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PREFACE

“Innovation is only innovation, when its sustainable”

-Donald Clark

It is a matter of privilege and utmost satisfaction for us to present the proceedings of the
International Conference on "Innovation and Sustainability in Business Development" to the
authors, delegates and practitioners who were part of the event. We hope that you will find
proceedings as a consolidated form of literary work across different domains and sectors, thereby
reflecting multidisciplinary perspectives.

The proceedings consist of select papers of the International Conference on ''Innovation
and Sustainability in Business Development (ISBD)'"held on 22-24, February, 2024that was
organized by International Centre for Cross Cultural Research and Human Resource
Management, ICccR& HRM, University of Jammu, India in collaboration with the School of
Business and Management, The University of the South Pacific, Fiji and Directorate of Distance
and Open Education, University of Jammu. ISBD conference has provided a platform for
interaction and collaboration among various stakeholders from academia, business, and society
through a series of academic research presentations, panel discussions, plenary sessions, research
colloquiums, workshops and keynote speeches. The proceedings provide opportunity for
researchers, academicians, and industrialists to network and establish business and research
associations with international researchers, which will foster future research collaborations.
Overall, it presents a well-integrated collection of over 75 papers on 5 thematic areas of research
viz., ‘Innovation for Business Development’, ‘Sustainable Business Practices’, ‘Reinventing
Business Management’, ‘Changing Global Business Management’, and ‘Role of Management
Education in Innovation and Sustainability’. These include papers based on disciplines: business,
management and technology, marketing, economics, finance, HR practices, psychology, and
strategy. ISBD conference was attended by more than 120 participants and authors from national
and international universities and institutions.

Hardeep Chahal
Isha Sharma
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ABOUT THE CONFERENCE

International conference on "Innovation and Sustainability in Business Development” brings an
opportunity to identify and capture the importance of implementing innovations and
sustainability in the current dynamic business environment. Rising business competition and
ever-growing need for innovative products and services by the customers, demands for
implementation of innovative business practices for sustainability in business. Businesses in all
sectors are facing a situation where technology is changing the landscape around them,
transitioning from the back room of an organization into the hands of customers, employees, and
society. Innovation and Sustainability are regarded as vital indicators of societal and professional
life, yet their advances are typically considered in isolation. Therefore, organizations are in dire
need to harness their resources and redefine obsolete models to implement new technologies in
the business processes such as customer-focused applications, cloud-accounting tools,
sustainable infrastructures, logistics, and block chain technologies, among others.

In order to provide novel solutions for achieving this, organizations need creative ways. In this
backdrop, ICccR& HRM, University of Jammu, in collaboration with the School of Business and
Management, The University of the South Pacific, Fiji is conducting a three-day International
Conference on "Innovation and Sustainability in Business Development". The conference
endeavors to create a hybrid forum for academicians, researchers and industry leaders in both
virtual and real platform to share their ideas and research findings and address contemporary
issues and challenges in business and industry. Additionally, it attempts to propagate a research
centric culture in various domains of business, management as well as interdisciplinary and allied
fields in international context.

The Conference seeks to deliberate upon the emerging theories, concepts and models in general,
while encountering practical challenges and innovative solutions adopted with respect to various
functional areas in business. This will offer an opportunity to research scholars, practitioners,
policymakers and students interested in the issues related to sustaining organizational excellence,
to share their thoughts and research findings that will provide a forum for discussion,
collaboration and intellectual exchange. This conference is an attempt to create a global platform
that brings together all relevant components for achieving innovation and sustainability in
businesses to capture new horizons.
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(0

Theme 1: Innovation for Business
Development

—/

Globalization is rapidly changing customer needs and expectations and state-of-the-art digital
platforms and technology are disrupting traditional markets overnight. There are many other
recent developments like the digital innovations, internet of things, block chain, industry 5.0,
Increasing adoption of artificial intelligence, and so forth. Today business organization
worldwide are relying on emerging technologies for gaining competitive advantage and drive
strategy and growth. They are required to adapt themselves to cutting-edge technology to ensure
their sustainability. Businesses in all sectors are facing a situation where technology is changing
the landscape around them, transitioning from the back room of an organization into the hands of
customers, employees, and society. Innovation management is the practice of controlling,
guiding, and managing the ideation and implementation of new strategies and technology to
support business growth. The need for this integrated role spans about every sector of private and
public business, and it will only grow as organizations create more advanced solutions. The
innovation management provides a foundation for IT professionals to identify the areas where an
organization can and should innovate, as well as ensuring a company environment that nurtures
innovation. To implement effective innovation models and practices in businesses, organizations
need to embed the emerging innovations in IT sector in their business practices. This intersection
allows an organization to make smart business decisions.
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Artificial Intelligence-Chatbots Adoption: Factors
Affecting Trust in Chatbots for Customer Service

Dr. Isha Sharma
International Centre for Cross Cultural Research and Human Resource Management
(ICccR & HRM), University of Jammu, J & K
Dr. Ritu Sharma
University Institute of Engineering and Technology (UIET), University of Jammu, Kathua
Mr. Nikhil Dogra
University Institute of Engineering and Technology (UIET), University of Jammu, Kathua

Purpose

Advancement in artificial intelligence impacts the labour market. One of the advancements in
this aspect is introduction of chatbots for customer service. Chatbotsas an interactive technology
play crucial role in customer service. Chatbots hold potential in terms of efficiency, cost savings,
and experience of the customer. While from customer perspective, trust is essential for adoption
of innovative technology in the market. In this concern, the paper through questionnaire assessed
the factors relating to trust inchatbots for customer service. Also, other potential factors of
importance for chatbots have been identified. Thus, the paper extends current knowledge base on
artificial intelligence by investigating the potential factors affecting the trust of users related to
chatbots as an instrument of artificial intelligence.

