a) Regular communication
@ b) Clear job descriptions
c) Feedback after interviews
@ d) User-friendly application process
@ All of the above

Data Interpretation: The 40 respondents’ survey identifies important procedures for improving the
applicant experience. The most important factor is feedback following interviews (35%), which
encourages openness and development. Job descriptions that are clear (30%) aid in controlling
expectations and luring in the best candidates. While a user-friendly application procedure (10%) lessens
frustration, consistent communication (20%) builds trust. A comprehensive strategy (5%) integrates all
techniques. All things considered, the secret to better hiring is openness, clarity, and accessibility.

11. What recruitment technologies or tools does your organization use?

@ 2) Applicant Tracking System (ATS)

@ b) Al-powered Resume Screening
c) Video Interviewing Tools

@ d) HR Analytics Tools

@ none

@® None

Data Interpretation: The 39 respondents’ poll identifies important technologies for hiring. For efficiency
and data-driven hiring, ATS (38.5%) and HR analytics technologies (35.7%) are frequently utilized.
While Al resume screening (5.1%) is becoming more popular, video interviewing technologies (15.4%)
facilitate remote recruiting. A small percentage of organizations still use manual hiring (5.2%). In general,
analytics and automation rule the hiring process, while Al adoption is progressively growing.
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12. What types of skills are most critical for success in the roles you typically recruit for?

@ 2) Technical skills
@ b) Soft skills (e.g., communication,

teamwork)
c) Leadership skills

‘ @ d) Industry-specific knowledge

@ All of the above

Data Interpretation: The 40 respondents' survey identifies critical competencies for hiring. Industry-
specific competence (32.5%) is the top priority, followed by soft skills (25%), stressing teamwork and
communication. Additionally praised are leadership (15%) and technical skills (22.5%). For some
positions, a combination of all talents (5%) is needed. In general, the most sought-after abilities are soft
skills and industry knowledge.

13. How do you ensure that the candidates you recruit align with your organizational values?

@ a) Behavioural interviews
@ b) Reference checks
c) Cultural fit assessments

l @ d) Trial periods

Data Interpretation: According to the data, behavioural interviews are used by 52.5% of businesses to
make sure that applicants share their beliefs. Evaluations of cultural fit and reference checks are utilized
by 11.5% and 27.5% of respondents, respectively. Before making a permanent hire, a small portion of
companies employ trial periods to evaluate candidates' performance and cultural fit. All things
considered, behavioural interviews are the most widely used and trustworthy method for guaranteeing
value alignment throughout the hiring process.

6. CONCLUSION

According to studies on talent acquisition in the service industry, data-driven tactics, technology
integration, and organized hiring procedures are crucial for drawing in and keeping qualified personnel.
With an emphasis on Infosys, Taj Hotels, and Apollo Hospitals, this study investigates employment
procedures in the service industry. It demonstrates how each business employs structured techniques:
Apollo uses a multi-phase procedure with reference checks, Infosys uses Al and technical exams, and Taj
prioritizes service excellence through referrals and campus placements.
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The most effective sourcing strategies include recommendations and job boards like Naukri and LinkedIn.
The hiring cycle typically lasts between one and two months. Low-quality applications, fierce rivalry,
and a lack of skills are major obstacles. Al, automation, and HR analytics are being used by businesses
more and more to expedite the hiring process.

The study emphasizes the importance of employer branding, data-driven decision-making, and matching
candidates' values and skill sets with company objectives. It backs up the alternative hypothesis, which
holds that tech-driven, organized hiring improves long-term growth, recruitment quality, and retention in
the service industry.

7. RECOMMENDATION & SUGGESTION

The study of the service industry's talent acquisition process suggests several recommendations to
improve hiring efficiency and sustainability. These include using technology for efficient hiring,
diversifying talent sources, improving the candidate experience, emphasizing skills-based hiring,
addressing main issues in talent acquisition, promoting diversity and flexible work models, enhancing
hiring procedures through consistent audits and feedback forms, and strengthening employer branding.
These strategies aim to increase candidate screening, automate tedious tasks, and make data-driven hiring
decisions. Additionally, businesses can use social media, employee recommendations, and university
hiring to reach a larger talent pool. Emphasizing diversity and flexible work models can also help attract
top talent and enhance retention.
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Abstract

As our reliance on digital systems deepens, a hew form of cybercrime—often referred to as Digital
Arrest—is gaining prominence. This concept involves cyberattacks that essentially “lock down"
individuals or organizations by exploiting their digital presence. These include methods like
ransomware, identity fraud, phishing scams, and manipulation through deepfakes, all of which can
paralyze normal digital operations. Beyond financial loss, such crimes severely affect consumer
confidence, raising concerns over privacy and security. This paper investigates the nature of these
emerging threats, their impact on digital behavior, and the psychological toll they impose on victims.
It also examines how repeated exposure to such threats diminishes trust in digital platforms and
services. In light of this, the study highlights the pressing need for improved cybersecurity practices,
stronger legal measures, and increased awareness to protect users and maintain trust in the digital
ecosystem.

Keywords: Digital Arrest, Cybercrime, Consumer Trust, Data Privacy

1.INTRODUCTION

As the digital world expands, the rise of cybercrimes such as hacking, identity theft, and online fraud
has caused significant concern among consumers and businesses. The anonymity and vast reach of the
internet make it a fertile ground for malicious activities, threatening personal information, financial
transactions, and overall online safety. This has led to a decline in consumer trust in digital services.
However, in response to these challenges, authorities and organizations have introduced innovative
methods such as "Digital Arrest" to combat cybercrime.

Digital Arrest refers to the use of advanced digital tools, technologies, and law enforcement methods
to track, apprehend, and prosecute cybercriminals. These methods often involve sophisticated online
investigations, digital forensics, Al-powered surveillance, and data analysis to locate criminals and
ensure justice. The central goal of Digital Arrest is to reduce cybercrime and restore consumer trust in
the online ecosystem. This study explores how cybercrime affects consumer trust and examines the
role of Digital Arrest in addressing these issues, ultimately contributing to a safer digital environment.

The impact of cybercrime on consumer trust cannot be overstated. Data breaches, identity theft, and
financial fraud have led consumers to question the security of digital platforms. Once trust is broken,
users become reluctant to engage in online transactions, hindering the growth of digital businesses.
Research shows that businesses suffer financially and reputationally due to consumer distrust, with
many users abandoning services after a breach or fraud incident.
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Objectives
1. To explore the impact of cybercrime on consumer trust in digital platforms.
2. To analyze the role of Digital Arrest in reducing cybercrime and its effect on consumer
confidence.
3. Toassess how Digital Arrest methods contribute to creating safer online environments.
4. To understand the challenges and limitations of Digital Arrest in combating cybercrime.

2.LITERATURE REVIEW

% The Impact of Cybercrime on Consumer Trust (Smith et al., 2021)
Smith et al. (2021) examine the link between cybercrime and the erosion of consumer trust in digital
services. Their research found that breaches of personal data and financial fraud significantly
decrease consumer confidence, leading to hesitancy in adopting digital services.

