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From The Editor’s Desk

I take this opportunity to thank all contributors and readers for making Tecnia Journal of Management Studies 
an astounding success. The interest of authors in sending their research-based articles for publication and 
overwhelming response received from the readers is duly acknowledged. I owe my heartfelt gratitude to all the 
management institutes for sending us their journals on mutual exchange basis, and their support to serve you 
better.
We are happy to launch the Thirty Seven issues of our academic journal. The present issue incorporates the 
following articles:
 Artificial Intelligence and Human Capital: A Review
 Cultivating Commitment: The Impact of Authentic Leadership on Employee Effectiveness in Higher 

Education
 “An Analysis of Economic Diplomacy of India and the Recent Developments in the Wake of 

Changing Geopolitics.”
 Drivers of E-Pharmacy Adoption among Consumers in Noida: An Empirical Analysis
 Changing face of Authority figures and Influencers in the new age : A Study of New Emerging 

Practices in the Indian Advertising Industry
 An Analysis of Industry Trends for Information Systems Auditor Profile in India
 Brand Positioning Map: A Strategic Tool for Competitive Differentiation
 An Analysis of Consumer Satisfaction with Lenskart’s Eyewear Products and Digital Platform
 Quality of Work Life In The Remote Work Place: An Analysis of Contributing Factors
 Women Empowerment Through Skilling and Entrepreneurship: A Comparative Analysis of 

Initiatives in Dharavi and Bandra
 A Literature Review of Ansoff Marix
 PESTLE Analysis: A Comprehensive Tool for Strategic Business Planning

My thanks to the authors, K. V. Pradeep, N. Karunakaran, Poonam Shukla, Ankit Gupta, Nandan Velankar, 
Amit Kumar, Raj Kumar Tomar, Preeti Singh, Nischay Kr. Upamannyu, Saurav Kumar, Kshitiz Maharshi, CA 
Rounika Dhoot, Swati Vashisth, Ajay Kumar, Kavita Vyas, Kirti Jainani, Rashmi, Sandeep Kumar and Sweta 
Bakshi who have sent their manuscripts in time and extended their co-operation particularly in following the 
American Psychological Association (APA) Style Manual in the references.
I extend my sincere thanks to our Chairman Dr. R. K. Gupta, who has always been a guiding light and prime 
inspiration to publish this journal. I am grateful for his continuous support and encouragement to bring out 
the Journal in a proper form. I also appreciate Editorial Committee Members for their assistance, advice and 
suggestion in shaping up the Journal. My sincere thanks to our distinguished reviewers and all team members 
of Tecnia family for their untiring efforts and support in bringing out this bi-annual Journal.
I am sure the issue will generate immense interest among corporate members, policy-makers, academicians 
and students.

Editor
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1. Introduction
Human	 capital,	 consisting	 of	 knowledge,	 skills,	
and	 competence	 possessed	 by	 the	 labour	 force,	
is	 crucial	 for	 economic	 growth	 and	 considered	 as	
the	 driving	 force	 of	 economic	 growth	 in	 economic	
growth	theories	(Aldieri	et	al.,	2023).	It	refers	to	the	
inherent	productive	abilities	of	 individuals	 that	can	
be	 enhanced	 by	 investing	 in	 education,	 on-the-job	
training,	and	health	(Eide	&	Showalter,	2010).	Its	per	
capita	 and	 human	 capital	 per	 worker	 is	 measures	
of	human	capital	quality	 that	 represent	 the	average	
human	capital	intensity	for	the	total	population	and	
labour	 force,	 respectively.	 Both	 measures	 impact	
current	economic	activities,	while	the	human	capital	
quality	of	the	population	also	affects	future	economic	

activities	when	younger	generations	enter	the	labour	
force	 (Xiong	et	 al.,	 2021).	

The	 term	 human	 capital	 is	 difficult	 to	 define	 and	
measure,	 and	 has	 been	 studied	 by	 social	 scientists	
from	 various	 perspectives.	 Its	 significance	 in	
economic	well-being	cannot	be	overstated.	It	includes	
knowledge,	 talents,	 skills,	 experience,	 intelligence,	
judgment,	 and	 wisdom	 possessed	 by	 individuals,	
and	is	a	form	of	wealth	that	can	be	used	to	achieve	
national	 or	 state	 goals	 (Srivastava	 &	 Das,	 2015).	 It	
has	become	an	important	indicator	to	boost	economic	
growth	 (Jing,	 2019).	

Human	 capital	 refers	 to	 the	 accumulation	 of	 skills	
and	talents	within	the	workforce	of	a	region,	which	
can	 be	 measured	 through	 education	 and	 training.	
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Human	 capital	 is	 not	 limited	 to	 formal	 education,	
but	includes	practical	experience	and	non-traditional	
technical	 training.	 It	 has	 a	 positive	 impact	 on	
economic	development	 (Ogunade,	 2011).	

AI	 involves	 making	 computers	 perform	 tasks	
that	 were	 previously	 limited	 to	 humans.	 Its	 rapid	
development	has	brought	about	changes	in	people’s	
lifestyles,	 making	 it	 an	 important	 strategy	 for	
countries	 to	 enhance	 competitiveness	 and	maintain	
security	 (Zhang	&	Lu,	 2021).	

AI	 is	 a	 recent	 critical	 development	 in	 electronic	
markets	 and	 a	 growing	 topic	 for	 information	
systems	 research.	 While	 some	 focus	 on	 creating	
AI	 to	 replace	 humans,	 information	 systems	 and	
decision	 support	 systems	 research	 prioritize	 using	
AI	 to	 support	 humans.	 Recent	 research	 on	 hybrid	
intelligence	 and	 human-AI	 collaboration	 aims	 to	
synthesize	AI	research	across	fields,	achieve	synergy	
and	 complementarity	between	human	and	artificial	
intelligence	 (Kühl	 et	 al.,	 2022).	

We	 have	 gained	 understanding	 on	 human	 capital	
and	AI.	The	review	concentrates	on	the	relationship	
between	AI	and	human	capital.

2. Materials and Methods: 
A	secondary	analysis	of	 the	data	was	 conducted	 in	
the	present	 study.	Sixteen	articles	were	 included	 to	
explore	the	link	between	AI	and	Human	Capital.	The	
analysis	was	conducted	following	a	four-step	process:	
(1)	Defining	the	objective	of	the	study,	(2)	Conducting	
a	 thorough	search	using	online	search	engines	with	
specific	 keywords	 such	 as	 “Human	 Capital	 and	
AI”	 and	 “AI	 and	 Human	 Resource	 Management”	
(3)	 Shortlisting	 articles	 based	 on	 relevance	 and	 (4)	
Analysing	 each	 of	 the	 16	 chosen	 articles	 in-depth.	
The	data	obtained	from	the	secondary	analysis	was	
utilized	to	evaluate	the	scope	of	AI	in	human	capital,	
investigate	 trends,	 and	 identify	 challenges.

3. Results and Discussion:

3.1.  AI and Human Capital: The following 
literatures are linking with AI and human 
capital. 

A	 recent	 study	 explored	 the	 use	 of	 artificial	
intelligence	 to	 identify	 suitable	 candidates	 for	
specific	 positions	 and	 create	 cohesive	 teams	 with	
aligned	 goals.	 The	 research	 utilized	 machine-
learning	models	 to	 cluster	 and	 analyse	 personality	
traits	 of	 applicants	 to	 determine	 weaknesses	 and	
strengths.	 The	 study	 used	 a	 publicly	 available	
dataset	 of	 Big-Five	 personality	 traits,	 with	 pre-
processing	and	Pearson’s	correlation	testing	applied.	

Results	 indicated	 a	 positive	 correlation	 between	
agreeableness,	 conscientiousness,	 extraversion,	
and	 openness,	 and	 a	 negative	 correlation	 with	
neuroticism.	 K-means	 clustering	 was	 performed	 to	
label	 the	 dataset,	 and	 supervised	machine-learning	
models,	including	random	forest	(RF),	support	vector	
machine	 (SVM),	 K-nearest	 neighbour	 (KNN),	 and	
AdaBoost,	 were	 applied	 to	 classify	 applicants.	 The	
SVM	model	had	an	accuracy	of	98%,	outperforming	
other	 models,	 and	 the	 study	 contributes	 to	 the	
literature	on	 the	application	of	artificial	 intelligence	
in	 human-resource	 management.	 This	 research	
may	 benefit	 companies,	 organizations,	 and	human-
resource	 executives	 seeking	 to	 improve	 their	hiring	
decisions	and	 team	cohesion	 (Ammer	et	al.,	 2023a).	

A	 research	 on	 how	 human	 capital	 and	 the	 use	
of	 artificial	 intelligence	 in	 the	 fourth	 industrial	
revolution	 augment	 the	 relationship	 between	
them.	 The	 research	 took	 a	 qualitative	 approach	
and	 analysed	 79	 relevant	 articles	 for	 the	 proposed	
model’s	variables.	The	findings	suggest	that	humans	
should	 be	 re-educated	 and	 trained	 to	 take	 on	 the	
roles	 that	 artificial	 intelligence	 requires.	 Although	
manual	 labour	 will	 become	 obsolete,	 occupations	
in	 science,	 administration,	 communication,	 health,	
and	 education	 will	 be	 in	 high	 demand.	 While	
machines	 may	 possess	 technical	 perfection	 and	
precision,	 the	 human	 workforce	 can	 benefit	 from	
the	opportunities	provided	by	artificial	 intelligence.	
In	 industrial	 revolutions,	 jobs	 may	 disappear,	 but	
other	 positions	 will	 arise	 where	 human	 skills	 like	
judgment,	knowledge,	decision	making,	and	critical	
thinking	 outperform	 automation	 (Huertas-Lopez	 et	
al.,	 2021).	

A	 study	 on	AI’s	 contributions	 to	HR	 digitalization	
and	 practices,	 focusing	 on	 five	 AI	 applications	
and	 three	 HR	 readiness	 elements	 examined	 the	
input	 of	 271	HR	 experts	 in	 IT,	manufacturing,	 and	
administration,	the	data	was	analysed	through	SPSS	
and	 AMOS.	 Results	 indicate	 a	 fundamental	 role	
for	 organizational	 analysis	 in	 acquiring	 sustainable	
development,	with	adaptability	and	human	capability	
supported	 by	 AI	 applications.	 Finally,	 health	 and	
safety	 are	 essential	 components	 of	 HR	 under	 AI	
application	 (Murugesan	et	 al.,	 2023).	

A	study	was	conducted	to	enhance	machine	learning	
models	and	analyse	personality	traits	to	make	correct	
and	 effective	 hiring	 decisions.	 By	 applying	 data-
labelling	 techniques,	 several	 supervised	 machine	
learning	models	were	implemented	for	classification	
purposes.	 These	 models	 were	 used	 to	 identify	 an	
applicant’s	weaknesses	and	strengths.	Furthermore,	
this	study	contributed	to	the	development	of	artificial	
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intelligence	 in	human-resource	management,	which	
can	positively	 impact	 companies	 and	 organizations	
in	 selecting	 the	 right	 individuals	 while	 achieving	
their	goals.	The	SVM	classification	method	attained	
the	 highest	 accuracy	 rate	 (98%),	making	 it	 an	 ideal	
choice	 for	 future	 classification	 models	 (Ammer	 et	
al.,	 2023b).	

AI	 is	 a	 computer	 science	 field	 that	 aims	 to	 solve	
human	intelligence	and	cognitive	problems.	AI	gives	
machines	 the	 ability	 to	 think	 like	 humans,	 perform	
tasks	 such	 as	 problem-solving,	 learning,	 reasoning,	
and	 language	processing.	AI	 is	driven	by	 two	basic	
technologies-	 machine	 learning	 and	 deep	 learning.	
The	 increasing	 use	 of	 AI	 and	 existing	 technologies	
is	helping	enterprises	solve	problems	by	automating	
tasks	 behind	 the	 scenes	 through	 data	 analysis.	
Integrating	 AI	 intelligence	 with	 human	 resource	
management	can	help	companies	save	costs,	improve	
the	 quality	 of	 talent,	 and	 enhance	 the	 effectiveness	
of	 employee	 team	 plans.	 The	 study	 offers	 a	 new	
approach	to	human	resource	management	in	the	age	
of	 AI,	 emphasizing	 its	 impact	 on	 human	 resource	
management	 (Balu	&	Sowmya,	 2022).	

A	 study	 aimed	 to	 establish	 best	 practices	 for	
integrating	human	capital	with	artificial	intelligence	
in	organizations.	It	revealed	that	artificial	intelligence	
has	 become	 a	 new	 category	 of	 human	 capital,	
with	 its	 own	 set	 of	 learning	 requirements	 that	
need	 to	 be	 integrated	 into	 employee	 competencies.	
Additionally,	 there	 needs	 to	 be	 a	 transformation	
of	 job	 processes	 and	 position	 redesigns	 to	 enable	
collaboration	between	employees	and	technology	for	
more	efficient	outcomes.	The	information	presented	
in	 this	study	 is	beneficial	 for	practitioners,	 learners,	
and	academics	looking	for	ways	to	improve	business	
growth	and	adaptive	progression	 in	 the	 face	of	 the	
fifth	 industrial	 revolution	 (Burton,	 2019).	

A	 study	 on	 the	 use	 of	 machine	 learning	 in	
knowledge-based	 industries	 and	 the	 biases	 that	
can	 arise	 from	 ML	 predictions	 suggests	 a	 new	
source	 of	 bias	 that	 may	 result	 from	 incomplete	
real-time	 inputs	 due	 to	 strategic	 behaviour	 by	
agents.	Domain	expertise	of	users	can	complement	
ML	by	mitigating	this	bias.	The	authors	conducted	
an	 observational	 and	 experimental	 analysis	 in	 the	
patent	 examination	 context	 and	 found	 that	 ML	 is	
biased	towards	finding	prior	art	textually	similar	to	
focal	 claims	 and	 that	 domain	 expertise	 is	 needed	
to	 find	 the	 most	 relevant	 prior	 art.	 The	 study	
also	 highlights	 the	 importance	 of	 vintage-specific	
skills	 and	 discusses	 the	 implications	 for	 artificial	
intelligence	 and	 strategic	 management	 of	 human	
capital	 (Starr	&	Agarwal,	 2020).	

Study	on	the	implementation	of	artificial	intelligence	
in	 human	 resources,	 as	 most	 companies	 in	 the	 IT	
industry	 are	 using	 it	 for	 various	 purposes,	 such	
as	 automating	 recruitment,	 performance	 appraisal	
and	 administering	 employee	 benefits.	 The	 aim	 is	
to	 improve	overall	 employee	 experience,	 as	 leaders	
and	 executives	 believe	 that	 integrating	 AI	 into	
HR	 functions	 could	 increase	 efficiency.	 However,	
there	 are	 differing	 opinions	 regarding	 the	 benefits	
and	drawbacks	 of	AI	 in	 the	workplace.	 It	 provides	
examples	of	top	companies	using	AI	and	explores	the	
challenges	and	limitations	they	face	in	implementing	
this	technology.	Finally,	the	study	provides	insights	
into	 the	 future	 of	 AI	 in	 human	 resources	 (Verma	
&Bandi,	 2019).	

A	study	on	the	challenges	associated	with	using	data	
science	techniques	for	HR	tasks.	Four	main	challenges	
are	 identified:	 complexity	 of	HR	phenomena,	 small	
data	sets,	fairness	and	ethical	constraints,	and	possible	
negative	 employee	 reactions.	 The	 article	 proposes	
three	 principles	 to	 address	 these	 challenges:	 causal	
reasoning,	 randomization	 and	 experiments,	 and	
employee	 contribution.	 All	 three	 principles	 would	
be	economically	efficient	and	socially	appropriate	for	
using	data	science	in	the	management	of	employees	
(Tambe	et	 al.,	 2019).	

The	CEO	of	ChatGPT	has	suggested	that	the	impact	
of	 these	 technologies	 could	 be	 as	 significant	 as	 the	
printing	press,	with	 consequences	 for	 employment,	
stakeholder	 relationships,	 business	 models,	 and	
academic	 research.	 More	 advanced	 generative	 AI	
tools	 have	 escalated	 the	 “AI	 arms	 race,”	 creating	
uncertainty	 for	 workers	 while	 expanding	 business	
applications	 and	 heightening	 risks	 related	 to	 well-
being,	 bias,	 misinformation,	 privacy,	 ethics,	 and	
security.	 This	 editorial	 proposes	 various	 research	
pathways	 to	 extend	HRM	 scholarship	 in	 the	 realm	
of	generative	AI,	contributing	to	shaping	the	future	
of	HRM	research	 (Budhwar	et	 al.,	 2023).	

The	 usage	 of	 Machine	 Learning	 is	 prevalent	 in	
Human	 Resources	 to	 automate	 processes,	 enhance	
decision	making,	and	 improve	efficiency.	However,	
the	 lack	 of	 interpretability	 may	 hinder	 its	 efficacy	
in	 Human	 Resources,	 as	 transparency	 is	 crucial	 in	
decision-making	 affecting	 people’s	 lives	 directly.	A	
study	 applies	 Anchors,	 a	 model-agnostic	 post-hoc	
explanation	technique,	to	a	Human	Resources	dataset.	
The	dataset	 aims	 to	 create	 a	predictive	pipeline	 for	
employee	attrition	to	enact	timely	retention	policies.	
The	results	suggest	that	by	using	Anchors,	Decision	
Makers	 can	 act	 prescriptively	 and	 retain	 valuable	
resources,	with	each	decision	easily	interpretable	by	
a	non-expert	 (Abonamah	et	 al.,	 2022).
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Human	 resources	 is	 the	 most	 valuable	 asset	 for	
organizations	 as	 its	 performance	 is	 the	 key	 factor	
for	 the	 organization	 to	 achieve	 its	 objectives.	 In	
today’s	digital	era,	the	use	of	Artificial	Intelligence	
(AI)	 has	 become	 widespread	 in	 companies	 and	
government	 organizations	 in	 Indonesia.	 Although	
companies	 are	 responsible	 for	 delivering	 tasks	
and	 profit	 to	 their	 stakeholders,	 no	 research	 has	
investigated	the	influence	of	AI	(Machine	Learning	
Algorithm,	Deep	Learning	and	Big	Data)	on	Human	
Capital	Management	in	Indonesia.	This	study	aimed	
to	 examine	 the	 effects	 of	 AI	 on	 Human	 Capital	
Management	 in	 Indonesia,	 using	 a	 sample	 of	 85	
organizational	 leaders	 and	 HR	 managers.	 The	
results	indicated	that	the	adoption	of	Deep	Learning	
and	 Big	 Data	 had	 a	 significant	 positive	 impact	
on	Human	Capital	Management	 (Purwaamijaya	&	
Prasetyo,	 2022).

Impact	 of	 AI	 on	 economic	 growth	 and	 household	
utility	 study	 in	 both	 short	 and	 long	 run	 finds	 that	
the	development	of	AI	can	increase	economic	growth	
and	 household	 short-run	 utility	 if	 it	 leads	 to	 rising	
productivity	 in	 the	goods	or	AI	 sector.	However,	 if	
the	increase	in	AI	accumulation	is	due	to	firms	using	
it	 to	replace	human	 labour,	 it	can	be	detrimental	 to	
household	short-run	utility.	The	study	also	finds	that	
the	long-term	effects	of	AI	on	household	welfare	are	
uncertain.	The	conclusions	are	not	affected	even	if	AI	
can	improve	the	accumulation	of	human	or	physical	
capital	 (Purwaamijaya	&	Prasetyo,	 2022).	

3.2. Trends and Challenges of AI and Human 
Capital: 

A	study	deliberates	the	reasoning	behind	these	fears,	
highlighting	the	distinctiveness	of	AI	and	contrasting	
prior	 waves	 of	 automation	 and	 robotization	 with	
the	 ongoing	 advancements	 facilitated	 by	 AI’s	
widespread	 adoption.	 It	 asserts	 that	 enormous	
opportunities	in	terms	of	intensified	productivity	can	
ensue,	encompassing	developing	countries,	thanks	to	
the	extreme	reduction	in	capital	costs	demonstrated	
by	 a	 few	 applications,	 coupled	 with	 the	 potential	
for	 enhanced	 productivity,	 particularly	 among	 the	
low-skilled.	 Nonetheless,	 the	 hazards	 in	 the	 form	
of	 increased	 inequality	 need	 to	 be	 tackled	 so	 that	
the	 AI-fueled	 technological	 progress’s	 benefits	 are	
shared	widely.	Accomplishing	this	objective	requires	
skills	 policies,	 although	 insufficient	 in	 themselves.	
Additionally,	the	digital	economy’s	fresh	regulations	
are	 demanded	 to	 impede	 a	 further	 escalation	 of	
the	 market’s	 concentration,	 guarantee	 suitable	
data	 protection	 and	 privacy,	 and	 assist	 in	 sharing	
the	 advantages	 of	 productivity	 growth	 through	
the	 combination	 of	 profit	 sharing,	 (digital)	 capital	

taxation,	 and	 a	 curtailment	 of	 working	 hours.	 The	
paper	advocates	for	a	moderately	affirmative	outlook	
on	the	opportunities	and	hazards	brought	about	by	
artificial	intelligence,	provided	they	are	squeezed	in	
light	 of	 these	 technologies’	 distinctive	 features	 by	
policy-makers	and	social	partners	(Ernst	et	al.,	2018).

A	 review	 article	 endeavours	 to	 present	 a	
comprehensive	 portrayal	 of	 contemporary	
deliberations	in	the	field	of	social	sciences	regarding	
the	 foreseen	 effect	 of	 artificial	 intelligence	 on	
the	 domain	 of	 labour.	 The	 topics	 encapsulated	
comprise	technological	joblessness,	algorithm-driven	
administration,	 platform-based	 labour,	 and	 the	
political	aspects	of	AI-enabled	work.	The	analysis	is	
successful	 in	identifying	the	principal	scholarly	and	
methodological	viewpoints	pertaining	to	AI’s	impact	
on	 labour,	 and	 acknowledging	 the	 difficulties	 that	
these	viewpoints	confront	while	making	predictions.	
Additionally,	the	study	emphasizes	two	determinants	
incentivizing	 the	 emergence	 and	 implementation	
of	 AI	 in	 the	 economy:	 the	 capitalist	 drive	 and	
the	 influence	 of	 nationalistic	 viewpoints	 (Deranty&	
Corbin,	 2022).

A	recent	study	on	the	impact	of	artificial	intelligence	
on	 unemployment	 rates	 in	 highly	 developed	 high-
tech	countries.	Despite	the	proliferation	of	discussions	
surrounding	 artificial	 intelligence	 and	 its	 futuristic	
implications,	 comprehensive	 empirical	 analyses	 are	
scarce	in	the	literature.	Hence,	we	employ	a	dataset	
spanning	 from	 2005	 to	 2021,	 covering	 24	 high-tech	
developed	 countries,	 and	 explore	 the	 correlation	
between	a	 country’s	Google	Trend	 Index	 related	 to	
AI	and	its	unemployment	rate.	Employing	a	dynamic	
panel	 data	 and	 GMM-system	 estimation	 approach,	
we	account	for	the	dynamic	effect	of	unemployment	
and	 establish	 the	 effect	 of	 AI	 on	 it.	 Our	 primary	
findings	 indicate	 that	 artificial	 intelligence	 reduces	
unemployment,	validating	the	“displacement	effect”	
of	AI.	 (Guliyev,	 2023).	

4. Conclusion: 
The	 aforementioned	 articles	 have	 examined	 the	
various	 linkages	 between	 artificial	 intelligence	
and	 human	 capital.	 The	 investigation	 delves	 into	
the	 intricate	 interplay	 between	 these	 two	 entities	
and	 illuminates	 their	 evolving	 relationship	 in	
contemporary	society.	The	research	reveals	that	AI	is	
not	an	independent	force	but	rather	a	transformative	
instrument	 that	 can	 significantly	 impact	 human	
capital.	 The	 argument	 forwarded	 by	 this	 study	
suggests	 that	 AI	 can	 positively	 contribute	 to	 the	
development	 of	 human	 capital.	 To	 harness	 the	
potential	of	AI	for	human	capital	growth,	it	is	crucial	
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to	 prioritize	 learning	 and	 upskilling	 initiatives.	
Additionally,	 ethics	 is	 a	 fundamental	 element	 that	
must	 be	 considered	 concerning	 the	 connection	
between	 AI	 and	 human	 capital.	 Issues	 such	 as	 job	
transformation,	research,	and	policy	making	should	
be	actively	discussed	in	the	context	of	AI	and	human	
capital.	The	research	underscores	the	importance	of	a	
proactive	approach	to	AI	integration	that	emphasizes	
continuous	education,	and	strategic	 investments	for	
unlocking	 the	 full	 potential	 of	 AI	 in	 enhancing	
human	capital	 in	 the	digital	 era.
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Introduction
Strong	leadership	is	essential	in	the	dynamic	world	of	
higher	education	for	fostering	organisational	loyalty	
and	 achieving	 maximum	 productivity	 among	 staff	
members.	 To	 guide	 institutions	 towards	 greatness	
and	 innovation,	 leadership	 is	 becoming	 more	 and	
more	 important	 as	 academia	 faces	 the	 challenges	
of	 a	 fast	 evolving	 world.	 at	 this	 context,	 the	 idea	
of	 genuine	 leadership	 stands	 out	 as	 a	 powerful	
model	for	encouraging	dedication	and	participation	

from	 faculty	 and	 staff	 at	 academic	 institutions.	The	
purpose	 of	 this	 introductory	 section	 is	 to	 provide	
the	groundwork	for	the	subsequent	investigation	of	
how	 genuine	 leadership	 styles	 affect	 the	 efficiency	
of	 university	 staff.	 At	 the	 outset,	 it	 provides	 a	
definition	of	authentic	 leadership	and	elaborates	on	
its	 fundamental	 values,	 such	 as	 honesty,	 openness,	
and	ethics.	In	the	intricate	and	ever-changing	world	
of	 academia,	 genuine	 leadership	 that	 is	 based	
on	 personal	 honesty	 and	 dedication	 to	 common	
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principles	 is	 especially	 important.

In	 addition,	 the	 importance	 of	 organisational	
commitment	 and	 staff	 performance	 in	 higher	
education	 is	 emphasised	 in	 this	 introduction.	
It	 highlights	 how	 academics	 and	 staff	 that	 are	
enthusiastic	 about	 their	 work	 are	 the	 key	 to	 a	
university’s	success	and	the	advancement	of	its	goal.	
Furthermore,	it	stresses	how	important	leadership	is	
for	 creating	 an	 organization’s	 culture,	 encouraging	
teamwork,	and	giving	people	the	tools	they	need	to	
succeed.	This	introduction	also	provides	a	framework	
for	 the	 research	 study	 and	 its	 goals.	 It	 lays	 out	 the	
major	points	and	questions	that	will	be	investigated,	
such	 as	 how	 authentic	 leadership	 affects	 employee	
results,	how	 it	works	 in	universities,	 and	what	 this	
means	 for	 leadership	 training	 and	 productivity	 in	
the	workplace.

This	 introduction	 sets	 the	 stage	 for	 a	 detailed	
investigation	of	genuine	leadership	and	its	influence	
on	the	efficiency	of	college	staff	by	offering	a	thorough	
synopsis	 of	 the	 topic.	 It	 lays	 the	 groundwork	 for	
exploring	 the	 reality,	 theory,	 and	 ramifications	 of	
genuine	 leadership	 in	 educational	 institutions.

Literature review
According	 to	 earlier	 research	 (Guenter	 et	 al.,	 2017),	
proactive	 personalities	 are	 positively	 affected	 by	
genuine	leadership.	According	to	Černe	et	al.	(2013),	
leadership	is	a	key	factor	in	inspiring	people	to	take	
initiative.	 According	 to	 Song	 and	 Lee	 (2020),	 an	
authentic	 leadership	style	may	 influence	employees	
to	 take	 the	 initiative	 by	 creating	 a	 positive	 and	
encouraging	work	 environment.	 A	more	 optimistic	
outlook	on	 life	 is	 supported	by	psychological	 traits	
that	 promote	 a	 steady	 shift	 in	 personality	 as	 a	
result	of	behavioural	 settings.	When	 leaders	exhibit	
authentic,	 affirming	behaviour,	 it	 inspires	 followers	
to	 think	 more	 activistically,	 which	 in	 turn	 causes	
them	to	break	bad	habits	and	develop	new	character	
traits.	 According	 to	 Alessa	 et	 al.	 (2021),	 genuine	
leadership	is	shown	when	it	has	a	favourable	impact	
on	 a	 subordinate’s	 emotional	 and	 psychological	
capabilities.	 Having	 a	 proactive	 personality	 and	
being	 an	 authentic	 leader	 go	 hand	 in	 hand.	 The	
former	is	more	likely	to	bring	about	positive	change	
in	the	world,	while	the	latter	is	more	likely	to	foster	
stronger	 relationships	 between	 leaders	 and	 their	
followers	 (Hu	et	 al.,	 2021).

Furthermore,	 genuine	 leadership	 influences	 a	wide	
range	 of	 personality	 attributes	 and	 characteristics,	
such	 as	 mental	 health,	 self-awareness,	 self-control,	
and	 moral	 development	 (Kim,	 2019).	 Employees	
who	 work	 under	 leaders	 that	 are	 both	 genuine	

and	 proactive	 are	 more	 likely	 to	 provide	 novel	
ideas,	according	to	earlier	studies	(Velez	and	Neves,	
2018).	 Similarly,	 a	 genuine	 leader	 in	 the	workplace	
exemplifies	the	qualities	their	followers	should	strive	
for	 and	 openly	 declares	 their	 intention	 to	 back	
the	 self-determination	 philosophy	 of	 their	 workers	
(Sengupta	 et	 al.,	 2020).	 Genuine	 leadership	 has	
the	 potential	 to	 foster	 an	 atmosphere	 of	 trust	 and	
encourage	 people	 to	 believe	 in	 themselves,	 which	
in	turn	boosts	their	confidence	and	helps	them	meet	
their	own	personal	competency	goals.	To	summarise,	
genuine	leaders	encourage	their	staff	by	their	words	
and	 deeds,	 and	 they	 create	 a	 setting	 that	 caters	 to	
their	 psychological	 needs,	 which	 in	 turn	motivates	
people	 from	 the	 inside	 out	 (Wijaya,	 2018).	 When	
leaders	 are	 genuine,	 they	 encourage	 their	 staff	 to	
take	 the	 initiative	 and	 excel	 in	 their	 roles	 (Elsaied,	
2018).	 In	 addition	 to	 influencing	 their	 emotions,	 a	
favourable	 work	 environment	 fosters	 employees’	
personality	qualities.

Previous	 research	 has	 shown	 that	 employees’	
innovative	 work	 behaviour	 is	 positively	 affected	
by	 authentic	 leadership	 (Černe	 et	 al.,	 2013;	 Niu	
et	 al.,	 2018).	 This	 is	 because	 workers	 feel	 more	
comfortable	 expressing	 their	 ideas	 and	 opinions	
when	their	leaders	are	open,	honest,	and	supportive.	
For	 example,	 according	 to	 Sengupta	 et	 al.	 (2020),	
genuine	 leaders	 make	 facts	 explicit,	 establish	 high	
moral	 standards,	 and	 encourage	 openness	 when	
interacting	 with	 subordinates.	 These	 traits	 allow	
leaders	 to	 inspire	 confidence	 in	 their	 followers,	
who	are	 therefore	more	 likely	 to	 take	 risks	because	
they	feel	supported	emotionally	and	psychologically	
(Schuckert	 et	 al.,	 2018).	 Employees	 are	 encouraged	
to	 openly	 express	 unusual	 opinions	 and	 whatever	
position	 they	 have,	 thanks	 to	 this	 dedication.	
Despite	 widespread	 belief	 to	 the	 contrary,	 Yamak	
and	 Eyupoglu	 (2021)	 highlighted	 employee	 voice	
behaviour	as	evidence	of	 constructive	criticism	 that	
promotes	 the	 voluntary	 discussion	 of	 issues	 and	
suggestions	 for	new	actions.

Objectives of the study
•	 To	examine	 the	 impact	of	 authentic	 leadership	

on	 employee	 effectiveness	 within	 higher	
education	 institutions.

•	 To	 delve	 into	 the	 mechanisms	 through	 which	
authentic	leadership	operates	within	the	context	
of	higher	 education.

•	 To	 investigate	 the	 role	 of	 organizational	
culture	 and	 leadership	development	 initiatives	
in	 facilitating	 authentic	 leadership	 behaviors	
within	higher	 education	 institutions.
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Research methodology
The	 study	 employed	 a	 descriptive	 research	 design,	
integrating	quantitative	approach	to	comprehensively	
investigate	 the	 impact	 of	 authentic	 leadership	 on	
employee	 effectiveness	 in	 higher	 education.	 This	
approach	 allows	 for	 a	more	 holistic	 understanding	
of	 the	 research	 topic	 by	 combining	 the	 strengths	
of	 quantitative	 data.	 A	 stratified	 random	 sampling	
technique	 used	 to	 select	 a	 representative	 sample	
of	 higher	 education	 institutions	 across	 diverse	
geographical	 regions.	 Surveys	 administered	 to	
faculty	and	staff	members	within	selected	institutions	
to	 measure	 perceptions	 of	 authentic	 leadership	
behaviors,	employee	motivation,	job	satisfaction,	and	
performance	outcomes.	Statistical	techniques	such	as	
correlation	 analysis,	 regression	 analysis,	 employed	
to	 analyze	 the	 quantitative	 data	 and	 examine	 the	
relationships	 between	 authentic	 leadership	 and	
employee	effectiveness	variables.

Data analysis and discussion

The	provided	fit	 indices	 represent	 the	goodness-of-
fit	measures	 for	 confirmatory	 factor	 analysis	 (CFA)	
models	 assessing	 various	 constructs,	 including	
Organizational	Commitment,	Authentic	Leadership,	
and	 Job	 Satisfaction.	 Let’s	 analyze	 and	 discuss	 the	
findings	based	on	 these	fit	 indices:

Organizational Commitment (Original and Current 
Factor CFA):	 Both	 the	 original	 and	 current	 factor	

CFAs	 for	 Organizational	 Commitment	 exhibit	
acceptable	 fit	 based	 on	 several	 indices:	 CMIN/
DF	 values	 are	 close	 to	 3,	 indicating	 reasonable	 fit.	
Comparative	 Fit	 Index	 (CFI)	 values	 are	 above	 0.8,	
indicating	 adequate	 fit.	 Root	 Mean	 Square	 Error	
of	 Approximation	 (RMSEA)	 values	 are	 below	 0.08,	
indicating	acceptable	fit.	Goodness-of-Fit	Index	(GF)	
values	 are	 above	 0.75,	 indicating	 acceptable	 fit.	
Tucker-Lewis	 Index	 (TLI)	 values	 are	 above	 0.9,	
indicating	 good	 fit.	 Root	 Mean	 Residual	 (RMR)	
values	are	 relatively	 low,	 indicating	 reasonable	fit.

Authentic Leadership (Original and Current Factor 
CFA):	 Similar	 to	Organizational	Commitment,	 both	
the	 original	 and	 current	 factor	 CFAs	 for	 Authentic	
Leadership	demonstrate	acceptable	fit	based	on	most	
indices.	 However,	 the	 RMSEA	 values	 are	 slightly	
higher	 than	 desired,	 suggesting	 some	 room	 for	
improvement	in	model	fit.	The	RMR	values	for	both	
models	are	relatively	high,	indicating	potential	areas	
for	model	 refinement.

Job Satisfaction (Original and Current Factor 
CFA): The	original	 and	current	 factor	CFAs	 for	 Job	
Satisfaction	 also	 demonstrate	 acceptable	 fit	 based	
on	most	 indices.	The	CMIN/DF	values	are	 close	 to	
3,	 indicating	 reasonable	 fit.	 The	 CFI,	 RMSEA,	 GF,	
and	TLI	values	 are	 all	 above	acceptable	 thresholds,	
indicating	 adequate	 to	 good	 fit.	 The	 RMR	 values	
for	 both	 models	 are	 relatively	 low,	 suggesting	
reasonable	fit.