« Digital Forensics and the Future of Cybercrime Investigations (Jones & Taylor, 2022)
Jones and Taylor (2022) discuss how digital forensics is a powerful tool in the investigation of
cybercrimes. By utilizing data recovery and tracking technologies, digital forensics helps authorities
catch cybercriminals and close security gaps, ensuring that businesses can maintain consumer trust.

« The Role of Artificial Intelligence in Cybercrime Prevention (Brown & Cheng, 2023)
Brown and Cheng (2023) explore how Al is being leveraged in cybercrime investigations,
particularly in the context of identifying patterns of malicious behavior. Al-powered surveillance and
machine learning are increasingly effective in detecting cybercrime early, preventing potential
threats, and securing consumer data.

% Restoring Consumer Trust through Transparency in Digital Arrest (Keller et al., 2020)
Keller et al. (2020) highlight how transparent digital arrests—where businesses publicly share
information about the cybercriminals apprehended and their methods—can help restore consumer
confidence in online platforms. Transparency about security measures reassures consumers that their
data is protected.

3. RESEARCH METHODOLOGY
This study explores digital arrest as a new frontier in cybercrime and its effects on consumer trust, using
both qualitative and quantitative methods.

1. Research Design
A descriptive and exploratory design was adopted:
e Qualitative approach: To understand consumer attitudes and emotional responses.
e Quantitative approach: To analyze the prevalence and impact of digital arrests via surveys.

A. Primary Data
e Surveys and Questionnaires: Structured surveys targeted at consumers, victims, and
professionals to assess awareness, emotional impact, behavioral changes, and trust.
e Sample Population: Online users, cybercrime victims, cybersecurity professionals.
e Sampling Technique: Random sampling; target sample size of 50 respondents.
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e In-depth Interviews: Conducted with victims, experts, and organizations to explore personal
experiences, security perceptions, and recovery mechanisms.
e Sampling: Purposive sampling for qualitative interviews.

B. Secondary Data
e Drawn from literature reviews, industry reports, and case studies.

A. Qualitative Analysis
e Thematic Analysis: Used to identify recurring themes on risk perception, emotional impact,
and trust recovery.

B. Quantitative Analysis
o Descriptive Statistics: To summarize awareness, trust levels, and behavioral changes.
o Inferential Statistics: Regression analysis to evaluate the link between digital arrest exposure
and trust levels.

4.DATA ANALYSIS & INTERPRETATION
1.How familiar are you with the concept of "digital arrest” (e.g., the unlawful use
of personal information or data leading to a false or wrongful identification)?

52 responses

@ Not familiar at all
@ slightly familiar

Somewhat familiar
@ Very familiar

The pie chart illustrates the familiarity of 52 respondents with the concept of "digital arrest.” The
responses are varied:
e The largest group, 34.6%, indicated they are "Slightly familiar” with the concept.
e  30.8% reported being "Not familiar at all.”
o 23.1% stated they are "Somewhat familiar."
e The smallest group, 11.5%, reported being "Very familiar" with the concept of digital
arrest.

In summary, the data suggests that while a significant portion of respondents have some level of
awareness (slightly or somewhat familiar), a substantial number are not familiar with the concept of
digital arrest. Only a small fraction are very familiar with it.
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2.What kind of cybercrime, if any, have you encountered or heard of in relation to I_D Copy chart
digital arrests? (Select all that apply)

52 responses

Identity theft 10 (19.2%)

Data breaches 17 (32.7%)

Account Hijacking 25 (48.1%)

Unauthorized use of personal
data

I have not encountered or heard
of any related cybercrimes

0 5 10 15 20 25

The horizontal bar graph details the various types of cybercrime connected to digital arrests that 52
individuals, have either experienced or heard about. Respondents were allowed to select multiple
options.

The most commonly reported cybercrime in this context is Account Hijacking, cited by 25 individuals,
representing 48.1% of the respondents. Following this, 19 respondents (36.5%) reported Unauthorized
use of personal data, and 17 respondents (32.7%) mentioned Data breaches. Identity theft was reported
by 10 individuals (19.2%). Interestingly, 13 respondents (25%) stated that they had not encountered
or heard of any cybercrimes related to digital arrests.

In essence, account hijacking appears to be the most prevalent cybercrime associated with digital
arrests within this respondent group, while a quarter of the participants indicated a lack of awareness
regarding any such related cybercriminal activities.

3.In your opinion, how much do you trust online platforms (e.g., social media,
online banking, e-commerce sites) to keep your personal data secure?

52 responses

@ Not at all trustworthy
@ Slightly trustworthy

Moderately trustworthy
@ Very trustworthy
- 0

The pie chart reflects the level of trust that 52 respondents have in online platforms (such as social
media, online banking, and e-commerce sites) to securely protect their personal data.

A significant portion, 48.1%, indicated they find these platforms "Slightly trustworthy." An equal
percentage, 21.2%, reported feeling "Not at all trustworthy" and "Moderately trustworthy." The
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smallest segment, 9.6%, expressed that they find online platforms "Very trustworthy."

In summary, the data suggests that the majority of respondents in this group have limited trust in the
ability of online platforms to keep their personal data secure, with a notable segment expressing a
complete lack of trust. Only a small minority have strong confidence in these platforms' security
measures.

4. What actions, if any, have you taken to protect your personal information I Copy
online since becoming aware of cybercrime incidents like digital arrests? (Select
all that apply)

52 responses

Changed passwords regularly 13 (25%)

Activated two-factor
authentication

Installed security software (e.g.,
antivirus)

Avoided certain websites or
platforms

Used a VPN or other privacy
tools

21 (40.4%)
|18 (34.6%)

|16 (30.8%)

None of the above

The most common action taken was activating two-factor authentication, reported by 21 respondents
(40.4%). This was followed by installing security software (e.g., antivirus), chosen by 18 respondents
(34.6%), and avoiding certain websites or platforms, selected by 16 respondents (30.8%). Changing
passwords regularly was reported by 13 respondents (25%), while using a VPN or other privacy tools
was the least common action, with 8 respondents (15.4%). Notably, 7 respondents (13.5%) indicated
that they had taken none of the above actions.

In summary, activating two-factor authentication was the most popular measure adopted by this group
to enhance online personal information security following awareness of cybercrime incidents.
However, a small but noticeable portion of respondents had not taken any specific protective actions.

5. On a scale of 1 to 5, how much do you think digital arrests affect the overall IE
trust consumers have in online services?

52 responses

@ 1 (Noimpact)
26.9% @ 2 (Minor impact)

3 (Moderate impact)
9.6% @ 4 (Significant impact)
8 0
@ 5 (Very significant impact)
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A significant portion of respondents, 26.9%, believe digital arrests have a "Significant impact" rating
of 4) and another 26.9% believe they have "No impact" (rating of 1). Following these, 21.2% perceive
a "Minor impact" (rating of 2), while 15.4% think the impact is "Very significant” (rating of 5). The
smallest group, 9.6%, indicated a "Moderate impact" (rating of 3).

In summary, the opinions on the impact of digital arrests on consumer trust in online services are quite
divided among this group. A substantial portion believes there is either a significant impact or no
impact at all, with fewer respondents perceiving a minor, very significant, or moderate effect.

6. How would you rate your overall confidence in the current laws and
regulations surrounding digital arrests and cybercrime?