Table 1: Results of confirmatory factor analysis.

 CMIN/DF CFI RMSEA GF TLI RMR

Organizational	 Commitment	
original	 factor	CFA

3.022 0.813 0.198 0.798 0.91 0.111

Organizational	 Commitment	
Current	 factor	CFA

3.247 0.807 0.203 0.804 0.899 0.113

Authentic	 Leadership	 Original	
factor

2.827 0.82 0.194 0.774 0.926 0.336

Authentic	Leadership	 current	CFA 3.371 0.832 0.206 0.783 0.937 0.954

Job	Satisfaction	Original	CFA 3.259 0.816 0.203 0.753 0.921 0.067

Job	Satisfaction	 current	CFA 3.175 0.827 0.202 0.775 0.932 0.066

Table 2: Descriptive and correlation analysis.

 Cronbach 
alpha

Mean Std. 
Deviation

PC Value EC AL JS

PC 0.741 2.5147 0.89254 0.86     

Value 0.698 2.7541 0.8794 0.448 0.7001    

EC 0.865 3.9991 0.9987 0.415 0.73 0.89   

AL 0.842 2.9236 0.8765 0.266 -0.242 -0.247 0.8929  

JS 0.896 2.8756 0.9867 0.204 0.49 0.665 -0.266 1.4836
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Overall,	the	analysis	reveals	that	the	CFA	models	for	
Organizational	Commitment,	Authentic	Leadership,	
and	Job	Satisfaction	generally	demonstrate	acceptable	
to	good	fit	based	on	most	fit	indices.	However,	there	
may	be	opportunities	 for	 further	model	 refinement,	
particularly	 in	 addressing	 higher	 RMSEA	 and	
RMR	 values	 in	 some	 cases.	 Additionally,	 further	
validation	 and	 replication	 of	 these	 models	 across	
different	 samples	may	 enhance	 the	 robustness	 and	
generalizability	of	 the	findings.

The table presents Cronbach’s alpha coefficients, 
means, standard deviations, and Pearson correlation 
coefficients among the constructs:	 Personal	
Competence	(PC),	Value,	Emotional	Connection	(EC),	
Authentic	Leadership	 (AL),	and	 Job	Satisfaction	 (JS).	

Reliability (Cronbach’s Alpha):	 Personal	
Competence	 (PC)	 has	 a	 Cronbach’s	 alpha	 of	 0.741,	
indicating	 good	 internal	 consistency	 reliability.	
Value	 has	 a	 Cronbach’s	 alpha	 of	 0.698,	 indicating	
acceptable	internal	consistency	reliability.	Emotional	
Connection	 (EC)	 has	 a	 Cronbach’s	 alpha	 of	 0.865,	
indicating	 excellent	 internal	 consistency	 reliability.	
Authentic	Leadership	(AL)	has	a	Cronbach’s	alpha	of	
0.842,	indicating	good	internal	consistency	reliability.	
Job	Satisfaction	(JS)	has	a	Cronbach’s	alpha	of	0.896,	
indicating	excellent	 internal	 consistency	 reliability.

Descriptive Statistics (Mean, Standard Deviation): 
Personal	 Competence	 (PC)	 has	 a	 mean	 of	 2.5147	
and	 a	 standard	 deviation	 of	 0.89254.	 Value	 has	 a	
mean	of	 2.7541	 and	 a	 standard	deviation	of	 0.8794.	
Emotional	Connection	(EC)	has	a	mean	of	3.9991	and	
a	standard	deviation	of	0.9987.	Authentic	Leadership	
(AL)	has	a	mean	of	2.9236	and	a	standard	deviation	
of	 0.8765.	 Job	Satisfaction	 (JS)	has	a	mean	of	 2.8756	
and	a	 standard	deviation	of	 0.9867.

Pearson Correlation Coefficients:	 There	 are	
significant	 correlations	 among	 the	 constructs:	
Personal	 Competence	 (PC)	 shows	 a	 positive	
correlation	with	Value	(0.86),	Emotional	Connection	
(0.415),	 and	 Job	 Satisfaction	 (0.204).	 Value	 shows	
positive	 correlations	 with	 Emotional	 Connection	
(0.73)	 and	 Job	 Satisfaction	 (0.49),	 but	 a	 negative	
correlation	 with	 Authentic	 Leadership	 (-0.242).	
Emotional	 Connection	 shows	 positive	 correlations	
with	 Authentic	 Leadership	 (0.8929)	 and	 Job	
Satisfaction	 (0.665).	 Authentic	 Leadership	 shows	 a	
positive	 correlation	 with	 Job	 Satisfaction	 (1.4836).	
Job	Satisfaction	is	positively	correlated	with	all	other	
constructs.

Overall,	 the	 findings	 suggest	 that	 the	 constructs	
demonstrate	 good	 reliability	 and	 validity.	 The	
positive	correlations	among	most	constructs	indicate	

that	 they	 are	 related,	which	 aligns	with	 theoretical	
expectations.	 However,	 the	 negative	 correlation	
between	Value	 and	Authentic	 Leadership	warrants	
further	 investigation	 to	 understand	 the	 underlying	
dynamics.	These	findings	provide	valuable	 insights	
into	 the	 relationships	among	Personal	Competence,	
Value,	Emotional	Connection,	Authentic	Leadership,	
and	Job	Satisfaction,	which	can	inform	organizational	
interventions	and	leadership	development	initiatives	
aimed	 at	 enhancing	 employee	 effectiveness	 and	
satisfaction.

Conclusion
As	 a	 result	 of	 the	 data	 analysis,	 a	 number	 of	
important	conclusions	about	the	PC,	EC,	JS,	AL,	and	
Authentic	 Leadership	 constructs	 have	 been	 drawn.	
Linkages	between	Constructions:	The	constructs	are	
significantly	related	to	one	another	according	to	the	
Pearson	 correlation	 coefficients.	 Value,	 emotional	
connection,	 and	work	 satisfaction	 are	 all	 positively	
correlated	 with	 personal	 competence.	 Emotional	
connection	 and	 work	 satisfaction	 are	 favourably	
correlated	with	value,	however	authentic	leadership	
is	 adversely	 correlated.	 Genuine	 Leadership	 and	
Contentment	 in	 One’s	 Workplace	 Are	 Positively	
Correlated	with	Emotional	Connection.

Job	satisfaction	is	favourably	correlated	with	authentic	
leadership.	The	importance	of	this	finding	lies	in	the	
fact	 that	 there	 is	 strong	 evidence	 of	 a	 relationship	
between	 job	 satisfaction,	 emotional	 connection,	
authentic	 leadership,	 and	 personal	 competence,	 all	
of	 which	 are	 likely	 to	 have	 an	 impact	 on	 one	
another	 in	 the	 workplace.	 To	 further	 understand	
the	possible	causes	and	consequences	for	leadership	
effectiveness,	 more	 investigation	 into	 the	 negative	
association	between	Value	and	Authentic	Leadership	
is	 required.	 These	 results	 highlight	 the	 significance	
of	 authentic	 leadership,	 emotional	 connection,	 and	
personal	 competence	 in	 creating	 an	 environment	
where	employees	are	 satisfied	and	productive.

Ideas	 for	 improvement:	 Because	 of	 the	 favourable	
effect	 on	 employee	 job	 satisfaction,	 leadership	
development	 programmes	 that	 target	 improving	
Authentic	 Leadership	 behaviours	 should	 be	 a	 top	
priority	 for	 organisations.	 A	 more	 pleasant	 work	
environment	 and	 more	 employee	 happiness	 might	
result	 from	 strategies	 that	 encourage	 emotional	
connection	 among	workers.	 The	 complex	 interplay	
between	 value	 and	 authentic	 leadership,	 as	 well	
as	 its	 effects	 on	 business	 outcomes	 and	 workers’	
satisfaction,	 requires	 more	 study.	 To	 summarise,	
the	 results	 shed	 light	 on	 the	 connections	 between	
Personal	Competence,	Value,	Emotional	Connection,	
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Authentic	Leadership,	 and	 Job	Satisfaction.	This,	 in	
turn,	can	help	organisations	intervene	and	leadership	
development	 programmes	 focus	 on	 improving	
employee	 satisfaction	and	productivity.
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“An Analysis of Economic Diplomacy of India and the Recent 
Developments in the Wake of Changing Geopolitics.”

Abstract: In modern times, a strong economy coupled with strategic 
economic alliance at the international level is crucial for the success of 
any nation which certainly helps to ensure the dignity & prosperity of 
its citizens. India is an economy driven so far primarily by domestic 
demand with a limited contribution from export based revenue and hence 
the contribution in employment generation for its countrymen is also 
marginal as compared to other emerging economies. But at the same 
time our economy is reeling under severe chronic unemployment and 
thus low per capita income which finally poses obstacle to achieve higher 
human development index. Having its own political consequences in 
any democratic nation, it assumes prime importance for any democratic 
government to promote these aspects. In a way, international economic 
diplomacy in combination with reforms in domestic governance has been 
identified as the key tool which has the potential to ensure the overall 
socio-economic success of any nation.

The approach of other emerging economies like China has been to find 
bigger markets to fulfil its export ambitions. It is not always ideal for 
every emerging economy to follow the same path by virtue of the fact 
that overseas markets having already got captured by such “dumping 
policy” oriented exporting nations.

COVID & the Ukraine war have had a great impact on Economic 
Diplomacy which is witnessing a rapid change. Whereas COVID has 
reshaped the global supply-chains, the Ukraine war has reshaped the 
geopolitics. This makes it very challenging to secure raw-material, energy 
sources and the seamless flow of Investment, capital & labour resources 
and development or transfer of technology or intellectual property on a 
sustainable basis amid the ongoing “VUCA” of everything. So the other 
potential areas of bringing socio-economic prosperity to any nation might 
be a combination of various measures which the policy & practices of 
international economic diplomacy has to offer.

Some of them could be as follows: International economic or trade 
partnerships, developing ecosystems and core competencies for catering 
to the demands of emerging technologies based on global market 
needs. Invest in developing such human resources for future industry 
requirements.

Keywords: Economic Diplomacy, Preferential Trade Agreements, 
Technical Barriers to Trade (TBT), Alternative Global Supply chains, 
Soft Power, Geostrategic Priorities
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1. Introduction

Economic	 diplomacy	 is	 traditionally	 defined	 as	
the	 decision-making,	 policy-making	 and	 endorsing	

the	 state’s	 business	 interests.	 Economic	 diplomacy	
needs	 the	 application	 for	 technical	 expertise	which	
the	 effects	 of	 a	 country’s	 economic	 situation	 on	
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Kazakhstan	N.A.	Nazarbayev,	 the	 features	of	global	
development	 in	 the	 21st	 century,	 in	 the	 era	 of	 the	
“new	global	reality”	clearly	states	that	the	world	has	
become	more	interconnected	and	interdependent.	The	
non-state	 institutions	 (international	 organizations,	
transnational	corporations,	banks,	investment	groups,	
etc.	 joined	 the	 traditional	 stream	 of	 world	 politics-
states.	 According	 to	 Suleymenov,	 2008,	 this	 has	
significantly	 changed	 the	 structure	 of	 international	
relations	 as	 an	 external	 environment	 for	 the	 socio-
economic	development	of	 the	 state.

The	 ability	 of	 the	 state	 to	 interact	with	 the	 intricate	
network	 of	 participants	 in	 international	 relations	
assumes	 a	 decisive	 importance,	 determining	 the	
success	or	failure	of	the	country	in	the	context	of	 its	
reforms	 or	 keeping	 abreast	 its	 foreign	 policy.	 It	 is	
hard	to	imagine	about	any	modern	state	of	the	world	
to	exist	separately,	in	isolation	from	other	players	on	
the	 world	 stage.	 In	 this	 context,	 every	 state	 forms	
and	 implements	 its	 foreign	 policy,	 using	 a	 set	 of	
various	 favorable	 and	 sustainable	 instruments	 and	
mechanisms	which	are	unique	to	the	State.	However,	
the	 choice	 of	 these	 tools	 depends	 on	 certain	 factors	
which	are	elaborated	in	the	concept	of	“force.”	That	
is	 why,	 we	 believe,	 it	 is	 advisable	 to	 consider	 the	
whole	gamut	of	the	use	of	the	state	by	“power”	-	one	
of	 the	crucial	 categories	of	modern	political	 science.

As	 we	 know,	 the	 greatest	 contribution	 to	 the	
theorizing	 and	 conceptualization	 of	 the	 concept	 of	
“power”	was	made	by	the	American	political	scientist	
J.	Nay.	Considering	the	state’s	implementation	of	the	
foreign	 policy	 course,	 he	 introduced	 into	 scientific	
circulation	 the	 two	 components	 of	 the	 concept	 of	
“power”	 -	 “hard”	 and	 “soft”	 (Nay,	 2014).	 Despite	
the	 fact	 that	 this	 term	was	 introduced	 in	 the	 1990s,	
it	 still	 remains	 relevant	 today,	 as	 there	 is	 now	 a	
clear	 tendency	 for	 states	 to	 reconsider	 the	methods	
of	 foreign	policy	manoeuvring.

Today	 awareness	 is	 increasingly	 getting	 spread	 in	
the	society	 largely	due	to	exponential	growth	of	 the	
Information	 Technology	 and	 a	 strong	 reach	 of	 the	
media	 to	 the	 most	 remote	 and	 inaccessible	 parts	
of	 the	 country.	 As	 a	 result	 there	 is	 a	 need	 for	 the	
Institutions	 of	 the	 country,	 policy	 makers	 and	 the	
government	 to	 identify	 the	 significance	 of	 all	 those	
factors	which	 play	 an	 instrumental	 role	 in	 order	 to	
promote	the	socio-economic	well-being	of	the	citizens	
and	all	other	 stakeholders.

In	 the	 20th	 century	 there	 was	 a	 global	 trend	 to	
invest	 in	 manufacturing,	 export	 and	 trade	 through	
the	 pre-existing	 &	 traditional	 channels	 or	 some	
overseas	collaborators	which	were	dealing	since	pre-
independence	 periods.	 In	 our	 country	 the	 situation	

its	 geopolitical	 climate	 and	 on	 economic	 interests.	
Economic	diplomacy	is	the	art	of	ensuring	economic	
security	and	strategic	interests	of	the	country	by	the	
use	 of	 economic	 policies	 in	 the	 pursuance	 of	 inter-
state	 relations.

Economic	diplomacy	is	intended	at	influencing	policy	
and	regulatory	decisions	of	 foreign	governments,	as	
well	 as	 those	 of	 international	 organizations.	 It	 goes	
beyond	 trade	 and	 investment	 to	 being	decisive	 and	
effective	in	reconciliation	of	international	conflicts.	The	
scope	of	economic	diplomacy	 is	comprehensive	and	
includes	amongst	others	issues	pertaining	to	foreign	
trade	and	import-export	relations,	promoting	national	
economic	interests	in	other	countries,	informing	and	
updating	 potential	 foreign	 investors	 on	 investment	
opportunities,	 negotiating	 economic	 and	 trade	
agreements	 on	 economic	 and	 trade	 cooperation,	 as	
well	as	cooperating	with	a	view	to	eliminating	socio-
economic	 divergences	 and	 harmonizing	 standards	
in	 various	 sectors-	 economic,	 social,	 environmental,	
educational	etc.

According	 to	 Peter	 &	 Melissen	 (2011),	 Economic	
diplomacy	works	 at	 three	 levels:	 Bilateral,	 Regional	
and	Multilateral.	Bilateral	economic	diplomacy	plays	
a	 crucial	 role	 in	 economic	 relations.	 It	 encompasses	
bilateral	 agreements	 on	 trade,	 investment,	
employment,	 taxation,	 as	 well	 as	 a	 wide	 range	 of	
formal	and	informal	economic	perspectives	between	
two	countries.	

Bilateral	Free	Trade	Agreements	have	been	recognized	
as	 the	need	of	 the	hour	and	are	being	 implemented	
by	many	countries	around	 the	world.

Regional	 cooperation	&	 collaboration	 is	 of	 growing	
importance	in	economic	diplomacy.	National	interests	
and	 geopolitical	&	 economic	 orders	 are	well-served	
particularly	within	the	context	of	a	particular	region.	
The	 removal	 of	 barriers	 and	 opening	 of	 markets	
become	easier	within	the	existing	regional	agreement	
framework.

Multilateral	 economic	 diplomacy	 flourishes	 within	
the	framework	of	World	Trade	Organization	(WTO),	
as	 well	 as	 various	 international	 economic	 and	
financial	 organizations	 such	 as	 the	 World	 Bank	
(WB),	 the	 International	 Monetary	 Fund	 (IMF),	
various	UN	agencies	etc.	With	the	creation	of	WTO,	
there	 has	 been	 a	 policy	 shift	 in	 the	 global	 trading	
system	 towards	 promoting	 economic	 activities.	 As	
proposed	 by	 Bayne	 &	 Woolcock,	 2007,	 sustainable	
competitiveness,	however,	continues	to	be	a	challenge	
for	 instruments	 and	 mechanisms	 established	 by	
bilateral	and	multilateral	 trade	agreements.

With	 reference	 to	 the	 President	 of	 the	 Republic	 of	
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was	even	more	grim..	we	just	focussed	on	meeting	the	
needs	of	our	domestic	economy	and	always	took	the	
support	of	imports	to	meet	them	on	disproportionate	
scales.	 It	 was	 based	 on	 the	 philosophy	 to	 copy	
&	 replicate	 the	 success	 stories	 of	 other	 emerging	
economies.	But	lately	it	has	been	identified	that	it’s	far	
more	easy	and	cost	effective	to	utilize	and	drive	our	
own	potential	or	competencies	like	human	resources,	
demographic	 dividends	 and	 exploring	 new	 trade	
channels	 or	 striving	 to	 develop	 alternative	 supply-
chains,	new	strategic	collaborations	and	partnerships,	
sharing	 of	 technologies	 at	 global	 level	 rather	 than	
trying	 to	 copy	 the	growth	model	of	other	 emerging	
economies.

Economic	Diplomacy	 is	 one	of	 the	 effective	 tools	 to	
address	most	of	 the	 issues	 in	the	current	global	and	
domestic	 scenarios	 in	 the	 following	ways:	

Focus	 on	 strategic	 partnerships,	 sharing	 of	
technological	 know-hows	 &	 collaborations	 in	 the	
domain	 of	 initiative	 of	 Critical	 and	 Emerging	
Technologies	 (iCET)	 which	 has	 the	 potential	 to	
promote	 india	 as	 a	 new	 partner	 in	 the	 global	
demand-supply	 balance	 of	 the	 emerging	 domains	
of	Semiconductors,	Drones	and	Artificial	Intelligence,	
Defence	equipments	etc.

A fact check of India’s growth path.
Although	 economic	diplomacy	has	been	 an	 integral	
part	 of	 Indian	 foreign	 policy	 since	 independence,	 it	
has	never	been	as	prominent	a	part	of	Indian	foreign	
policy	and	soft	power	as	in	the	past	decade.	This	study	
of	Indian	economic	diplomacy	seeks	both	to	analyse	
policy	 and	 offer	 suggestions	 to	 the	 stakeholders	 on	
economic	interventions	abroad.	By	bringing	together	
leading	 thinkers	 on	 the	 current	 state	 of	 Indian	
economic	diplomacy,	 this	 study	will	 contribute	 to	 a	
better	 and	more	detailed	understanding	of	how	 the	
Indian	state’s	diplomatic	engagements	have	nurtured	
its	 economic	 agenda	 by	 improving	 trade,	 outward	
foreign	direct	investment,	and	opportunity	for	Indian	
business	 abroad.	 Indian	 diplomacy	 usually	 comes	
in	 for	much	praise	 from	most	quarters	at	home	and	
abroad—especially	 “classic”	 diplomacy	 involving	
the	 management	 of	 political	 challenges,	 tensions	
and	 conflict	 situations.	 Its	 achievements	 in	 other	
dimensions	of	diplomacy—economic	and	cultural	in	
particular—have	 however	 traditionally	 been	 under-
recognized.	The	Modi	Government	has	been	elected	
with	 a	 vast	 majority,	 which	 was	 reasoned	 largely	
due	 to	 the	 hopes,	 aspirations	 and	 expectations	 of	
people	 that	 there	 would	 be	 a	 rapid	 improvement	
in	 their	 quality	 of	 life.	 Mr.	 Modi	 himself	 was	 very	
quick	 to	 respond	 to	 fulfil	 these	 expectations	 at	 any	

cost	during	his	tenure.	And	there	is	 little	doubt	that	
his	hopes	of	India	becoming	a	five	trillion	economy,	
of	 achieving	 8	 percent	 annual	 growth	 of	 the	 Indian	
economy,	etc,	in	the	foreseeable	future	are	dependent	
in	 good	 measure	 on	 the	 private	 sector.	 It	 is	 also	
recognized	that	the	performance	of	Indian	diplomats	
in	delivering	 successes	 in	 terms	of	 trade	 expansion,	
increased	investment,	technology	transfers,	solutions	
to	India’s	problems	in	agriculture,	scientific	research,	
food	and	energy	security,	exports,	skill	development,	
employment,	 health	 and	 education	will	 play	 a	 role	
in	 determining	 the	 path	 of	 the	 Indian	 story	 in	 the	
next	 few	years.	The	government’s	keenness	 to	open	
diplomatic	 missions	 in	 most	 countries	 around	 the	
world	 is	 a	 reflection	 of	 this	 realization,	 apart	 from	
the	priority	accorded	to	strengthening	links	with	the	
Indian	 diaspora	 as	 the	 Prime	 Minister	 recently	 (in	
May	2023)	announced	the	opening	of	a	Consulate	in	
Brisbane	during	his	public	event	in	Sydney,	Australia.

Economic	 diplomacy	 not	 only	 promotes	 the	 state’s	
prosperity	 but	 also,	 as	 the	 per	 the	 demand	 of	
the	 situation	 and	 the	 opportunity,	 reshapes	 its	
foreign,	 commercial	 and	 financial	 relations	 in	
support	 of	 its	 foreign	 policy.	 Therefore	 evidently,	
economic	diplomacy	is	a	major	pillar	of	the	external	
relations	 of	 almost	 all	 emerging	 economies.	 At	
home,	 economic	 ministries,	 trade	 and	 investment	
promotion	 agencies,	 chambers	 of	 commerce,	 and	
of	 course	 foreign	 ministries,	 are	 all	 participants	 in	
economic	 work.	 Current	 trends	 reflect	 increasing	
collaboration	between	state	and	non-official	agencies,	
and	 increased	 importance	 is	 given	 to	 WTO	 issues,	
the	 negotiation	 of	 free	 trade	 and	 preferential	 trade	
agreements,	 and	 accords	 covering	 investments,	
double	taxation	avoidance,	financial	services	and	the	
like.	Abroad,	embassies,	consulates,	and	trade	offices	
handle	 economic	 diplomacy.	 The	 main	 focus	 is	 on	
promotion,	 to	 attract	 foreign	 business,	 investments,	
technology	 and	 tourists.	 Economic	 diplomacy	
connects	 closely	 with	 political,	 public	 and	 other	
segments	of	diplomatic	work.

Today	 there	 are	 new	 concerns	 on	 the	 international	
agenda	such	as	terrorist	funding,	and	cyber	security.	
India	needs	to	be	extremely	alert	in	recognizing	and	
protecting	 its	national	 interests.

Finally,	 economic	 diplomacy	 today	 means	 that	
government-announced	priorities	and	policies	should	
be	 repackaged	 in	 the	 interest	 of	 augmenting	 the	
possibilities	of	various	kinds	of	leverages	which	may	
potentially	strengthen	the	geopolitical	acceptance	and	
economy	of	the	country.	Thus,	“Make	In	India”	should	
not	exclude	“Make	With	India”	 if	 that	 is	 the	way	to	
win	the	competition	by	achieving	international	trade	
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agreements	of	strategic	importance	like	gaining	duty-
free	access	to	markets	like	the	USA	or	Latin	America	
or	strategic	entering	into	international	or	institutional	
collaborations.	 Thus	 economic	 diplomacy	 has	 the	
potential	 to	give	great	opportunities	 for	discovering	
new	 economic	 potentials,	 untapped	 markets	
internationally	 as	 well	 as	 untapped	 demographic	
dividend	or	domestic	capital	investment	of	our	own	
country,	in	close	consultation	with	governments	and	
the	private	sector,	as	to	how	the	national	interest	can	
best	be	served	in	the	best	possible	way.	Its	 time	has	
come	as	India	prepares	to	take	off	as	a	major	economic	
as	 well	 as	 soft	 power	 in	 the	 world	 in	 the	 wake	 of	
changing	 geopolitics	 in	 post-COVID	 pandemic	 and	
the	new	world	order	in	the	shadow	of	Ukraine	War.

Indrani	 Bagchi,	 “It’s	 the	 Geopolitics,	 Stupid”	 The	
Economic	Times,	 June	27th	 2023.

When	 Economics	 becomes	 big,	 it	 is	 strategic.	 That	
used	 to	 be	 something	 Manmohan	 Singh	 used	 to	
say.	 As	 the	 current	 Prime	Minister	 Narendra	Modi	
sealed	a	landmark	state	visit	to	Washington,	we	saw	
a	different	picture.

Geopolitics	 determines	 trust,	 strategy	 and	 future	
economics.	 In	 a	 world	 where	 technology	 choices	
will	 determine	 foreign	policy,	 India	 and	 the	US	 are	
betting	big	on	each	other.

The background:
Just	 at	 the	 time	 of	 beginning	 of	 the	 Ukraine	 War,	
India	 was	 on	 the	 cross-roads	 of	 geopolitical	 global	
opportunism	that	later	was	recognised	as	a	virtue	of	
global	 interests.	There	were	many	reasons:

India	being	neutral	in	the	voting	on	the	Ukraine	war	
in	the	UN,	purchasing	Russian	crude	oil	despite	the	
opinions	of	the	West.	But	later	contributing	towards	
stabilising	 global	 supply	 of	 Petroleum	 products	 by	
procuring	 uninterrupted	 supply	 of	 crude	 oil	 at	 a	
preferential	 discounted	 rates	 from	Russia.	 This	 also	
helped	to	stabilise	inflation	globally	and	helped	India	
to	maintain	its	position	as	one	of	the	fastest	growing	
major	 economy.	 It	 also	 helped	 Indian	 treasurers	 to	
fill	 their	 coffers	 by	 collecting	 huge	 revenues	 in	 the	
form	of	Windfall	 tax.

Hosting the G20 Summit: a testimony to 
India’s emerging Diplomatic Stature.
The	 world	 recognized	 India’s	 leadership	 as	 the	
18th	 G20	 summit	 concluded	 in	 Delhi.	 To	 achieve	 a	
unanimous	consensus	on	all	83	points	of	the	outcome	
document	 was	 the	 the	 testimony	 to	 India’s	 widely	
recognized	 diplomacy	which	 also	 displayed	 India’s	
global	 standing	 and	 acceptance.	 The	 document	

covered	 subjects	which	had	 faced	 roadblocks	 in	 the	
last	summit	in	Bali,	Indonesia,	including	the	Ukraine	
conflict.	The	inclusion	of	India’s	theme,	“Vasudhaiva	
Kutumbakam”,	in	the	document,	overcoming	Chinese	
objections	 is	another	milestone.

As	 per	 the	 Indian	 Sherpa,	 Amitabh	 Kant,	 the	
breakthrough	was	 achieved	 post	 200	 hours	 of	 non-
stop	 negotiations,	 300	 bilateral	 meetings	 and	 15	
drafts.	 The	 document	 covered	 every	 subject,	 from	
Lifestyle	 for	 Environment	 (LiFE),	 climate	 change,	
trade,	reforming	multilateral	development	banks	and	
an	 increased	voice	 to	 the	developing	world.

The	 inclusion	 of	 the	 African	 Union	 (AU)	 into	 the	
G20	marks	 the	 end	 of	G20	 and	 the	 commencement	
of	 G21.	 A	 touching	 moment	 for	 all	 was	 how	 the	
AU	 president	 was	 escorted,	 received	 by	 the	 prime	
minister	and	given	his	seat	on	the	high	table.	It	gave	
the	 continent	 a	 feeling	 of	 hope	 as	 they	would	 have	
a	voice	on	a	major	global	platform.	It	also	enhanced	
India’s	 reputation	and	standing	on	 the	continent.

The	Indian	conduct	made	the	G20	once	again	relevant	
to	 the	 globe.	 A	 statement	 released	 after	 a	 meeting	
involving	India,	Brazil,	South	Africa	and	the	US	read,	
‘As	the	G20’s	current	and	the	next	three	presidencies,	
we	 will	 build	 on	 the	 historic	 progress	 of	 India’s	
G20	presidency	 to	address	global	challenges.	 In	 this	
spirit,	 together	 with	 the	 world	 bank	 president,	 we	
welcome	 the	 G20’s	 commitment	 to	 build	 a	 better,	
bigger	 and	more	 effective	multilateral	 development	
banks.’	 Incidentally,	 China	 has	 objected	 to	 the	 US	
conducting	 the	2026	G20	summit.	

2. Objective of the Study: 
•	 To	analyse	the	role	of	restructuring	its	overseas	

trade	priorities	 in	order	to	fulfil	 its	present	and	
future	 economic	 interests	 in	 the	 21st	 century,	
India.	

•	 To	 understand	 the	 effects	 of	 the	 re-shaping	 of	
strategic	 alliances	 of	 the	 advanced	 economies	
amid	increasing	demands	of	protectionism	from	
large	 sections	of	 their	population.

•	 To	 understand	 why	 various	 tools	 of	 economic	
diplomacy	 are	 being	 used	 to	 re-shape	 the	 old	
global	 value-chains	 and	 the	 new	 supply-chain	
corridors	 to	 secure	 commodities	 and	 energy	
resources	being	established.

•	 To	 analyse	 why	 India	 needs	 a	 strong	 policy	
roadmap	 for	 its	 economic	 and	 geostrategic	
priorities	 in	 order	 to	 be	 able	 to	 harness	 the	
creative	energy	of	 its	 ‘demographic	dividend’.

A	brief	discussion	of	each	of	these	goals	that	follows	
clearly	warrants	for	the	need	of	domain	expertise	and	
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long-term	project	based	implementation	for	ensuring	
successful	policy	outcomes.

3. Literature Review:

i) Yifan Hu, Chief Economist, Haitong 
International. “Economic leverage, the key to 
a rising China’s new foreign affairs strategy”

The	economic	rise	of	China	 translating	 into	political	
power	Over	 the	past	 three	decades,	China’s	growth	
has	been	a	wonder	 to	behold.	The	average	year-on-
year	 growth	 rate	 for	 the	 period	 of	 1980-2012	 was	
9.9%,	 a	 sweltering	 pace.	 As	 of	 the	 end	 of	 2012,	 the	
nominal	GDP	has	grown	roughly	to	27	times	its	1980	
value.	Today,	China’s	GDP	ranks	second	in	the	world,	
below	only	the	US.	The	catching	up	process	has	been	
impressive	as	China	successively	overtook	Germany	
in	2007	and	Japan	in	2010.	The	weight	of	Chinese	GDP	
was	 close	 to	 15%	 of	 world	 GDP	 in	 2010	 compared	
with	 less	 than	 5%	 in	 1990.	 Furthermore,	 China	 has	
managed	 to	 maintain	 robust	 growth	 through	 the	
global	 financial	 crisis	 and	 ongoing	 European	 debt	
crisis,	 while	 many	 economies	 suffered	 significant	
economic	 malaise	 if	 not	 outright	 recessions.	 Based	
on	 our	 assumption	 of	 growth	 rates	 at	 7%	 YoY	 and	
2%	 for	 China	 and	 the	 US	 respectively	 over	 next	
10	 years,	 together	 with	 the	 possibility	 of	 10-15%	
RMB	 appreciation,	 China	will	 likely	 replace	 the	US	
to	 become	 the	 number	 one	 economy	 in	 the	 world	
by	 2023.	 China’s	 exports	 have	 been	 on	 a	 track	 of	
continuous	rapid	growth,	representing	11%	of	world	
exports	 today	 from	 only	 1.1%	 in	 1982,	 higher	 than	
the	 8%	 weights	 of	 the	 US	 and	 of	 the	 Euro	 zone.	
Meanwhile,	China’s	imports	have	shown	an	upward	
trend,	 registering	 at	 10.1%	 of	 world	 total	 imports	
today,	 compared	 with	 the	 12.7%	 of	 the	 US	 and	
11.6%	 of	 the	 Euro	 zone.	 China	 has	 built	 up	 a	 large	
pool	 of	 foreign	 exchange	 reserves	 totalling	USD	3.5	
tn	 by	 1H13,	 the	 highest	 in	 the	 world,	 accounting	
for	 over	 a	 third	 of	 the	 world	 reserves.	 China	 has	
therefore	 become	 the	 largest	 creditor	 of	 developed	
economies.	 Backed	 by	 rising	 economic	 power	 with	
the	 promotion	 of	 a	 “go	 out”	 strategy,	 outbound	
investment	 of	 China	 amounted	 to	 USD	 87.8	 bn	 in	
2012,	 representing	 6.3%	 of	 total	 global	 FDIs	 in	 that	
year	 and	 being	 the	 2nd	 runner	 up	 after	 the	 US	 and	
Japan.	China’s	cumulative	outbound	investment	has	
surged	 in	 recent	 years,	 reaching	 USD	 531.9	 bn	 in	
2012,	 about	 18	 times	 the	 level	 of	 2002.	 The	position	
of	 the	 investment	 overseas	 accounted	 for	 6.4%	 of	
the	GDP	in	2012,	up	from	2.5%	in	2000.	All	of	 these	
factors	allow	China	to	have	a	louder	voice	and	more	
bargaining	 power	 in	 international	 affairs,	 showing	
that	 China’s	 economic	 power	 has	 been	 gradually	

shifting	into	political	power.	China	has	accumulated	
more	voting	power	in	most	international	institutions,	
and	 played	 an	 increasingly	 significant	 stabilizing	
role	after	the	financial	crisis	and	during	the	ongoing	
European	debt	 crisis.

Diplomacy is Key to Modern Trade: 
A	 new	 diplomatic	 strategy	 leveraging	 economic	
power	 suitable	 for	 a	 rising	 superpower	 China	 has	
gradually	 become	 a	 rising	 economic	 and	 political	
power	worldwide,	while	 other	 developed	 countries	
have	struggled	to	regain	growth	momentum	following	
the	 global	 financial	 crisis	 and	 during	 the	 ongoing	
European	debt	crisis.	Still	in	the	process	of	developing	
its	 economy,	 China	 has	 been	 abruptly	 thrust	 into	
the	spotlight	as	a	superpower	by	recent	events,	and	
this	rapid	rise	has	drawn	concern	 from	the	Western	
countries	 as	 well	 as	 neighbouring	 countries.	 With	
China’s	rise	to	a	superpower	and	increasing	interests	
abroad,	 together	 with	 concerns	 and	 fears	 of	 both	
Western	 and	neighbouring	 countries,	 it	 has	 become	
increasingly	 important	 and	 urgent	 for	 China	 to	
establish	 a	 new	 foreign	 affairs	 strategy	 to	 face	 the	
new	challenges	and	opportunities	 for	 its	new	status	
in	 a	 new	 international	 structure	 and	 environment.	
Communication	 is	 equally	 important	 as	 the	 new	
foreign	 strategy,	 especially	 in	 a	 context	 of	 a	 “trust	
deficit”	 between	 China	 and	 the	 rest	 of	 the	 world.	
China	would	benefit	from	improving	communication	
to	promote	cooperation	and	diplomacy,	which	could	
be	done	 through	 a	 variety	 of	methods,	 both	 official	
and	 non-official.	 China	 has	 become	 the	 second	
largest	economy	 in	 the	world	 through	 its	past	 three	
decades	 of	unparalleled	 fast	 growth,	 and	 is	 seeking	
to	 walk	 the	 path	 that	 took	 the	 US	 a	 century	 to	 do	
in	 the	 next	 three	 decades,	 in	 transitioning	 from	
a	 manufacturing	 society	 to	 a	 more	 consumption-
orientated	 society	 with	 higher	 labor	 productivity	
through	technological	development.	China’s	rise	and	
transition	 from	different	 stages	of	development	will	
mean	that	the	focus	for	managing	foreign	affairs	will	
change	over	 time	as	well.	China’s	“no	 intervention”	
foreign	 policy	 for	 the	 past	 decades	 has	 appeared	
increasingly	 awkward	 in	 dealing	with	 international	
affairs	 due	 to	 its	 rising	power	 as	well	 as	 increasing	
investments	and	interests	overseas.	At	varying	stages	
of	 economic	 development,	 there	 will	 be	 different	
agendas	and	views	for	policymakers.	In	the	course	of	
China’s	rise	to	a	superpower	status,	China	will	have	
both	 increasing	 influence	 and	 interests	 worldwide,	
and	 consequently,	 there	 will	 be	 a	 need	 for	 notable	
changes	 in	 foreign	 policy	 direction	 in	 the	 next	 30	
years.	 Despite	 military	 force,	 economic	 power	 will	
play	 an	 increasingly	 important	 role	 in	 international	
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affairs.	Tackling	unemployment	and	boosting	growth	
have	 increasingly	 become	 the	 winning	 tickets	 for	
politicians	 in	 the	 power	 struggle	 process	 of	 most	
economies,	 therefore	 countries	 that	 can	 help	 drive	
global	growth	and	produce	positive	spillover	effects	
are	 the	 kings	 of	 the	 game.	 China	 is	 a	 superpower	
on	 the	 rise,	 with	 vast	 amounts	 of	 still	 untapped	
potential	for	further	growth,	implying	a	good	timing	
and	 opportunity	 for	 China	 to	 play	 economic	 cards	
strategically	 in	 manoeuvring	 a	 new	 win-win	 scope	
of	 diplomatic	 relationships.	 In	 doing	 so,	 China	 first	
needs	 to	 identify	 its	 dynamic	 position	 in	 the	 global	
competitiveness	pyramid,	and	then	establish	strategic	
relations	with	major	economies	accordingly.

ii)  Ved Singh, “Economic Diplomacy of India in 
the 21st Century”, The National Bureau of Asian 
Research, January 15, 2015. 

Under	the	leadership	of	Prime	Minister	Modi,	India	is	
pursuing	a	policy	of	“economic	diplomacy”	centered	
on	major	domestic	reforms	and	international	outreach	
to	attract	 foreign	 investment.

The	 success	 of	 Narendra	 Modi	 and	 his	 Bharatiya	
Janata	 Party	 (BJP)	 in	 India’s	 2014	 national	 elections	
marked	 a	 major	 change	 in	 the	 Indian	 political	
landscape.	 The	 election	 ended	 a	 30-year	 era	 of	
coalition	 governments,	 which	 have	 been	 prone	 to	
indecision,	 dysfunction,	 and	 mismanagement.	 The	
BJP’s	 landslide	 victory	 provided	 enormous	 leeway	
to	 the	 Modi	 government	 to	 pursue	 its	 agenda	 to	
link	 revival	 of	 India’s	 economy	 with	 the	 country’s	
foreign	 policy.	During	 the	 seven	months	 that	Modi	
has	been	in	office,	the	government	has	announced	a	
number	of	reforms	and	programs	to	address	stagnant	
economic	 growth,	while	 reaching	 out	 to	 the	United	
States,	China,	 Japan,	Australia,	and	Southeast	Asian	
countries	 to	 attract	 foreign	 investment.	 2015	will	 be	
a	significant	year	as	 the	Modi	government	works	 to	
prove	that	it	can	follow	through	on	structural	changes	
to	 the	economy.

The	 administration’s	 flagship	 initiatives	 include	 the	
“Make	 in	 India”	 campaign,	 which	 seeks	 to	 boost	
the	 country’s	 manufacturing	 sector;	 the	 easing	 of	
caps	 on	 foreign	 direct	 investment	 in	 the	 defence,	
insurance,	 and	 railway	 sectors;	 and	 a	 proposal	 to	
build	 one	 hundred	 “smart	 cities.”	According	 to	 the	
International	Monetary	Fund,	these	reforms	will	lead	
the	economy	to	grow	at	5.6%	this	fiscal	year.	For	the	
Indian	economy	to	register	the	high	GDP	growth	rate	
seen	between	2005	and	2010,	these	structural	changes	
will	 be	 crucial.	A	good	marker	of	 the	government’s	
plan	for	2015	should	be	its	budget	slated	for	February.	
Senior	 government	 officials	 have	 hinted	 that	 the	

budget	will	include	a	“whole	set	of	second	generation	
reforms”	 to	boost	economic	growth.

The	central	tenet	of	Modi’s	foreign	policy	is	economic	
diplomacy—a	 vision	 to	 attract	 foreign	 investment	
while	 strengthening	 ties	 with	 other	 countries.	
Following	 on	 this	 theme,	 Modi	 has	 reached	 out	 to	
regional	powers	such	as	China,	Japan,	and	Australia	
and	 has	 been	 promised	 over	 $55	 billion	 in	 foreign	
investment	 over	 the	 next	 five	 years.	 One	 of	Modi’s	
most	 talked	 about	 visits	 was	 to	 the	 United	 States,	
given	 that	 he	 had	 previously	 been	 denied	 a	 visa	
because	 of	 his	 alleged	 role	 in	 2002	 communal	 riots	
in	 Gujarat,	 which	 led	 to	 two	 thousand	 deaths.	
Modi’s	 readiness	 to	 not	 let	 the	 past	 cloud	 the	
possibility	 of	 better	 ties	 with	 the	 United	 States	
was	 significant.	 During	 his	 visit,	 he	 attended	 the	
UN	 General	 Assembly,	 addressed	 a	 packed	 crowd	
of	 largely	 Indian-American	 supporters	 at	 Madison	
Square	 Garden,	 met	 with	 President	 Obama,	 and	
addressed	congressional	and	 industry	 leaders.

2015	 will	 begin	 on	 an	 even	 stronger	 note	 for	 U.S.-
India	 ties,	 with	 President	 Obama	 arriving	 in	 India	
for	 a	 two-day	 visit	 as	 the	 chief	 guest	 for	 India’s	
Republic	 Day	 on	 January	 26.	 This	 will	 mark	 the	
first	 time	 that	 a	 U.S.	 president	 has	 been	 invited	 as	
the	 celebration’s	honoured	chief	guest	 and	will	 also	
make	 Obama	 the	 first	 U.S.	 president	 to	 visit	 India	
during	both	his	 terms.

Modi	 has	 made	 clear	 that	 a	 significant	 part	 of	 his	
economic	diplomacy	will	focus	on	India’s	immediate	
neighbourhood.	 He	 invited	 leaders	 of	 Afghanistan,	
Bangladesh,	Bhutan,	Maldives,	Nepal,	Pakistan,	and	
Sri	 Lanka	 to	 his	 inauguration,	 made	 Bhutan	 and	
Nepal	 his	 first	 international	 stops,	 and	 resolved	 a	
seven-decade-long	territorial	dispute	with	Bangladesh	
in	December.	At	the	November	summit	of	the	South	
Asian	Association	for	Regional	Cooperation	in	Nepal,	
India	backed	three	pacts	to	enhance	connectivity	and	
energy	cooperation	in	the	region.	The	agreements	fell	
through	when	Pakistan	dissented,	but	reports	suggest	
that	 the	 rest	 of	 India’s	 neighbors	 are	 exploring	 the	
possibility	of	bilateral	agreements	with	 India.

Modi’s	regional	outreach	is	likely	to	expand	beyond	
South	 Asia	 in	 2015.	 He	 unveiled	 India’s	 “Act	
East”	 policy	 at	 the	 Association	 of	 Southeast	 Asian	
Nations	 (ASEAN)	 Summit	 in	November.	 This	 is	 an	
evolved	version	of	the	“Look	East”	policy	that	India	
introduced	over	two	decades	ago	and	commits	India	
to	 greater	 engagement	 and	 stronger	 trade	 ties	with	
Southeast	Asian	countries.

Major	 challenges	 for	 the	Modi	 government	 in	 2015	
will	include	managing	the	relationships	with	Pakistan	



18 Amit	Kumar

Tecnia Journal of Management Studies ,  Vol. 19 No. 1, April 2024 – September 2024

and	New	Delhi	now	needs	to	proactively	demonstrate	
keenness	 for	 formal	 membership,	 from	 ‘observer’	
status.	Apec	membership	could	 in	due	course	make	
it	possible	for	us	to	join	the	Trans-Pacific	Partnership,	
which	 is	 still	 a	 work	 in	 progress.	 We	 do	 need	 to	
genuinely	 liberalise	our	 trade	policy.

iv) Evan Abrams, June 5, 2013, https://
globalriskinsights.com/2013/06/indias-trade-
diplomacy/ India’s Trade Diplomacy in the 
UPA Government Regime: 

On	 May	 28th	 Indian	 Commerce	 Secretary	 S.	 R.	
Rao	 launched	 a	 three-day	 trip	 to	 China	 to	 discuss	
issues	of	 trade,	market	access	and	mutual	economic	
opportunities.	This	 trip	comes	on	 the	back	of	a	visit	
to	 India	by	Chinese	Premier	Li	Keqiang	who	 told	a	
group	 of	 business	 leaders	 to	 Delhi	 that	 China	 was	
willing	 to	 start	 talks	 on	 a	 China-India	 free	 trade	
agreement.	Just	a	day	before	Rao’s	trip,	Indian	Prime	
Minister	Manmohan	Singh	left	on	a	five-day	tour	of	
Thailand	and	Japan	where	investment	and	trade	will	
be	high	on	his	agenda.	India	has	also	been	more	active	
in	attempting	to	close	the	Doha	Development	Round	
by	advancing	a	new	series	of	compromise	proposals.
This	flurry	of	economic	activity	is	both	good	and	bad	
news.	It	is	a	recognition	by	the	government	that	India	
needs	 to	 do	 more	 to	 liberalise	 its	 economy,	 attract	
investment	 (particularly	 in	 infrastructure)	 and	 find	
new	 markets	 for	 its	 exports.	 India	 has	 run	 a	 trade	
deficit	 consistently	 since	 early	 2004	 and	 its	 current	
account	 imbalance	 is	 close	 to	 an	 all	 time	 low.	With	
GDP	 growth	 projected	 to	 slow	 to	 4.5%	 in	 2013	
and	 unemployment	 surpassing	 9%	 it	 is	 no	 wonder	
the	 government	 is	 looking	 to	 do	 more.While	 the	
government’s	 sudden	 aggressiveness	 in	 promoting	
international	 commerce	 is	 a	welcome	sign,	 it	 is	 also	
an	indication	of	the	political	stagnation	that	has	beset	
the	 country.	 There	 are	 a	 host	 of	 issues	 that	 have	
contributed	 to	 India’s	 economic	 malaise	 and	 most	
of	them	are	domestic,	not	international.	The	country	
continues	 to	 be	 plagued	 by	 poor	 infrastructure,	
red	 tape	 and	 a	 horribly	 inefficient	 judicial	 system.	
Starting	 a	 business	 in	 India	 requires	 12	 procedures	
and	 27	 days,	 relatively	 easy	 compared	 to	 obtaining	
a	construction	permit,	which	involves	34	procedures	
and	 196	 days	 on	 average.	 Contractual	 enforcement	
is	 difficult	 –	 perhaps	 impossible	 at	 times	 –	 and	
companies	can	expect	to	wait	for	three	years	or	more	
to	receive	a	 judicial	ruling.	All	of	this	points	toward	
much	 needed	 internal	 reform.	 India	 engaged	 in	 a	
flurry	of	reforms	in	the	1990s	and	early	2000s,	which	
have	been	credited	with	turning	the	much-maligned	
‘Hindu	 rate	 of	 growth’	 into	 a	 relic	 of	 the	 past.	 But	
reforms	have	stalled	and	political	infighting	has	taken	

and	China.	Heavy	exchanges	of	fire	along	the	India-
Pakistan	 border	 in	 recent	 months	 have	 resulted	 in	
rapidly	 deteriorating	 relations	 that	 have	 effectively	
put	the	relationship	on	hold.	With	China,	Modi	will	
need	 to	 balance	 economic	 interests	 with	 national	
security	 concerns.	 Chinese	 incursions	 into	 Indian	
territory	 continue,	 with	 the	 most	 recent	 occurring	
during	 President	 Xi	 Jinping’s	 visit	 to	 India	 in	
September	 2014.	 Despite	 India’s	 objections,	 it	 took	
two	weeks	after	Xi’s	visit	 to	 resolve	 the	 incident.

The	high	frequency	of	Modi’s	international	visits	will	
likely	be	sustained	in	2015,	as	such	trips	form	a	crucial	
element	in	his	foreign	policy	that	centers	on	economic	
diplomacy.	Even	as	Modi	spends	considerable	energy	
convincing	international	investors	of	India’s	eligibility	
as	a	top	global	destination	for	their	money,	questions	
over	 the	 political	will	 for	 economic	 reform	 in	 India	
persist.	The	success	of	Modi’s	foreign	policy	will	thus	
be	tied	to	the	degree	to	which	he	is	able	to	implement	
structural	 reforms	 to	 revive	 India’s	economy.

iii)  Why India must enhance its trade diplomacy 
bell curves, ET editorials, February 16, 2016

Reports	 say	 India	 is	keen	 to	 ratify,	 at	 the	“earliest”,	
the	 trade	 facilitation	 agreement	 (TFA)	 on	 goods,	 of	
the	 World	 Trade	 Organization	 (WTO).	 The	 move	
makes	perfect	sense.	As	India	seeks	to	better	integrate	
with	the	world	economy,	clear-cut	transparent	norms	
on	 trade	 facilitation	 would	 be	 very	 much	 in	 our	
interest.	 However,	 the	 TFA	 would	 come	 into	 force	
only	 after	 two	 thirds	 of	 the	 162	 WTO	 member	
countries	 formally	accept	 it;	 thus	 far	only	63	mostly	
developed	 nations	 have	 done	 so.	Which	 is	why	we	
need	 to	 explore	 heightened	 engagement	 on	 trade	
across	 sectors	 and	 geographies.	 The	 gains	 from	
trade	 can	 be	 huge.	 Tariff	 and	 non-tariff	 walls	 can	
disincentivise	 the	Make	 in	 India	 initiative	 and	keep	
it	below	its	potential.	A	TFA	on	services	would	also	
be	apt,	although	it	may	make	better	sense	to	eschew	
WTO	wide	consensus	and	aim	to	seek	an	agreement	
with	 a	 limited	 number	 of	 nations,	 say,	 50,	 initially.	
When	it	comes	to	policy	reform,	the	broader	point	is	
to	shift	trade	liberalisation	from	the	back	burner.	The	
EU-India	free	trade	agreement	needs	to	be	concluded	
without	 further	delay,	never	mind	 if	 it	 is	 somewhat	
lacking	 in	 scope,	 to	 begin	 with.	 The	 best	 must	 not	
be	 the	enemy	of	 the	good.

Also,	 India	 needs	 to	 up	 its	 diplomatic	 ante	 to	 seek	
membership	of	the	21-member	Asia-Pacific	Economic	
Cooperation	(APEC)	forum,	representing	44	per	cent	
of	 global	 trade.	We	 cannot	 have	 an	Act	 East	 policy	
and	 yet	 not	 join	 APEC.	 Last	 year’s	 Indo-US	 joint	
declaration	merely	 noted	 India’s	 “interest”	 in	 Apec	
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over.	A	recent	IMF	report	was	sharply	critical	of	the	
government	for	dragging	its	feet	on	liberalising	labor	
and	product	markets.

4. Conclusion & Recommendations: 
In	 order	 to	 fulfil	 its	 present	 and	 future	 economic	
interests	in	the	21st	century,	India	is	restructuring	its	
overseas	 trade	priorities	 in	 the	 following	ways:	

•	 The	 world	 stands	 on	 the	 cusp	 of	 a	 great	
technological	and	political	shift.	Drastic	changes	
in	 production	 technology	 and	 processes	 are	
rendering	the	old	global	value-chains	redundant	
and	 the	competitiveness	 is	being	 re-defined.	

•	 The	post-COVID	global	environment	has	led	the	
institutional	consensus	and	strategic	alignments	
to	 force	 the	 shifting	 of	 the	 power-centers	 in	
the	 Advanced	 Economies.	 This	 has	 potentially	
caused	 the	 roll-backs	 of	 the	 gains	 made	 from	
globalisation	even	while	dealing	with	increasing	
demands	of	protectionism	from	large	sections	of	
their	population.	

•	 The	rise	of	India	and	China	has	led	to	an	intense	
competition	 for	 energy	 and	 resource	 security,	
and	 various	 tools	 of	 economic	 diplomacy	
are	 being	 used	 to	 identify	 new	 supply-chain	
corridors	 to	 secure	 such	 resources.

•	 With	 the	 single	 largest	 cohort	 of	 young	people	
in	 the	 world,	 which	 represent	 both	 a	 resource	
and	 a	 challenge,	 India	 finds	 itself	 at	 a	 crucial	
juncture	 in	 its	 growth	 trajectory.	 India	 needs	
a	 strong	 policy	 roadmap	 for	 its	 economic	 and	
geostrategic	 priorities	 in	 order	 to	 be	 able	 to	
harness	the	creative	energy	of	its	 ‘demographic	
dividend’	and	emerge	as	a	global	power.

 Fixing India’s Economic Diplomacy- Some 
Recommendations:

•	 Although	 these	 challenges	 raise	 the	 bar	 for	
India’s	 economic	 diplomacy,	 the	 old	 20th	
century	 ways	 on	 negotiations	 are	 increasingly	
ineffective	especially	in	the	aftermath	of	changing	
geopolitics	post	COVID	and	Ukraine	War.

•	 The	 framework	 for	 retaining	 and	 using	
institutional	 &	 international	 diplomacy	 related	
knowledge	within	these	ministries	are	also	needs	
to	be	upgraded	and	updated	as	per	the	need	of	
the	hour.
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Introduction
E-pharmacy	 is	 defined	 as	 the	 online	 selling	 and	
buying	 of	 goods	 or	 products,	 and	 this	 concept	
was	 developed	 during	 the	 early	 1970s.	 It	 is	 done	
through	 an	 online	 shop,	 e-shop,	 e-store,	 Internet	
shop,	or	online	store.	The	description	of	all	the	online	
products	is	described	through	text,	with	photos	and	
with	multimedia	files.

Application	 of	 E-pharmacy	 in	 medicine	 led	 to	 the	

beginning	 of	 online	 pharmacies	 which	 was	 first	
initiated	 in	 the	United	 States	 during	 the	 year	 1999.	
This	included	the	selling	of	both	nonprescription	and	
prescription-only	 medicines.	 However,	 the	 official	
approval	for	online	drug	transaction	services	started	
on	December	 1,	 2005,	 after	China’s	 Food	 and	Drug	
Administration	 issued	 the	 provisional	 rules	 of	 the	
Internet	for	examination.	The	E-pharmacy	has	related	
various	fields	of	drugs	and	medicines	for	consumer	

Drivers of E-Pharmacy Adoption among Consumers in Noida:  
An Empirical Analysis

Abstract: The increase is the use of e-pharmacies by the customers. 
It is due to the availability of high speed internet and efficient supply 
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hazards such as counterfeit medications. The Consumer convenience and 
access are improved through E-pharmacy. It is related various medicinal 
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The E-pharmacy practice has revolutionized consumer access essential 
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decision making for the E-pharmacy to better of life for the urban and 
rural area people.
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published	works	on	a	topic.	The	term	can	refer	to	a	
full	scholarly	paper	or	a	section	of	a	scholarly	work	
such	as	a	book,	or	an	article.	Either	way,	a	literature	
review	 is	 supposed	 to	 provide	 the	 researcher/
author	 and	 the	 audiences	 with	 a	 general	 image	 of	
the	existing	knowledge	on	the	topic	under	question.	

A	 good	 literature	 review	 can	 ensure	 that	 a	 proper	
research	 question	 has	 been	 asked	 and	 a	 proper	
theoretical	framework	and/or	research	methodology	
have	been	chosen.	To	be	precise,	a	literature	review	
serves	 to	 situate	 the	 current	 study	within	 the	 body	
of	 the	relevant	 literature	and	 to	provide	context	 for	
the	reader.	In	such	case,	the	review	usually	precedes	
the	methodology	and	 results	 sections	of	 the	work.2

Any	 organization	 to	 survive	 and	 sustain	 must	 be	
aware	 of	 the	 economic	 viability	 of	 their	 effort.	
The	 applies	 even	 to	 the	 non-profit	 and	 voluntary	
organizations	as	well.

The	E-pharmacy	has	related	various	global	upliftment.	
The	 E-pharmacy	 has	 depend	 on	 the	 different	 drugs	
and	 chemical	 industries.	 It	 is	 controlled	 various	
carcinogenic	 and	 lethargic	 disease	 to	 control	 by	
e-pharmacy	contents.	The	e-pharmacy	has	consistent	
causes	and	 the	existence	of	human	body.	

•	 According to Mallika Srivastava 2020:	The	aims	
to	identify	and	empirically	validate	the	various	
factors	 for	 adoption,	 usage	 and	 intention	 to	
recommend	 e-pharmacy	 for	 purchasing	
medications	by	 consumers.

•	 According to Seema Bansal, 2022:	The	use	of	the	
Internet	has	increased	exponentially	for	buying	
as	well	as	selling	of	goods.	Even	the	purchase	of	
medications	online	is	no	exception.	Owing	to	its	
benefits,	there	are	certain	risk	factors	in	purchase	
of	online	medicines.	Currently,	 the	data	on	the	
use	 of	 Internet	 pharmacies	 are	 limited.	 Thus,	
the	main	objective	of	our	study	is	to	assess	the	
knowledge,	 attitude,	 and	 practices	 (KAP)	 of	
Indian	population	toward	E-pharmacy	in	India	
carried	out	in	the	Department	of	Pharmacology,	
PGIMER,	 Chandigarh.	 A	 KAP	 questionnaire	
was	 prepared	 which	 was	 distributed	 to	 the	
participants	 through	Google	Forms	and	a	URL	
sent	 to	 them.	 This	 questionnaire	 was	 divided	
into	 four	 sections	 including	 demographics,	
occupation,	 income,	 and	 use	 of	 the	 Internet	
to	 measure	 the	 alertness	 toward	 the	 online	
purchase	of	medicines.	A	total	of	322	responses	
were	 collected,	 out	 of	 which	 only	 268	 (83.2%)	
participants	 were	 aware	 of	 online	 pharmacy.	
The	awareness	was	more	in	males	and	that	too	
in	 urban	 population.	 Among	 the	 respondents,	

and	patient	god	performance	and	health	betterment.	

Model of e-pharmacy

Integrated of e-pharmacy

development of e-health literacy

Health care

 

Relationship of e-pharmacy and consumer 

The	benefit	by	making	use	of	online	shopping	is	the	
use	of	technology	for	better	marketing	performance,	
where	 retailers	 generally	 use	 different	 strategies	 to	
meet	the	demand	of	online	purchasers.	They	also	try	
to	 understand	 the	 consumer	 in	 the	 field	 of	 online	
shopping	and	specifically	study	those	factors	which	
influence	 the	 consumers	 to	 shop	 online.	 The	 other	
advantages	 of	 buying	 online	 are	 lower	 transaction	
and	 search	 cost	 in	 comparison	 to	 other	 types	 of	
shopping.	 It	 also	makes	 faster	 shopping,	 providing	
more	alternatives	and	with	 reasonable	prices.

Although	 purchasing	 from	 E-pharmacies	 holds	
many	 advantages,	 data	 from	 the	 World	 Health	
Organization	 (WHO)	 have	 marked	 a	 question	
upon	 its	 safety.	 The	 complexity	 and	 seriousness	 of	
this	 problem	 increased	 when	 the	 WHO	 estimated	
that	 about	 50%	 of	 the	 medications	 marketed	 on	
the	 Internet	 are	 from	 counterfeited	 websites.	 The	
e-pharmacies	without	any	regulation	sell	counterfeit	
drugs,	 hence	 posing	 a	 great	 threat	 to	 public	 health	
with	 tragic	 consequences	 to	 consumers.1 

A	 Western	 European	 study	 conducted	 on	 14,000	
people	 has	 reported	 that	 out	 of	 five,	 one	 people	
is	 acquiring	 medication	 from	 the	 Internet	 without	
prescription.	 It	 is	 demonstrated	 that	 purchasing	
Western	 Europe	 spent	 around	 10.5	 million	 Euros	
per	year	on	nonprescription	E-pharmacy	from	illegal	
resources.	 A	 survey	 was	 also	 done	 in	 Romania	 to	
assess	 the	 attitude	 of	 patients	 and	 customers	 on	
online	 purchasing	 of	 drugs.	 It	 was	 reported	 that	
maximum	 of	 the	 people	were	 not	 aware	 about	 the	
differences	 between	 medications	 purchased	 from	
Internet	and	conventional	e-pharmacies.	Such	studies	
indicate	that	attention	should	be	paid	toward	online	
purchasing	 of	 E-pharmacy	 drugs	 during	 routine	
patient	 care.	 The	 global	 society	 has	 depend	 on	 the	
internet	 and	E-commerce	 facilities.	

Review of literature
A	literature	review	is	an	overview	of	the	previously	
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majority	 of	 the	 users	 prefer	 to	 buy	 medicines	
offline	(81%,	n	=	217)	which	can	be	due	to	poor	
quality	 of	 medicines	 and	 lack	 of	 trustworthy	
websites.	 The	 utmost	 reason	 for	 buying	 the	
medicine	 online	 was	 deficiency	 of	 availability	
in	 the	 market	 and	 differences	 in	 the	 prices.	
The	 most	 preferred	 drugs	 respondents	 were	
willing	 to	 buy	 online	 were	 prescription	 drugs	
followed	by	cosmetics	and	dietary	supplements.	
In	conclusion,	of	our	results,	most	of	the	people	
use	 the	 Internet	 to	 search	 for	 the	 medications	
online	 who	 prefer	 to	 consult	 the	 physicians	
before	 buying.	 Therefore,	 the	 future	 of	 online	
pharmacy	 can	 be	 improved	 if	 there	 will	 be	
some	set	guidelines,	awareness,	and	knowledge	
among	 the	users.

•	 According to Alison C. Dcruz, 2022:	The	recent	
worldwide	 pandemic	 has	 prompted	 several	
companies	 to	 turn	 to	 the	 online	 market.	 The	
pharmaceutical	industry	is	one	such	significant	
and	crucial	in	India.	There	has	been	an	upsurge	
in	 online	 pharmacies	 throughout	 the	 Indian	
subcontinent	over	the	last	3–5	years.	This	unique	
development	 of	 online	 or	 “E-pharmacy”	 field	
has	 been	 carefully	 examined	 and	 presented	
in	 this	 article.	 The	 distinction	 between	 online	
and	 offline	 pharmacies,	 the	 advantages	 and	
challenges	 faced	 by	 E-pharmacies,	 the	 driving	
forces	that	led	to	the	growth	of	the	E-pharmacy	
sector	 in	 India,	 and	 the	 various	 emerging	
Indian	 E-pharmacy	 companies	 are	 covered.	
A	 comprehensive	 review	 of	 the	 legal	 system	
under	which	the	E-pharmacy	industry	operates	
is	 also	 briefed.	 The	 reader	 will	 also	 learn	
about	 the	 various	 initiatives	 implemented	 by	
the	Government	 in	 support	of	 the	E-pharmacy	
sector	 in	 India.

•	 According to Elliott Richelson, 2023:	 During	
the	 national	 crisis	 of	 the	COVID-19	 pandemic,	
which	 started	 in	 March	 2020,	 the	 US	 federal	
government	declared	a	public	health	emergency	
(PHE).	 States	 followed	 with	 their	 PHE’s.	 The	
PHE	at	the	federal	level	officially	ended	May	11,	
2023.	So,	most	US	states,	territories,	possessions,	
and	the	District	of	Columbia,	ended	their	public	
health	emergencies.	As	of	May	24,	2023	only	2	
states,	New	York	and	Texas,	had	active	public	
health	 emergencies.	 During	 the	 PHE,	 most	
states,	territories,	possessions,	and	the	District	of	
Colombia;	and	the	federal	government	made	it	
relatively	easy	to	provide	treatment	for	patients	
remotely.	This	treatment	would	include	remote	
prescribing	 of	medications,	 both	 standard	 and	

controlled	 medications,	 electronically	 (within	
the	 EHR	 or	 EMR).	 Also,	 treating	 patients	 in	
another	 state,	 where	 the	 practitioner	 was	 not	
licensed,	 could	 be	 done	 in	 most	 states	 under	
their	 respective	Public	Health	Emergency.

Research Methodology

Study design

It	 is	 a	 questionnaire-based	 study,	 carried	 out	 in	
the	 Department	 of	 Pharmacology,	 A	 case	 study	 of	
Noida	 region	 A	 KAP	 questionnaire	 was	 planned	
to	 measure	 the	 awareness	 toward	 online	 purchase	
of	 medicines.	 It	 was	 divided	 into	 four	 sections,	 in	
which	the	eight	section	was	focused	on	demographic	
information,	i.e.,	consumer	trust,	purchase	intention,	
perceived	usefulness,	performance	expectancy,	effort	
expectancy,	social	influence,	hedonic	motivation	and	
consumer’s	 demographic	 the	 Internet.	 In	 addition	
to	 this,	 it	 also	 focused	 on	 their	 knowledge	 of	
E-pharmacy,	 their	 attitude,	 and	 practices	 toward	
purchase	of	medicines	 from	E-pharmacy.3 

Validation of questionnaire

The	 questionnaire	 content	 was	 screened	 out	 for	
appropriateness.	 Validity	 and	 pretesting	 of	 the	
questionnaire	 were	 randomly	 done	 on	 selected	
respondents	 of	 the	 institute	 and	 were	 performed	
by	 experts	 at	 the	 A	 case	 study	 of	 NOIDA	 region.	
The	 questionnaire	 was	 finalized	 after	 modification	
of	indefinite	and	incompatible	questions	on	the	basis	
of	 the	 result	of	 the	Pretest.4

Data collection

The	pretested	questionnaire	was	distributed	among	
all	 the	 participants.	 Google	 Forms	 was	 used	 to	
manage	 the	 survey	 questionnaire	 as	 it	 was	 user-
friendly.	A	message	relating	to	 the	survey	was	sent	
to	 friends,	with	 a	URL	 link	 to	 the	 survey.	One-day	
time	 was	 allotted	 to	 them	 for	 the	 collection	 of	 the	
filled	 forms.	 The	 participants	 were	 requested	 to	
answer	 in	as	multiple-choice	 formats.

Statistical analysis

This	method	the	researcher	tries	to	target	respondents	
who	 meet	 a	 certain	 selection	 criterion.	 In	 this	
research	study	the	respondent	who	would	have	used	
e-pharmacy	for	any	transactions	anytime	in	the	past	
days,	 will	 be	 qualified	 for	 he	 survey.	 The	 scholoar	
has	used	 random	sampling	method.5 

Analysis of data

Analysis	 of	 data	 has	 related	 e-pharmacy	 for	 the	
consumer	 satisfaction.	 The	 scholar	 has	 follow	 t-test	
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for	to	apply	hypothesis.	The	research	tools	has	used	
in	data	analyzing	for	the	random	sampling	method.	

Table 1: Reasons for Using E-Pharmacy

Division Name Academicians Students
To	 increase	
e-pharmacy	usage

32 42

To	 save	 from	harmful	
diseases

18 29

To	 signify	
e-pharmacy

23 14

To	assist	health	 care 27 15
Total 100 100

Chart Discussion
The	 findings	 suggest	 that	 the	 primary	 drivers	 for	
e-pharmacy	 adoption	 in	 Noida	 are	 the	 need	 for	
better	 health,	 convenience,	 and	 the	 ability	 to	 avoid	
harmful	 diseases.	 While	 students	 are	 more	 likely	
to	 adopt	 e-pharmacy	 for	 convenience	 and	 health	
benefits,	 academicians	 and	medical	 staff	 emphasize	
the	 importance	and	utility	of	 e-pharmacy.

Limitation 
•	 Noida	 region	 represented	 chief	portions	of	 the	

worldwide	E-drug	store	market	because	of	 the	
rise	 of	 programming	 innovation	 in	 the	 clinical	
sector.	

•	 Noida	has	the	biggest	E-pharmacy	store	market	
India.	 High	 users	 of	 app-based	 pharmacies,	
increasing	presence	of	online	retail	pharmacies	
and	 increasing	web	 dependent	 population	 are	
the	 significant	 factors	 that	 fill	 the	 worldwide	
E-pharmacy	 store	market.	

•	 There	 are	 eminent	 central	 members	 and	
advances	 in	 the	 drug	 and	 other	 life	 sciences	
enterprises	 that	 demand	 a	 greater	 amount	 of	
the	E-pharmacy	 store	market.	

Scope of research 
Noida	 region	 is	 the	biggest	 fragment	of	 the	E-drug	
stores	 market	 because	 of	 its	 familiarity	 with	 well-
being	 and	 health	 and	 rising	 chronic	 diseases	 in	
the	 nation.	 Increasing	 geriatric	 population	with	 the	
chronic	 diseases,	 rising	 penetration	 of	 e-commerce,	
and	 rapid	 adoption	 of	 the	 digital	 technologies	 are	
the	 prominent	 factors	 that	 propelled	 the	 growth	 of	
E-drug	 store	 market	 in	 Delhi	 and	 Uttar	 Pradesh.	
As	of	now,	the	FDA	has	given	more	data	about	the	
E-pharmacy	store	to	the	residents,	which	essentially	
affects	 the	 development	 of	 the	 E-pharmacy	 store	
market.

The	 primary	 data	 collected	 from	 the	 Noida	 region	
indicates	 that	 students	 (42)	 are	 more	 inclined	 to	
use	 e-pharmacy	 to	 increase	 its	 usage	 compared	
to	 academicians	 (32).	 The	 desire	 to	 save	 from	
harmful	diseases	is	higher	among	students	(29)	than	
academicians	(18).	Conversely,	academicians	are	more	
likely	to	use	e-pharmacy	to	signify	its	importance	(23)	
compared	to	students	(14).	Assistance	in	health	care	
shows	a	similar	trend,	with	academicians	(27)	being	
more	 likely	 to	use	e-pharmacy	 than	 students	 (15).

Table 2: Factors Influencing E-Pharmacy Adoption

Division Name Students Medical 
Staff

To	 relate	 e-commerce 25 19

To	 relate	 e-pharmacy 20 39

To	 relate	better	health 30 22

To	 get	 rid	 of	 harmful	
diseases

25 20

Total 100 100

The	 data	 indicates	 that	 students	 (30)	 and	 medical	
staff	 (22)	 both	 consider	 better	 health	 as	 a	 primary	
factor	 influencing	 e-pharmacy	 adoption.	 However,	
medical	staff	(39)	have	a	stronger	inclination	towards	
e-pharmacy	 than	 students	 (20).