52 responses

@ Very Low

@ Low
Moderate

@ High

@ Very High

The largest segment, 32.7%, reported "Moderate™ confidence. This is followed by "Very Low"
confidence at 28.8% and "Low" confidence at 23.1%. Only a minority expressed higher levels of
confidence, with 13.5% indicating "High" confidence and 1.9% (the smallest slice, though the exact
percentage isn't explicitly labeled but visually estimated) reporting "Very High™ confidence.

In summary, the data suggests that the majority of respondents in this group have either moderate or
low confidence in the existing legal framework addressing digital arrests and cybercrime, with a
relatively small percentage expressing high or very high confidence.

5.RECOMMENDATION & SUGGESTION
Based on the results of this study, the following recommendations are made to mitigate the impact of
digital arrests and help restore consumer confidence in digital platforms:

1. Enhance Cybersecurity Measures
To reduce the risk of digital arrests and other forms of cybercrime, businesses and digital platforms
should prioritize strengthening their cybersecurity measures. Key recommendations include:
e Implementing Stronger Security Frameworks: Companies must adopt comprehensive
security protocols, such as encryption, secure login methods (e.g., two-factor authentication),
and continuous monitoring to detect potential breaches.

e Regular Security Audits: Routine security audits should be conducted to identify weaknesses
and ensure that the latest cybersecurity practices are in place. Independent third-party audits

112



Research Colloquium in Business Management

can further enhance trust in security systems.

2. Foster Transparent Communication with Consumers
A primary consequence of digital arrests is the erosion of consumer trust. To rebuild trust, businesses
should prioritize transparent and open communication with their users:
e Immediate Disclosure of Security Incidents: In the event of a cybercrime or digital arrest,
businesses should notify users promptly, offering clear explanations of the breach and its
potential effects. Transparency during such times helps reduce uncertainty and rebuild trust.

e Provide Information on Security Recovery: Companies must ensure that consumers are kept
informed about the actions being taken to strengthen security and prevent future breaches.
Regular updates can demonstrate the company’s commitment to user protection.

3. Collaborate with Law Enforcement and Regulatory Bodies
The complex nature of digital arrests requires a joint effort from businesses, law enforcement agencies,
and regulatory authorities:
e Strengthen Partnerships with Law Enforcement: Companies should establish stronger
collaborations with law enforcement to ensure cybercriminals are identified and prosecuted.
Additionally, information-sharing between sectors can improve security measures.

e Advocate for Enhanced Legislation: Organizations should support stronger cybercrime laws
and consumer protection frameworks. Advocacy for better regulations can help reduce digital
arrests and increase overall security in the digital space.

4. Provide Compensation and Support for Affected Consumers
When users fall victim to digital arrests or other cybercrimes, businesses must provide them with
support and compensation:
e Offer Compensation to Affected Individuals: Platforms should consider offering
compensation to users who suffer financially or emotionally due to a digital arrest, whether
through refunds, reimbursement for losses, or identity protection services.

e Dedicated Customer Support: Companies must provide specialized support to victims of
digital crimes, offering them personal assistance to help recover their accounts and personal
information. This can help restore faith in the platform.

6.CONCLUSION

The rise of digital arrests as a form of cybercrime presents a significant challenge to consumer trust and
the overall stability of the digital economy. With more individuals and organizations depending on online
platforms for a wide range of activities, including financial transactions, communication, and service
access, the growing threats related to cybercrimes like digital arrests raise serious concerns about privacy
and data security. This insecurity affects not only individual users but also undermines the credibility of
businesses that depend on the trust of their consumers.

In the long run, businesses that prioritize security and consumer protection will emerge as leaders in the
digital marketplace. Rebuilding consumer trust requires time and effort, but companies that demonstrate
a genuine commitment to security, transparency, and customer support will have a competitive edge in
the increasingly complex digital economy. By addressing the challenges posed by digital arrests through
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practical measures such as improved security protocols, collaboration with law enforcement, and
transparent communication, businesses can help ensure the continued growth of a safe and secure online
environment.

The integration of advanced technologies such as artificial intelligence (Al), machine learning, and
blockchain also plays an important role in combating digital arrests. Al and machine learning can help
detect suspicious activities early, enabling organizations to address threats before they escalate.
Blockchain, due to its transparent and decentralized nature, offers another layer of security, helping ensure
data integrity and protecting against unauthorized tampering. By embracing these innovations, businesses
can strengthen their cybersecurity posture, providing safer environments for users and enhancing
consumer confidence.

To mitigate the impact of digital arrests, companies must take a proactive and multi-dimensional
approach. First and foremost, strengthening cybersecurity measures is imperative. Implementing robust
systems that include encryption, multi-factor authentication, and continuous monitoring will help
businesses safeguard consumer data and reduce the likelihood of cybercrimes. This must be
complemented by clear and transparent communication with consumers, particularly in the event of a
breach or digital arrest incident. Timely disclosure, along with providing detailed information on recovery
efforts and future preventative measures, is vital for regaining consumer confidence.

1. BIBLIOGRAPHY
Data sources: online website, Bloomberg, Yahoo Finance, financial reports of BSE 30 companies.
e Ponemon Institute. (2020). The Impact of Data Breaches on Consumer Trust.
e Jones, M., & Taylor, R. (2022). Digital Forensics and Cybercrime Investigations.
e Brown, D., & Cheng, S. (2023). Artificial Intelligence in Cybercrime Prevention.
o Keller, A, etal. (2020). The Role of Transparency in Restoring Consumer Trust.

114



Research Colloquium in Business Management

CENTRAL BANK DIGITAL CURRENCY: A COMPREHENSIVE ANALYSIS
OF INDIA'S DIGITAL RUPEE INITIATIVE

Nitesh Nilesh Kadam
Student, MET Institute of PGDM, Batch 2023-25

Dr. Harshada Mulay
Associate Professor HRM, MET Institute of PGDM

Abstract

This research tells the story of India's exciting step into the digital age with the introduction of the Digital
Rupee (eX), its own Central Bank Digital Currency. But it's more than just a story about technologys; it's
about how India is using new digital tools to reshape its financial world, aiming to make it better for
everyone. We'll take a journey through time, exploring how money has changed, from the olden days to
today's digital world, and why this change is so important for India right now. We'll also try to understand
what exactly CBDC is, how it works, and where India's version fits into the big picture. At its heart, this
research is about why India needs the Digital Rupee — to bring financial services to more people, to rely
less on physical cash, and to create transactions that are safer and smoother. Of course, like any big
change, there are challenges. We'll talk about how important it is to protect people's information, keep
the system secure, and make sure everyone can easily use this new form of money. In the end, this research
looks at the Digital Rupee as a powerful tool for India's digital future, with the potential to empower its
people and help the country grow

Keywords: Central Bank Digital Currency (CBDC), Digital Rupee (e2), India's Digital Economy, Digital
Currency, Digital Payments, Financial Inclusion, Reserve Bank of India (RBI), Payment Systems,
Monetary Policy, Financial Stability

INTRODUCTION

Money has never stood still. From the days of barter systems, where goods were exchanged for other
goods, to the use of metallic coins in ancient civilizations, and eventually to the adoption of paper
currency, the way humans transact has constantly evolved. In recent decades, this evolution has been
supercharged by digital technology. Credit cards, internet banking, and mobile payment apps have already
transformed how we spend, save, and transfer money. Now, the world is entering a new and potentially
revolutionary phase in this journey: the rise of Central Bank Digital Currencies (CBDCs).