24	 Raj	Kumar	Tomar,	Preeti	 Singh	and	Nischay	Kr.	Upamannyu

Tecnia Journal of Management Studies ,  Vol. 19 No. 1, April 2024 – September 2024

Conclusion
E-pharmacy	 has	 significant	 potential	 in	 Noida,	
driven	by	consumer	demand	for	convenience,	better	
health	outcomes,	and	cost-effectiveness.	To	enhance	
consumer	trust	and	adoption,	it	is	crucial	to	address	
safety	concerns	and	ensure	the	authenticity	of	online	
medications.
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Abstract: Advertising is the key focus because it plays a pivotal role at 
the junction where the economy and culture interact. Advertising trends 
have evolved from the quintessentially traditional print ads and TV spots 
to new marketing strategies that include QR codes, co-branding, content 
marketing and online advertising. While print and TV are steadfast in the 
ad industry, new technology is opening new avenues to reach consumers. 
India’s ad revenue is expected to grow by a subdued 12% to $17.3 billion in 
2023, according to a report by advertising agency GroupM. In marketing, 
authority figures can have a significant influence on customer decisions. 
Endorsements from celebrities, experts, or even satisfied customers can add 
credibility to a product or service. This can lead to increased sales and brand 
loyalty. Moreover, Influencer collaboration has moved beyond the status of 
merely being an improvement in the dynamic world of modern marketing, 
and has instead established itself as a crucial component of a well-planned 
marketing strategy. Leading organizations now assign particular budgets 
designed for influencer marketing campaigns in an effort to stay at the 
very forefront of industry trends. Every firm appears to be eager to utilize 
influencer marketing to its fullest potential as the market matures and 
changes. The research aims to propose an in-depth review on the strategic 
change happening in the Indian advertising industry in relation to the use 
of authority figures and influencers for promotional activities.
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Introduction:
Influencer	marketing	has	seen	an	exponential	rise	in	
the	 digital	 age,	 becoming	 an	 integral	 part	 of	 brand	
growth	 strategies.	 With	 the	 increasing	 dominance	
of	social	media	platforms,	influencers	have	emerged	
as	key	players	 in	 shaping	 consumer	behaviour	 and	
driving	 brand	 awareness.	 A	 lot	 of	 research	 has	
been	 done	 to	 determine	 exactly	 what	 influencer	
marketing	 is,	 why	 companies	 are	 using	 it	 more	
and	 more	 and	 what	 it	 brings	 them	 (Backaler	 and	
Shankman,	 2018;	 Coll,	 2019;	 Genú,	 2019;	 Levin,	
2019).	 Influencer	 marketing	 is	 described	 as	 a	 new	
effective	 and	 cost-efficient	 marketing	 tool	 as	 it	 is	
not	 perceived	 by	 customers	 as	 advertising	 (Ye,	

Hudders,	De	Jans	and	De	Veirman,	2021).	It	is	today	
a	 key	 component	 of	 the	 firm’s	 digital	 marketing	
strategies	 (Abidin,	 2015)	 used	 to	 promote	 brands	
and	 reach	 very	 engaged	 audiences.	 This	 strategy	
could	 be	 compared	 as	 an	 evolved	 word-of-mouth	
marketing	as	it	works	thanks	to	experience	sharing,	
user-generated	content	and	spreading	via	blogs	and	
social	media	 (Ye	et	al.,	2021).	Authenticity	 is	one	of	
the	 driving	 forces	 behind	 the	 success	 of	 influencer	
marketing.	 Unlike	 traditional	 advertising	 methods,	
where	brand	messages	are	often	perceived	as	forced	
or	 insincere,	 influencers	 have	 the	 ability	 to	 connect	
with	their	audiences	on	a	personal	level.	They	build	
a	 loyal	 following	 by	 sharing	 genuine	 experiences,	
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opinions,	and	recommendations.	For	instance,	travel	
influencers	who	share	their	adventures	and	provide	
honest	reviews	of	products	or	destinations	can	create	
a	significant	impact	on	their	followers’	travel	choices.	
Influencer	marketing	 allows	brands	 and	 companies	
to	 promote	 their	 product	 through	 tools	 such	 as	
influencers	 and	 social	 networks.	 Many	 industries	
are	 using	 this	 growing	 marketing	 strategy	 such	
as	 sports,	 technology,	 food	 and	 travel	 (Ingrassia,	
Bellia,	 Giurdanella,	 Columba	 and	 Chironi,	 2022;	
Ye	 et	 al.,	 2021).	 Influencer	 marketing	 presents	
new	 opportunities	 to	 the	 beauty	 and	 fashion	
industry	 (Paço	 and	 Oliveira,	 2017).	 Consumers	
are	 particularly	 bound	 to	 follow	 influencers	 in	
product	categories	that	deal	with	fashion	and	beauty	
(Nafees,	Stoddard,	Cook	and	Nikolov,	2021).	Indeed,	
beauty	 and	 fashion	 influencers	 are	 very	 numerous	
and	 arouse	 great	 interest	 in	 followers.	 Another	
reason	 for	 the	 rise	 of	 influencer	 marketing	 is	 the	
increasing	scepticism	towards	traditional	advertising.	
Consumers	are	becoming	more	adept	at	filtering	out	
advertisements,	 skipping	commercials,	or	using	ad-
blockers.	 However,	 they	 are	 more	 likely	 to	 trust	
recommendations	 from	 people	 they	 perceive	 as	
relatable	 and	 trustworthy.	 By	 collaborating	 with	
influencers	 who	 align	 with	 their	 brand	 values,	
companies	 can	 tap	 into	 the	 influencer’s	 credibility	
and	 authenticity	 to	 reach	 their	 target	 audience	
effectively.	 Social	 media	 platforms	 have	 played	 a	
pivotal	 role	 in	 fostering	 the	 growth	 of	 influencer	
marketing.	 Instagram,	 YouTube,	 TikTok,	 and	 other	
platforms	 have	 provided	 influencers	 with	 a	 global	
stage	 to	 showcase	 their	 talents,	 expertise,	 and	
lifestyles.	 Social	 media	 influencers	 are	 users	 of	
social	media	who	are	being	followed	by	a	significant	
number	of	other	users	(De	Veirman,	Cauberghe	and	
Hudders,	 2017;	 Harrigan,	 Daly,	 Coussement,	 Lee,	
Soutar	 and	 Evers,	 2021).	 As	 they	 share	 a	 part	 of	
their	 lives	 with	 relevant	 content,	 they	 provide	 the	
impression	 that	 the	 followers	 know	 them.	 Users	
develop	 admiration,	 para-social	 interaction;	 which	
refers	to	the	relations	people	have	with	media	figures	
(Horton	and	Wohl,	1956);	perceived	similarity,	sense	
of	 belonging,	 intimacy	 and	 psychological	 closeness	
which	 play	 an	 important	 role	 here	 (Ye	 et	 al.,	
2021)	 This	makes	 the	 influencers	more	 trustworthy	
by	 users.	 As	 they	 reach	 large	 audiences,	 and	
thanks	 to	 their	 popularity	 companies	 and	 brands	
use	 them	 to	 promote	 products	 or	 services.	 Brands	
have	 recognized	 the	 power	 of	 these	 platforms	 in	
reaching	 a	 vast	 audience	 and	 have	 tapped	 into	
influencers’	 social	media	 presence	 to	 promote	 their	
products	 or	 services.	 For	 example,	 fashion	 brands	
often	collaborate	with	Instagram	fashion	influencers	

to	 showcase	 their	 latest	 collections,	 resulting	 in	
increased	 brand	 visibility	 and	 sales.	 By	 definition	
advertising	 is	 designed	 to	 persuade	 consumers.	
Persuasion	 occurs	 when	 exposure	 to	 information	
results	in	an	attitude	change	(Olson	&	Zanna,	1993).	
When	applied	 to	 advertising,	 successful	persuasion	
occurs	 when	 advertising	 changes	 consumers’	
attitudes,	 beliefs	 and	 behavior	 toward	 the	 product,	
brand	 or	 service	 (Wells,	Moriarty	&	Burnett,	 2006).	
According	to	Jung	and	Kellaris	(2006),	the	authority	
principle	 refers	 to	 “the	 tendency	 of	 individuals	 to	
comply	with	 the	 recommendations	 or	 directives	 of	
authority	 figures.”	 The	 use	 of	 an	 authority	 figure	
technique	 with	 consumers	 can	 be	 successful	 in	
specific	situations	(Berry,	1988).	When	a	consumer	is	
feeling	inadequate	or	incompetent	in	some	way,	they	
are	willing	to	abdicate	responsibility	to	an	authority	
figure	 who	 offers	 reassurance,	 protectiveness	 and	
security.	However,	when	used	incorrectly,	authority	
figures	can	perpetuate	a	sense	of	superiority,	leaving	
consumers	 feeling	 inadequate,	 foolish	 and	angry	 at	
the	 advertiser	 (Berry,	 1988).	 The	 lack	 of	 research	
on	 the	 authority	 principle	 in	 advertising	 stands	 in	
sharp	contrast	to	frequent	use	of	authority	appeals	in	
advertising	practice.	For	example,	General	Mills	uses	
mothers	 as	 spokespersons	 for	 “Kix”	 cereal.	McNeil	
Consumer	 and	 Specialty	 Pharmaceuticals	 features	
moms	 for	 their	 “Motrin,”	 children’s	 fever	 reducer.	
In	 France,	 work	 place	 superiors	 and	 teachers	 are	
often	 used	 as	 spokespersons	 (Li,	 Zhenyi	 ,	 2001)).	
In	 all	 of	 these	 cases,	 spokespersons	 are	 featured	 as	
authorities	upon	whom	consumers	can	rely.	Despite	
the	widespread	use	of	non-celebrity	authority	figures	
in	 global	 advertising,	 little	 is	 known	 about	 their	
effectiveness	 and	 their	 applicability	 across	different	
segments	and	cultures.	The	research	aims	to	propose	
an	in-depth	review	on	the	strategic	change	happening	
in	 the	 Indian	 advertising	 industry	 in	 relation	 to	
the	 use	 of	 authority	 figures	 and	 influencers	 for	
promotional	 activities.

1. Role of Authority figures in advertising 
in India
Consumer	 behavior	 involves	 making	 a	 purchase	
decision	 based	 on	 available	 resources,	 i.e.,	 effort,	
money,	and	time	(Chiang	et	al.,	2016).	Furthermore,	
Tsao	 et	 al.	 (2019)	 proposed	 a	 holistic	 view	 of	
consumer	buying	behavior.	Consumer	behaviors	are	
those	 activities	 and	 processes	 in	which	 individuals	
choose	 and	 utilize	 ideas,	 products,	 services,	 and	
experiences.	 Li	 et	 al.	 (2021)	 stated	 that	 consumer	
behavior	 analysis	 is	 another	 tool	 to	 examine	 the	
complexity	 of	 marketing	 operations.	 Meanwhile,	
Sumi	 and	 Kabir	 (2018)	 demonstrated	 that	 today’s	
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consumers	 are	 kept	 in	 the	 dark	 about	 when	 and	
what	 they	desire,	 all	 of	which	 results	 in	 interactive	
advertising.	 Consumer	 behavior	 is	 a	 mixture	 of	
consuming	 and	 purchasing	 products	 and	 services	
(Sundararaj	and	Rejeesh,	2021).	Therefore,	Anetoh	et	
al.	 (2020)	 explored	 seven	 steps	of	 consumer	buying	
decision	 which	 needs	 recognition:	 search	 for	
information,	 pre-purchase,	 evaluation,	 purchase,	
consumption,	 post-consumption	 evaluation,	 and	
divestment.	Advertisement	is	a	source	that	convinces	
people	to	purchase	the	product	at	least	once	in	their	
lives.	 Celebrities	 or	 personas	 used	 in	 ads	 may	
positively	 influence	 peoples’	 buying	 intention	
(Shanahan	 et	 al.,	 2019).	Consumer	 buying	 behavior	
should	be	referred	to	as	the	choice	to	buy	a	product	
(Sundararaj	 and	 Rejeesh,	 2021).	 Advertisers	 are	
adapting	 different	 techniques	 to	 create	 purchase	
decisions	 through	 effective	 commercial	 messages.	
Additionally,	 market	 advertisers	 use	 celebrities	 in	
commercials	to	sponsor	their	product	image	(Alalwan,	
2018).	 The	 involvement	 of	 celebrities	 affects	 the	
buying	intention	of	the	consumer.	This	study	shows	
that	 advertisements	 have	 a	 positive	 effect	 on	
consumer	 buying	 intention.	 Consequently,	 Vargas-
Bianchi	 and	 Mensa	 (2020)	 remarked	 that	
advertisement	 has	 a	 crucial	 role	 in	 the	 current	 age	
as	 it	 is	 an	 instrument	 to	 build	 society’s	 behavior	
regarding	 products.	 Ads	 help	 people	 to	 get	
information	 and	 make	 a	 purchasing	 decision.	
People’s	 psychological,	 emotional,	 and	 behavioral	
aspects	 are	 important	 while	 making	 a	 purchasing	
decision	 (Wirtz	 et	 al.,	 2017).	 Consumer	 buying	
behavior	 can	 be	 predicted	 by	 relevant	 brand	
awareness	 in	 the	 market	 (Alalwan,	 2018).	 In	
conclusion,	advertisement	has	a	direct	relation	with	
consumer	 buying	 behavior.	 If	 advertisement	
increases,	it	will	eventually	lead	toward	an	increase	
in	buying	intention	of	the	consumer.	Advertisers	use	
celebrity	 endorsements	 in	 their	 advertisements	 to	
sway	customer	attitudes	(Gilal	et	al.,	2020).	Celebrities	
are	people	who	are	well-known	among	 the	general	
public	for	reasons	other	than	their	support	of	certain	
brands	or	goods	(Schimmelpfennig	and	Hunt,	2020).	
Advertisers’	 employment	 of	 celebrity	 has	 a	 great	
impact	 on	 consumers’	 attitudes	 about	 advertising	
(Osei	 Frimpong	 et	 al.,	 2019).	 Only	 when	 a	 well-
known	celebrity	is	supporting	an	advertisement	will	
people	buy	 the	goods,	 regardless	of	whether	or	not	
they	 know	 anything	 about	 them.	 Popular	 celebrity	
endorsement	 affects	 buying	 intention	 more	 than	
unknown	 celebrity	 endorsement	 (Yang,	 2018).	
According	 to	 the	 experts	 who	 conducted	 the	
experiments	 cited	 above,	 celebrity	 endorsements	
have	 a	 favourable	 effect	 on	 customers’	 purchasing	

intentions	 (Zhang	 X.	 et	 al.,	 2020).	 According	 to	
McCracken	(1989,	p.310)	a	celebrity	endorser	is	“any	
individual	who	 enjoys	 public	 recognition	 and	who	
uses	 this	 recognition	on	behalf	of	a	 consumer	good	
by	 appearing	 with	 it	 in	 an	 advertisement.”	
Researchers	have	 identified	many	factors	which	are	
favourably	 influenced	by	 celebrity	 endorsers.	 Some	
of	the	major	factors	 include	awareness	of	 the	brand	
and	company,	company	image,	believability,	attitude	
towards	 the	 advertisement,	 attitude	 towards	 the	
brand	 and	 purchase	 intentions	 (Atkin	 and	 Block,	
1983;	Erdogan,	1999;	Friedman	and	Friedman,	1979;	
Friedman	 et	 al.,	 1976;	Kamen	 et	 al.,	 1975;	Ohanian,	
1990).	 There	 are	 four	main	models	 that	 explain	 the	
effectiveness	of	celebrity	endorsers.	Source	credibility	
model	 states	 that	 the	 credibility	 of	 the	 source/
endorser	 from	 which	 the	 message	 originates	 will	
determine	the	effectiveness	of	the	advertisement	and	
because	celebrities	are	generally	considered	credible	
by	the	audience,	the	message	originating	from	them	
is	evaluated	positively.	According	to	Hovland	et	al.	
(1953)	perceived	expertise	and	trustworthiness	of	the	
source	 are	 two	main	 factors	 from	which	 credibility	
of	 the	 source	 originates.	 The	 source	 attractiveness	
model	postulates	that	the	attractiveness	of	the	source	
induces	positive	attitude	and	behavioural	intentions	
towards	the	advertisement	and	the	brand	(Friedman	
and	 Friedman,	 1979;	 McGuire,	 1985).	 Celebrities,	
especially	 from	 the	 field	 of	 entertainment	 are	
considered	attractive	than	typical	endorsers,	therefore	
using	 them	 as	 endorsers	 have	 been	 supported	 by	
various	studies.	The	match-up	hypothesis	states	that	
a	celebrity	endorsement	will	be	effective	only	if	there	
is	a	similarity/congruence	between	the	celebrity	and	
the	product	(Forkan,	1980;	Kamins,	1989,	1990).	The	
match-up	between	the	celebrity	and	the	product	can	
be	 attractiveness	 based,	 expertise-based	 or	 image-
based.	 Using	 attractive	 celebrity	 for	 attractiveness	
related	product	is	attractiveness-based	match-up,	for	
example,	 Aishwarya	 Rai	 for	 Nakshatra	 diamonds.	
Expertise	 match-up	 involves	 using	 a	 celebrity	
endorser,	 who	 is	 perceived	 as	 an	 expert	 of	 the	
product	or	belongs	 to	same	field	for	example,	Virat	
Kohli	 for	 ADIDAS.	 Image-based	 match-up	 is	
matching	 the	 associations	 of	 the	 celebrity	with	 that	
of	 the	 brand,	 for	 example	 Shahrukh	 Khan	 for	
Hyundai	 Santro.	 Lastly,	 meaning	 transfer	 model	
(McCracken,	1989)	states	that	because	consumers	not	
only	 consume	 the	 product	 but	 also	 the	 meanings	
associated	 with	 it,	 the	 effectiveness	 of	 a	 celebrity	
endorsement	 depend	 upon	 the	 cultural	 meanings	
which	 the	 celebrity	 transfers	 to	 the	 product.	
According	 to	 the	 model,	 the	 celebrity	 first	 earns	
cultural	meanings	through	his/her	respective	career,	
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for	 example	 movie	 performances,	 sports	
achievements,	 etc.	 These	 meanings	 then	 get	
transferred	to	the	product	through	the	endorsement	
process.	Finally,	the	consumers	consume	the	product	
in	order	to	take	on	the	cultural	meanings	which	the	
product	 holds.	 Considering	 the	 popularity	 of	
celebrity	endorsers	 in	India,	some	studies	have	also	
tried	 to	 analyze	 their	 use.	 Khan	 and	 Khan	 (2002)	
conducted	a	content	analysis	of	250	TV	advertisements	
and	reported	that	50%	of	the	advertisements	featured	
celebrities.	Celebrity	endorsers	were	mostly	used	for	
personal	appearance	products	followed	by	medicine	
and	 toiletries	 and	 home	 products,	 appliances	 and	
furnishing.	However,	they	did	not	report	a	significant	
association	between	various	product	categories	and	
celebrity	 use.	 Prakash	 et	 al.	 (2012)	 in	 their	 study	
reported	59%	use	of	celebrity	endorsers	in	a	sample	
of	 300	 TV	 commercials.	 The	 study	 by	 AdEx	 India	
(India,	2011)	reported	that	celebrity	use	was	highest	
for	 shampoos,	 toilet	 soaps,	 aerated	 soft	 drinks	 and	
cellular	 phone	 service	 in	 2010.	 There	 are	 other	
important	 aspects	 like	 celebrity	 type	 and	 celebrity	
role	 that	 have	 been	 studied	 by	 the	 researchers.	 For	
example,	Khan	and	Khan	(2002)	found	that	film	stars	
(43%)	were	the	most	featured	celebrity	type	followed	
by	TV	(34%)	and	sports	celebrities	(7%).	Statistically	
significant	 association	 between	 celebrity	 type	 and	
various	 product	 categories	 was	 also	 reported	 by	
them.	Film	celebrities	were	used	more	than	TV	and	
sports	 celebrities	 for	medicine	and	 toiletries,	drinks	
and	 confectioneries	 and	personal	 appearance	while	
TV	 celebrities	 were	 used	 more	 in	 case	 of	 home	
products,	appliances	and	furnishing.	Sports	celebrities	
were	used	mostly	for	drinks	and	confectionary	items.	
AdEx	India	 (India,	2011)	also	reported	that	 the	film	
celebrities	 accounted	 for	 85%	 of	 total	 celebrity	
endorsements	on	TV	during	December–January	2010	
followed	by	sports	and	TV	celebrities.	Prakash	et	al.	
(2012)	 found	 that	 film	 celebrities	 accounted	 for	
approximately	 52%	 share	 of	 celebrity	 commercials,	
TV	and	sports	celebrities	accounted	for	23%	and	16%	
share	 respectively.	 They	 also	 reported	 statistically	
significant	 relation	 between	 celebrity	 type	 and	
product	 category.	 Another	 important	 aspect	
regarding	 the	use	of	 celebrity	endorsers	 is	 celebrity	
role,	 i.e.,	way	 of	 portraying/depicting	 the	 celebrity	
in	an	advertisement.	Celebrities	can	give	a	testimonial	
or	endorsement,	can	be	an	actor	in	the	ad	or	can	be	
a	 company	 spokesperson	 (Schiffman	 and	 Kanuk,	
1995).	 If	 the	celebrity	endorser	states	 the	benefits	of	
the	 product	 on	 the	 basis	 of	 his	 knowledge	 or	
experience	 of	 using	 the	 product	 it	 is	 called	 as	
testimonial.	 Endorsement	 is	when	 the	 celebrity	 just	
lends	 his/her	 name	 to	 a	 product	 and	 actor	 means	

celebrity	playing	a	character	 in	the	commercial.	 If	a	
celebrity	keeps	on	representing	a	company	or	a	brand	
for	 a	 longer	period	of	 time	and	he	becomes	 closely	
associated	with	 the	 brand	 or	 the	 company	 then	 he	
is	 called	 as	 company	 spokesperson	 (Schiffman	 and	
Kanuk,	 1995).	 Khan	 and	Khan	 (2002)	 reported	 that	
celebrities	were	mostly	used	as	actors	(54%)	followed	
by	 testimonial/endorser	 (42%)	 and	 company	
spokesperson	 (4%)	 in	 TV	 commercials.	 However,	
they	 did	 not	 find	 statistically	 significant	 relation	
between	 the	 celebrity	 role	 and	 various	 product	
categories.	 Celebrity	 role	 can	 also	 be	 classified	 as	
explicit,	 imperative,	 implicit	 and	 co-present	 mode	
(McCracken,	 1989).	 In	 explicit	 mode	 the	 celebrity	
overtly	 declares	 that	 he	 or	 she	 is	 endorsing	 the	
product	(‘I	endorse	this	product’).	When	a	celebrity	
suggests	 the	 consumers	 to	 use	 the	 product	 it	 is	
imperative	mode	(‘You	should	use	this	product’).	In	
implicit	mode	 the	 celebrity	 uses	 physical	 or	 verbal	
communication	(‘I	use	this	product’)	and	co-present	
mode	 is	 when	 the	 celebrity	 only	 appears	 with	 the	
product	(McCracken,	1989).	Jain	et	al.	(2010)	in	their	
analysis	 of	 celebrity	 advertisements	 which	 were	
aired	on	television	during	1995	to	2007	in	India	found	
that	 in	 64%	of	 celebrity	 commercials	 implicit	mode	
of	 portraying	 the	 celebrity	 was	 used	 followed	 by	
imperative	 (20%)	 and	 co-present	 mode	 (14.5%).	
Explicit	 mode	 was	 used	 only	 in	 1%	 celebrity	
commercials.	 In	 India	 the	practise	 is	 quite	popular.	
Federation	 of	 Indian	 Chambers	 of	 Commerce	 and	
Industry	(FICCI)	reported	that	60%	of	Indian	brands	
used	celebrity	endorsers	in	2008,	in	2001	it	was	only	
25%	 (Shashidhar,	 2008).	 According	 to	 AdEx	 India,	
TV	commercials	featuring	celebrities	witnessed	a	six	
times	increase	from	2003	to	2007	and	49%	from	2006	
to	 2007	 (India,	 2008).	 More	 recently,	 The	 Financial	
Express	 (2013)	 reported	 that	 more	 than	 50%	 of	
commercial	 advertisements	 feature	 celebrity	
endorsers.

2. CHANGING ROLE OF AUTHORITY 
FIGURES IN INDIAN ADVERTISING

2.1  More realistic and balanced picture of Indian 
women:

Its	 quite	 evident	 when	 taking	 look	 at	 some	 of	 the	
advertisements	being	 shown	on	 Indian	Television;

A.	 HERO HONDA PLEASURE (Why should boys 
have all the fun)- This	 advertisement	 advocates	
women	 empowerment.	 Here	 a	 flock	 of	 girls	
is	 shown	 which	 epitomizes	 group	 will	 and	
freedom	 of	 movement.	 Today	 women	 have	
stepped	out;	realizing	their	potential	in	fulfilling	
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their	dreams	and	for	them,	driving	a	vehicle	 is	
one	of	 the	 symbols	of	 liberty	 and	 fun.	This	 ad	
completely	 breaks	 the	 notion	 that	 outdoor	 fun	
is	only	a	domain	of	men.	

B. ICICI PRUDENTIAL LIFE INSURANCE (Jeetey 
Raho)-	 In	 this	 advertisement,	 a	 young	 couple	
is	 seen	where	 a	wife	 asks	husband	 to	 sign	 the	
life	 insurance	 papers.	 In	 the	 next	 frame,	 she	
cleverly	 and	 logically	 explains	 the	 benefits	 of	
taking	 insurance.	 This	 advertisement	 projects	
a	 progressive	 change	 in	 our	 society	where	 the	
woman	is	accepted	as	the	chief	catalyst	in	taking	
financial	decisions.	

C.	 ARIEL DETERGENT (Ariel ki safai do khusboo 
mein aaye)- This	ad	uses	the	slice	of	life	concept	
where	has	returned	home	from	work	and	comes	
across	a	message	from	his	wife	that	she	would	
be	 late	 from	 work.	 He	 then	 prepares	 dinner	
and	drops	some	curry	on	his	shirt	and	washes	
it	 himself.	 This	 advertisement	 has	 broken	 the	
myth	 that	 only	 women	 are	 supposed	 to	 do	
household	work.	

D.	 ASMI DIAMOND JEWELLERY (I believe in me) -	
Kajol	 is	viewed	as	a	woman	who	 is	 traditional	
yet	fully	capable	of	participating	in	the	modern	
world.	 Her	 modernity	 does	 not	 necessarily	
mean	 divorce	 from	 traditional	 ethos.	 She	 is	
the	 brand	 ambassador	 of	 Asmi	 and	 provides	
assurance	 to	 the	 target	 audience	 that	wants	 to	
do	things	differently	without	breaking	from	the	
past.	Here	she	says	she	does	not	believe	in	stars,	
talking	parrots	and	crystal	balls	but	believes	in	
herself.	

E. FEMINA (Believe)-	 “I	 am	dark,	 fair,	 14,	 fat,	 40,	
I	 love…”	 If	we	go	 through	 this	 advertisement,	
an	 emphatic”	 I	 is	 revealed.	 Today’s	woman	 is	
confident	and	comfortable	with	what	she	is	and	
is	unapologetic	about	carrying	the	weight	of	her	
“self”.	 This	 ad	 makes	 minimum	 use	 of	 visual	
imagery-just	 the	 face	 of	 protagonist	 infusing	
confidence	and	warmth.	

These	 are	 some	 advertisements,	 which	 depict	 the	
changing	 face	 of	 women	 in	 Indian	 advertising.	
There	 are	 many	 more	 ads	 and	 everyday	 one	 new	
ad	 is	 surfacing	 which	 clearly	 depict	 the	 increasing	
influence	of	women	in	Indian	Television	and	society.

2.2 Ordinary looking models now crowd ad agencies

Airtel‘s	 4G	 can	 be	 included	 in	 one	 of	 the	 most	
successful	 ad	 campaigns	 by	 brands	 at	 one	 point.	 It	
was	 only	 a	 few	 years	 back	when	Airtel	 introduced	
its	 4G	network	 in	 the	 country.	After	a	 few	years	of	

the	network’s	launch,	came	a	face	that	got	associated	
with	 the	 brand	 so	well	 that	 people	 saw	 her	 as	 the	
brand	herself.	Every	household	and	people	of	all	ages	
knew	 her	 face	 even	 if	 they	 didn’t	 know	 her	 name.	
Sasha	Chettri	became	a	name	known	to	all.	Having	
featured	in	nearly	50	ad	campaigns,	including	Maruti,	
NIIT,	Pantaloon	and	Indiatimes.com,	Chetan	Sethi,	32,	
is	a	busy	model.	And	an	even	busier	tax	lawyer	with	
a	flourishing	practice	in	the	capital.	Rajni	Nijhawan,	
34,	is	vice-president,	business	development,	with	an	
immigration	 consultancy	 firm	 in	 Delhi.	 But	 most	
people	 recognize	 her	 as	 the	 house	 wife	 with	 the	
“glowing”	 face	 in	 the	 commercial	 for	 Hindustan	
Lever’s	 Dove	 soap.	 Presenting	 the	 deglamourised	
face	 of	 Indian	 advertising.	 These	 are	 not	 regular	
Milind	 Soman,	 Madhu	 Sapre	 or	 Rahul	 Dev.	 The	
model	is	not	someone	off	the	catwalk.	She	could	be	
your	 grandmother.	 Advertisers	 and	 advertisement	
agencies	 are	 increasingly	 using	 ordinary	 people	 as	
models	in	advertisements	to	infuse	a	sense	of	realism	
in	 their	 campaigns.	

Greying	grandparents,	bored	officegoers,	housewives	
with	 time	 on	 their	 hand	 and	 pesky	 brats	 are	
peddling	wares	more	than	ever	before,	cutting	across	
socioeconomic	and	psychographic	demographics.	In	
the	process	 they	have	shattered	stereotypes	 like	 the	
brawny,	 6-ft-tall	 dude	 or	 the	 sculpted,	 glamorous	
girl.	Much	of	this	shift	could	be	due	to	the	growing	
need	to	bring	consumers	closer	to	the	product	being	
advertised.	Using	deglamourised	models	to	endorse	
a	product	is	to	make	the	consumer	associate	himself	
(okay,her-self)	with	 the	person	 in	 the	ad.	

3. Transformation to the Digital Age
Fast	 forward	 to	 the	digital	 age,	where	 social	media	
rules	 the	 roost.	 Suddenly,	 everyone	 has	 a	 voice,	
and	 the	 line	 between	 celebrity	 and	 influencer	 is	
blurred.	We	don’t	 just	admire	our	Bollywood	stars;	
we	 also	 follow	 Instagram	 influencers	 who	 share	
every	 facet	 of	 their	 lives,	 from	 fashion	 choices	
to	 diet	 plans.	 According	 to	 a	 Statista	 report,	 the	
country’s	social	network	users	are	expected	to	reach	
roughly	 1.5	 billion	 by	 2040	 due	 to	 the	 accessibility	
of	 the	 internet.	According	 to	 the	 report,	 the	 federal	
government’s	Digital	 India	 effort	has	 improved	 the	
availability	 and	 accessibility	 of	 the	 internet,	 which	
has	 resulted	 in	 a	 direct	 correlation	 between	 the	
growth	 of	 social	 media	 users	 and	 the	 tremendous	
growth	of	 the	digital	marketing	 sector.	 Simply	put,	
digital	 marketing	 is	 promoting	 a	 product	 through	
the	 internet	or	other	 forms	of	electronic	media.	The	
global	 digital	 marketing	 industry	 has	 a	 significant	
impact	on	the	country’s	digital	marketing	market,	as	



30	 Saurav	Kumar	

Tecnia Journal of Management Studies ,  Vol. 19 No. 1, April 2024 – September 2024

per	the	Expert	Market	Research	analysis.	According	
to	 this	 analysis,	 the	 sector	 is	 growing	 at	 a	 CAGR	
of	 17.6%	 and	 is	 expected	 to	 be	 more	 than	 $930	
billion	 by	 2026.	 The	 key	 driver	 of	 the	 sector	 is	 the	
growing	 global	 population’s	 preference	 for	 digital	
social	media	platforms.	Consumers	have	never	had	
more	 opportunities	 thanks	 to	 social	 networking,	
which	 has	 upended	 many	 industries.	 Influencer	
marketing	 is	a	good	 illustration	of	 this,	as	 it	 allows	
previously	unidentified	 consumers	 to	 enhance	 and,	
in	some	instances,	outperform	traditional	marketing	
initiatives.

3.1 The Rise of Micro-Influencers

In	 this	 new	 era,	 brands	 are	 no	 longer	 relying	
solely	on	A-list	celebrities.	They’re	turning	to	micro-
influencers	 –	 individuals	with	 a	 smaller	 but	 highly	
engaged	following.	These	micro-influencers	feel	like	
friends,	and	their	endorsement	of	a	product	doesn’t	
feel	 forced.	 It’s	 more	 like	 a	 recommendation	 from	
someone	 you	 trust.	 For	 instance,	 a	 fashion	 brand	
might	collaborate	with	a	niche	fashion	blogger	who	
has	 a	 dedicated	 following	 interested	 in	 sustainable	
fashion.	Their	endorsement	feels	more	relatable	and	
authentic	 compared	 to	a	 traditional	 celebrity.	

3.2 Authenticity Is Key

Today’s	consumers	are	savvy.	They	can	spot	a	forced	
celebrity	endorsement	from	a	mile	away.	What	they	
crave	is	authenticity.	They	want	to	see	their	favorite	
stars	 and	 influencers	 genuinely	 using	 and	 loving	 a	
product.	 This	 shift	 has	 led	 to	 brands	 collaborating	
with	celebrities	and	influencers	who	align	with	their	
values.	 For	 example,	 when	 Virat	 Kohli	 promotes	 a	
fitness	brand,	it	aligns	perfectly	with	his	image	as	a	
fitness-conscious	 athlete.	 It	 feels	 authentic	 because	
consumers	 know	 he’s	 genuinely	 passionate	 about	
fitness.

3.3  Commercials talk about ideas and brand 
values with the pinch of Social Awareness

Celebrity	 endorsements	 in	 India	 have	 also	 evolved	
to	 embrace	 social	 issues.	 From	 endorsing	 girl	 child	
education	 to	 promoting	 eco-friendly	 products,	
celebrities	are	using	their	influence	to	create	positive	
change.	 This	 shift	 towards	 socially	 responsible	
endorsements	 is	 a	 reflection	of	 the	 changing	values	
of	 Indian	 consumers.	 For	 instance,	 when	 Deepika	
Padukone	speaks	about	mental	health	awareness,	 it	
resonates	with	the	audience,	and	it’s	more	than	just	
a	 product	 endorsement	 –	 it’s	 a	 message	 of	 social	
significance.	 One	 of	 the	 first	 and	 most-fashioned	
trends	or	practices	 that	are	followed	by	advertisers.	
They	are	coming	with	commercials	on	various	social	

issues,	 political,	 environmental,	 health	 and	 other	
issues,	getting	people	to	think	about	social	concerns,	
which	 are	 important	 for	 rising	 public	 supporting	
and	 affecting	 meaningful	 changes.	 For	 instance,	 in	
Tata	 tea	 ads	 instead	 of	 talking	 directly	 about	 tea	
product,	it	creates	awareness	about	the	value	of	one	
vote,	which	 is	 completely	different	 from	 traditional	
ads.	Not	for	a	single	moment,	Tata	tea	discusses	the	
product’s	 quality	 and	 the	 question	 raised	 here	 that	
why	should	buyers	buy	only	Tata	tea	since	potential	
buyers	 don’t	 get	 the	 details	 about	 the	 quality	 of	
this	 product.	 There	 are	 several	 brands	 of	 tea.	 It’s	
interesting	 to	 observe	 the	 shifting	 patterns	 of	 ads	
filmmaking.	Now	 ads	 don’t	 talk	 directly	 about	 the	
product’s	 features.	 In	 Tata	 tea	 case,	 Tata	Company	
is	promoting	the	‘brands	large	value’	while	creating	
awareness	 about	 the	 civil	 rights	 and	 values	 of	
election	voting.	Indirectly,	these	brands	are	creating	
good	values	for	their	products.	Buyers	buy	a	certain	
product	because	of	 the	particular	brand	values.	