CBDC:s represent the digital version of a nation’s fiat currency—issued and backed by the central bank,
unlike decentralized cryptocurrencies such as Bitcoin or Ethereum. They aim to provide the safety and
reliability of government-backed currency with the speed, convenience, and innovation of digital payment
technologies. While private digital currencies have captured public attention, they often lack stability,
regulatory oversight, and sovereign backing. CBDCs, on the other hand, promise to fill this gap by
offering a secure and government-regulated alternative.

India, a global leader in digital payments thanks to innovations like the Unified Payments Interface (UPI),
is now stepping into this next frontier. The Reserve Bank of India (RBI) launched the pilot of its own
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CBDC—the Digital Rupee or eZ—in December 2022. This move marks a significant milestone in India’s
efforts to modernize its financial infrastructure and deepen digital financial inclusion. The eX is being
tested under two models: a wholesale CBDC for interbank settlements and a retail CBDC for public use.

This research paper takes a comprehensive look at this ambitious initiative. It explores the motivations
behind India's CBDC, its operational framework, and how it compares with global peers. We delve into
the expected economic impacts, assess potential risks, and discuss the social, technological, and
regulatory challenges that lie ahead. In doing so, we also aim to answer key questions: What value does
the Digital Rupee add in a country already flourishing with digital payment systems? How will it affect
traditional banking? And what can India learn from the successes and setbacks of CBDC projects in
countries like China, Nigeria, and Sweden?

As India seeks to become a digitally empowered society and knowledge economy, the development and
deployment of a robust, secure, and inclusive CBDC could serve as a foundational pillar in shaping the
future of money in the 21st century.

OBJECTIVES OF THE STUDY
1. To analyze the concept and framework of Central Bank Digital Currency (CBDC), with a focus
on its global evolution and relevance in the modern financial ecosystem.

2. To examine India’s Digital Rupee (eX) initiative, including its structural design, two-tier
operational model, and pilot implementation launched by the Reserve Bank of India in
December 2022.

3. Toevaluate the motivations behind India’s CBDC rollout, such as promoting financial inclusion,
reducing the cost of cash management, enhancing payment system efficiency, and addressing
risks posed by private cryptocurrencies.

4. To compare India’s CBDC with global counterparts, such as China’s Digital Yuan, Nigeria’s
eNaira, and Sweden’s e-Krona, in order to understand international trends and best practices.

5. To assess the potential economic and financial impacts of CBDC adoption in India, including
effects on monetary policy, the banking sector, financial markets, and cross-border payments.

6. To identify the key challenges associated with CBDC implementation, including concerns
around data privacy, cybersecurity, legal frameworks, infrastructure readiness, and public
adoption.

7. To propose recommendations for a phased and secure implementation strategy, ensuring
regulatory oversight, user protection, and technological scalability in the Indian context.

LITERATURE REVIEW

1. Concept and Global Understanding of CBDC

CBDCs are widely recognized in academic and policy literature as digital representations of a sovereign
currency issued and regulated by a nation's central bank. According to Kumhof & Noone (2018), CBDCs
are intended to serve as a new monetary instrument that preserves central bank control in a digitized
economy. The Bank for International Settlements (BIS, 2020) frames CBDCs as a response to declining
cash usage and the rise of private digital currencies.
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Your capstone mirrors this foundation by emphasizing that India’s Digital Rupee is not just a reaction to
domestic digital payment trends but also a strategic counterbalance to the risks posed by unregulated
cryptocurrencies.

2. India’s Motivation: Financial Inclusion, Payment Efficiency, and Reduced Cash Dependence
Several studies—including those by Dhar and Jain (2023) and IMF (2021)—identify financial inclusion,
reduced cost of cash handling, and improved payment security as central drivers of CBDC adoption.
These themes are directly echoed in your capstone, particularly in the sections titled “Benefits and
Implications of CBDC in India” and “The Good and the Potential.”

Your report notes how CBDCs could enhance access for unbanked populations, aligning with Auer et al.
(2021) who point out that digital legal tender could bridge digital divides when designed inclusively.

3. Comparison with Global Projects: Learning from the World

Your capstone discusses CBDC efforts in China, Nigeria, and Sweden, consistent with academic
discussions in Zhang & Huang (2020) and Kosse & Mattei (2022). These studies show that nations tailor
CBDC architecture based on economic priorities, infrastructure readiness, and public trust.

For example:
e China’s e-CNY focuses on enhancing domestic retail payments.
e Nigeria’s eNaira aims to boost financial inclusion in a mobile-first context.
e Sweden’s e-Krona responds to near-total cashlessness.

Your comparative analysis reinforces that India’s cautious two-tier model (with RBI at the core and
commercial banks as distributors) is an attempt to balance innovation with systemic stability, echoing
BIS's “do no harm” principle.

4. Technological and Regulatory Architecture

Your project identifies the two-tier distribution model, offline functionality, and integration with UPI as
major technical choices. Academic studies such as Patel & Rao (2023) and Chakraborty (2022) validate
these choices, explaining how they aim to ensure scalability and inclusivity without disrupting existing
banking structures.

Also, your mention of anonymity in low-value transactions aligns with privacy-focused CBDC prototypes
explored by Engert & Fung (2017) and the European Central Bank (2020).

5. Risks and Challenges: Consistency with Existing Concerns
Your project highlights concerns such as data privacy, cybersecurity, scalability, and user adoption. These
challenges are consistent with the literature:

e Ghosh & Banerjee (2023) warn of cyber vulnerabilities in CBDC infrastructure.

e Arner et al. (2021) stress the need for digital literacy and institutional trust for adoption.

e Mehta & Krishnan (2022) emphasize the necessity for a robust legal and compliance framework.

Your recommendations—Ilike a phased implementation and regulatory collaboration—are supported by
policy best practices suggested in BIS Innovation Hub (2021) and NITI Aayog reports (2022).
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6. Impact on Monetary Policy and Banking

Several scholars, including Bordo & Levin (2017) and Agur et al. (2020), examine the impact of CBDCs
on monetary transmission and deposit disintermediation. Your capstone wisely cautions against these
risks, proposing RBI's non-interest-bearing design as a buffer—just as discussed in recent IMF working
papers.

RESEARCH METHODOLOGY:

Our Guiding Question

In a world rapidly going digital, we wanted to take a close look at India's move towards a digital form of
its currency, the Digital Rupee (e%). It's like asking: "How can a country like India, with its own unique
strengths and challenges, step confidently into the age of digital money?"

What We Aimed to Find Out
In this study, we set out to:
e Get a solid understanding of what this "Central Bank Digital Currency" (CBDC) is all about,
and why it matters for India.
e Weigh the good things and the not-so-good things that might come with introducing a digital
currency.
e Think about how the Digital Rupee could change things for banks, how the country manages its
money, and how it affects people's access to financial services.
e And finally, we wanted to explore the rules and possibilities for this digital currency in India’s
future.