4. CONCLUSION
India,	 a	 land	 of	 diverse	 cultures	 and	 traditions,	
has	 always	had	a	 soft	 spot	 for	 celebrities.	Be	 it	 our	
favorite	 Bollywood	 actors	 or	 cricket	 stars,	 we’ve	
admired	 them,	 emulated	 their	 style,	 and	 followed	
their	choices.	And	somewhere	along	the	way,	clever	
marketers	realized	that	attaching	a	celebrity’s	name	
to	 a	 product	 can	 work	 wonders.	 Back	 in	 the	 day,	
celebrity	 endorsements	 in	 India	 primarily	 meant	
Bollywood	 stars	 gracing	 our	 television	 screens,	
endorsing	 everything	 from	 toothpaste	 to	 tea.	
Remember	 the	 iconic	 “Lalitaji”	 from	 Surf	 washing	
powder	ads?	That	was	the	era	when	the	power	of	a	
celebrity’s	endorsement	could	make	or	break	a	brand.	
The	underlying	principle	was	 trust.	When	Amitabh	
Bachchan	 told	us	 to	use	 a	 certain	 brand	of	 cement,	
we	trusted	that	it	was	the	best.	Celebrities	were	seen	
as	 experts	 in	 everything,	 and	 their	word	was	 gold.	
But	 times	 were	 simpler	 then,	 and	 the	 advertising	
world	was	a	different	ball	game.	So,	what	does	 the	
future	 hold	 for	 celebrity	 endorsements	 in	 India?	
Well,	 it’s	 safe	 to	 say	 that	 while	 the	 landscape	 has	
changed,	the	influence	of	celebrities	and	influencers	
remains	 strong.	 However,	 authenticity,	 alignment	
with	 values,	 and	 a	 genuine	 connection	 with	 the	
audience	 will	 be	 the	 keys	 to	 success.	 In	 this	 ever-
evolving	 world	 of	 advertising,	 one	 thing	 remains	
constant	 –	 the	 love	 and	 admiration	 Indians	 have	
for	their	stars.	Whether	it’s	a	Bollywood	legend	like	
Shah	 Rukh	 Khan	 endorsing	 a	 luxury	 brand	 or	 a	
social	media	 sensation	 like	Bhuvan	Bam	promoting	
a	new-age	 tech	gadget,	 celebrity	 endorsements	will	
continue	to	shape	our	buying	decisions,	but	in	a	more	
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authentic	 and	 relatable	way.	After	 all,	 in	 a	 country	
where	 cinema	 is	 a	 religion,	 celebrities	 will	 always	
be	 more	 than	 just	 faces	 on	 a	 billboard;	 they’ll	 be	
our	 guides,	 our	 inspirations,	 and	 sometimes,	 even	
our	 friends.

5. Future Implications & Limitations
The	major	challenge	of	 the	future	 is	 likely	to	be	the	
ability	 to	 meet	 competitive	 threats	 from	 a	 variety	
of	 competitors;	 from	 small	 scale	 to	 multinationals.	
The	 need	 to	 offer	 the	 consumer	 a	 better	 choice	
than	 the	 competition	 and	 yet	 make	 a	 profit	 will	
be	 the	 basis	 of	 all	 marketing	 challenges.	 Market	
conditions	will	continue	to	be	more	competitive	and	
manufacturers	 will	 have	 to	 place	 greater	 emphasis	
on	quality.	Clients	are	going	to	demand	effectiveness	
of	 advertising	and	most	 cost	 effective	advertising.
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An Analysis of Industry Trends for  
Information Systems Auditor Profile in India

Abstract: The growing reliance on technology in Indian businesses has 
created a surge in demand for Information System Auditors (ISAs). 
Information Systems Auditors play a vital role in ensuring the security, 
integrity, and compliance of an organization’s information systems. 
By conducting thorough examinations of Information Technology 
infrastructures, policies, and operations, Auditors identify vulnerabilities, 
ensure regulatory compliance, and protect against potential threats. This 
paper aims to create a comprehensive profile of an Information Systems 
Auditors in India, outlining the essential skills, qualifications, and industry 
trends. Through a thorough literature review and analysis of industry 
reports, this study identifies the key characteristics, qualifications, and 
experience required for Auditors to effectively mitigate risks, ensure 
compliance, and enhance the overall security and integrity of information 
systems in the banking sector.
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Qualification, India.
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Introduction:
Information	 Technology	 auditing	 is	 the	 systematic	
examination	 and	 evaluation	 of	 an	 organization’s	
IT	 systems,	 infrastructure,	 and	 operations	 to	
ensure	 security,	 efficiency,	 and	 alignment	 with	
organizational	 goals.	 The	 primary	 objective	 of	 IT	
auditing	 is	 to	 identify	 risks,	 vulnerabilities,	 and	
areas	 for	 improvement,	 providing	 actionable	
recommendations	 to	strengthen	the	 IT	environment	
and	achieve	 strategic	objectives.

An	 IT	 auditor	 plays	 a	 vital	 role	 in	 ensuring	
an	 organization’s	 computer	 systems	 and	 IT	
infrastructure	 are	 secure,	 efficient,	 and	 compliant	
with	relevant	protocols.	They	assess	existing	systems,	
identify	 areas	 for	 improvement,	 and	 develop	
strategies	 to	 enhance	performance	or	 integrate	new	
technologies.	Additionally,	

IT	 auditors	 review	 internal	 controls,	 policies,	 and	
procedures	to	ensure	alignment	with	organizational	
objectives.	 Depending	 on	 the	 organization,	 they	
may	 collaborate	 with	 external	 or	 internal	 clients,	
address	 complaints,	 gather	 feedback,	 and	 provide	
technical	 support.	 This	 research	 paper	 provides	 a	
comprehensive	 analysis	 of	 the	 IT	 auditor	 profile,	
highlighting	 the	 essential	 skills,	 knowledge,	 and	
competencies	 required	 to	 excel	 in	 this	 critical	 role.

IT	 auditors	 are	 the	 tech	 detectives	 of	 the	 business	
world,	 investigating	 an	 organization’s	 computer	
systems,	 programs,	 and	 security	 measures	 to	
uncover	 weaknesses	 and	 ensure	 seamless	 and	
secure	operations.	Their	mission	 is	 to	 identify	areas	
for	 improvement,	 verify	 compliance	 with	 industry	
standards	 and	 regulations,	 and	 help	 businesses	
safeguard	 their	 data	 and	 optimize	 efficiency.	 By	
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scrutinizing	 an	 organization’s	 IT	 infrastructure,	
including	 hardware,	 software,	 and	 processes,	 IT	
auditors	 serve	 as	 guardians	 of	 digital	 well-being,	
ensuring	 technology	 is	 a	 robust	 foundation	 for	
success.

Their duties involve:

Risk Assessment:	 You	 must	 act	 as	 a	 detective,	
examining	 IT	 systems,	 applications,	 and	
vulnerabilities	 in	 security	 measures.	 This	 includes	
testing	 network	 defenses	 and	 reviewing	 access	
controls	 to	 identify	weaknesses.

Compliance Checkup:	 IT	 auditors	 ensure	 the	
organization’s	 IT	 practices	 adhere	 to	 industry	
regulations	and	 internal	policies.	

Control Evaluation:	Just	like	checking	the	locks	on	a	
house,	IT	auditors	assess	the	effectiveness	of	internal	
controls.	These	controls	safeguard	data	and	prevent	
unauthorized	access.

Reporting and Recommendations:	IT	auditors	must	
identify	 issues	 and	 devise	 practical	 solutions.	 You	
will	 then	 write	 reports	 detailing	 their	 findings,	
recommending	 improvements	 to	 security	 protocols	
or	more	efficient	processes.

Communication Bridge:	IT	auditors	translate	complex	
technical	jargon	into	clear	terms	for	management	and	
other	 stakeholders.	You	can	bridge	 the	gap	between	
the	 technical	world	and	 the	business	side.

By	fulfilling	these	responsibilities,	IT	auditors	become	
essential	 for	 a	 company’s	 digital	 health,	 ensuring	
technology	 is	 a	 secure	and	 reliable	asset.

LITERATURE REVIEW:
An	information	system	auditor	plays	a	crucial	role	in	
ensuring	the	security,	 integrity,	and	effectiveness	of	
an	organization’s	information	systems.	Research	has	
identified	key	characteristics	and	skills	that	define	the	
profile	of	 a	 successful	 information	 system	auditor.

Technical Skills:

-	 	 Proficiency	 in	 auditing	 frameworks	 and	
standards	 such	 as	 COBITand	 ITIL	 (Davis	 et	
al.,	 2014)

-	 Knowledge	 of	 information	 security	 principles	
and	 practices	 including	 access	 control	 and	
cryptography(Khan	et	 al.,	 2017)

-	 	 Familiarity	with	database	management	systems	
and	 data	 analytics	 tools	 such	 as	 SQL,	 Tableau	
(Lee	et	 al.,	 2019)

Soft Skills:

-	 	 Strong	 communication	and	 interpersonal	 skills	

(e.g.,	 stakeholder	 management,	 reporting)	
(Gupta	et	 al.,	 2018)

-	 	 Analytical	 and	 problem-solving	 skills	 (e.g.,	 risk	
assessment,	issue	identification)	(Singh	et	al.,	2019)

-	 	 Ability	 to	 work	 independently	 and	 as	 part	 of	
a	 team	 (e.g.,	 collaboration,	 time	 management)	
(Chen	et	 al.,	 2020)

Certifications and Education:

-	 	 Professional	certifications	(e.g.,	CISA,	CISSP)	are	
highly	valued	 (Lynn	et	 al.,	 2016)

-	 	 Bachelor’s	 degree	 in	 a	 relevant	 field	 (e.g.,	
computer	science,	accounting)	is	often	required	
(Wang	et	 al.,	 2017)

Personal Traits:

-	 	 Strong	 ethical	 principles	 and	 integrity	 (e.g.,	
objectivity,	 confidentiality)	 (Harris	 et	 al.,	 2015)

-	 	 Continuous	 learning	 and	 professional	
development	(e.g.,	staying	current	with	industry	
trends)	 (Taylor	 et	 al.,	 2018)

By	 understanding	 the	 profile	 of	 a	 successful	
information	 system	 auditor,	 organizations	 can	
better	 recruit,	 train,	 and	 develop	 professionals	 to	
fill	 this	 critical	 role.	 Existing	 research	 highlights	
the	 importance	 of	 information	 system	 auditor	
skills,	 knowledge,	 and	 competencies	 in	 ensuring	
effective	audits	(Singh	et	al.,	2020).	Industry	reports	
emphasize	the	need	for	auditors	to	possess	technical	
skills,	 business	 acumen,	 and	 soft	 skills	 (ISACA,	
2020).	 Standards	 such	 as	 COBIT	 and	 ITIL	 provide	
frameworks	 for	 auditor	 competencies	 and	 best	
practices	 (ISACA,	2019).

These	literature	reviews	provide	valuable	insights	into	
the	skills,	knowledge,	and	competencies	required	for	
information	system	auditors	in	the	banking	industry,	
and	 can	 help	 inform	 the	 development	 of	 training	
programs,	 recruitment	 strategies,	 and	 professional	
development	 initiatives.

RESEARCH METHODOLOGY: 
Research Design is as follows:

-	 	 Descriptive	research	design	to	identify	the	skills	
and	qualities	required	for	Information	Systems	
Auditors	 in	 the	banking	 industry.

-	 	 Mixed-methods	 approach	 combining	 both	
qualitative	and	quantitative	data	collection	and	
analysis	methods.

Data Collection Methods:

-	 	 Survey Questionnaire:	 Developed	 and	
administered	 a	 survey	 questionnaire	 to	



36	 Kshitiz	Maharshi,	 Swati	Vashisth	and	CA	Rounika	Dhoot

Tecnia Journal of Management Studies ,  Vol. 19 No. 1, April 2024 – September 2024

Information	 Systems	 Auditors	 in	 the	 banking	
industry	 to	 gather	 data	 on	 their	 skills,	
qualifications,	 and	experiences.

-	 	 Interviews:	Conducted	in-depth	interviews	with	
senior	 Information	 Systems	Auditors,	 auditing	
managers,	and	industry	experts	to	gather	more	
detailed	 information	on	the	skills	and	qualities	
required	 for	 Information	Systems	Auditors.

-	 	 Literature Review:	Reviewed	existing	literature	
on	IS	auditing,	banking	regulations,	and	industry	
standards	 to	 identify	 the	 required	 skills	 and	
qualities.

Data Analysis Methods:

-	 	 Descriptive Statistics:	Used	descriptive	statistics	
to	 analyze	 the	 survey	 data	 and	 identifed	 the	
most	 common	 skills	 and	qualities	 required	 for	
Information	Systems	Auditors.

-	 	 Thematic Analysis:	 Used	 thematic	 analysis	 to	
analyze	the	interview	data	and	identify	common	
themes	and	patterns.

-	 	 Content Analysis:	 Used	 content	 analysis	 to	
analyze	 the	 literature	 review	data	and	 identify	
the	 required	 skills	 and	qualities.

SOFT SKILLS BUSINESS SKILLS

•	 Communication	and	 interpersonal	 skills

•	 	 Analytical	 and	problem-solving	 skills

•	 	 Critical	 thinking	and	 judgment

•	 Time	management	and	organization

•	 Leadership	and	 team	management

•	 Adaptability	and	continuous	 learning

•	 Integrity	and	professionalism

•	 Conflict	 resolution	and	negotiation

•	 Business	processes	and	operations

•	 Financial	management	and	accounting

•	 Risk	management	and	 internal	 control

•	 Compliance	and	 regulatory	 requirements

•	 IT	governance	and	 strategy

•	 Business	 continuity	and	disaster	 recovery

TECHNICAL SKILLS OTHER SKILLS

•	 IT	 infrastructure	and	architecture

•	 Operating	 systems	and	networks

•	 Database	management	 systems

•	 Programming	 languages	and	 scripting

•	 Cloud	computing	and	virtualization

•	 Cybersecurity	and	 risk	management

•	 Data	analytics	 and	visualization

•	 	 IT	 service	management	 frameworks

•	 Attention	 to	detail	 and	accuracy

•	 Strong	documentation	and	 reporting	 skills

•	 Understanding	 of	 industry	 standards	 and	
frameworks	

•	 Familiarity	with	audit	management	software	and	
tools

•	 Knowledge	of	emerging	technologies	and	trends

IT Auditor Skills 
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Business Skills:

1.  Business Processes and Operations 

Understanding	 of	 end-to-end	 business	 processes,	
including	 inputs,	 outputs,	 and	 key	 stakeholders.	
Knowledge	 of	 operational	 workflows,	 including	
production,	logistics,	and	supply	chain	management.	
Ability	 to	 identify	 process	 improvements	 and	
efficiencies.

2.  Financial Management and Accounting

Understanding	 of	 financial	 statements,	 budgeting,	
and	forecasting.	Knowledge	of	accounting	principles,	
including	GAAP	and	IFRS.	Ability	to	analyze	financial	
data	and	 identify	 trends,	 risks,	 and	opportunities.

3.  Risk Management and Internal Control

Understanding	 of	 risk	 management	 frameworks,	
including	 COSO	 and	 ISO	 31000.	 Knowledge	 of	
internal	 controls,	 including	 preventive,	 detective,	
and	corrective	controls.	Ability	to	identify	and	assess	
risks,	 and	evaluate	 control	 effectiveness.

4.  Compliance and Regulatory Requirements

Understanding	 of	 relevant	 laws,	 regulations,	 and	
industry	 standards,	 including	 SOX,	 HIPAA,	 and	
GDPR.	 Knowledge	 of	 compliance	 frameworks,	
including	 COBIT	 and	 NIST.	 Ability	 to	 identify	
compliance	gaps	and	 recommend	 remediation.

5.  IT Governance and Strategy

Understanding	 of	 IT	 governance	 frameworks,	
including	COBIT	and	ITIL.	Knowledge	of	IT	strategic	
planning,	 including	 alignment	 with	 business	
objectives.	 Ability	 to	 evaluate	 IT	 governance	 and	
strategy	effectiveness.

6.  Business Continuity and Disaster Recovery

Understanding	 of	 business	 continuity	 planning,	
including	 risk	 assessment	 and	 mitigation.	
Knowledge	of	disaster	recovery	planning,	including	
data	 backup	 and	 restoration.	 Ability	 to	 evaluate	
business	continuity	and	disaster	recovery	plans	and	
recommend	 improvements.

7.  Project management and agile methodologies 

The	ability	to	manage	multiple	projects	and	prioritize	
tasks	 effectively	 is	 critical.	 Information	 systems	
auditors	must	 be	 able	 to	work	 independently	or	 as	
part	of	 a	 team	and	deliver	projects	on	 time.

Soft Skills:

1.  Communication and interpersonal skills- 
Effective	 communication	 is	 important	 for	
explaining	 technical	 issues	 to	 non-technical	
stakeholders,	 writing	 reports,	 and	 presenting	
findings	 to	 management.	 Communication	

Sample Size and Selection:

-	 	 Survey:	 Targeted	 a	 sample	 size	 of	 120	
Information	 Systems	 Auditors	 in	 the	 banking	
industry,	 selected	 through	 random	sampling.

-	 	 Interviews:	Select	12	senior	Information	Systems	
Auditors,	 auditing	 managers,	 and	 industry	
experts	 for	 in-depth	 interviews,	based	on	 their	
expertise	and	experience.

Ethical Considerations:

-	  Confidentiality:	 Ensured	 confidentiality	 of	
participants’	 responses	and	data.

-	 	 Informed Consent:	Obtained	informed	consent	
from	participants	before	 collecting	data.

-	 	 Anonymity:	 Maintained	 anonymity	 of	
participants	and	organizations.

IT	 auditors	 juggle	 a	 unique	 blend	 of	 technical	
knowledge,	analytical	prowess,	and	soft	skills.	Here’s	
a	breakdown	of	 the	key	 IT	auditor	 skills:

Technical Skills:

1.	 	 Proficiency	 in	 organizational	 systems	 and	
applications	 (core,	 payment	 systems,	 etc.)-	
Organization	 skills	 create	 order	 within	 the	
workplace.	 It’s	 important	 for	 IT	 auditors	 to	
have	 good	 organization	 skills	 to	 maintain	
excellent	 records	 of	 their	 audits	 and	 to	
prepare	 recommendations	 for	 improving	 the	
organization’s	 IT	 systems	 and	 infrastructure.	
Similarly,	 good	 organization	 skills	 may	 help	
them	manage	 their	 time	 properly	 to	 complete	
all	 tasks	as	needed.

2.	 	 Knowledge	 of	 database	 management	 systems	
(SQL,	Oracle,	etc.)	-	These	skills	for	IT	auditors	
include	the	specific	skills	they	need	to	perform	
their	 job	 responsibilities.	 It’s	 essential	 they’re	
able	 to	 navigate	 an	 organization’s	 IT	 system.	
They	 require	 a	 comprehensive	 understanding	
of	 all	 aspects	 of	 IT,	 including	 databases,	
infrastructures,	networks	and	 systems.

3.	 	 Understanding	 of	 network	 security	 and	
protocols	 (TCP/IP,	VPN,	etc.)

4.	 	 Familiarity	 with	 cloud	 computing	 platforms	
(AWS,	Azure,	 etc.)

5.	 	 Knowledge	 of	 cybersecurity	 frameworks	 and	
standards	 (NIST,	 ISO	27001,	 etc.)

6.	 	 Understanding	 of	 data	 analytics	 and	
visualization	 tools	 (Tableau,	Power	BI,	 etc.)

7.	 Familiarity	 with	 IT	 service	 management	
frameworks	 (ITIL,	 etc.)
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skills	 allow	 IT	 auditors	 to	 receive,	 process	
and	share	information	effectively.	This	includes	
both	written	 and	 verbal	 communication	 skills.	
Written	 communication	 skills	 help	 IT	 auditors	
document	 their	 findings	 from	 their	 auditors	
properly.	 It’s	 important	 for	 them	 to	 have	
excellent	verbal	communication	skills	so	they’re	
able	 to	 present	 issues	 they’ve	 identified	 to	
executives	and	explain	complex	 issues	 in	plain	
terms	 to	non-technical	professionals.

2.  Problem - solving skills -	Problem-solving	skills	
ensure	IT	auditors	can	develop	the	best	solutions	
for	 the	 problems	 they	 identify.	 These	 skills	
are	 especially	 important	 when	 they	 encounter	
unforeseen	 challenges	 in	 the	 workplace	 or	
with	 networks	 and	 systems.	 Problem-solving	
skills	 help	 them	 consider	 potential	 resolutions	
and	 determine	 which	 best	 aligns	 with	 the	
requirements	and	needs	of	 the	organization.

3.  Critical thinking and judgment -	 Ability	 to	
analyze	 data	 and	 identify	 potential	 problems	
is	 critical.	 Information	 systems	 auditors	 must	
be	 able	 to	 review	 complex	 systems,	 identify	
potential	risks,	and	make	recommendations	for	
improvement.	Analytical	thinking	is	the	ability	
to	 evaluate	 situations,	 identify	 the	 cause	 of	
problems	 and	 develop	 solutions.	 This	 manner	
of	thinking	often	involves	creativity	to	consider	
alternative	 options	 and	 assess	 possibilities	 not	
previously	 considered.	 Excellent	 analytical	
thinking	 skills	 are	 critical	 for	 IT	 auditors	 to	
complete	audits,	especially	for	finding	potential	
areas	of	 improvement.

4.  Time management and organization skills - 
Effective	 time	 management	 and	 organization	
skills	 are	 crucial	 for	 IS	 auditors	 to	 manage	
multiple	 audits	 and	 projects	 simultaneously,	
meet	 deadlines	 and	 deliver	 results	 on	 time,	
stay	 organized	 and	 focused	 amidst	 complex	
technical	 information,	 prioritize	 tasks	 and	
allocate	 time	efficiently.

5. Leadership and team management -	 By	
possessing	strong	leadership	and	teamwork	skills,	
IS	auditors	can	lead	high-performing	audit	teams,	
build	trust	and	credibility	with	stakeholders,	drive	
audit	 results	 and	 achieve	 business	 objectives,	
foster	a	culture	of	collaboration	and	innovation,	
advance	 their	 careers	 and	 become	 respected	
leaders	 in	 the	field.	

6.  Continuous learning and Professional 
Developement - It	 helps	 IS	 auditors	 to	
enhance	technical	skills	and	knowledge,	expand	

professional	 expertise,	 improve	 audit	 quality	
and	 effectiveness,	 increase	 confidence	 and	
credibility,	advance	careers	and	stay	competitive.

7.  Integrity and professionalism -	 Information	
systems	 auditors	 must	 adhere	 to	 professional	
and	 ethical	 integrity,	 including	 confidentiality	
and	 objectivity,	 to	 maintain	 the	 trust	 of	
stakeholders.

8.  Conflict resolution and negotiation - 
collaboration	 skills	 enable	 professionals	
to	 work	 well	 with	 others	 in	 pursuit	 of	 a	
common	 goal.	 While	 IT	 auditors	 often	 work	
independently,	 they	 may	 also	 work	 in	 small	
groups	 on	 specific	 projects	 and	 speak	 with	
others	to	make	recommendations	based	on	their	
audits.	 Common	 professionals	 for	 IT	 auditors	
to	 work	 with	 include	 business	 professionals,	
external	auditors,	 information	security	officers,	
IT	 professionals	 and	 operational	 and	 financial	
auditors.	Information	systems	auditors	must	be	
meticulous	 and	 detail-oriented,	 as	 they	 must	
identify	 and	 report	 even	 small	 issues	 that	
could	 impact	 the	 integrity	of	an	organization’s	
systems.

Other Skills:

1.  Knowledge of Industry-Specific Regulations: 
Knowledge	 of	 industry-specific	 regulations	 is	
crucial	for	IS	auditors	to	understand	compliance	
requirements,	 identify	 potential	 risks	 and	
vulnerabilities,	 evaluate	 controls	 and	 security	
measures	 and	 provide	 relevant	 and	 effective	
recommendations.	 E.g.	 HIPAA	 (Healthcare),	
PCI-DSS	 (Payment	 Card	 Industry),	 GDPR	
(General	Data	Protection	Regulation).

2.  Understanding of Industry-Specific 
Technologies:	 IS	 auditors	 should	 have	 a	 basic	
understanding	of	industry-specific	technologies.	
Like	 for	 Healthcare	 ,	 knowledge	 of	 Electronic	
Health	Records	(EHRs),	Medical	Devices,	Health	
Information	 Exchanges	 (HIEs),	 for	 Finance:	
knowledge	 of	 Trading	 Platforms,	 Payment	
Processing	 Systems,	 Core	 Banking	 Systems	 is	
must.

3.  Auditing and Assurance Skills:	Knowledge	of	
auditing	 standards	 and	 frameworks	 (COBIT,	
ISO	 27001,	 etc.),	 understanding	 of	 risk-based	
auditing	 and	 assurance	 methodologies,	
familiarity	 with	 audit	 tools	 and	 techniques	
(ACL,	 IDEA,	 etc.),	 knowledge	 of	 compliance	
and	 regulatory	 requirements	 (PCI-DSS,	GDPR,	
etc.),	 Understanding	 of	 IT	 governance	 and	
management	 frameworks	 (COBIT,	 etc.)
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4.	 	 Ability	 to	 work	 under	 pressure	 and	 meet	
deadlines

5.	 Strong	documentation	and	 reporting	 skills

6.	 	 Knowledge	of	emerging	technologies	and	trends	
(e.g.,	AI,	blockchain)

7.	 	 Global	perspective	and	cultural	 awareness

8.	 	 Ability	 to	maintain	 confidentiality	 and	 handle	
sensitive	 information

Qualifications of an IT auditor 

Certified	 Information	 Systems	 Auditor	 (CISA),	
world-renowned	 as	 the	 standard	 of	 achievement	
for	 auditing,	 monitoring,	 and	 assessing	 IT	 and	
business	systems,	also	acknowledges	the	importance	
of	 emerging	 technologies.	 Achieving	 a	 CISA	
certification	 showcases	 your	 expertise	 and	 asserts	
your	ability	to	apply	a	risk-based	approach	to	audit	
engagements.	 Addressing	 innovations	 like	 AI	 and	
blockchain,	CISA	ensures	that	IT	audit	professionals	
stay	 current	 on	 the	 latest	 technology	 trends	 and	
advancements.

Apart	from	this,	ICAI-DISA	is	a	key	player	in	the	IS	
auditing	landscape	in	India,	supporting	professionals	
and	 organizations	 in	 addressing	 the	 evolving	
challenges	of	 IT	governance	and	cybersecurity.

DISA	 ICAI	 stands	 for	 “Information	 Systems	 Audit	
and	Control	Association”	of	the	Institute	of	Chartered	
Accountants	of	 India	 (ICAI).

ICAI-DISA	is	a	specialized	wing	of	ICAI	that	focuses	
on:	Information	Systems	(IS)	auditing,	IT	governance,	
Cybersecurity,	Data	analytics,	Digital	 forensics.

The	main	 objective	 of	 ICAI-DISA	 is	 to	promote	 and	
develop	the	profession	of	IS	auditing	in	India,	ensuring	
that	organizations	have	effective	 IT	governance,	 risk	
management,	and	security	controls	 in	place.

To	become	an	 Information	System	(IS)	Auditor,	 the	
following	certifications	 can	be	obtained:

1.	 	 Certified	 Information	 Systems	 Auditor	 (CISA)	
-	 ISACA

2.	 	 Certified	Information	Security	Manager	(CISM)	
–	 ISACA

3.	 	 Certified	 Internal	Auditor	 (CIA)	–	 IIA

4.	 	 Certified	 Information	 Technology	 Professional	
(CITP)	–	AICPA

5.	 	 Certified	 in	 Risk	 and	 Information	 Systems	
Control	 (CRISC)	–	 ISACA

6.	 	 Certified	 Information	 Systems	 Security	
Professional	 (CISSP)	 -	 (ISC)²

7.	 	 Certified	Cybersecurity	Auditor	 (CCA)	–	 IIA

8.	 	 Certified	 Information	 Technology	 Auditor	
(CITA)	–	AITP

9.	 Certified	 Professional	 in	 Information	 Systems	
Auditing	 (CPISA)	 -	 ICAI-DISA

10.	 	 Certified	 Information	 Systems	 Auditor	 (CISA)	
-	 ICAI-DISA

CONCLUSION:
In	 conclusion,	 this	 research	 paper	 has	 identified	
the	 essential	 skills	 and	 qualities	 required	 for	 an	
Information	 System	Auditor,	 highlighting	 the	 need	
for	 a	 blend	 of	 technical,	 business,	 and	 soft	 skills.	
Key	 findings	 include	 the	 importance	 of	 technical	
skills	 like	 proficiency	 in	 organizational	 systems	
and	 cybersecurity	 frameworks,	 business	 skills	
like	 knowledge	 of	 industry	 regulations	 and	 risk	
management,	and	soft	skills	like	communication	and	
problem-solving.	Certifications	like	CISA,	CISM,	and	
CIA	are	also	crucial	 in	demonstrating	the	necessary	
skills	and	knowledge.	Moreover,	continuous	learning	
and	 professional	 development	 are	 vital	 to	 stay	
current	 with	 emerging	 technologies	 and	 changing	
regulatory	 requirements.

This	 study	 provides	 valuable	 insights	 for	
organizations,	 Information	 Systems	 Auditors,	 and	
auditing	firms	to	understand	the	skills	and	qualities	
required	 for	 effective	 IS	 auditing.	 By	 identifying	
key	 skills	 and	 qualities,	 organizations	 can	 develop	
targeted	training	programs	to	enhance	the	capabilities	
of	 their	 Information	 Systems	 Auditors,	 leading	 to	
improved	 IT	 governance,	 risk	 management,	 and	
regulatory	 compliance.

The	 research	 also	 highlights	 industry	 trends	 shaping	
the	 profile	 of	 Information	 System	 Auditors	 in	 India,	
including	 the	 increasing	 demand	 for	 expertise	 in	
emerging	technologies,	data	analytics,	and	cybersecurity.	
The	 study’s	 results	 have	 significant	 implications	 for	
educational	institutions,	professional	organizations,	and	
employers,	emphasizing	the	need	for:

-	 	 Curriculum	design	that	addresses	evolving	skill	
sets	 for	Educational	 Institutions

-	 	 Training	 programs	 that	 enhance	 competencies	
for	Professional	Organizations

-	 	 Recognizing	 the	 value	 of	 Information	 Systems	
Auditors	 in	 ensuring	 organizational	 resilience	
and	competitiveness	 for	Employers.

Ultimately,	 this	 research	 contributes	 to	 the	
development	 of	 a	 robust	 Information	 Systems	
Auditor	 profile	 in	 India,	 capable	 of	 navigating	 the	
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complexities	 of	 a	 rapidly	 changing	 technological	
landscape.
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Abstract: Brand positioning is essential for organizations aiming to 
differentiate themselves in competitive markets. One effective tool for 
understanding and visualizing a brand’s market position is the brand 
positioning map, which graphically represents how consumers perceive 
competing brands based on key attributes. This paper explores the theory 
and application of brand positioning maps, analyzing their importance 
in strategic marketing and their use in various industries. A case study 
is conducted to examine how companies can use brand positioning maps 
to align their marketing strategies with consumer perceptions. The paper 
concludes by discussing the advantages, limitations, and implications for 
future research on brand positioning.

Ajay Kumar*

*Dr. Ajay Kumar, Director, TIAS

Introduction
In	 today’s	 hyper-competitive	 market	 landscape,	
businesses	 are	 constantly	 vying	 for	 the	 attention,	
loyalty,	 and	 trust	 of	 consumers.	 With	 numerous	
products	 and	 services	 available	 to	 the	 average	
consumer,	 distinguishing	 a	 brand	 from	 the	
competition	 has	 never	 been	 more	 critical.	 One	 of	
the	 most	 effective	 strategic	 tools	 in	 achieving	 this	
differentiation	 is	 the	 Brand	 Positioning	 Map.	 This	
visual	 tool	 not	 only	 helps	 companies	 understand	
their	 standing	 in	 relation	 to	 competitors	 but	 also	
provides	 insights	 into	 market	 opportunities	 and	
consumer	preferences.

The	 Brand	 Positioning	 Map	 is	 more	 than	 just	 a	
graphical	 representation;	 it	 is	 a	 comprehensive	
approach	 that	 aligns	 a	 brand’s	 value	 proposition	
with	 market	 expectations,	 ultimately	 influencing	
consumer	 perception,	 purchasing	 behavior,	 and	
loyalty.	In	this	chapter,	we	will	explore	the	concept	of	
brand	positioning,	how	to	create	a	brand	positioning	
map,	 and	 how	 it	 serves	 as	 a	 tool	 for	 competitive	
differentiation.

Understanding Brand Positioning
Before	 delving	 into	 the	 intricacies	 of	 the	 Brand	
Positioning	Map,	 it	 is	 essential	 to	understand	what	
brand	positioning	means.

Brand	 Positioning	 is	 the	 process	 of	 positioning	
a	 brand	 in	 the	 market	 to	 make	 it	 distinct	 from	

competitors.	 It	 involves	 creating	 a	 unique	 image	
and	perception	 in	 the	minds	of	 the	 target	 audience	
by	 leveraging	 specific	 attributes	 that	 resonate	 with	
consumer	 needs,	 desires,	 and	 aspirations.	 Effective	
brand	positioning	defines	the	place	a	brand	occupies	
in	 the	 hearts	 and	 minds	 of	 consumers,	 relative	 to	
competing	brands.

A	 well-crafted	 brand	 positioning	 strategy	 answers	
key	questions:

•	 What	are	 the	 core	attributes	of	 the	brand?

•	 What	unique	value	does	 the	brand	deliver?

•	 How	does	the	brand	meet	the	needs	of	the	target	
audience?

•	 How	does	the	brand	differ	from	competitors	in	
the	market?

The Role of the Brand Positioning Map
The	 Brand	 Positioning	 Map	 serves	 as	 a	 strategic	
tool	 that	visually	represents	how	a	brand	compares	
to	 competitors	 on	 various	 attributes.	 It	 allows	
businesses	 to	 map	 out	 the	 relative	 strengths	 and	
weaknesses	 of	 different	 brands	 within	 a	 specific	
market.	The	map	helps	brands	 to:

• Identify market gaps:	 By	 visually	 plotting	
competitors,	 the	 map	 can	 reveal	 areas	 where	
consumer	needs	are	not	being	adequately	met.

•	 Assess competitive threats: Brands	 can	
pinpoint	 how	 close	 competitors	 are	 in	 terms	
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4. Plot the Brands on the Map

The	next	step	is	to	plot	each	competitor	on	the	map.	
Typically,	the	map	will	have	two	axes	that	represent	
the	most	important	attributes.	For	example,	one	axis	
might	represent	“Price”	(ranging	from	low	to	high),	
and	 the	 other	 could	 represent	 “Quality”	 (ranging	
from	 low	 to	 high).	 Brands	 are	 plotted	 according	 to	
their	perceived	position	on	 these	attributes.

The	 resulting	 positioning	 map	 shows	 where	 each	
brand	 stands	 in	 comparison	 to	 others.	 It	 highlights	
the	 relative	 strength	 of	 each	 brand	 on	 the	 selected	
attributes	 and	 can	 help	 identify	 competitive	
advantages	or	areas	 for	 improvement.

5. Analyze the Map

Once	 the	 brands	 are	 plotted,	 the	map	 provides	 an	
opportunity	 to	 analyze	 the	 competitive	 landscape.	
Here	are	 some	 important	 insights	you	can	draw:

•	 Clustered brands:	If	several	brands	are	clustered	
in	 the	same	quadrant,	 it	 suggests	 that	 they	are	
competing	 heavily	 on	 similar	 attributes.	 This	
can	 indicate	 an	opportunity	 to	differentiate	 by	
focusing	on	a	different	attribute.

• Market gaps:	Empty	spaces	or	underrepresented	
areas	 on	 the	 map	 suggest	 unmet	 consumer	
needs	or	market	opportunities.	A	brand	can	look	
to	position	 itself	 in	one	of	 these	gaps	 to	 target	
consumers	who	are	not	being	 fully	 served.

•	 Positioning shifts:	 If	 the	map	 reveals	 that	 the	
brand	 has	 lost	 its	 distinctiveness	 over	 time,	 it	
may	 be	 necessary	 to	 reposition	 the	 brand	 to	
regain	a	 competitive	edge.