Where We Got Our Information
To answer these questions, we gathered information from reliable sources:
e We dove into research papers and studies by experts on digital currencies.
e We carefully read reports and announcements from the Reserve Bank of India (RBI), including
their important "Concept Note" on the Digital Rupee.
e We also looked at what big global organizations like the Bank for International Settlements
(BIS) and the International Monetary Fund (IMF) have to say.
e We kept up with the latest news and analysis from trusted financial news sources and
government publications.
e And to get a broader view, we examined how other countries are handling their own digital
currency projects.

How We Put It All Together
Our approach was to:
e Carefully Analyze: We looked closely at what the RBI says in its official documents and
compared how different countries are adopting CBDCs.
e Compare and Contrast: We assessed how ready India is for a digital currency, compared to
other nations that are already experimenting with it.
e Spot the Trends: We aimed to identify any patterns in the world of digital currencies and think
about what they might mean for India's economy.
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ANALYSIS AND FINDINGS
1. India’s Digital Leap: The ""Why"" Behind the Digital Rupee

Financial Inclusion: In a country as diverse as India, access to financial services isn't always
equal. We found that the Digital Rupee has the potential to reach those who've been left out of
the traditional banking system. Think of it as a digital bridge, connecting everyone to the
financial mainstream.

Taming the Cash: India loves its cash, but handling physical currency comes with costs and
risks. Our analysis shows that the Digital Rupee can help us move towards a more digital
economy, making transactions smoother and reducing the burden of cash.

Innovation Boost: By providing a secure and reliable digital foundation, the Digital Rupee
can spark new ideas in the world of payments. It's like giving innovators a safe space to build
the next generation of financial tools.

Security First: In a digital world, security is paramount. We learned that the Digital Rupee
offers a safer alternative to some of the risks associated with cryptocurrencies, providing a
more secure way to transact.

2. How the Digital Rupee Works: A Peek Under the Hood

Two-Tiered System: Instead of the RBI handling everything, they're working with banks and
other players to get the Digital Rupee into people's hands. This ~wsi of labor makes the system
more efficient and scalable.

Digital Wallets: Using the Digital Rupee is designed to be as easy as using any other digital
wallet. This familiarity is key to getting people to adopt it.

Security Measures: Security is built into the system, with features like strong authentication
and fraud monitoring to protect users and their money.

3. The Road Ahead: Opportunities and Challenges

Striking a Balance: Finding the right balance between innovation and regulation is crucial.
We need rules that protect people without stifling creativity.

Ensuring Security: As with any digital system, cybersecurity is a major concern. Protecting
the Digital Rupee from threats is essential for maintaining trust.

Getting Everyone On Board: Making sure everyone, from tech-savvy city dwellers to people
in rural areas, can use the Digital Rupee is a big task. It requires education and infrastructure
development.

BENEFITS AND IMPLICATIONS OF CBDC IN INDIA: THE GOOD AND THE POTENTIAL
CBDC:s like the Digital Rupee offer a basketful of potential benefits for India:

Financial Inclusion: Imagine being able to access money and make payments easily, even if
you live in a remote village or don't have a bank account. CBDCs can help make this a reality.
A Less-Cash Society: India has been moving towards digital payments, and CBDCs can
accelerate this shift, reducing our reliance on physical cash.

Payment Innovation: CBDCs can create a safe and level playing field for new and exciting
ways to make payments.

Tackling Illicit Activities: Because CBDCs are regulated, they can help in the fight against
money laundering and other illegal activities.
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e Saving Costs: Printing, distributing, and storing physical cash is expensive! CBDCs can
significantly reduce these costs.

However, it's not all smooth sailing. Introducing CBDC can also have a ripple effect on how the
country's finances work. It could influence things like:

e Monetary Policy: How the RBI controls the flow of money in the economy.

e The Banking Sector: How banks attract deposits and lend money.

e Financial Markets: The buying and selling of financial instruments.

CHALLENGES AND RECOMMENDATION
Making CBDC a success in a country as diverse as India comes with its own set of challenges:
e Privacy and Security: We need to ensure that people's financial information is safe and
secure while also preventing illegal activities.
e Scalability: The CBDC system needs to be able to handle a massive humber of transactions
without slowing down.
e Getting Everyone On Board: We need to make sure that people understand and trust CBDC,
and that it's easy for them to use, regardless of where they live or their level of digital literacy.
e Infrastructure: A strong digital infrastructure, including reliable internet access, is crucial for
CBDC to work effectively.
e Legal Framework: Clear laws and regulations are essential to provide a solid foundation for
CBDC.

To navigate these challenges and ensure a smooth transition, we recommend the following:

e A Step-by-Step Approach: Start with smaller pilot programs to test things out and gather
feedback before a full-scale launch.

e Strong Protection for Users: Put robust systems in place to protect people's data and prevent
fraud.

e Learning from Others: Keep a close eye on what other countries are doing with CBDCs and
contribute to global discussions.

e Working Together: Encourage collaboration between the RBI, banks, technology companies,
and other key players.

CONCLUSION

India stands at a fascinating crossroads in its financial story. The introduction of the Digital Rupee (e%)
isn't just a technical upgrade; it's a narrative about how a nation is reimagining money to better serve its
people. The Reserve Bank of India (RBI), in its role as the guardian of India's financial health, has
embarked on a careful journey, recognizing that this transition needs to be handled with both vision and
empathy.

Think about it: for many Indians, especially in smaller towns and villages, access to banking can be a
challenge. The Digital Rupee offers a chance to change that, to bring financial services to their fingertips
through a mobile phone. It's about empowering individuals, giving them more control over their money,
and creating a level playing field where everyone can participate in the growing digital economy.
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But it's also a story about trust and security. In a world where digital fraud is a concern, the Digital Rupee
provides the reassurance of being backed by the nation's central bank. It's like having the safety of cash,
but with the convenience of digital transactions. This can be particularly important for vulnerable
populations who may be wary of new technologies.

Of course, this journey isn't without its challenges. We need to be mindful of the digital divide, ensuring
that everyone has the knowledge and tools to use the Digital Rupee. It's not just about having the
technology; it's about making it accessible and user-friendly for people from all walks of life.

We also need to think about the bigger picture: how the Digital Rupee will interact with the existing
financial system. It's about creating a harmonious ecosystem where traditional banking and digital
innovation can coexist and complement each other.

Ultimately, India's Digital Rupee initiative is a human story about progress, inclusion, and building a
better future. If we get it right, it has the potential to transform not just how we transact, but how we live
and connect with each other in an increasingly digital world.

REFERENCES
¢ Reserve Bank of India - Reports Future of digital currency in India

e Central bank digital currencies: policy and operational perspectives for India |

e  CSI Transactions on ICT Digital Rupee: Exploring the Future of India’s Central Bank Digital
Currency (CBDC) |

o IBEF View of Monetary Policy Implications of Central Bank Digital Currency with Special
Reference to India Carapella, F., & Flemming, J. (2020).

e Central bank digital currency: A literature review. Banerjee, S., & Sinha, M. (2023).

e Promoting financial inclusion through central bank digital currency: An evaluation of payment
system viability in India. Australasian Accounting Business & Finance Journal , 17 (1), 176-
204. Haque, M. A., & Shoaib, M. (2023).

e ¢% - The digital currency in India: Challenges and prospects. Bench Council Transactions on
Benchmarks, Standards and Evaluations, 3(1), 100107 Gupta, M., Taneja, S., Sharma, V.,
Singh, A., Rupeika-Apoga, R., & Jangir, K. (2023).

e Does previous experience with the unified payments interface (UPI) affect the usage of central
bank digital currency (CBDC)?. Journal of Risk and Financial Management, 16(6), 286.
Kumari, J. M. (2021).

e Central Bank Digital Currency (CBDC) can it replace notes and coins in India. Shanlax
International Journal of Management , 8 (S1-Feb), 21-28. Bhat, V., Nagarkar, J., & Singh, A.
(2021).

e  Prospects of Digital Currency in India-A Way Forward.

121



ISBN No.: 978-93-91044-50-3

CONSUMER BEHAVIOUR IN SUBSCRIPTION-BASED VIDEO
STREAMING SERVICES: FACTORS INFLUENCING ADOPTION,
SATISFACTION, AND RETENTION

Ms. Paurnima Gosavi
Student, MET Institute of PGDM Batch 2023-25

Prof. Anand Singh Rajawat
Assistant Professor-Marketing, MET Institute of PGDM

Abstract:

The rise of video streaming subscription services has transformed the entertainment industry, altering
how consumers access and engage with digital content. This research explores the key factors influencing
consumer behavior in the subscription-based streaming market, focusing on motivations, perceptions, and
retention strategies. The study examines how convenience, personalization, content quality, and pricing
structures shape consumer choices. By employing a mixed-method approach that integrates surveys and
statistical analysis, this research identifies key drivers of customer satisfaction and loyalty. Findings
suggest that consumers prioritize accessibility, content exclusivity, and user experience when selecting
streaming services. Additionally, personalization and pricing flexibility significantly impact retention
rates. The study provides actionable insights for streaming service providers, emphasizing the importance
of customer-centric strategies to enhance engagement and reduce churn. The research contributes to the
broader understanding of consumer decision-making in the digital entertainment landscape and offers
recommendations for improving the sustainability of subscription-based business models.

Keywords: Video streaming services, subscription models, consumer behaviour, content quality,
personalization, user experience, customer retention, digital entertainment

Introduction:

The advent of digital streaming services has revolutionized media consumption, providing consumers
with on-demand access to a vast library of content. Subscription-based streaming platforms, such as
Netflix, Amazon Prime, and Disney+, have reshaped the traditional entertainment industry by introducing
flexible, data-driven business models that cater to diverse consumer preferences.

The primary appeal of streaming subscription services lies in their ability to offer convenience,
personalization, and exclusive content. Unlike traditional cable television, these platforms provide a
customized experience, allowing users to select content based on individual preferences. However, as the
market becomes increasingly competitive, service providers face challenges in customer retention,
content differentiation, and perceived value optimization.

This research aims to explore the factors influencing consumer behavior in video streaming subscriptions,
focusing on motivations, perceptions, and retention strategies. Key research objectives include:

e Analyzing consumer perceptions of value in subscription-based services.

e Examining the role of personalization and convenience in decision-making.

e Understanding the impact of content exclusivity and quality on consumer satisfaction.
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The study employs a mixed-method approach, combining quantitative surveys with qualitative insights
to provide a holistic understanding of user behavior. By identifying critical determinants of customer
satisfaction and retention, this research seeks to offer strategic recommendations for video streaming
platforms aiming to enhance user engagement and long-term profitability.

Literature Review:

Consumer Preferences in Adopting Product-Service Systems with a Subscription Revenue Model
Research on consumer behavior toward subscription-based product-service systems (PSS) shows that
these models are appealing due to their ability to reduce ownership burdens, offer access to a wide range
of high-quality products, and fulfill experiential needs. However, despite the benefits of flexibility and
convenience, consumers often face concerns about long-term commitments, perceived loss of control,
and emotional attachment to ownership. These barriers are particularly evident in low-cost, frequently
used product categories, where regular subscription fees seem harder to justify. To drive adoption,
companies need to enhance the user experience, ensure service flexibility, and effectively communicate
the value of subscription models in reducing financial risk and improving product access (Kuusisto,
2018).

On the Value of Subscription Models for Online Retail

Subscription-based pricing has become popular across various industries, including fitness,
entertainment, and, more recently, grocery retail, where it often involves home delivery services.
Customers pay a membership fee for free deliveries over a period, which can change their ordering
behavior, leading to more frequent but smaller orders. Studies show that while subscriptions increase
customer engagement, spending, and order frequency, they also create operational challenges. Subscribed
customers often demand more flexible and convenient delivery options, such as narrower delivery
windows and delivery times outside regular business hours, which increase costs. Additionally, they may
buy fewer items per order, complicating logistics. These findings suggest that retailers must carefully
weigh the benefits of increased customer loyalty and sales against the operational complexities and costs
introduced by subscription-based delivery models (Wagner et al., 2021).

Research Objectives:
1. To analyze how consumers perceive value in subscription services and what drives satisfaction.
2. To explore the role of personalization and convenience in consumer decision-making for
subscription services.

Hypothesis:

H1: Convenience and personalization are key drivers for consumers when choosing subscription services.
H2: Quality and exclusivity of content/products significantly impact consumers' satisfaction with
subscription services.

Research Methodology:
Research Design

This study employed a mixed-method approach combining quantitative and qualitative methodologies to
obtain a comprehensive understanding of consumer behavior in video streaming subscription services.
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Sampling
The research utilized random sampling to ensure diverse representation across demographics. The study
collected responses from 52 participants with varying age, gender, and income levels.

Data Collection Methods

A structured questionnaire was used to gather quantitative data on consumer preferences, perceived value,
and subscription behavior. The survey included questions about usage patterns, service preferences,
motivations for adoption and retention, satisfaction levels, and likelihood to recommend.

Data Analysis

Statistical tools including chi-square tests, correlation analysis, multiple regression analysis, and t-tests
were employed to test the hypotheses. Descriptive statistics were used to analyze demographic profiles
and usage patterns.

Limitations

The study is limited by its relatively small sample size (51 respondents) and reliance on self-reported
data, which could introduce biases. Additionally, the rapid evolution of the subscription streaming market
may affect the generalizability of the results over time.

Data Interpretation:

Demographic Profile and Usage Patterns

The demographic analysis reveals that most respondents belong to the 18-25 age bracket, followed by
the 26-35 age group, with a relatively balanced gender distribution (58.8% male, 41.2% female).

What is your age?
52 responses

@ Below 18

@ 18-24
25-34

@ 35-44

@ 45 & above

What is your gender?

52 responses

@ Female
@ Male
Prefer not to say
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What is your monthly income?
52 responses

@ Below 25,000

@ 25,000 - 50,000

@ 50,001 - 1,00,000
@ 1,00,001 - 1,50,000
@ Above 1,50,000

The income distribution shows a concentration in the lower income brackets (below 2,00,000 INR
monthly), suggesting a significant representation of students and young professionals in the sample.

Usage of Video Streaming Services

How often do you use video streaming services?

52 responses

@ Daily
@ Weekly
@ Monthly
@ Rarely

Usage patterns indicate deep integration of streaming services into daily entertainment routines, with
approximately 68.6% of respondents reporting daily usage and most others accessing services several
times per week.