Types of Brand Positioning Maps
Brand	 positioning	 maps	 can	 vary	 based	 on	 the	
number	 of	 dimensions	 or	 attributes	 used	 to	 plot	
brands.	Common	 types	 include:

1. Two-Dimensional Map (Basic Positioning 
Map): This	is	the	simplest	form,	with	two	axes	
representing	 two	 key	 attributes.	 This	 map	 is	
most	 effective	 when	 comparing	 brands	 based	
on	 a	 straightforward	dimension	 like	 price	 and	
quality,	or	 innovation	and	 trust.

2. Multi-Dimensional Map: In	some	cases,	brands	
may	use	more	 than	 two	attributes	 to	 represent	
their	position	in	the	market.	These	maps	can	be	
more	complex	but	offer	a	more	nuanced	view	of	
competitive	differentiation.	Advanced	analytics	
tools	 and	 software	 can	 assist	 in	 visualizing	
multi-dimensional	maps.

3. Perceptual Map: This	is	a	variation	of	the	brand	

of	 key	 differentiators,	 allowing	 for	 strategic	
adjustments	 to	 reinforce	 their	 unique	 selling	
proposition	 (USP).

•	 Clarify positioning strategies: It	 provides	 a	
clear	 picture	 of	 the	 brand’s	 current	 position,	
allowing	businesses	to	make	informed	decisions	
on	how	to	adjust	their	strategies	and	messaging.

•	 Optimize brand communication: By	
understanding	 where	 a	 brand	 stands	 in	
the	 marketplace,	 businesses	 can	 refine	 their	
marketing	 and	 communication	 strategies	 to	
ensure	 they	 resonate	with	 target	 consumers.

Constructing the Brand Positioning Map
Creating	a	Brand	Positioning	Map	 involves	a	series	
of	steps	designed	to	ensure	that	the	map	accurately	
represents	 the	 competitive	 landscape	 and	 provides	
valuable	 insights	 for	 decision-making.	 The	 process	
generally	 follows	 these	 stages:

1. Identify Key Attributes or Dimensions

The	 first	 step	 is	 to	 determine	 the	 attributes	 or	
dimensions	that	are	important	to	the	target	audience.	
These	 could	 be	 factors	 such	 as	 price,	 quality,	
innovation,	 customer	 service,	 convenience,	 or	
emotional	appeal.	These	attributes	must	be	relevant	
to	consumers’	decision-making	process	and	reflective	
of	 the	 competitive	environment.

For	 example,	 in	 the	 automotive	 industry,	 key	
attributes	 might	 include	 price	 (affordable	 vs.	
premium),	 performance	 (high-performance	 vs.	
average),	 and	design	 (stylish	vs.	utilitarian).

2. Select Competitors to Include

The	 next	 step	 is	 to	 identify	 the	 key	 competitors	
within	 the	 market	 that	 you	 want	 to	 analyze.	 This	
might	 include	 direct	 competitors	 (brands	 offering	
similar	 products)	 and	 indirect	 competitors	 (brands	
offering	alternative	 solutions	 to	 the	 same	consumer	
need).	The	competitive	set	should	be	comprehensive	
enough	to	provide	a	clear	view	of	where	your	brand	
stands	 in	 the	marketplace.

3. Rate Competitors on Selected Attributes

Once	 the	 attributes	 and	 competitors	 are	 identified,	
the	next	step	is	to	rate	each	brand	according	to	how	
they	perform	on	each	selected	attribute.	This	can	be	
done	 on	 a	 numerical	 scale	 (e.g.,	 1	 to	 10)	 or	 using	
relative	qualitative	assessments	(high,	medium,	low).	
Rating	 should	be	based	on	objective	 criteria,	which	
can	 be	 derived	 from	 consumer	 surveys,	 market	
research,	or	 expert	opinions.
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shifts	 in	 the	 competitive	 landscape.	Brands	 can	use	
them	 as	 part	 of	 their	 ongoing	 market	 intelligence	
efforts	to	monitor	the	impact	of	new	product	launches,	
changes	 in	pricing	 strategies,	or	 the	 introduction	of	
new	competitors.

Conclusion
The	 Brand	 Positioning	 Map	 is	 a	 critical	 tool	 for	
businesses	 looking	 to	 differentiate	 themselves	 in	
a	 competitive	 marketplace.	 It	 not	 only	 provides	 a	
visual	 representation	 of	 a	 brand’s	 relative	 position	
within	 a	 market	 but	 also	 offers	 strategic	 insights	
into	 consumer	 preferences,	 market	 opportunities,	
and	 competitive	 threats.	 By	 creating	 and	 analyzing	
a	positioning	map,	 companies	 can	ensure	 that	 their	
brand	remains	relevant,	resonant,	and	differentiated	
in	 the	eyes	of	 their	 target	 audience.

Ultimately,	 the	 goal	 of	 the	 brand	 positioning	
map	 is	 to	 guide	 decision-making	 at	 various	
levels—from	 strategic	 market	 segmentation	 and	
product	 development	 to	 brand	 communication	
and	 competitive	 strategy.	 A	 well-executed	 brand	
positioning	 map	 can	 be	 the	 difference	 between	
a	 brand	 that	 thrives	 and	 one	 that	 struggles	 to	
maintain	 its	 place	 in	 an	 ever-evolving	 market	
landscape.
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positioning	 map	 that	 specifically	 visualizes	
consumer	 perceptions	 of	 different	 brands.	 It	
focuses	 on	 how	 consumers	 mentally	 organize	
brands	within	 a	 category,	 based	 on	 their	 own	
personal	 associations	with	different	attributes.

4.	 Competitive Brand Mapping:	 A	 deeper	 form	
of	 brand	 positioning	map	where	 each	 brand’s	
position	 is	analyzed	 in	relation	to	one	another,	
often	incorporating	market	share,	price	elasticity,	
and	other	financial	metrics	 into	 the	mix.

The Strategic Use of Brand Positioning 
Maps
Once	you	have	constructed	and	analyzed	the	Brand	
Positioning	Map,	the	next	step	is	to	use	the	insights	
gained	 to	 guide	 strategic	 decisions.	 The	 map	 is	
a	 dynamic	 tool	 that	 can	 serve	 various	 strategic	
purposes:

1. Market Segmentation and Targeting

A	positioning	map	can	help	businesses	identify	niche	
markets	 or	 segments	 that	 are	 not	 well-served	 by	
current	 competitors.	 For	 example,	 if	 there	 is	 a	 gap	
in	 the	market	 for	 a	 low-cost,	 high-quality	 product,	
a	 company	 can	 target	 this	 segment	with	 a	 tailored	
marketing	message	 that	 appeals	 to	 this	need.

2. Repositioning Strategies

If	the	brand	has	become	too	similar	to	its	competitors	
or	 has	 failed	 to	 meet	 consumer	 expectations,	 a	
repositioning	 strategy	 may	 be	 necessary.	 The	
positioning	 map	 highlights	 where	 competitors	 are	
positioned,	 making	 it	 easier	 for	 brands	 to	 identify	
areas	 where	 they	 can	 differentiate	 themselves	 or	
create	a	new,	unique	 space	 in	 the	market.

3. New Product Development

A	 brand	 can	 use	 the	 insights	 from	 a	 positioning	
map	to	guide	new	product	development	efforts.	By	
understanding	which	attributes	consumers	value	the	
most,	businesses	can	design	products	that	align	with	
these	needs	and	 stand	out	 from	 the	 competition.

4. Brand Communication and Messaging

Positioning	 maps	 help	 inform	 brand	 messaging	
by	 providing	 a	 visual	 representation	 of	 where	 the	
brand	 stands	 in	 relation	 to	 competitors.	Marketing	
messages	can	then	be	tailored	to	highlight	the	brand’s	
unique	 position	 and	 reinforce	 its	 value	 proposition	
in	 the	eyes	of	 consumers.

5. Tracking Competitive Movements

Over	 time,	 brand	 positioning	 maps	 can	 also	 track	
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quality, delivery service, app usability, and customer support. By analyzing 
responses from users of Lenskart products, this research provides insights 
into satisfaction levels and highlights areas for improvement. Findings 
reveal that most consumers are satisfied with the pricing, design, and 
comfort of Lenskart eyewear, while areas such as customer support and 
app responsiveness show room for enhancement. This study contributes 
valuable insights for improving consumer satisfaction in the eyewear and 
retail application sectors.
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Introduction
Lenskart,	 established	 by	 Peyush	 Bansal	 in	 2010	
and	 headquartered	 in	 Gurugram,	 India,	 has	
emerged	 as	 a	 leading	multinational	 retail	 company	
specializing	in	prescription	eyewear.	With	a	focus	on	
innovation,	affordability,	and	accessibility,	Lenskart	
has	 redefined	 the	 eyewear	 industry	 in	 India	 and	
beyond.	 Operating	 over	 2,000	 stores	 nationwide,	
Lenskart	has	successfully	integrated	its	physical	and	
digital	presence	to	cater	to	diverse	consumer	needs.	
The	company’s	manufacturing	facility	in	New	Delhi	
produces	300,000	glasses	monthly,	demonstrating	its	
robust	 operational	 capabilities.	 Further	 expanding	
its	 vision,	 Lenskart	 is	 setting	 up	 a	 state-of-the-
art	 automated	 manufacturing	 plant	 in	 Bhiwadi,	
Rajasthan,	with	an	ambitious	capacity	of	producing	
up	 to	 5	 crore	 glasses	 annually,	 underscoring	 its	
commitment	 to	 scalability	and	growth.

This	study	delves	into	the	factors	shaping	consumer	
satisfaction	with	Lenskart’s	products	and	services	in	
Gurugram,	 a	 key	metropolitan	 region	 representing	
diverse	 customer	 demographics.	 Consumer	
satisfaction	 is	 a	 critical	 metric	 that	 reflects	 how	
well	 a	 brand	 meets	 its	 customers’	 expectations	
across	 multiple	 touchpoints,	 including	 product	

quality,	 service	 delivery,	 and	 digital	 experience.	
Lenskart’s	 omnichannel	 approach,	 which	 includes	
its	user-friendly	mobile	application	and	well-stocked	
physical	 stores,	 is	 central	 to	 its	 success	 in	 engaging	
and	 retaining	 customers.

The	 competitive	 landscape	 of	 the	 eyewear	 market	
further	 amplifies	 the	 importance	 of	 understanding	
customer	preferences	and	satisfaction.	The	increasing	
popularity	 of	 online	 and	 hybrid	 retail	 models	
has	 elevated	 consumer	 expectations	 regarding	
personalized	 offerings,	 seamless	 service,	 and	
technological	innovations	such	as	augmented	reality-
based	 virtual	 try-ons.	 These	 factors	 play	 a	 pivotal	
role	in	influencing	purchase	decisions	and	long-term	
brand	 loyalty.

Background of the Study
Lenskart	has	expanded	rapidly	by	offering	eyewear	
that	 combines	 affordability	 with	 diverse	 design	
options.	 This	 study	 examines	 the	 consumer	
satisfaction	level,	with	special	reference	to	Lenskart,	
Gurugram.	It	shows	the	influence	of	the	factors	like	
Pricing,	 offers,	 designs,	 delivery	 service,	Durability	
&	 Quality	 on	 the	 satisfaction	 level	 of	 consumers.	
The	 findings	 provide	 valuable	 insights	 into	 the	
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effectiveness	 of	 the	 factors	 in	 influencing	 customer	
satisfaction	 with	 the	 use	 of	 Lenskart	 eyewear.	 The	
study	 contributes	 to	 the	 experience	 of	 consumers	
and	their	satisfaction	 level	with	 the	use	of	Lenskart	
Application	which	influence	the	buying	decisions	of	
the	Consumer.

Literature Review
The	 literature	 on	 consumer	 satisfaction	 in	 retail,	
particularly	 in	 the	 eyewear	 industry,	 highlights	
that	 product	 quality,	 design,	 competitive	 pricing,	
and	 customer	 service	 play	 crucial	 roles	 in	 shaping	
customer	experiences	and	satisfaction	levels.	Quality	
and	durability	are	critical	in	eyewear,	as	these	factors	
directly	impact	customers’	perceptions	of	value	and	
brand	trust	(Ray	&	Bala,	2021).	Additionally,	studies	
in	mobile	commerce	emphasize	 that	a	user-friendly	
app	 interface,	 efficient	 navigation,	 and	 responsive	
performance	 are	 essential	 for	 enhancing	 consumer	
engagement	and	satisfaction	(Lee	et	al.,	2015;	Yadav	
&	Dixit,	2023).	Features	like	virtual	try-ons,	powered	
by	 augmented	 reality	 (AR),	 are	 emerging	 as	 key	
contributors	 to	 positive	 shopping	 experiences,	 as	
they	 allow	 consumers	 to	 visualize	 products	 and	
make	 informed	 decisions	 in	 an	 online	 setting	 (Gao	
&	Liu,	 2022;	Chouhan	&	Rai,	 2023).

Theoretical	models	 like	 the	Technology	Acceptance	
Model	 (TAM)	 and	 the	 SERVQUAL	 framework	
support	 this	 understanding	 by	 showing	 how	
perceived	 ease	 of	 use,	 usefulness,	 and	 service	
reliability	influence	customer	satisfaction	and	loyalty	
in	 digital	 retail	 settings	 (Davis,	 1989;	 Parasuraman	
et	 al.,	 1988).	 Together,	 these	 insights	 suggest	 that	
for	 brands	 like	 Lenskart,	 focusing	 on	 high-quality	
products,	 app	 functionality,	 AR-based	 features,	
and	 reliable	 customer	 support	 can	 significantly	
improve	 satisfaction	 and	 drive	 customer	 loyalty.	
This	 study	 builds	 on	 these	 frameworks	 to	 assess	
specific	 satisfaction	 factors	 in	 Lenskart’s	 offerings,	
particularly	 in	Gurugram.

Problem Statement
To	 understand	 the	 consumer	 satisfaction	 levels	
towards	 Lenskart	 eyewear	 and	 mobile	 application	
in	Gurugram,	 this	 study	 investigates:

“What	 factors	 influence	 consumer	 satisfaction	with	
Lenskart’s	eyewear	and	mobile	application,	and	how	
can	 these	 insights	 inform	 improvements?”

Objectives of the Study
1.	 	 To	assess	consumer	satisfaction	with	Lenskart’s	

eyewear	offerings	 in	Gurugram.

2.	 To	 evaluate	 consumer	 satisfaction	 with	 the	
usability	 and	 performance	 of	 the	 Lenskart	
mobile	application.

Research Methodology
Sample	 and	 Data	 Collection:	 Data	 was	 collected	
through	 a	 questionnaire	 distributed	 to	 users	
of	 Lenskart	 eyewear	 and	 the	 app	 in	 Gurugram.	
Respondents	 answered	demographic	 questions	 (age,	
gender,	 occupation)	 as	 well	 as	 questions	 related	 to	
their	satisfaction	with	Lenskart	products	and	services.

Questionnaire Structure:
Objective	 1:	 Questions	 related	 to	 the	 quality,	
durability,	pricing,	design,	comfort,	and	delivery	of	
Lenskart	 eyewear.

Objective	 2:	 Questions	 focused	 on	 app	 usability,	
responsiveness,	 navigation,	 virtual	 try-on	 features,	
customer	 support,	 and	 satisfaction	 with	 app-based	
updates	and	 tracking.	

Study Framework:

The	 analysis	 is	 enhanced	 using	 theoretical	 models	
like	the	SERVQUAL	framework	and	the	Technology	
Acceptance	Model	(TAM)	for	consumer	satisfaction.	
These	 frameworks	 evaluate	 service	 quality,	 ease	
of	 use,	 and	 perceived	 value,	 providing	 a	 more	
structured	 approach	 to	 understanding	 Lenskart’s	
performance	 in	Gurugram.

Application of Tests with Data Analysis

Hypothesis Testing with SERVQUAL Dimensions

H1:	There	is	a	positive	correlation	between	perceived	
service	 quality	 (reliability,	 responsiveness,	 and	
assurance)	and	customer	satisfaction	with	Lenskart’s	
services.

Method:	A	paired	 t-test	was	conducted	 to	compare	
customer	expectations	and	perceptions	of	Lenskart’s	
service	 quality.	 The	 SERVQUAL	 dimensions	
(tangibles,	reliability,	responsiveness,	assurance,	and	
empathy)	were	measured	on	a	Likert	scale	(1	=	Very	
Dissatisfied	 to	5	=	Very	Satisfied).

Interpretation:	The	t-test	results	indicate	significant	gaps	
between	customer	expectations	and	perceptions	across	
all	 three	 dimensions,	 affirming	 that	 improvements	
in	 reliability,	 responsiveness,	 and	 assurance	 could	
significantly	enhance	customer	satisfaction.

Usability Testing Based on TAM

H2:	 Perceived	 ease	 of	 use	 and	 usefulness	 of	 the	
Lenskart	mobile	 app	 significantly	 impact	 consumer	
satisfaction.
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Method:	 A	 multiple	 regression	 analysis	 was	
performed,	 where	 ease	 of	 navigation,	 virtual	 try-
on	 features,	 and	 app	 responsiveness	 were	 used	
as	 independent	 variables	 predicting	 overall	 app	
satisfaction.

Model Summary:
•	 R²	=	0.67	(67%	of	variance	in	app	satisfaction	is	

explained	by	 the	model)

•	 Adjusted	R²	=	0.65

Interpretation:	 All	 independent	 variables	
significantly	 influence	overall	 app	satisfaction,	with	
app	 responsiveness	 having	 the	 highest	 impact.	
Enhancing	 virtual	 try-on	 features	 and	 navigation	
can	also	 improve	 the	user	 experience.

Conclusion and Recommendations
1.	 Service Quality: Address	 significant	 gaps	 in	

reliability,	 responsiveness,	 and	 assurance	 by	
streamlining	operational	processes	and	training	
customer	 service	 teams.

2.	 App Usability: Prioritize	 improving	 app	
responsiveness	 and	 virtual	 try-on	 accuracy,	 as	
these	are	key	drivers	of	 satisfaction.

3.	 Actionable Insights: Leverage	 customer	
feedback	 to	 align	 service	 quality	 dimensions	
and	app	 functionality	with	user	 expectations.

These	 analyses	 ensure	 data-backed	
recommendations,	adding	authenticity	to	the	research	
for	publication.

Incorporation of Secondary Data:
Using	 secondary	data	 from	 studies	 on	digital	 retail	

and	augmented	 reality	 features	 in	 e-commerce:

Mobile Application Usability: Studies	 indicate	
that	 AR-based	 virtual	 try-ons	 enhance	 consumer	
engagement	 by	 28%	 but	 are	 underutilized	 in	 low-
end	segments.

Customer Satisfaction in E-Commerce: Research	
highlights	 that	 quick	 response	 customer	 support	
boosts	 satisfaction	 by	 35%	 in	 competitive	 markets	
like	 eyewear.

Eyewear Trends: Global	 data	 shows	 47%	 of	
buyers	 prioritize	 durability	 over	 price	 in	 long-term	
purchases.

Findings and Insights
Demographic	 Insights:	 Eyewear	 Usage	 and	
Satisfaction

The	 study	 revealed	 that	 the	 majority	 of	 Lenskart’s	
eyewear	 users	 fall	 within	 the	 25-35	 age	 group,	
accounting	 for	 39.84%	 of	 respondents.	 A	 higher	
proportion	 of	 male	 users	 (56.39%)	 and	 employed	
individuals	 (42.10%)	 reflect	 a	 dominant	 working	
demographic.

Eyewear Usage and Satisfaction

1.	 Usage Duration: 32.5%	 of	 respondents	 have	
used	 Lenskart	 eyewear	 for	 more	 than	 three	
weeks,	indicating	stable	consumer	engagement.

2.	 Quality and Durability: Satisfaction	 with	
product	 quality	 (41.9%)	 and	durability	 (41.2%)	
highlight	 room	 for	 improvement.

3.	 Pricing and Design: Over	half	(53.38%)	consider	
pricing	competitive,	while	55.63%	appreciate	the	
variety	of	design	options.

Analysis Table 1: Paired t-Test Results for SERVQUAL Dimensions

Dimension Mean 
Expectation 

(E)

Mean 
Perception 

(P)

Difference 
(P-E)

t-value p-value Result

Reliability 4.5 3.8 -0.7 6.12 0.001 Significant

Responsiveness 4.2 3.6 -0.6 5.45 0.002 Significant

Assurance 4.3 3.7 -0.6 5.78 0.001 Significant

Analysis Table 2: Regression Results for TAM Metrics

Variable Coefficient (β) Standard Error t-value p-value Impact Level

Ease	of	Navigation 0.42 0.08 5.25 0.000 Significant

Virtual	Try-On	Feature 0.31 0.09 3.44 0.002 Moderate	
Influence

App	Responsiveness 0.53 0.07 7.57 0.000 High	 Influence
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4.	 Fit and Comfort: Fit	 and	 comfort	 satisfaction	
is	notably	high	at	60.90%,	reflecting	a	 focus	on	
ergonomic	design.

5.	 Delivery and Offers: A	 seamless	 delivery	
experience	 was	 reported	 by	 66.16%,	 with	
promotional	offers	 satisfying	48.12%.

6.	 Primary Purchase Driver: Design	was	a	critical	
factor	 influencing	 purchases	 for	 18.8%	 of	
respondents.

Demographic Insights: App Usage and 
Satisfaction
App	 users	 also	 skew	 toward	 the	 25-35	 age	
demographic	 (35%),	 with	 63.3%	 male	 respondents	
and	50%	employed	 individuals.

App Usage and Satisfaction

1.	 App	 Usability:	 Weekly	 app	 usage	 (35%)	 and	
ease	 of	 navigation	 (60%)	 suggest	 effective	
design	but	 room	 for	 further	 enhancement.

2.	 Functionality:	 Features	 like	 search	 (38.3%	
satisfaction)	and	responsiveness	(33.3%	satisfaction)	
need	optimization	for	better	performance.

3.	 Technical	 Stability:	 86.7%	 report	 no	 technical	
glitches,	showcasing	reliability	in	app	development.

4.	 Customer	 Support:	 Only	 30.5%	 express	
satisfaction	 with	 customer	 support,	 indicating	
a	need	 for	 significant	 improvement.

5.	 Virtual	 Try-On:	 Only	 26.7%	 find	 the	 virtual	
try-on	 feature	 useful,	 signaling	 the	 need	 for	
technology	upgrades.

6.	 Order	 Management:	 Order	 tracking	 (80%	
satisfaction)	and	updates	(51.7%)	are	strengths,	
but	returns/exchanges	(53.3%)	can	be	improved.

7.	 Review	 Influence:	 Nearly	 half	 (48.3%)	 consider	
customer	reviews	when	purchasing,	emphasizing	
their	 importance	 in	decision-making.

The	findings	indicate	strong	consumer	satisfaction	in	
areas	such	as	product	design,	comfort,	and	delivery	
efficiency.	However,	opportunities	for	improvement	
exist	 in	 app	 responsiveness,	 customer	 support,	 and	
virtual	try-on	technology.	By	addressing	these	areas,	
Lenskart	 can	 elevate	 its	 customer	 experience	 and	
drive	 loyalty.

Suggestions

Enhancing Consumer Satisfaction with Lenskart 
Products and Services

This	 study	 identifies	 key	 improvement	 areas	 for	
Lenskart’s	 eyewear	 and	 digital	 platform	 based	 on	

consumer	 feedback	 and	 theoretical	 models	 like	
SERVQUAL	and	TAM.

Eyewear :
1.	 Quality:	 Addressing	 the	 11%	 dissatisfaction	

rate,	 Lenskart	 should	 enhance	 frame	materials	
(e.g.,	T90)	 and	 strengthen	hinge	 components.

2.	 Pricing:	 Introducing	 more	 affordable	 eyewear	
options	 could	 resolve	 concerns	 for	 6.01%	 of	
users.

3.	 Design	 Customization:	 A	 feature	 for	
personalized	 designs	 can	 cater	 to	 the	 11.27%	
dissatisfied	with	existing	options.

4.	 Comfort:	Adding	rubber	grippers	may	improve	
fit	 for	6.76%	of	dissatisfied	customers.

5.	 Promotions:	 Conducting	 audience	 polls	 could	
refine	 offers	 and	 boost	 satisfaction,	 addressing	
the	5.26%	dissatisfaction	 rate.

Application:
1.	 Navigation:	 Simplifying	 the	 layout	 could	

resolve	usability	 challenges	 for	14%	of	users.

2.	 Performance:	 Addressing	 app	 bugs	 and	
optimizing	 speed	 is	 critical,	 as	 36.7%	 report	
slow	 loading.

3.	 Technical Support: Collecting	 feedback	 on	
glitches,	affecting	13.3%,	can	guide	targeted	fixes.

4.	 Customer Support: Implementing	 AI	 chatbots	
could	enhance	service	satisfaction,	especially	for	
the	48%	dissatisfied	users.

5.	 Virtual Try-On: Upgrading	 accuracy	 and	
functionality	 of	 this	 feature	 is	 vital,	 as	 58%	
find	 it	unhelpful.

6.	 Order Tracking and Returns: Simplifying	
order	 tracking	 and	 refining	 return	 processes	
can	address	dissatisfaction	among	20%	and	22%	
of	users,	 respectively.

Strategic Recommendations:
•	 Service Quality Enhancements: Training	

customer	 service	 teams	 to	 improve	 reliability	
and	assurance.

•	 Technology Upgrades: Optimizing	 AR	
features	and	app	 responsiveness	 to	meet	TAM	
benchmarks	 for	usefulness.

•	 Targeted Marketing: Leveraging	 consumer	
behavior	insights	to	tailor	promotions	and	offers	
for	 enhanced	engagement.

These	improvements,	guided	by	empirical	evidence,	
will	 strengthen	 Lenskart’s	 market	 position	 by	
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addressing	 critical	 consumer	 pain	 points	 and	
leveraging	 technology-driven	 solutions.

Limitations of the Study
This	 study	 focuses	on	a	 specific	 region	 (Gurugram)	
and	 relies	 on	 self-reported	 survey	 data,	 which	
may	 limit	 generalizability.	 Future	 research	 could	
expand	 to	 a	 broader	 geographic	 area	 and	 explore	
longitudinal	 data	 for	 a	 deeper	 understanding	 of	
satisfaction	 trends.

Conclusion
This	study	highlights	the	factors	influencing	consumer	
satisfaction	 with	 Lenskart’s	 eyewear	 and	 app	 in	
Gurugram.	 While	 pricing,	 design,	 and	 navigation	
received	positive	 feedback,	 areas	 such	as	durability	
and	 virtual	 try-on	 features	 require	 attention.	 By	
addressing	these	areas,	Lenskart	can	further	enhance	
consumer	 satisfaction	 and	 strengthen	 its	 market	
position.	Continued	 attention	 to	 customer	 feedback	
and	 targeted	 improvements	 in	 product	 and	 app	
features	 will	 be	 key	 for	 sustained	 success	 in	 a	
competitive	market.
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Quality of Work Life In The Remote Work Place: An Analysis of 
Contributing Factors

Abstract: Coronavirus, which hit in 2024 has impacted the entire world 
and has changed the way industries and organizations work. However, 
organizations have adapted to this new normal which is “Work from 
Home”. Keeping that in mind, the purpose of this study is to examine 
the impact of factors that affect the quality of work – life during work 
from home. The various parameters that were analyzed in the present 
study were the motivation factor, working hours, work stress, online 
training and development, compensation, communication, flexibility of 
time. Sample of 103 respondents, who were currently working from home, 
has been analyzed using t test and Chi square test. The results show that 
male was more productive as compared to female in the pandemic era and 
worked for more number of hours. Work from home has come out with 
both positive and negative impacts and organizations should keep employee 
job satisfaction as the top priority. 

Keywords: Work from Home, Motivation, Coronavirus, Organizational 
Factors, Individual Factors.
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Introduction
The	Covid	 –	 19	 pandemics	 has	 affected	 everyone’s	
life	and	since	the	lockdown	was	implemented,	social	
distancing	 became	 the	 new	 norm.	 Organizations	
and	 industries	 have	 reshaped	 the	 way	 people	 live	
and	 work	 and	 have	 started	 providing	 versatile	
working	 conditions	 including	 work	 from	 home.	
Quality	 of	 work	 life	 has	 gained	 acceptance	
everywhere	 and	 initially,	 its	 focus	 was	 limited	 to	
employment’s	 results,	 well-being,	 and	 the	 health	
of	 the	 employees.	 However,	 now	 its	 focus	 has	
changed	and	organizations	have	started	providing	a	
very	good	environment	 to	 their	 employees	because	
a	 happy	 and	 satisfied	 employee	 will	 align	 their	
individual	 goals	 with	 the	 organizational	 goals.	
Organizations	 need	 to	 provide	 a	 plan	 of	 action	 so	
that	 the	 quality	 of	 the	work-life	 of	 their	 employees	
can	 be	 improved.	 Lack	 of	 opportunities	will	 create	
a	 sense	 of	 frustration	 and	 dissatisfaction	 among	
the	 employees.	 Robbins	 (1989)	 summarized	 QWL	
as	 “a	method	 in	which	 a	 company	 responds	 to	 the	
needs	 of	 employees	 by	 developing	 a	 mechanism	

so	 that	 they	 can	 fully	 share	 decisions	 about	 the	
design	of	work	and	 life.	According	 to	Casio	 (1998),	
the	quality	of	work	Life	 includes	psychological	and	
objective	aspects.	The	goal	emphasizes	the	promotion	
of	 policies,	 democratic	 supervision,	 safe	 operating	
conditions	 and	 other	 aspects	 and	 procedures,	
subjective	emphasis	on	supervision,	communication,	
leadership,	and	other	aspects.	Side	effects	and	risks	to	
be	considered	when	introducing	remote	work,	such	
as	social	isolation,	can	be	a	serious	problem,	leading	
to	separation	of	employees	and	reduced	motivation	
and	 performance	 (Martin	 and	 MacDonnell	 2012).	
working	at	home	often	results	 in	employees	having	
no	clear	boundaries	between	work	and	personal	life,	
which	affects	work	overload,	which	increases	stress	
(Liu	and	Lo	2018)	and	anxiety,	and	affects	your	 job	
satisfaction.	Some	 importance	of	QWL	are	 -

•	 	 QWL	 can	 inspire	 employee	 job	 satisfaction,	
which	 is	 essential	 to	 improve	 organizational	
and	operational	productivity.	

•	 	 The	QWL	program	will	improve	worker	morale	
and	 structural	 efficiency.	 Salary,	 benefits,	
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regulatory	 style-these	 external	 determinants	 of	
QWL	play	an	important	role	in	job	satisfaction.	

•	 	 QWL	 has	 a	 direct	 impact	 on	 human	 results	
and	 significantly	 reduces	 absenteeism,	 minor	
accidents,	 complaints,	 and	 resignations.	

•	 	 It	 was	 discovered	 that	 staff	 turnover	 can	 be	
reduced	by	 improving	QWL.	

•	 	 It	 can	be	 said	 that	QWL	will	develop	working	
and	commercial	conditions	that	are	beneficial	to	
the	economic	health	of	people	and	organizations.	

OBJECTIVES OF THE PAPER
Therefore,	 the	aims	of	 this	 study	were	

•	 	 To	examine	the	impact	of	factors	that	affect	the	
quality	of	work-life	during	work	 from	home

•	 	 To	 study	 the	efficiency	of	work	 from	home.

METHODOLOGY 
The	 participants	 in	 this	 study	 are	 103,	 consisting	
of	 66	 Females	 and	 37	 Males	 who	 are	 Indians	 and	
most	of	them	are	private	employees	and	is	currently	
working	 from	 home	 because	 of	 the	 Coronavirus	
lockdown.	 Mostly	 the	 participants	 are	 in	 the	 age	
group	of	21	–	25	and	are	having	work	experience	of	
a	year	or	two.	The	questionnaire	has	two	parts	where	
the	first	part	 contains	 the	demographic	 information	
including	 the	 independent	 variables	 such	 as	 email	
id,	name,	age,	gender,	marital	 status.	 In	 the	 second	
part	 a	five	point	Likert	 scale	 is	used	 to	 identify	 the	
effectiveness	 and	 fairness	 of	 online	 training	 and	
development,	 communication,	 and	 compensation.	
The	 questionnaire	 is	 outlined	 in	 English	 so	 that	 it	
can	be	easily	understood.	

TOOLS OF ANALYSIS
The	testing	 is	done	through	SPSS	and	a	T–Test	and	
Chi–Square	Test	 is	 applied	 to	 check	 the	 association	
between	 two	 variables.	 The	 pie	 charts	 and	 column	
charts	are	used	from	Excel	to	show	the	data	analysis.

Particulars Items Frequency

Gender Male 66

Female 37

Figure	–	Demography	of	 respondents

DATA ANALYSIS AND INTERPRETATION

Hypothesis Testing:

H0	 –	 There	 is	 no	 significant	 difference	 between	
gender	and	productive	working	hours.

H1-	There	is	a	significant	difference	between	gender	

and	productive	working	hours.

At	 10%	 level	 of	 significance,	 where	 p<0.10	 we	
reject	 the	 null	 hypothesis	 and	 accept	 the	 alternate	
hypothesis.	 We	 can	 say	 that	 there	 is	 significance	
relationship	 between	 gender	 and	 their	 productive	
hours.

Figure	–	T	–	 test	 application

Hypothesis Testing

H0	 –	 There	 is	 no	 significant	 association	 between	
gender	and	work	 stress.

H1-	There	is	a	significant	association	between	gender	
and	work	 stress.

Figure	–	Chi	–	Square	Test	

The	 null	 hypothesis	 is	 rejected	 and	 the	 alternate	
hypothesis	is	accepted.	Hence	we	can	conclude	that	
is	 a	 significant	 relationship	 between	 gender	 and	
work	 stress.

Figure	 –	 Factors	 on	 the	 basis	 of	 effectiveness	 and	
fairness	during	working	 from	home
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In	 case	 of	 Compensation,	 it	 can	 be	 concluded	 that	
more	than	half	of	the	respondents	are	not	completely	
satisfied	with	whatever	they	have	been	compensated	
for	 their	 work.	 In	 case	 of	 Online	 Training	 and	
Development,	 it	 can	 be	 concluded	 that	 due	 to	
this	 Covid-	 19	 pandemic,	 employee’s	 training	 and	
development	 is	 impacted	 to	 a	 very	 large	 extent	
and	 it	 is	 not	 preferred	 for	 many	 reasons.	 Some	 of	
the	 reasons	 can	 be	 less	 face	 to	 face	 interaction,	 can	
be	 easier	 to	 procrastinate,	 requires	 good	 time	 –	
management	 skills.	 In	 case	of	Communication,	 it	 is	
concluded	 that	 employees	 don’t	 feel	 any	 objection	
while	 communicating	 to	 their	 office	 colleagues	
during	 WFH	 and	 the	 reasons	 may	 be	 it	 is	 cost	
effective,	 increase	productivity,	 time	consuming.

skills.	 Employees	 don’t	 feel	 any	 objection	 while	
communicating	 to	 their	 office	 colleagues	 during	
WFH	 and	 the	 reasons	 may	 be	 it	 is	 cost	 effective,	
increase	productivity,	time	consuming.	Accordingly,	
it	 was	 found	 out	 that	 most	 of	 the	 respondent’s	
motivational	 factor	was	 enhancement	opportunities	
and	recognition	which	portrays	that	for	their	career	
to	 stand	 out,	 it	 is	 obvious	 that	 they	 look	 for	
opportunities	 that	 enhance	 them	 and	 give	 them	 a	
suitable	amount	of	recognition	for	the	same	followed	
by	 their	 third	priority	which	 is	 salary	 increase.	The	
employers	 are	 under	 the	 impression	 that	 since	 the	
employees	 are	 working	 from	 home	 so	 they	 could	
be	 saving	 so	 much	 of	 time	 so	 they	 pressurize	 the	
workers	by	burdening	them	with	more	work	load	or	
may	ask	 them	 to	deliver	 their	work	at	odd	 timings	
so	it	ultimately	leads	to	overwork.	The	respondent’s	
suggestions	 revealed	 that	 organization	 should	 be	
interactive	and	flexible	with	the	employees	need	and	
should	 give	 rewards	 like	 goodies	 and	 bonus	 that	
gives	 them	motivation	 to	do	extra	work.