How long have you been using video streaming services?

52 responses

@ Less than 6 months
® 6 -12 months

@ 1-2years

@ More than 2 years
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Most users have 1-3 years of experience with streaming services, indicating they entered the market

during or shortly before the global pandemic period, with a substantial segment having 3-5 years of
experience.

Service Adoption and Market Leadership

Which video streaming subscription services are you currently using? (Select all that apply)
52 responses

Netflix 31 (59.6%)

Amazon Prime Video 36 (69.2%)

Disney+Hotstar 31 (59.6%)
Zee 5
Jio Cinema
Other 7 (13.5%)

0 10 20 30 40

Amazon Prime Video emerges as the dominant platform in terms of subscriber base, followed by
Disney+ and Netflix. The data indicates a strong tendency toward multiple service subscriptions,

suggesting that consumers view different streaming services as complementary rather than purely
competitive. This multi-platform approach appears driven by the desire to access diverse content

libraries and exclusive programming across services.

Key Factors Influencing Video Streaming Service Retention

What motivates you to continue using a specific video streaming service? (Select all that apply):
52 responses

Availability of exclusive and high-

0,
quality content 40 (76.9%)

Affordable subscription cost 39 (75%)

Personalized recommendations 23 (44.2%)

User-friendly interface 43 (82.7%)

Convenience of access across

0
devices 42 (80.8%)

Frequent updates with new

21 (40.4%)
content

The survey data reveals that the most critical factors influencing continued use of a video streaming
service are a user-friendly interface (82.4%) and convenience of access across devices (80.4%), indicating
that seamless navigation and multi-device compatibility are key to retention.

Exclusive and high-quality content (76.5%) and affordable subscription cost (74.5%) also play a
significant role, emphasizing the importance of both content value and pricing. While personalized
recommendations (45.1%) enhance the experience, they are less influential than core usability factors.
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Surprisingly, frequent updates with new content (39.2%) rank lowest, suggesting that while fresh content
is appreciated, users prioritize accessibility, affordability, and overall experience over constant content
additions.

Consumer Decision Factors and Motivations
The importance of various factors when choosing a video streaming service reveals that subscription
cost, content quality, and convenience are considered most important by respondents.

Rate the importance of the following factors when choosing a video streaming service:

[ Not Important M Slightly Important Moderately Important Il Very Important Il Extremely Important
30

Convenience Personalization of Content quality Exclusivity of content Subscription cost Flexibility of plans
recommendations

Key insights from this data include:
1. Convenience: The most common response is "Very Important,” followed by "Extremely
Important,” indicating that ease of use and accessibility are highly valued by users.

2. Personalization of Recommendations: The most selected categories are "Moderately
Important™ and "Very Important." Personalization is important, but not as crucial as other
factors like content quality or cost.

3. Content Quality: The highest rating is "Extremely Important,” followed by "Very Important,"”
suggesting that users place significant value on high-quality streaming content.

4. Exclusivity of Content: The highest responses are "Moderately Important™ and "Slightly
Important." While exclusive content is a consideration, it is not a top priority for most users.

5. Subscription Cost: "Extremely Important™ is the dominant category, highlighting that
affordability is a key factor in selecting a streaming service.

6. Flexibility of Plans: The highest responses are "Very Important” and "Extremely Important.”
Users appreciate having different plan options, possibly for budgeting or customization needs.

Overall, users prioritize affordability, content quality, and ease of use when selecting a streaming

service, while factors like content exclusivity and personalized recommendations are relatively less
important.
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Satisfaction Analysis and Service Retention

How satisfied are you with your current subscription(s) regarding the following aspects?

30
I Not Satisfied [l Slightly Satisfied Moderately Satisfied [l Very Satisfied [l Completely Satisfied

20

Variety of content User interface and ease of Personalization of Price-to-value ratio
use recommendations

User satisfaction levels with current video streaming subscriptions reveal varying levels of satisfaction
across different aspects of the service.

Key insights from this data include:
1. Variety of Content: The highest responses are "Moderately Satisfied" and "Very Satisfied,"
with a smaller but noticeable group being "Slightly Satisfied." This suggests that while many
users are generally happy with the content selection, some feel there is room for improvement.

2. User Interface and Ease of Use: The majority are "Very Satisfied," followed by "Completely
Satisfied." Some users are "Moderately Satisfied" or "Slightly Satisfied," but very few are "Not
Satisfied." This indicates that most users find the platform easy to navigate, though some minor
improvements may still be needed.

3. Personalization of Recommendations: The most common response is "Moderately Satisfied,"
followed by "Very Satisfied." There are still a noticeable number of users who are "Slightly
Satisfied," indicating some dissatisfaction. This suggests that while the recommendation system
is generally good, it does not always meet users' expectations.

4. Price-to-Value Ratio: The most common response is "Slightly Satisfied,” followed by
"Moderately Satisfied." A relatively high number of users are "Very Satisfied" or "Completely
Satisfied,” but some are "Not Satisfied." This suggests that pricing is a concern for many users,
with some feeling the cost does not match the value received.

Overall, user interface and content variety are well-rated strengths, while personalization of
recommendations and price-to-value ratio have more mixed reviews, suggesting areas for improvement.
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Reasons for Video Streaming Subscription Cancellation

Have you ever canceled a video streaming subscription?
52 responses

® Yes
® No

The survey data indicates that 58.8% of respondents have cancelled a video streaming subscription, while
41.2% have not.

Among those who cancelled, the most common reasons were lack of engaging content (31.4%) and high
cost (29.4%), highlighting content dissatisfaction and pricing concerns as key factors.

Additionally, 21.6% cited poor user experience, 21.6% found better alternatives, and 21.6% mentioned
other reasons such as lack of time or not needing the service. This suggests that to improve retention,
streaming platforms must focus on delivering diverse, high-quality content while maintaining competitive
pricing and enhancing the user experience.

Consumer Advocacy and Service Perception
The likelihood to recommend metrics show strong positive sentiment, with most responses falling in the
4-5 range on a 5-point scale.

On a scale of 1 to 5, how likely are you to recommend your preferred streaming service to others?
52 responses

30

24 (46.2%)

20

17 (32.7%)

7 (13.5%)

1(1.9%)
| 3 (5.8%)

1 2 3 4 5

This high advocacy potential suggests that satisfied customers can serve as effective marketing channels
for streaming services. However, the high cancellation rate indicates that this goodwill can be quickly
eroded if service quality or value perception declines.
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Statistical Analysis and Hypothesis Testing:
Hypothesis 1: Convenience and personalization are key drivers

Statistical Calculations:
1. Chi-Square Test Results:
0 y=1225
0 Degrees of Freedom =1
0 p-value =0.00047
0 Ciritical value (o = 0.05) = 3.841
2. Correlation Analysis:
o Convenience Rating vs. Overall Satisfaction:;
o Caorrelation coefficient (r) = 0.72
o R2=0.518
0 p-value <0.001

Decision: Null hypothesis rejected (p < 0.05) Strong statistical evidence supporting H1

Hypothesis 2: Quality and exclusivity of content impact satisfaction
Statistical Calculations:
1. Multiple Regression Analysis:

Dependent Variable: Overall Satisfaction
Independent Variables: Content Quality (X1), Content Exclusivity (X2)
Regression Equation: Y =0.85 + 0.62X1 + 0.41X2
R2=0.73
Adjusted R2=0.71

o p-value <0.001
2. T-Test Results:

0 t-statistic = 3.86

0 Degrees of freedom = 49

0 Critical value = 2.01

0 p-value =0.00033

O O O o o

Decision: Null hypothesis rejected (p < 0.05) Strong statistical evidence supporting H2

Findings:
The analysis of survey data and statistical testing yielded several significant findings:

Market Maturity Indicators
1. High service adoption rates across demographic segments
2. Sophisticated consumer expectations regarding service quality and content
3. Multi-platform subscription patterns as the norm rather than exception
4. Clear market leadership hierarchy with Amazon Prime Video leading, followed by Disney+ and
Netflix
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Consumer Behaviour Insights
1. Strong price sensitivity despite service value recognition, with subscription cost rated as
"Extremely Important™ by most respondents

2. Content-driven decision-making, with content quality and variety being key satisfaction drivers
3. High service switching willingness, with 58.8% of respondents having canceled subscriptions
4. Daily integration into entertainment routines, with 68.6% reporting daily usage

Service Quality Expectations
1. Technical performance and user interface as baseline requirements (82.4% prioritize user-
friendly interface)

2. Content freshness as a retention driver, though less critical than other factors
3. Value-based decision making, with price-to-value ratio being a significant concern
4. Interface usability importance, rated highly in both selection criteria and satisfaction

Market Competition Dynamics
1. Multi-service subscription norm, with most users subscribed to multiple platforms
2. Platform complementarity rather than exclusivity, with users seeking content across services
3. Content-based differentiation importance, though exclusivity itself is not highly prioritized
4. Price-sensitive consumer base, with high cost being a major reason for cancellation

Retention Challenges
1. High churn risk despite satisfaction, with 58.8% having canceled services
2. Price-value balance criticality, with dissatisfaction in this area leading to cancellations
3. Content-driven loyalty, with lack of engaging content being the primary reason for cancellation
4. Service quality expectations continuously evolving with market maturity

Significant Correlations
1. Usage frequency and satisfaction levels, with daily users reporting higher satisfaction
2. Income levels and multiple service subscriptions, showing a positive correlation
3. Age demographics and content preferences, with different age groups valuing different content

types
4. Service experience duration and platform loyalty, with longer-term users showing more loyalty

Both research hypotheses were strongly supported by statistical analysis, confirming that:
1. Convenience and personalization are indeed key drivers for consumers when choosing
subscription services
2. Quality and exclusivity of content significantly impact consumers' satisfaction with subscription
services

Conclusion:

This research provides comprehensive insights into consumer behavior in the subscription-based video
streaming market. The findings highlight the multifaceted nature of consumer decision-making in this
space, where technical performance, content quality, user experience, and pricing all play significant roles
in service selection and retention.
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The market shows clear signs of maturity, with sophisticated consumer expectations and multi-platform
subscription patterns becoming the norm. Service providers face the challenge of balancing competitive
pricing with content quality and technical performance to maintain customer loyalty in an increasingly
crowded marketplace.

The high cancellation rate despite generally positive satisfaction ratings suggests that consumer loyalty
is fragile and can be quickly eroded if value perception declines. This emphasizes the need for streaming
platforms to continuously innovate and improve their offerings to meet evolving consumer expectations.

The research confirms that convenience and personalization are key drivers for service selection, while
content quality and exclusivity significantly impact satisfaction. However, the study also reveals that user
interface, device compatibility, and pricing are equally important factors that influence the overall
consumer experience.

For streaming service providers, these findings highlight the importance of adopting a holistic approach
to service improvement, focusing not only on content acquisition and development but also on enhancing
the user experience, personalizing recommendations, and ensuring competitive pricing.

In conclusion, success in the video streaming subscription market requires providers to excel across
multiple dimensions while maintaining competitive pricing structures. By understanding and addressing
the key factors that drive consumer behavior, streaming platforms can enhance customer satisfaction,
reduce churn, and build sustainable business models in this dynamic digital entertainment landscape.

Recommendations:
For Service Providers
1. Content Strategy: Invest in high-quality, diverse content that appeals to target demographics
while maintaining a balance between exclusive and popular titles.

2. Pricing Optimization: Develop flexible pricing tiers that offer clear value propositions and
consider family or shared plans to improve perceived value.

3. User Experience Enhancement: Prioritize interface improvements, cross-device compatibility,
and technical performance to meet high consumer expectations.

4. Personalization Development: Refine recommendation algorithms to better match user
preferences while respecting privacy concerns.

5. Retention Programs: Implement loyalty benefits for long-term subscribers to reduce churn and
increase lifetime value.

For Consumers
1. Subscription Management: Regularly evaluate subscription costs against actual usage patterns
to optimize entertainment spending.

2. Content Preference Alignment: Choose services that best align with personal content
preferences rather than subscribing to multiple platforms with overlapping offerings.

3. Feature Utilization: Take advantage of personalization features to improve content discovery
and maximize service value.

132



Research Colloquium in Business Management

4. Periodic Service Review: Reassess subscription needs and service satisfaction quarterly to
avoid paying for underutilized services.

For Market Development
1. Content Differentiation: Focus on developing unique content libraries that target specific
audience segments rather than competing broadly.

2. Flexible Pricing Models: Implement innovative pricing approaches such as seasonal passes,
pay-per-view options, or content-specific subscriptions.

3. Enhanced Personalization: Develop more sophisticated recommendation systems that
incorporate viewing context and mood-based suggestions.

4. Technical Innovation: Invest in streaming quality improvements, download capabilities, and
interactive features to enhance the viewing experience.

5. Bundling Strategies: Explore partnerships with complementary services to offer integrated
bundles that provide greater perceived value.

By implementing these recommendations, stakeholders in the video streaming market can work toward
creating more sustainable business models and more satisfying consumer experiences in this dynamic
digital entertainment landscape.
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MET Institute of Post Graduate Diploma in Management
MET Institute of PGDM, Top MBA College in Mumbai

Mumbai Educational Trust (MET) had launched a multidimensional approach in
providing professional education in the field of management and had set up both the
MMS and autonomous Management Programmes way back in the 1990s. However
in order to offer the structured learning systems under the aegis of AICTE it set up the
autonomous PGDM programme which was primarily styled on the lines of the
prestigious [IMs and other best B-Schools in India and overseas. Recently the AICTE
in its wisdom decided to promote higher educational institutions of eminence under
the stand-alone programme in management, and thus, was born the MET Institute of
Post Graduate Diploma in Management (MET Institute of PGDM) under the direct
affiliation of AICTE.

MET Mumbai considered as India’s best B-School, has already offered thousands of
high calibre MBAs to the industry. The PGDM Programme has been the most
preferred choice of both learner aspirants and recruiting corporates over the past
more than a decade.

This humongous response to MET’s outreach has been driven by astute leadership

and foresight of the Trustees, state of the art infrastructure at the educational
complexes, well equipped and diversified libraries, unique pedagogy and resource
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