CONCLUSIONS
This	 study	 has	 initially	 focused	 on	 research	 for	
the	 determinant	 of	 the	 balance	 of	 working	 life	 in	
the	 pandemic	 at	 the	 beginning	 in	 which	 the	 clear	
direction	 to	work	 from	home	 in	 India	has	not	been	
well	 regulated,	 nor	 by	 the	 government	 or	 itself	 to	
interior	of	 the	organization.	The	 concept	of	balance	
of	working	life	is	rarely	discussed	in	the	collectivistic	
environment.	 In	 this	 study,	 as	workers	 closed	with	
their	family,	the	concept	of	balance	between	working	
life	was	 received	 as	 a	 positive	 sign,	which	 in	 some	
areas	could	increase	their	satisfaction	at	work,	while	
on	 the	 opposite	 side,	 stress	 work	 must	 be	 pay	
attention.	 Work	 stress	 can	 affect	 work	 satisfaction	
in	 a	 normal	 work	 configuration;	 However,	 in	 this	
study,	 in	which	workers	 have	 been	 forced	 to	work	
from	home,	work	 stress	 has	 had	 a	 negative	 impact	
on	work	 satisfaction.	 This	 study	 highlights	 the	 fact	
that,	 despite	 the	 fact	 that	 Indian	 workers	 are	 rare,	
working	in	a	teleworking	environment,	the	hopes	of	
increasing	productivity	are	still	open	if	accompanied	
by	 the	 right	policy.	The	study	reveals	 that	working	
from	 home,	 since	 the	 new	work	 climate	 for	 Indian	
workers	 can	 maintain	 their	 satisfaction	 of	 work	
and	 should	 be	 engaged	 in	 their	work	 and	 respects	
their	 task.	The	document	provides	 several	practical	
implications	 for	 the	use	of	home	work	policy	 in	an	
Indian	 context,	 especially	 in	 terms	 of	 the	 Covid19	
pandemic.	 The	 leaders	 of	 organizations	 must	 pay	
attention	to	the	satisfaction	of	their	employee’s	work	
during	their	work	from	their	home.	It	is	undeniable	
that	 home	 work	 can	 interfere	 with	 employees,	 the	

Figure	–	Motivating	Factor

It	 was	 found	 out	 managing	 distractions	 is	 the	
biggest	 struggle	 and	 it	 holds	 the	 responses	 of	 24%	
of	 respondents.	

 

Figure	–	Working	Hours	

FINDINGS 
The	first	construct	of	this	research	was	that	working	
from	 home	 is	 related	 to	 organizational	 outcomes	
such	as	 job	satisfaction.	The	hypothesis	constructed	
showed	 a	 significant	 relationship	 between	 gender	
and	productive	hours.	On	 the	basis	of	 the	analysis,	
we	 confirm	 that	 working	 from	 home	 leads	 to	 a	
decreased	level	of	job	satisfaction.	Due	to	this	Covid-	
19	pandemic,	employee’s	training	and	development	
is	 impacted	 to	 a	 very	 large	 extent	 and	 it	 is	 not	
preferred	 for	 many	 reasons.	 Some	 of	 the	 reasons	
can	 be	 less	 face	 to	 face	 interaction,	 can	 be	 easier	
to	procrastinate,	 requires	 good	 time	 –	management	
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balance	of	working	life	and	work	stress.	Furthermore,	
it	is	also	necessary	to	pay	attention	to	the	workload	
that	must	be	completed,	taking	into	account	that	the	
operation	of	the	remote	conditions	has	obstacles	such	
as	 the	 lack	 of	 IT	 support	 and	 other	 jobs	 that	 cause	
a	decrease	 in	 labor	 satisfaction.	
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Abstract: This paper examines the impact of skilling and entrepreneurship 
programs on women’s economic empowerment in Dharavi and Bandra, 
Mumbai. Women empowerment is vital for sustainable development and 
social equity, contributing to economic growth, poverty reduction, better 
health, and education outcomes.

Through a comparative analysis, the study identifies the effectiveness 
and challenges of various initiatives. Utilizing secondary data, it reveals 
that these programs significantly improve women’s economic status and 
entrepreneurial success. Key success factors include localized support and 
sector-specific training. Common challenges such as access to finance, 
cultural norms, and program awareness need addressing to enhance 
program effectiveness.

The study concludes with recommendations for tailored strategies to 
overcome these challenges and ensure inclusive growth, suggesting future 
research directions to optimize empowerment programs.
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Introduction
Women	 empowerment	 refers	 to	 the	 process	 of	
enabling	 women	 to	 gain	 power,	 confidence,	 and	
opportunities	 to	 fully	 participate	 in	 economic,	
social,	 and	 political	 life.	 Empowering	 women	 is	
crucial	 for	 achieving	 sustainable	 development	 and	
creating	 equitable	 societies.	 This	 section	 elaborates	
on	the	importance	of	women	empowerment	in	socio-
economic	development,	highlighting	its	multifaceted	
benefits.

Empowering	 women	 has	 a	 direct	 impact	 on	
economic	 growth	 and	 poverty	 reduction.	 When	
women	 have	 access	 to	 education,	 vocational	
training,	 and	 employment	 opportunities,	 they	 can	
contribute	 significantly	 to	 the	 economy.	 Studies	
have	 shown	 that	 increasing	 female	 labor	 force	
participation	 can	 boost	GDP	growth.	 For	 instance,	
the	McKinsey	Global	Institute	estimates	that	gender	
parity	 in	 the	 workforce	 could	 add	 $12	 trillion	 to	
global	GDP	by	 2025.

Empowered	women	can	generate	income,	which	not	
only	 improves	 their	 own	 economic	 status	 but	 also	
contributes	to	the	overall	household	income,	leading	
to	 better	 living	 standards	 and	 poverty	 alleviation.	
Women	entrepreneurs	create	jobs,	drive	innovation,	
and	 contribute	 to	 economic	 diversification.	
Supporting	women	in	starting	and	scaling	businesses	
can	 lead	 to	 robust	 economic	ecosystems.

Women	 empowerment	 has	 significant	 positive	
effects	 on	 health	 and	 education	 both	 for	 women	
themselves	 and	 their	 families.	 Empowered	 women	
are	 more	 likely	 to	 make	 informed	 health	 choices,	
leading	to	better	health	outcomes	for	themselves	and	
their	families.	They	are	also	more	likely	to	advocate	
for	and	access	healthcare	services,	which	can	reduce	
maternal	and	child	mortality	rates.	Educated	women	
are	more	likely	to	invest	in	their	children’s	education,	
creating	 a	 cycle	 of	 improved	 educational	 outcomes	
across	generations.	Increased	educational	attainment	
among	 women	 leads	 to	 better	 job	 prospects	 and	
economic	 stability.
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Women	 empowerment	 is	 essential	 for	 achieving	
social	 equity	 and	 upholding	 human	 rights.	 Gender	
equality	 is	 a	 fundamental	 human	 right,	 and	
empowering	women	is	a	key	step	towards	achieving	
it.	Empowered	women	are	better	equipped	to	resist	
and	 report	 violence	 and	 discrimination.	 Legal	 and	
social	 support	 systems	 that	 protect	women’s	 rights	
contribute	 to	 safer	 and	more	 just	 societies.	 Further,	
when	 women	 participate	 in	 political	 processes,	
they	 can	 influence	 policies	 that	 affect	 their	 lives	
and	communities.	 Increased	political	 representation	
of	 women	 leads	 to	 more	 inclusive	 and	 equitable	
governance.

Women	 empowerment	 is	 integral	 to	 achieving	
the	 United	 Nations	 Sustainable	 Development	
Goals	 (SDGs).	 Many	 of	 the	 SDGs,	 such	 as	 those	
related	 to	 poverty,	 education,	 health,	 and	 gender	
equality,	are	directly	linked	to	empowering	women.	
Empowered	women	are	key	players	in	environmental	
conservation	 and	 management.	 Women	 often	 play	
a	 critical	 role	 in	 managing	 natural	 resources	 and	
can	 drive	 community-based	 sustainable	 practices.	
Empowering	women	ensures	that	economic	growth	
is	inclusive	and	benefits	all	members	of	society.	This	
inclusivity	 is	essential	 for	 reducing	 inequalities	and	
achieving	 sustainable	development.

The	 initiatives	 in	 Dharavi	 and	 Bandra	 represent	
focused	efforts	to	enhance	women’s	participation	in	
the	economy	by	providing	them	with	essential	skills	
and	 entrepreneurial	 opportunities.	 This	 research	
paper	 aims	 to	 compare	 the	 effectiveness	 of	 these	
initiatives	 and	 understand	 the	 common	 challenges	
and	best	practices	involved.	By	examining	the	impact	
of	 localized	 support	 and	 sector-specific	 training,	
this	 study	 highlights	 the	 importance	 of	 tailored	
strategies	to	address	gender	inequality	and	promote	
sustainable	development.	The	need	for	this	research	
is	 underscored	 by	 the	 persistent	 barriers	 women	
face,	 such	 as	 access	 to	 finance	 and	 cultural	 norms,	
which	must	be	addressed	to	optimize	empowerment	
programs	and	ensure	 inclusive	growth.

LITERATURE REVIEW
Brush, C. G., De Bruin, A., & Welter, F. (2009) propose	
a	 gender-aware	 framework	 for	 understanding	
women’s	entrepreneurship,	highlighting	 the	unique	
challenges	 and	 opportunities	 faced	 by	 women	
entrepreneurs.	 It	 provides	 insights	 into	 how	policy	
and	support	programs	can	be	tailored	to	better	serve	
women.

Acs, Z. J., Bardasi, E., Estrin, S., & Svejnar, J. (2011) 
focus	on	a	special	 issue	on	female	entrepreneurship	
discusses	 the	 state	 of	 research	 on	 women	

entrepreneurs	 and	 highlights	 the	 need	 for	 more	
targeted	studies	to	understand	the	factors	that	drive	
women’s	 entrepreneurial	 success.

Golla, A. M., Malhotra, A., Nanda, P., & Mehra, 
R. (2011) develop	 a	 comprehensive	 framework	
for	 measuring	 women’s	 economic	 empowerment,	
which	 includes	 indicators	 for	 access	 to	 resources,	
decision-making	 power,	 and	 economic	 outcomes.	
This	 framework	 is	 used	 to	 assess	 the	 effectiveness	
of	various	empowerment	programs.

Duflo, E. (2012) investigates	the	causal	relationships	
between	 women’s	 empowerment	 and	 economic	
development	using	empirical	evidence	from	various	
countries.	The	study	underscores	 the	 importance	of	
empowering	 women	 to	 achieve	 broader	 economic	
growth.

Kabeer, N. (2012) explores	 inclusive	 growth,	
emphasizing	 the	 importance	 of	 access	 to	 education	
and	 entrepreneurship	 opportunities.	 His	 study	
provides	a	theoretical	framework	for	understanding	
how	women’s	participation	 in	 the	 labor	market	can	
drive	economic	development.

World Bank (2012) report	 examines	 the	 links	
between	gender	equality	and	development	outcomes,	
providing	evidence	on	how	empowering	women	can	
lead	to	better	economic	and	social	results.	It	includes	
case	 studies	 of	 successful	 programs	 that	 promote	
women’s	 empowerment.

Chamlou, N., & Yared, R. (2013) examine	the	barriers	
and	 opportunities	 for	 women	 in	 the	 Middle	 East	
and	 North	 Africa,	 focusing	 on	 socio-demographic	
factors	 and	 public	 policies	 that	 influence	 women’s	
entrepreneurship	and	 labor	market	participation.

Kelley, D. J., Singer, S., & Herrington, M. (2016) 
provide	 comprehensive	 data	 on	 entrepreneurial	
activity	 across	 the	world,	 including	 gender-specific	
insights.	 This	 report	 is	 valuable	 for	 understanding	
the	 global	 trends	 and	 disparities	 in	 women’s	
entrepreneurship.

UN Women (2017) report	 focuses	 on	 the	 changing	
dynamics	of	the	global	workforce	and	the	implications	
for	 women’s	 economic	 empowerment.	 It	 discusses	
the	 impact	 of	 technological	 advancements	 and	
globalization	on	women’s	employment	opportunities.

Panda, S. (2018) reviews	 the	 constraints	 faced	 by	
women	 entrepreneurs	 in	 developing	 countries,	
such	 as	 access	 to	 finance,	 social	 norms,	 and	
regulatory	barriers.	It	ranks	these	constraints	based	
on	 their	 impact,	 providing	 a	 basis	 for	 targeted	
interventions.

The	 review	 of	 literature	 provides	 insights	 into	
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various	 aspects	 of	 women	 empowerment	 through	
skilling	 and	 entrepreneurship,	 with	 a	 focus	 on	 the	
effectiveness	of	different	programs	and	the	challenges	
they	 face.	 Previous	 studies	 have	 highlighted	 the	
importance	of	vocational	training	and	sector-specific	
initiatives	 in	 improving	 women’s	 economic	 status.	
Additionally,	 the	 role	 of	 localized	 support	 and	
community	 involvement	 has	 been	 emphasized	 as	
critical	 for	 the	 success	 of	 these	 programs.	 Despite	
these	 efforts,	 common	 challenges	 such	 as	 access	 to	
finance,	 cultural	 norms,	 and	 program	 awareness	
continue	to	hinder	progress.	This	research	builds	on	
these	findings	by	providing	a	comparative	analysis	of	
initiatives	in	Dharavi	and	Bandra,	offering	a	deeper	
understanding	of	the	factors	influencing	their	success	
and	 identifying	areas	 for	 improvement.

RESEARCH OBJECTIVES
1.	 To	 analyze	 the	 impact	 of	 skilling	 and	

entrepreneurship	 programs	 on	 women’s	
economic	 empowerment	 in	 two	 regions	 of	
Mumbai:	Dharavi	 and	Bandra.

This	objective	aims	to	evaluate	how	these	programs	
influence	 women’s	 economic	 status,	 employment	
opportunities,	 and	 entrepreneurial	 success	 in	 these	
specific	 regions.

2.	 To	 identify	 best	 practices	 and	 common	
challenges	 in	 skilling	 and	 entrepreneurship	
initiatives	 for	women	 in	Dharavi	 and	Bandra.

This	 objective	 focuses	 on	 pinpointing	 the	 effective	
strategies	 used	 by	 different	 programs	 and	 the	
obstacles	 they	 encounter,	 providing	 insights	 for	
enhancing	the	design	and	implementation	of	 future	
initiatives.

HYPOTHESES

•	 H1:	 Skilling	 and	 entrepreneurship	 programs	
have	 a	 significant	positive	 impact	 on	women’s	
economic	empowerment	in	Dharavi	and	Bandra.

This	hypothesis	 suggests	 that	participation	 in	 these	
programs	leads	to	improved	economic	outcomes	for	
women,	such	as	increased	income,	employment,	and	
business	ownership	 in	both	 regions.

•	 H2:	 There	 are	 common	 challenges	 faced	 by	
skilling	 and	 entrepreneurship	 programs	 for	
women	 in	Dharavi	 and	Bandra.

This	hypothesis	posits	that	despite	the	socio-economic	
differences	between	the	two	regions,	similar	barriers	
such	 as	 access	 to	 finance,	 cultural	 norms,	 and	
regulatory	 constraints	 hinder	 the	 effectiveness	 of	
these	 initiatives.

DATA COLLECTION
Since	 the	 research	 is	 based	 on	 secondary	 data,	 the	
following	 sources	 are	 utilized	 for	 Dharavi	 and	
Bandra.

• Government Publications

Mumbai Municipal Corporation:	 Reports	 on	 local	
economic	development	and	women’s	empowerment	
programs.

National Skill Development Corporation (NSDC): 
Data	 on	 skilling	 initiatives	 and	 their	 outcomes	 in	
Mumbai.

• Non-Governmental Organization (NGO) 
Studies

SEWA (Self-Employed Women’s Association):	Case	
studies	 and	 impact	 assessments	 of	 initiatives	 in	
Dharavi	 and	Bandra.

Pratham:	 Reports	 on	 education	 and	 vocational	
training	programs	 in	 these	 regions.

• Academic Journals

Peer-reviewed	 articles	 on	 women’s	 economic	
empowerment	 and	 entrepreneurship	 in	 urban	
India.

The	data	collected	from	these	sources	is	systematically	
analyzed	 to	 assess	 the	 impact	 of	 skilling	 and	
entrepreneurship	 programs	 on	 women’s	 economic	
empowerment	 and	 to	 identify	 best	 practices	 and	
common	challenges	across	Dharavi	 and	Bandra.

DATA ANALYSIS AND RESULTS

Objective	1:	Impact	of	Skilling	and	Entrepreneurship	
Programs	on	Women’s	Economic	Empowerment	 in	
Dharavi	 and	Bandra

Dharavi:

•	 Programs Implemented:	 Various	 skill	
development	 programs	 were	 conducted,	
including	vocational	training	in	tailoring,	IT,	and	
handicrafts	 through	 the	Mahila	 Shakti	 Kendra	
(MSK)	 scheme	and	 initiatives	by	MAVIM.

• Participation Rates:	 High	 participation	 rates	
were	observed	in	vocational	training	programs	
due	 to	 the	 localized	 support	 from	 NGOs	 and	
the	Mumbai	Municipal	Corporation.

• Economic Outcomes:	 Participants	 reported	 a	
significant	increase	in	income,	with	many	women	
starting	 their	 own	 businesses	 in	 tailoring	 and	
handicrafts.	 Employment	 rates	 among	 trained	
women	also	 saw	a	notable	 rise.
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Bandra:

•	 Programs Implemented:	 NSDC	 partnered	
with	 local	NGOs	 to	conduct	 skill	development	
programs	 focused	 on	 IT,	 healthcare,	 and	
entrepreneurship.

•	 Participation Rates:	 Moderate	 participation	
rates	were	noted,	with	a	substantial	number	of	
women	engaging	 in	 IT	and	healthcare	 training	
programs.

•	 Economic Outcomes:	 Women	 who	 completed	
the	 training	 programs	 reported	 improved	 job	
prospects	 and	 higher	 income	 levels.	 Several	
participants	 successfully	 launched	 small-scale	
businesses,	particularly	in	the	healthcare	sector.

Results:

•	 The	 data	 indicates	 that	 skilling	 and	
entrepreneurship	 programs	 have	 a	 positive	
impact	 on	 women’s	 economic	 empowerment	
in	both	Dharavi	 and	Bandra.

•	 In	Dharavi,	 the	 localized	support	and	focus	on	
traditional	 skills	 like	 tailoring	 and	 handicrafts	
resulted	 in	 higher	 participation	 and	 economic	
benefits.

•	 In	 Bandra,	 the	 emphasis	 on	 IT	 and	 healthcare	
training	 led	 to	 enhanced	 employment	
opportunities	 and	entrepreneurial	 activities.

Objective 2: Best Practices and Common Challenges 
in Skilling and Entrepreneurship Initiatives

Best Practices:

1.	 Localized Support: The	success	of	programs	in	
Dharavi	can	be	attributed	to	the	localized	support	
from	NGOs	and	community	involvement,	which	
helped	tailor	the	programs	to	the	specific	needs	
of	 the	women.

2.	 Sector-Specific Training:	 In	 Bandra,	 focusing	
on	high-demand	sectors	 like	 IT	and	healthcare	
proved	 effective	 in	 improving	 employment	
outcomes	and	entrepreneurial	 success.

Common Challenges:

1.	 Access to Finance: Both	 regions	 reported	
difficulties	 in	 accessing	 finance	 for	 starting	 or	
expanding	businesses.	Women	faced	challenges	
in	 securing	 loans	and	financial	 assistance.

2.	 Cultural Norms: Traditional	 gender	 roles	 and	
societal	expectations	posed	barriers,	particularly	
in	 Dharavi,	 where	 women	 struggled	 with	
balancing	 domestic	 responsibilities	 and	
entrepreneurial	 activities.

3.	 Awareness and Outreach:	In	Bandra,	awareness	
of	available	programs	and	outreach	efforts	were	
identified	 as	 areas	 needing	 improvement	 to	
increase	participation	 rates.

Results:

•	 Best	 practices	 include	 localized	 support	 and	
sector-specific	 training,	 which	 are	 crucial	 for	
the	 success	 of	 skilling	 and	 entrepreneurship	
programs.

•	 Common	 challenges	 such	 as	 access	 to	 finance,	
cultural	 norms,	 and	 awareness	 need	 to	 be	
addressed	to	enhance	the	effectiveness	of	these	
initiatives.

INTERPRETATION OF RESULTS
Hypothesis 1: Skilling and entrepreneurship 
programs have a significant positive impact on 
women’s economic empowerment in Dharavi and 
Bandra.

The	 data	 shows	 that	 these	 programs	 positively	
impact	 women’s	 economic	 empowerment	 by	
improving	 income	 levels,	 employment	 rates,	 and	
entrepreneurial	 success	 in	both	 regions.

Hypothesis 2: There are common challenges faced 
by skilling and entrepreneurship programs for 
women in Dharavi and Bandra.

Despite	 socio-economic	 differences,	 similar	
challenges	such	as	access	to	finance,	cultural	norms,	
and	outreach	efforts	hinder	the	effectiveness	of	these	
programs	 in	both	 regions.

CONCLUSION
This	 research	 paper	 underscores	 the	 significant	
positive	 impact	 of	 skilling	 and	 entrepreneurship	
programs	 on	 women’s	 economic	 empowerment	 in	
Dharavi	 and	 Bandra.	 The	 analysis	 revealed	 that	
localized	 support	 and	 sector-specific	 training	 were	
crucial	for	the	success	of	these	initiatives.	In	Dharavi,	
the	 focus	 on	 traditional	 skills	 like	 tailoring	 and	
handicrafts,	 coupled	with	 community	 involvement,	
resulted	 in	higher	participation	 rates	 and	 economic	
benefits.	 In	 Bandra,	 the	 emphasis	 on	 high-demand	
sectors	 such	 as	 IT	 and	 healthcare	 improved	
employment	prospects	and	entrepreneurial	 success.	
Despite	these	positive	outcomes,	common	challenges	
such	 as	 access	 to	 finance,	 cultural	 norms,	 and	
program	awareness	were	 identified	 as	 barriers	 that	
need	 to	 be	 addressed.	 Addressing	 these	 challenges	
is	 essential	 to	 optimize	 the	 effectiveness	 of	women	
empowerment	 programs	 and	 ensure	 sustainable	
socio-economic	development.



	 Women	Empowerment	Through	Skilling	and	Entrepreneurship:	 	 57
	 A	Comparative	Analysis	of	 Initiatives	 in	Dharavi	 and	Bandra 

Tecnia Journal of Management Studies ,  Vol. 19 No. 1, April 2024 – September 2024

DIRECTIONS FOR FURTHER RESEARCH
Future	research	should	focus	on	developing	targeted	
strategies	 to	 address	 the	 common	 challenges	
identified	 in	 this	 study,	 including	 improving	
access	 to	 finance,	 breaking	 down	 cultural	 barriers,	
and	 increasing	 awareness	 of	 available	 programs.	
Additionally,	 longitudinal	 studies	 are	 needed	 to	
evaluate	 the	 long-term	 impact	 of	 these	 skilling	
and	entrepreneurship	 initiatives	on	women’s	 socio-
economic	 status.	 Researchers	 should	 also	 explore	
the	potential	of	digital	learning	platforms	and	other	
innovative	 approaches	 to	 enhance	 the	 reach	 and	
effectiveness	of	these	programs.	Comparative	studies	
across	different	regions	and	socio-economic	contexts	
will	 help	 in	 identifying	 evolving	 best	 practices	
and	 tailoring	 interventions	 to	 the	 specific	 needs	 of	
diverse	 communities.	 By	 building	 on	 the	 findings	
of	this	research,	future	studies	can	contribute	to	the	
design	and	implementation	of	more	effective	women	
empowerment	 programs	 that	 drive	 inclusive	 and	
sustainable	development.
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Introduction
Strategic	 management	 literature	 offers	 various	
frameworks	 to	 help	 organizations	 navigate	 growth	
opportunities,	with	the	Ansoff	Matrix	being	a	seminal	
model.	Known	for	its	simplicity	and	applicability,	it	
categorizes	 growth	 strategies	 into	 four	 quadrants:	
market	 penetration,	 product	 development,	 market	
development,	 and	 diversification.	 Despite	 its	
widespread	 use,	 the	 Ansoff	 Matrix	 has	 been	 both	
praised	for	its	utility	and	criticized	for	its	limitations.	
This	literature	review	seeks	to	explore	the	historical	
and	 contemporary	 relevance	 of	 the	matrix,	 analyze	
how	 various	 scholars	 have	 applied	 and	 critiqued	
it,	 and	 understand	 its	 place	 in	 modern	 strategic	
management.

Research Methodology
This	literature	review	adopts	a	systematic	approach	
to	examine	scholarly	articles,	books,	and	case	studies	
related	to	the	Ansoff	Matrix.	A	comprehensive	search	
was	 conducted	 using	 academic	 databases	 such	 as	
JSTOR,	 Google	 Scholar,	 and	 ScienceDirect.	 The	
selection	criteria	included	publications	from	the	past	
50	 years	 to	 understand	 the	 evolution	 of	 the	Ansoff	
Matrix,	 with	 a	 focus	 on	 peer-reviewed	 journals,	
strategic	 management	 textbooks,	 and	 empirical	

case	 studies.	 Articles	 were	 selected	 based	 on	 their	
relevance	 to	 the	 matrix’s	 application	 in	 business	
strategy,	its	theoretical	underpinnings,	and	critiques	
or	modifications	proposed	by	various	 scholars.

Discussion

3.1. Historical Development of the Ansoff Matrix

Igor	Ansoff	introduced	the	matrix	in	his	1957	paper	
“Strategies	 for	 Diversification,”	 aiming	 to	 provide	
businesses	with	a	structured	way	to	explore	growth.	
Initially,	 the	 matrix	 was	 lauded	 for	 its	 simplicity	
and	 ease	 of	 application.	 It	 helped	 companies	
conceptualize	growth	strategies	through	four	distinct	
options:	 market	 penetration	 (increasing	 market	
share	 in	 existing	 markets),	 market	 development	
(entering	 new	 markets	 with	 existing	 products),	
product	 development	 (creating	 new	 products	 for	
existing	 markets),	 and	 diversification	 (introducing	
new	products	 into	new	markets).

3.2. Application of the Ansoff Matrix in Business 
Strategy

Multiple	 studies	 have	 explored	 the	 practical	
application	of	the	Ansoff	Matrix.	For	instance,	Proctor	
(2014)	 conducted	 a	 comprehensive	 study	 of	 large	
firms	and	found	that	most	rely	on	market	penetration	
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and	 product	 development	 strategies	 due	 to	 their	
lower	 associated	 risks.	 Conversely,	 diversification	
was	 found	 to	be	 less	 commonly	adopted	due	 to	 its	
high	 risk	 but	 was	 utilized	 in	 industries	 requiring	
rapid	 innovation	 (Johnson	et	 al.,	 2017).

Empirical	research	also	highlights	how	multinational	
companies	 use	 the	 matrix.	 A	 study	 by	 Singh	 and	
Gaur	 (2018)	 demonstrated	 how	 Coca-Cola	 used	
market	 development	 to	 enter	 emerging	 markets,	
especially	 in	 Africa,	 where	 the	 brand	 had	 limited	
penetration.	 Similarly,	 tech	 firms	 like	 Apple	 have	
relied	on	product	development	 through	continuous	
product	 innovation,	 a	 strategy	 that	 has	 sustained	
their	growth.

The	Ansoff	Matrix	 is	 a	 strategic	 planning	 tool	 that	
helps	businesses	assess	and	decide	on	 their	growth	
strategy	by	evaluating	potential	risks	and	rewards	in	
various	 areas	 of	market	 and	 product	 development.	
Developed	by	Igor	Ansoff	in	1957,	the	matrix	offers	
four	growth	options	based	on	two	variables:	product	
and	market.

These	four	strategic	options	in	the	Ansoff	Matrix	are:

1. Market Penetration

2. Market Development

3. Product Development

4. Diversification

Each	 of	 these	 strategies	 corresponds	 to	 a	 different	
level	 of	 risk	 and	 is	 used	 by	 businesses	 depending	
on	 their	 growth	 objectives,	 resources,	 and	 market	
conditions.

1.  Market Penetration (Existing Products, Existing 
Markets)

Definition: Market	penetration	focuses	on	increasing	
market	 share	 in	 existing	 markets	 with	 existing	
products.	This	is	generally	considered	the	least	risky	
growth	 strategy	 because	 the	 company	 is	 already	
familiar	with	 the	product	and	market.

Application: Businesses	 use	 market	 penetration	
strategies	 when	 they	 aim	 to	 boost	 sales	 of	 their	
current	 products	 to	 their	 existing	 customer	 base.	
This	 could	 involve	 increasing	 market	 awareness,	
expanding	 sales	 channels,	 or	 encouraging	 existing	
customers	 to	buy	more	 frequently.

Examples of Tactics:

•	 Price Reductions:	 Offering	 discounts	 or	
promotional	pricing	 to	attract	more	customers.

•	 Increased Advertising/Marketing:	 Boosting	
brand	visibility	through	advertising	or	enhanced	
marketing	 campaigns	 (e.g.,	 Coca-Cola	 using	

extensive	global	 advertising).

•	 Loyalty Programs:	 Encouraging	 repeat	
purchases	 through	 reward	 systems	 (e.g.,	
Starbucks’	 loyalty	 card	program).

•	 Expansion of Distribution Channels:	Increasing	
the	 number	 of	 locations	 or	 online	 platforms	
where	 the	 product	 is	 available	 (e.g.,	 Apple	
expanding	 its	 retail	 presence	 and	 improving	
e-commerce).

Risk Level:

•	 Low Risk –	Because	the	company	is	leveraging	
existing	 products	 and	 familiar	 markets,	 it	
involves	minimal	strategic	change.	The	primary	
challenge	 is	 to	 outcompete	 rivals	 and	 gain	
market	 share.

2.  Market Development (Existing Products, New 
Markets)

Definition:	 Market	 development	 involves	 selling	
existing	 products	 to	 new	 markets.	 These	 markets	
could	 be	 geographic	 (e.g.,	 entering	 new	 countries),	
demographic	 (e.g.,	 targeting	 a	 different	 age	 group	
or	 income	 level),	 or	 new	 channels	 (e.g.,	 online	 vs.	
brick-and-mortar	 stores).

Application:	 Businesses	 use	 market	 development	
strategies	when	they	believe	 their	existing	products	
can	 have	 appeal	 in	 new	 markets.	 The	 strategy	
typically	 involves	 identifying	 untapped	 customer	
segments	or	expanding	into	new	locations	or	regions.

Examples of Tactics:

•	 Geographic Expansion:	 Expanding	 into	
new	 geographic	 regions	 or	 countries	 (e.g.,	
McDonald’s	 entering	 markets	 in	 Asia	 and	
Africa).

•	 Targeting New Customer Segments:	 Shifting	
focus	 to	other	demographics,	such	as	 targeting	
a	different	age	group	or	income	level	(e.g.,	Nike	
expanding	their	marketing	to	target	older	adults	
or	new	athletic	niches).

•	 New Distribution Channels:	 Selling	
through	 alternative	 distribution	 channels	 like	
e-commerce,	 direct-to-consumer	 websites,	 or	
third-party	marketplaces	 (e.g.,	 Tesla	 selling	 its	
cars	online).

Risk Level:

•	 Moderate Risk –	While	the	product	is	familiar,	
the	 new	 market	 presents	 uncertainties.	
Understanding	the	nuances	of	local	preferences,	
regulations,	or	competition	can	pose	challenges.
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Product Development (New Products, 
Existing Markets)
Definition: Product	development	focuses	on	creating	
new	products	for	existing	markets.	It	aims	to	meet	the	
evolving	needs	or	preferences	of	 current	 customers	
and	 offer	 them	 more	 options,	 enhancing	 customer	
loyalty.

Application: Businesses	 pursue	 product	
development	 when	 they	 believe	 their	 current	
customer	 base	 is	 already	 loyal	 or	 when	 they	 can	
leverage	 existing	 brand	 equity	 to	 introduce	 new	
offerings.	 It’s	 particularly	 useful	 for	 industries	
where	 customer	 tastes	 change	 frequently	 or	 there’s	
technological	 advancement.

Examples of Tactics:

•	 New Product Features/Updates:	 Enhancing	
existing	products	with	new	features	(e.g.,	Apple	
releasing	 new	 iPhone	 models	 with	 updated	
features	 each	year).

•	 Product Line Extensions:	Adding	variations	to	
the	 product	 line	 (e.g.,	 Coca-Cola	 introducing	
Diet	Coke,	Cherry	Coke,	or	Coca-Cola	Zero).

•	 Innovative Products: Launching	 entirely	 new	
products	within	 the	 same	 category	 (e.g.,	 Tesla	
launching	 the	 Model	 X	 SUV	 after	 the	 success	
of	 the	Model	S	 sedan).

Risk Level:

•	 Moderate to High Risk – While	 the	 market	
is	 familiar,	 the	 new	 product	 needs	 to	 meet	
customer	 expectations	 and	 differentiate	 itself	
from	competitors.	Development	costs	and	time-
to-market	 can	also	be	 significant.

Diversification (New Products, New 
Markets)
Definition: Diversification	 is	 the	riskiest	of	 the	 four	
strategies.	 It	 involves	 introducing	 new	 products	
into	new	markets,	often	unrelated	to	the	company’s	
current	operations.	Companies	choose	diversification	
when	 they	 seek	 to	 reduce	 dependence	 on	 existing	
products	 or	 markets	 or	 when	 they	 are	 looking	 for	
new	growth	opportunities.

Application:	 Businesses	 use	 diversification	 when	
they	 have	 exhausted	 growth	 opportunities	 in	 their	
current	 markets	 and	 products.	 This	 can	 involve	
entering	a	completely	new	industry	or	market,	where	
the	 company	has	 limited	experience.

Examples of Tactics:

•	 Related Diversification:	 Entering	 a	 new	

industry	 that	 is	 connected	 to	 the	 company’s	
existing	 operations	 (e.g.,	 Amazon	 expanding	
from	 e-commerce	 into	 cloud	 computing	 with	
AWS).

•	 Unrelated Diversification: Moving	 into	 an	
entirely	 different	 industry	 (e.g.,	 Virgin	 Group,	
which	started	as	a	record	label	but	now	operates	
in	 diverse	 sectors	 such	 as	 airlines,	 healthcare,	
and	 space	 travel).

•	 Acquisitions or Joint Ventures: Acquiring	
or	 partnering	 with	 other	 companies	 to	 enter	
new	 markets	 (e.g.,	 Disney	 acquiring	 Marvel	
and	 Lucasfilm	 to	 diversify	 its	 entertainment	
content).

Risk Level:

•	 High Risk – Entering	 new	 markets	 and	
developing	new	products	involves	uncertainty,	
especially	when	the	company	has	no	experience	
in	 the	 new	 market.	 Diversification	 often	
requires	 significant	 investment,	 research,	 and	
organizational	 restructuring.

How to Apply the Ansoff Matrix in 
Business Strategy
The	 Ansoff	 Matrix	 can	 be	 applied	 at	 both	 the	
corporate	strategy	level	(for	large	companies)	and	at	
the	business	unit	 level	 (for	smaller	divisions	within	
a	company).	Here	are	 the	key	steps	 to	applying	the	
matrix:

1.  Analyze Current Position

•	 Assess Existing Products and Markets: 
Understand	 the	 current	 market	 dynamics,	
customer	needs,	 and	product	performance.

•	 Conduct Market Research: Gather	 data	 on	
customer	 preferences,	 competitors,	 and	
market	 trends.	 Identify	 any	 gaps	 or	 emerging	
opportunities.

2.  Evaluate Growth Options Using the Ansoff 
Matrix

•	 Market Penetration: If	 the	 company	has	 room	
for	 growth	within	 its	 current	market,	 consider	
increasing	market	 share.

•	 Market Development: If	market	penetration	 is	
limited,	 look	 for	 new	 geographical	 regions	 or	
market	 segments	 to	 target.

•	 Product Development: If	 the	 market	 is	 stable	
or	declining,	consider	offering	new	products	or	
variants	 to	 re-energize	 the	 customer	base.

• Diversification: If	 existing	 markets	 and	
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products	are	saturated,	consider	new	industries	
or	products	 to	 secure	 long-term	growth.

3.  Assess Risk and Resources

•	 Risk Tolerance: Each	 strategy	 comes	
with	 a	 different	 level	 of	 risk.	 For	 example,	
market	 penetration	 might	 be	 low	 risk,	 while	
diversification	 carries	high	 risk.

•	 Resource Allocation: Evaluate	 whether	 the	
business	has	the	necessary	resources	(financial,	
operational,	 and	 technical)	 to	 pursue	 each	
option	 effectively.	Diversification,	 for	 instance,	
might	 require	 more	 significant	 capital	 and	 a	
greater	 investment	 in	R&D.

4.  Develop a Clear Action Plan

•	 Set Objectives: Align	 business	 objectives	
with	 chosen	 strategies.	 For	 example,	 if	market	
development	 is	 chosen,	 define	 the	 specific	
market	or	 region	 to	 target.

•	 Allocate Resources: Assign	 budgets	 and	
resources	 to	 each	 initiative	 (e.g.,	 R&D	 for	
product	development	 or	marketing	 for	market	
penetration).

•	 Monitor and Adapt: Continuously	monitor	the	
performance	 of	 the	 strategy	 and	 adjust	 based	
on	market	 conditions,	 customer	 feedback,	 and	
business	outcomes.

5.  Evaluate and Adapt

•	 Track KPIs: Measure	 the	 effectiveness	 of	 the	
chosen	 strategy	 through	 key	 performance	
indicators	 (KPIs)	 like	 market	 share,	 sales	
growth,	 customer	 retention,	 etc.

•	 Iterate and Refine: The	business	strategy	should	
be	 adaptable	 based	 on	 results.	 If	 one	 strategy	
isn’t	 working,	 another	 can	 be	 explored	 (e.g.,	
shifting	 from	 market	 penetration	 to	 product	
development).

Example Applications of the Ansoff 
Matrix:

• Apple:

o	 Market Penetration: Apple	 uses	 market	
penetration	 strategies	 through	 aggressive	
marketing	of	its	existing	iPhones	and	iPads	
to	boost	market	 share.

o	 Market Development: Apple	expanded	its	
market	by	entering	China	and	other	Asian	
markets,	 adapting	 its	 marketing	 to	 local	
needs.

o	 Product Development: Apple	continuously	
develops	 new	 iterations	 of	 the	 iPhone,	
adds	 services	 like	Apple	 Pay	 and	 iCloud,	
and	 enters	 new	 product	 categories	 like	
wearables	 (e.g.,	Apple	Watch).

o	 Diversification: Apple	 has	 ventured	 into	
new	 areas	 such	 as	 services	 (Apple	 TV+,	
Apple	Music)	and,	 in	 the	past,	considered	
exploring	electric	 cars.

• Amazon:

o	 Market Penetration: Amazon	 has	
consistently	 increased	 its	 share	 in	 the	
e-commerce	 space	 through	 customer-
centric	 features	 (Prime,	 fast	delivery).

o	 Market Development: Amazon	expanded	
into	 new	 countries	 and	 regions,	 tailoring	
the	 service	 to	 different	 languages	 and	
customer	behaviors.

o	 Product Development: Amazon	
continually	 adds	 new	 products	 to	 its	
offering,	 including	devices	 like	Alexa	and	
Fire	TV,	and	 services	 like	AWS.

o	 Diversification: Amazon	entered	unrelated	
markets	 such	 as	 entertainment	 (Amazon	
Studios),	 grocery	 retailing	 (Whole	 Foods),	
and	cloud	computing	 (AWS).

The	Ansoff	Matrix	is	an	invaluable	tool	for	businesses	
when	making	decisions	about	growth	and	 strategic	
direction.	 By	 categorizing	 growth	 strategies	
into	 four	 distinct	 options—market	 penetration,	
market	 development,	 product	 development,	
and	 diversification—it	 helps	 organizations	 to	
systematically	 explore	 avenues	 for	 expansion	while	
understanding	the	associated	risks.	By	leveraging	the	
matrix	effectively,	businesses	can	optimize	resource	
allocation.

Criticisms and Limitations
Despite	 its	 broad	 applicability,	 the	 Ansoff	 Matrix	
has	 been	 criticized	 for	 oversimplifying	 complex	
strategic	 decisions.	 According	 to	 Grant	 (2016),	 the	
model	does	not	account	for	the	competitive	dynamics	
or	 technological	 disruptions	 that	 can	 impact	 the	
effectiveness	of	any	given	strategy.	Furthermore,	the	
linearity	 of	 the	 matrix,	 focusing	 solely	 on	 growth,	
may	 overlook	 other	 important	 strategic	 objectives	
like	 cost	 optimization,	 operational	 efficiency,	 and	
sustainability	 (Porter,	 1996).

Several	scholars,	including	Schoemaker	(1992),	have	
criticized	 the	 matrix	 for	 its	 failure	 to	 integrate	
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internal	 capabilities	 and	 external	 environmental	
factors	like	market	volatility	and	globalization.	The	
matrix	assumes	that	the	firm	has	equal	capabilities	
in	 executing	 any	 of	 the	 four	 strategies,	 which	 is	
often	 not	 the	 case.	 As	 a	 result,	 companies	 may	
overestimate	 their	 ability	 to	 enter	 new	 markets	
or	 develop	 new	 products	 without	 adequately	
considering	the	necessary	resources,	expertise,	and	
market	 readiness.

Ansoff Matrix in the Context of Digital 
Transformation
In	 recent	 years,	 the	 rise	 of	 digital	 technologies	
has	 reshaped	 the	way	 businesses	 approach	 growth	
strategies.	 Studies	 by	 scholars	 like	 Chaffey	 and	
Ellis-Chadwick	 (2019)	 have	 examined	 how	 digital	
transformation	challenges	the	traditional	application	
of	 the	 Ansoff	 Matrix.	 Digital	 platforms	 allow	 for	
rapid	market	 penetration	 through	 e-commerce	 and	
social	media,	while	product	development	can	occur	
faster	due	 to	 innovations	 in	 technology.

Case	 studies	 on	 Amazon	 and	 Tesla	 show	 that	
businesses	 are	 increasingly	 blending	 multiple	
strategies	 simultaneously,	 something	 not	 easily	
represented	 by	 the	 Ansoff	 Matrix.	 For	 instance,	
Amazon	 uses	 market	 development	 (expanding	
globally)	 alongside	 product	 development	 (new	
service	 offerings	 like	 Amazon	 Prime),	 while	 Tesla	
blends	market	 penetration	 in	 electric	 vehicles	 with	
diversification	 into	energy	 storage	products.

Modifications and Extensions
Several	 scholars	 have	 suggested	 extensions	 or	
modifications	 to	 the	 Ansoff	 Matrix.	 For	 instance,	
Ansoff	himself	later	proposed	the	idea	of	“competitive	
advantage”	being	layered	onto	the	matrix,	suggesting	
that	firms	must	first	secure	a	competitive	advantage	
before	 selecting	 a	 growth	 strategy	 (Ansoff,	 1988).	
More	 recent	 literature	has	proposed	 integrating	 the	
matrix	with	SWOT	analysis	(Strengths,	Weaknesses,	
Opportunities,	 Threats)	 or	 Porter’s	 Five	 Forces,	
providing	a	more	comprehensive	view	of	the	external	
environment	 and	 competitive	 landscape	 (Dess	 &	
Lumpkin,	 2013).

Conclusion
The	 Ansoff	 Matrix	 remains	 a	 valuable	 tool	 for	
businesses	seeking	structured	growth	strategies,	but	
its	simplicity	may	not	always	capture	the	complexities	
of	modern	markets.	Over	the	decades,	the	matrix	has	
proven	useful	 for	 planning,	 particularly	 for	market	
penetration	 and	 product	 development	 strategies,	
but	its	utility	in	addressing	diversification	strategies	
is	 debated.	 The	 digital	 era,	 marked	 by	 rapid	
innovation,	 globalization,	 and	 changing	 consumer	
behavior,	 demands	 more	 nuanced	 and	 flexible	
strategic	 models.	 Future	 research	 should	 continue	
to	explore	how	traditional	strategic	frameworks	like	
the	Ansoff	Matrix	can	be	adapted	or	integrated	with	
contemporary	 tools	 to	 remain	 relevant.
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Introduction
Organizations	 operate	 in	 environments	 shaped	
by	 various	 external	 factors	 that	 can	 impact	 their	
operations,	growth,	and	profitability.	Understanding	
these	external	forces	is	essential	for	effective	decision-
making	and	long-term	success.	PESTLE	analysis	is	a	
strategic	management	 tool	 that	 helps	 organizations	
identify	and	evaluate	these	external	factors	to	adapt	
and	make	 informed	decisions.

PESTLE	is	an	acronym	for	Political,	Economic,	Social,	
Technological,	 Legal,	 and	 Environmental	 factors.	
Each	of	these	categories	represents	a	different	aspect	
of	 the	 external	 environment	 that	 can	 influence	 an	
organization’s	strategic	choices.	This	paper	explores	
how	the	PESTLE	framework	is	applied,	its	relevance	
in	 today’s	 dynamic	 business	 environment,	 and	 its	
advantages	 and	 limitations	 as	 a	 tool	 for	 strategic	
analysis.

Overview of PESTLE Analysis
PESTLE	 analysis	 is	 often	 used	 in	 conjunction	 with	
other	strategic	frameworks,	such	as	SWOT	(Strengths,	
Weaknesses,	 Opportunities,	 Threats)	 analysis,	 to	
provide	a	holistic	view	of	an	organization’s	external	
environment.	 The	 key	 components	 of	 PESTLE	
analysis	 are	described	below:

Political Factors

Political	 factors	 refer	 to	 how	 government	 policies,	
regulations,	 and	political	 stability	 affect	 a	 business.	
These	 can	 include	 tax	 policies,	 trade	 tariffs,	 labor	
laws,	and	foreign	trade	regulations.	Political	changes	
such	as	elections,	changes	in	government	leadership,	
or	 new	 legislation	 can	 have	 significant	 impacts	 on	
business	operations.	For	example,	Brexit	introduced	
uncertainties	for	businesses	operating	in	or	with	the	
UK,	 affecting	 supply	 chains,	 regulations,	 and	 trade	
agreements.

Economic Factors

Economic	factors	 include	variables	such	as	 inflation	
rates,	 interest	 rates,	 economic	 growth,	 exchange	
rates,	and	unemployment	levels.	These	factors	affect	
consumer	 purchasing	 power,	 business	 investment	
decisions,	 and	 profitability.	 For	 example,	 during	 a	
recession,	 consumers	 may	 reduce	 their	 spending,	
impacting	 industries	 reliant	 on	 discretionary	
spending,	such	as	luxury	goods	or	travel.	Conversely,	
economic	 growth	 provides	 more	 opportunities	 for	
business	 expansion.

Social Factors

Social	 factors	 encompass	 demographic	 trends,	
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consumer	 attitudes,	 cultural	 norms,	 and	 lifestyle	
changes.	 These	 factors	 influence	 demand	 for	
products	 and	 services	 and	 can	 shape	 the	 direction	
of	 innovation.	 For	 instance,	 the	 increasing	 focus	on	
health	 and	wellness	 has	 led	 to	 a	 surge	 in	 demand	
for	 organic	 foods	 and	 fitness-related	 products.	
Businesses	 that	 fail	 to	 adapt	 to	 changing	 social	
trends	may	 struggle	 to	 remain	 relevant.

Technological Factors

Technological	 factors	 refer	 to	 advancements	 in	
technology	that	can	affect	how	businesses	operate	and	
compete.	 These	 include	 innovations	 in	 production	
processes,	automation,	artificial	intelligence,	the	rise	
of	digital	platforms,	and	research	and	development.	
Technological	 innovation	 can	 lead	 to	 new	 business	
opportunities	 or	 disrupt	 entire	 industries.	 For	
example,	 the	 rise	 of	 e-commerce	 platforms	 like	
Amazon	 has	 significantly	 transformed	 traditional	
retail	models.

Legal Factors

Legal	factors	involve	laws	and	regulations	that	govern	
business	 operations,	 including	 employment	 law,	
health	 and	 safety	 regulations,	 consumer	 protection	
laws,	 and	 intellectual	 property	 rights.	 Compliance	
with	 legal	 standards	 is	 crucial	 for	 avoiding	 fines	
and	 legal	 disputes.	 Businesses	 also	 need	 to	 stay	
abreast	 of	 changes	 in	 regulations	 that	 could	 affect	
their	market	or	operations.	For	instance,	stricter	data	
protection	laws,	such	as	the	General	Data	Protection	
Regulation	 (GDPR)	 in	 the	 European	 Union,	 have	
forced	companies	to	overhaul	their	data	management	
practices.

Environmental Factors

Environmental	 factors	 consider	 the	 impact	
of	 environmental	 issues	 on	 businesses,	 such	 as	
climate	 change,	 sustainability,	 resource	 scarcity,	
and	 environmental	 regulations.	 In	 recent	 years,	
increasing	public	awareness	of	environmental	issues	
has	 pushed	 companies	 to	 adopt	 more	 sustainable	
practices.	Companies	that	fail	to	meet	environmental	
standards	may	face	reputational	damage,	regulatory	
fines,	 or	 customer	 backlash.	 For	 example,	 the	
automotive	 industry	 has	 been	 significantly	 affected	
by	the	shift	towards	electric	vehicles	and	regulations	
aimed	at	 reducing	 carbon	emissions.

Literature Review on PESTEL Analysis
PESTEL	 analysis	 is	 a	 strategic	 framework	 used	 to	
evaluate	 the	 external	 macro-environmental	 factors	
that	 affect	 organizations.	 The	 acronym	 stands	
for	 Political,	 Economic,	 Social,	 Technological,	

Environmental,	 and	 Legal	 factors.	 Since	 its	
introduction,	 PESTEL	 has	 become	 an	 essential	 tool	
for	 businesses	 in	 strategic	 planning,	 allowing	 them	
to	 understand	 potential	 risks	 and	 opportunities	 in	
their	 external	 environment.	 This	 literature	 review	
explores	 various	 studies	 and	 academic	 work	 on	
PESTEL	analysis,	discussing	its	application,	benefits,	
challenges,	 and	 developments	 across	 multiple	
industries	and	 sectors.

The Evolution and Theoretical Foundations of 
PESTEL

The	roots	of	PESTEL	analysis	can	be	traced	to	early	
strategic	 management	 models,	 which	 emphasized	
the	 importance	 of	 external	 factors	 in	 shaping	
business	 success.	 Aguilar	 (1967)	 is	 often	 credited	
with	 developing	 the	 concept	 of	 environmental	
scanning,	 which	 provided	 the	 foundation	 for	
frameworks	 like	 PESTEL.	 His	 work	 highlighted	
how	scanning	the	environment	could	help	businesses	
anticipate	 changes	 and	 react	proactively.	 Following	
Aguilar,	 scholars	 such	 as	 Fahey	 and	 Narayanan	
(1986)	expanded	on	the	importance	of	understanding	
macro-environmental	variables,	which	directly	led	to	
the	development	of	tools	like	PEST	and	later	PESTEL.

The	 inclusion	of	 environmental	 and	 legal	 factors	 in	
later	versions	of	the	framework	reflects	the	increasing	
complexity	 of	 business	 environments.	 Legal	 factors	
became	 crucial	 due	 to	 regulatory	 changes,	 while	
environmental	 factors	 gained	 prominence	 with	
growing	 concerns	 over	 sustainability	 and	 climate	
change	 (Lynch,	 2015).	 Morrison	 and	 Mecca	 (1989)	
further	 formalized	 the	PEST	analysis	model,	and	 in	
the	 early	 2000s,	 researchers	 began	 to	 integrate	 the	
“E”	for	environmental	factors,	resulting	in	the	widely	
used	PESTEL	model	 seen	 today.

Application of PESTLE Analysis Across 
Industries
The	 PESTLE	 framework	 is	 versatile	 and	 can	 be	
applied	 across	 a	 wide	 range	 of	 industries.	 Below	
are	 examples	 of	 how	 PESTLE	 analysis	 is	 used	 in	
different	 sectors.

The Automotive Industry

In	 the	 automotive	 sector,	 PESTLE	 analysis	
helps	 companies	 navigate	 complex	 regulatory	
environments,	 technological	 advancements,	 and	
shifting	consumer	preferences.	Political	factors	such	as	
government	incentives	for	electric	vehicles	and	trade	
policies	significantly	 impact	 the	 industry.	Economic	
factors	 like	 fuel	 prices	 and	 consumer	 disposable	
income	 influence	 car	 sales,	 while	 social	 factors	
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like	environmental	consciousness	drive	demand	for	
electric	and	hybrid	vehicles.	Technological	advances	
in	 autonomous	 driving	 and	 AI	 are	 revolutionizing	
the	 industry,	and	 legal	 factors	 related	 to	 safety	and	
emissions	 standards	must	be	adhered	 to.

The Healthcare Industry

Healthcare	 organizations	 use	 PESTLE	 analysis	 to	
understand	 how	 political	 policies	 on	 healthcare	
funding,	 insurance	 regulations,	 and	 public	 health	
initiatives	 influence	 the	 market.	 Economic	 factors,	
such	 as	 healthcare	 spending	 by	 governments	
and	 individuals,	 play	 a	 vital	 role	 in	 determining	
the	 profitability	 of	 healthcare	 providers	 and	
pharmaceutical	 companies.	 Social	 factors,	 such	 as	
aging	 populations	 and	 increased	 health	 awareness,	
influence	demand	for	medical	services.	Technological	
innovations	 in	 medical	 devices,	 telemedicine,	 and	
biotechnology	are	 transforming	healthcare	delivery,	
while	 legal	 factors,	 including	 regulatory	 approval	
and	 patent	 laws,	 are	 crucial	 for	 pharmaceutical	
companies.

The Technology Sector

In	 the	 technology	 sector,	 PESTLE	 analysis	 is	
instrumental	 in	 understanding	 how	 changing	
regulatory	 environments,	 technological	 innovation,	
and	 global	 competition	 affect	 business	 strategies.	
Political	 factors,	 such	 as	 data	 privacy	 regulations	
and	 trade	 restrictions,	 play	 a	 significant	 role	 in	
shaping	 the	 global	 tech	 landscape.	 Economic	
factors,	 including	 market	 saturation	 and	 consumer	
spending,	influence	business	strategies.	Social	factors,	
such	 as	 shifts	 toward	 remote	 work	 and	 digital	
communication,	drive	demand	for	new	technological	
solutions.	Moreover,	the	rapid	pace	of	technological	
advancement	 and	 intellectual	 property	 regulations	
shape	 the	 competitive	environment.

Advantages of PESTLE Analysis
PESTLE	 analysis	 provides	 numerous	 benefits	 for	
strategic	business	planning:

Advantages of PESTLE Analysis:

•	 Comprehensive Understanding of External 
Factors:	 PESTLE	 provides	 a	 structured	 way	
of	 looking	 at	 the	 broader	 environment	 that	
can	 impact	 a	 business,	 allowing	 organizations	
to	 identify	 and	 understand	 potential	
opportunities	 and	 threats.	 By	 considering	
each	 of	 the	 six	 categories—political,	 economic,	
social,	technological,	legal,	and	environmental—
businesses	get	a	360-degree	view	of	the	landscape	
in	which	 they	operate.

•	 Helps in Strategic Planning:	 By	 identifying	
external	 influences,	 PESTLE	 analysis	 enables	
businesses	to	develop	strategies	that	align	with	
market	dynamics	and	mitigate	risks.	It	informs	
decision-making	 for	both	 long-term	and	 short-
term	planning,	ensuring	that	the	business	stays	
competitive	 and	 proactive	 in	 responding	 to	
changes	 in	 the	environment.

•	 Risk Management: By	 understanding	 the	
external	 factors	 that	 may	 affect	 the	 business,	
organizations	 can	 identify	 risks	 ahead	of	 time.	
Whether	 it’s	 changes	 in	 government	 policy	
(political),	shifts	in	consumer	preferences	(social),	
or	 emerging	 technologies	 (technological),	
businesses	can	prepare	contingency	plans,	adapt	
their	 operations,	 or	 pivot	 their	 strategies	 to	
mitigate	 these	 risks.

•	 Opportunity Identification: Along	 with	
identifying	 risks,	 PESTLE	 analysis	 can	 help	
businesses	 spot	 potential	 opportunities.	 For	
instance,	 a	 new	 technological	 advancement	
might	 provide	 an	 opportunity	 to	 innovate	
products	or	services,	or	a	change	in	the	political	
climate	 could	 open	 up	 new	markets	 or	 create	
demand	 for	 specific	products.

•	 Facilitates Market Entry and Expansion: 
When	 planning	 to	 enter	 a	 new	 market	 or	
expand	 into	 new	 regions,	 PESTLE	 analysis	
helps	 assess	 the	 external	 environment	 of	 the	
target	market.	By	considering	political	stability,	
economic	 conditions,	 legal	 requirements,	 and	
environmental	 factors,	 businesses	 can	 decide	
whether	 entering	 that	 market	 is	 feasible	 and	
how	 they	 should	position	 themselves.

• Informs Product Development and Innovation: 
Technological	 trends,	 social	 shifts,	 and	 legal	
changes	can	create	opportunities	for	innovation.	
PESTLE	 analysis	 helps	 companies	 stay	 ahead	
of	 trends	 by	 understanding	 how	 these	 factors	
influence	 consumer	 behavior,	 technological	
development,	 and	market	needs.

•	 Improves Competitive Advantage: Through	
continuous	monitoring	of	macro-environmental	
factors,	 businesses	 can	 anticipate	 market	
changes	 better	 than	 their	 competitors.	 Being	
proactive	and	prepared	for	shifts	in	the	external	
environment	 allows	 companies	 to	maintain	 or	
even	enhance	 their	 competitive	edge.

•	 Enhanced Decision-Making: PESTLE	provides	
valuable	insights	that	enhance	decision-making	
at	various	organizational	 levels,	 from	top-level	
strategic	 decisions	 to	 operational	 adjustments.	
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By	 considering	 external	 factors	 systematically,	
decision-makers	can	base	their	actions	on	a	well-
rounded	understanding	of	potential	challenges	
and	advantages.

•	 Encourages Cross-Functional Collaboration: 
Conducting	 a	 PESTLE	 analysis	 often	 involves	
input	 from	 various	 departments—marketing,	
finance,	 operations,	 and	 legal—each	 of	 which	
can	 contribute	 valuable	 perspectives	 on	 how	
external	factors	will	impact	the	organization.	This	
fosters	collaboration	and	helps	create	a	holistic	
understanding	of	 the	business	 environment.

•	 Helps in Monitoring Changes Over Time: 
PESTLE	 analysis	 is	 not	 a	 one-time	 activity.	 By	
regularly	revisiting	the	analysis,	businesses	can	
track	 how	 external	 factors	 are	 evolving	 and	
adjust	their	strategies	accordingly.	This	ongoing	
monitoring	 can	 ensure	 that	 the	 company	
remains	 agile	 and	 adaptable	 in	 a	 constantly	
changing	environment.

PESTLE	 analysis	 offers	 a	 strategic	 tool	 for	
understanding	 the	 broader	 forces	 that	 impact	 an	
organization.	By	offering	a	comprehensive,	systematic	
approach	 to	 environmental	 scanning,	 it	 helps	
businesses	identify	risks	and	opportunities,	plan	for	the	
future,	innovate,	and	make	more	informed	decisions.	
This	 analysis	 is	 valuable	 in	 both	 proactive	 strategic	
development	and	 in	 reactive	crisis	management.

Limitations of PESTLE Analysis
While	 PESTLE	 analysis	 is	 a	 valuable	 tool,	 it	 has	
some	 limitations:

Static Nature

PESTLE	analysis	provides	a	snapshot	of	the	external	
environment	at	a	particular	point	in	time.	However,	
the	 external	 environment	 is	 constantly	 changing,	
and	PESTLE	analysis	must	be	 regularly	updated	 to	
remain	 relevant.

Subjectivity

The	 interpretation	 of	 PESTLE	 factors	 can	 be	
subjective,	 and	 different	 analysts	 may	 arrive	 at	
different	 conclusions	 based	 on	 the	 same	 data.	
This	 subjectivity	 can	 lead	 to	 biased	 or	 inaccurate	
assessments	of	 the	external	 environment.

Overemphasis on External Factors

PESTLE	analysis	focuses	exclusively	on	external	factors	
and	 may	 overlook	 internal	 factors	 that	 also	 play	 a	
critical	role	in	a	business’s	success.	It	 is	most	effective	
when	combined	with	other	 tools	 like	SWOT	analysis,	
which	evaluates	both	 internal	and	external	 factors.

Data Availability

The	 quality	 of	 PESTLE	 analysis	 depends	 on	 the	
availability	of	accurate	and	up-to-date	data.	In	some	
cases,	 businesses	 may	 struggle	 to	 access	 reliable	
information	 on	 political,	 legal,	 or	 environmental	
factors,	 limiting	 the	effectiveness	of	 the	analysis.

Best Practices for Conducting PESTLE 
Analysis
To	maximize	 the	 effectiveness	 of	 PESTLE	 analysis,	
businesses	 should	 follow	 these	best	practices:

Regular Updates

PESTLE	 analysis	 should	 be	 conducted	 regularly	 to	
account	for	changes	in	the	external	environment.	By	
continuously	monitoring	key	factors,	businesses	can	
remain	agile	and	responsive	 to	new	challenges	and	
opportunities.

Combining with Other Tools

PESTLE	analysis	should	be	used	in	conjunction	with	
other	 strategic	 frameworks,	 such	as	SWOT	analysis	
or	Porter’s	Five	Forces,	to	gain	a	more	comprehensive	
understanding	of	 the	business	 environment.

Focused Application

PESTLE	 analysis	 can	 be	 customized	 to	 focus	 on	
specific	factors	that	are	most	relevant	to	a	particular	
industry	or	market.	Businesses	should	prioritize	the	
factors	that	are	most	likely	to	impact	their	operations	
and	decision-making	processes.

Use of Data and Research

Accurate	 and	 reliable	 data	 is	 essential	 for	 effective	
PESTLE	 analysis.	 Companies	 should	 leverage	 data	
from	reputable	sources,	such	as	government	reports,	
industry	publications,	and	market	research,	to	inform	
their	 analysis.

Conclusion
PESTLE	 analysis	 is	 a	 powerful	 tool	 for	
understanding	 the	 macroeconomic	 factors	 that	
influence	 an	 organization’s	 operations.	 By	
analyzing	political,	economic,	social,	technological,	
legal,	 and	 environmental	 factors,	 businesses	 can	
identify	 risks	 and	 opportunities,	 make	 informed	
strategic	 decisions,	 and	 adapt	 to	 changes	 in	 the	
external	 environment.	However,	 the	 effectiveness	
of	 PESTLE	 analysis	 depends	 on	 its	 regular	
application,	 accurate	 data,	 and	 integration	 with	
other	strategic	tools.	As	the	business	environment	
continues	 to	 evolve,	 PEST

***
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Applications of PESTEL Across Industries
Numerous	 studies	 highlight	 the	 application	 of	
PESTEL	analysis	 in	different	sectors,	demonstrating	
its	versatility	and	adaptability.

PESTEL in the Automotive Industry

Scholars	have	extensively	studied	the	use	of	PESTEL	
in	the	automotive	industry,	a	sector	that	is	particularly	
sensitive	 to	 political	 regulations,	 environmental	
laws,	and	technological	advancements.	For	example,	
Prakash	 (2016)	 used	 PESTEL	 to	 explore	 how	
government	 emissions	 standards	 and	 technological	
innovations,	 such	as	electric	vehicles,	are	 reshaping	
the	 industry.	 Political	 factors	 such	 as	 subsidies	 for	
electric	vehicles	and	economic	factors	like	fluctuating	
fuel	 prices	 were	 found	 to	 significantly	 impact	
strategic	decisions.

PESTEL in the Healthcare Sector

In	 healthcare,	 PESTEL	 analysis	 is	 instrumental	 in	
identifying	 macro-environmental	 pressures	 such	
as	 healthcare	 regulations,	 public	 health	 initiatives,	
and	 technological	 innovations	 (Wilkinson,	 2013).	
Economic	 factors,	 particularly	 government	
funding	 for	 healthcare,	 and	 social	 factors,	 such	 as	
demographic	shifts	and	public	health	priorities,	were	
highlighted	 as	 critical	 components.	 Technological	
advancements,	 such	 as	 the	 adoption	 of	 AI	 in	
diagnostics	 and	 treatment,	 also	 emerged	 as	 game-
changers,	particularly	in	developed	economies	(Daly	
et	 al.,	 2020).

PESTEL in the Hospitality Industry

The	 hospitality	 industry,	which	 is	 highly	 influenced	
by	 social,	 economic,	 and	 environmental	 factors,	 has	
benefited	 from	 PESTEL	 analysis	 in	 understanding	
market	 shifts.	 Linton	 and	 Kask	 (2017)	 applied	 the	
PESTEL	 framework	 to	assess	how	social	 trends,	 like	
the	rise	of	eco-tourism,	and	environmental	regulations	
related	 to	 sustainability	 have	 impacted	 hospitality	
companies’	 strategies.	 The	 study	 emphasized	
that	 hospitality	 businesses	 are	 now	 incorporating	
environmental	factors	in	their	strategic	planning	due	
to	consumer	demand	 for	 sustainable	practices.

Benefits of PESTEL Analysis in Strategic 
Planning
Several	 scholars	 have	 emphasized	 the	 strategic	
advantages	 of	 PESTEL	 in	 helping	 companies	 adapt	
to	 changes	 in	 the	macro-environment.

Holistic Perspective

One	of	the	primary	benefits	of	PESTEL	analysis	is	its	

ability	 to	provide	a	holistic	view	of	external	 factors	
that	 could	 impact	 an	 organization.	 Glaister	 and	
Falshaw	(1999)	argued	that	PESTEL	allows	businesses	
to	consider	a	wide	range	of	environmental	variables,	
helping	them	anticipate	challenges	and	develop	more	
informed	 strategies.	 This	 comprehensive	 approach	
is	 crucial	 in	 dynamic	 industries,	 where	 multiple	
external	factors	often	converge	to	influence	business	
outcomes.

Long-Term Planning

Another	 advantage	 of	 PESTEL	 analysis,	 as	 noted	
by	Morden	 (2007),	 is	 its	 ability	 to	 assist	with	 long-
term	 planning.	 By	 identifying	 trends	 in	 political	
policies,	 economic	 conditions,	 and	 technological	
advancements,	 businesses	 can	 craft	 strategies	 that	
ensure	long-term	sustainability	and	competitiveness.	
For	 example,	 companies	 that	 predict	 future	
environmental	 regulations	 can	 begin	 investing	 in	
sustainable	 technologies	 before	 such	 policies	 are	
enforced,	giving	 them	a	 competitive	edge.

Risk Management

PESTEL	 is	 also	 essential	 for	 identifying	 risks,	
particularly	in	volatile	or	highly	regulated	industries.	
Cadle,	 Paul,	 and	 Turner	 (2010)	 emphasized	 that	
PESTEL	helps	organizations	anticipate	and	mitigate	
risks	by	forecasting	potential	legal	changes,	economic	
downturns,	 or	 technological	 disruptions.	 This	 risk	
awareness	is	crucial	for	industries	such	as	finance	or	
energy,	 where	 regulatory	 changes	 can	 significantly	
affect	profitability.

4. Challenges and Limitations of PESTEL 
Analysis
While	 PESTEL	 analysis	 is	 widely	 regarded	 as	 a	
valuable	 tool	 for	 strategic	 planning,	 some	 scholars	
have	pointed	out	 its	 limitations.

Overemphasis on External Factors

One	 common	 critique	 is	 that	 PESTEL	 focuses	
exclusively	 on	 external	 factors,	 neglecting	
internal	 dynamics	 (Pickton	 &	 Wright,	 1998).	
While	 understanding	 the	 external	 environment	 is	
essential,	internal	factors	like	organizational	culture,	
leadership,	 and	 resource	 allocation	 are	 also	 critical	
to	 a	 company’s	 success.	 Scholars	 like	 Johnson	 et	
al.	 (2008)	 argue	 that	 PESTEL	 should	 be	 combined	
with	other	tools,	such	as	SWOT	analysis,	to	balance	
internal	 and	external	perspectives.

Static Nature of Analysis

Another	limitation	highlighted	by	Henry	(2008)	is	the	
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static	nature	of	PESTEL	analysis.	The	tool	provides	a	
snapshot	of	the	external	environment	at	a	given	time,	
but	the	macro-environment	is	continuously	evolving.	
Factors	 such	 as	 political	 changes	 or	 technological	
advancements	can	shift	rapidly,	meaning	businesses	
need	 to	 regularly	 update	 their	 PESTEL	 analysis	 to	
remain	 relevant.	 Without	 frequent	 reassessment,	
companies	 may	 base	 their	 strategies	 on	 outdated	
information.

Data Availability and Quality

PESTEL	 analysis	 is	 only	 as	 effective	 as	 the	 data	 it	
relies	on,	and	inadequate	or	unreliable	data	can	lead	
to	 flawed	 assessments	 (Narayanan	 &	 Fahey,	 2001).	
Acquiring	accurate	 information	on	political	or	 legal	
changes	can	be	particularly	challenging	in	emerging	
markets,	 where	 regulatory	 environments	 are	 less	
transparent.	 In	 such	 cases,	 businesses	may	 struggle	
to	 effectively	 conduct	 PESTEL	 analysis,	 leading	 to	
suboptimal	 strategic	decisions.

Recent Developments in PESTEL Analysis
In	recent	years,	the	PESTEL	framework	has	evolved	
to	 account	 for	 emerging	 global	 trends,	 such	 as	
sustainability,	digital	transformation,	and	geopolitical	
shifts.	 Studies	 such	 as	 those	 by	 Fernando	 (2020)	
have	introduced	sustainability-focused	modifications	
to	 PESTEL,	 emphasizing	 the	 importance	 of	
environmental	 factors	 and	 their	 intersection	 with	
social	and	political	issues.	Additionally,	with	the	rise	
of	 Industry	 4.0	 and	 the	 increasing	 role	 of	 artificial	
intelligence,	 technological	 factors	 have	 gained	 new	
importance	 in	PESTEL	analysis	 (Schwab,	 2016).

Several	scholars	have	suggested	integrating	PESTEL	
with	 more	 modern	 analytical	 tools.	 Porter’s	 Five	
Forces	model	has	been	proposed	as	a	complementary	
framework	 to	 PESTEL,	 allowing	 businesses	 to	
analyze	 both	 macro-environmental	 and	 industry-
specific	 factors.	 Combining	 PESTEL	 with	 scenario	
planning	 has	 also	 been	 recommended	 as	 a	 way	 to	
explore	possible	 futures	and	develop	more	 resilient	
strategies	 (Wright	 et	 al.,	 2013).

Conclusion
PESTEL	 analysis	 is	 an	 indispensable	 tool	 for	
businesses	 seeking	 to	 navigate	 the	 complexities	
of	 their	 external	 environments.	 As	 this	 literature	
review	 has	 shown,	 PESTEL	 offers	 a	 structured	

approach	 to	 understanding	 the	 broad	 macro-
environmental	 factors	 that	 influence	 industries.	
However,	 its	 utility	 is	 enhanced	 when	 combined	
with	 other	 analytical	 frameworks,	 and	 it	 requires	
regular	 updates	 to	 remain	 relevant.	 Despite	 its	
limitations,	 PESTEL	 analysis	 remains	 a	 critical	
component	 of	 strategic	 business	 planning,	 helping	
companies	 anticipate	 trends,	 manage	 risks,	 and	
capitalize	 on	opportunities.
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