Design/methodology/approach

Using a quantitative research design, data was collected from engineering institution through
anonymous questionnaires. The sample data collected consists of the responses from 154
students of institution under study. To undergo the data analysis, exploratory factor analysis
(EFA) followed by Cronbach’s alpha (CA) analysis have been used for measuring validityand
reliability respectively. Further, the construct development process has been used for variable
development. The testing of constructs has been undertaken through Confirmatory Factor
Analysis (CFA) model using Structural Equation Modeling (SEM).

Findings
On the basis of findings of the study, potential factors determining the users trust in chatbots
were identified. Especially, three groups of factors namely chatbot related factors, environment

related factors, an duser related factors were found for users trust in chatbots for customer
service.
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Research Limitations/Implications

The study was limited to factor analysis part that provided insight into respondent’s perception of
factors determining trust, future research is needed that tries to fully establish causal relationship
among factors. Another limitation of the study was small respondents sample size.It should be
increased to more users at commonplace using technology. Further, it would be beneficial for
future studies to address trust in chatbots in other markets also having cultural orientation.

Social Implications

The findings from the present paper shall act as a reference guide for the community especially
customers and will offer the community stakeholders to create awareness and to adopt the
artificial intelligence in the form of chatbots as an interactive technology in customer service.

Originality/Value

The paper is a value-added work and makes valuable contribution to the field of artificial
intelligence for sustainable development.

Keywords- Chatbots, Artificial Intelligence, Trust, Environment, and User related factors.
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Leveraging IoT and Al Towards Sustainable
Development and Customer Satisfaction
in CGD Business in India

Mr. Santanu Purohit
University of Petroleum and Energy Studies, P.O Bidholi via-Prem Nagar,
Dehradun, India
Mr. Arvind Kumar Jain
University of Petroleum and Energy Studies, P.O Bidholi via-Prem Nagar,
Dehradun, India
Mr. Sujoita Purohit
Researcher, Mumbai, India

Backdrop

In the current scenario of Petro retailing CGD business in India, service delivery is monitored
and ensured predominantly through manual processes where human interventions are required
periodically. The CGD business has limited automation and technology adoption in the operation
and customer service delivery parts. Some critical activities towards service delivery to
customers, like customer identification, ensuring service standards at a fuel station, ensuring
safety practices, and guiding the customer to the vacant island, are currently being done manually
at fuel outlets. While OMCs have implemented some of the automation in Petrol / Diesel
stations, it is negligible for CNG stations.

With vast development in technology using computer vision, image processing, artificial
intelligence and machine learning, usage of such technology can help to develop a solution to
capture transactions, customer details, etc., at the CNG stations and derive these insights from
them, which will help service provider companies to improve on (i) Customer identification for
enabling personalisation, asset utilisation, (ii) customer experience at the fuel station along with
the positive impact of (a) Manpower availability, (b) Service standard improvement, (c) Traffic
management, and (d) Fuel station operations & safety.

Research Problem and Research Gap

Technology adoption in Petro retailing is implemented distributed in Petro retail with virtually nil
for CGD business. While automation, IoT, and Al & ML-based technological solutions are tried
in a scattered way without a centralised view of the entire value chain, a wide range of adoption
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has yet to see the light. Such technology is adopted predominantly towards operational
efficiency, improving asset utilisation. However, a few usages have also been tried to enhance
customer buying behaviour, including identification and satisfaction. At the same time, the
adoption of a central monitoring system in various sectors showed that the availability of real-
time KPI monitoring, Al & ML-driven analytics, and alerts of exceptions and violations of
standard Operation processes resulted in achieving operational excellence and building trust in
the customer's mind. The article aims to identify how IoT and Al can be leveraged towards
customer satisfaction and sustainable development in the Petro Retail CNG Business in India.

Objective of the Study

Many far-reaching trends accentuated by the rise of alternative energy, emerging models in
mobility, and heightened customer expectations converging around Convenience and
personalisation are disrupting the retail fuel markets worldwide. Customers express the need to
recognise each individual and tailor products & services. Digital plays a dominant role in the
emerging scenario. Customer buying behaviour is changing over time with the advancement of
technology. Accordingly, drivers influencing the customer experience have also evolved. The
study aims to find how digital technology could affect customers' perspectives on customer
experience and how adopting IoT, Al & ML-based technology in CGD business can help
enhance customer experience & satisfaction and improve operational efficiency.

Research Methodology

The study was conducted from August — to October 2023 at CNG fuel stations in Maharashtra.
Sales volume data was gathered from company officials. The sample scope selected for the study
was 400 samples. The sampling was done using the convenience sampling method. The pretested
standard survey questionnaires included demographic details of the customer and their
experience & satisfaction levels pre and post-implementation of the identification system. The
data received through the survey were analysed statistically to understand the system's efficacy in
the Indian Petro retail CGD business context. The primary data was collected through a
Quantitative field study, and the statistical tools used are:

1. Simple Percentage Analysis
2. Regression analysis
Finding of the Study

Technology advancements significantly impact consumers and industries and transform people's
lifestyles and behaviour. While the Internet changed how humans interact, the Internet of Things
(IoT) is expected to change how machines interact. Innovations have been seen in customer
engagement and satisfaction in retail, influencing the customers' buying behaviour. IoT, Al, and
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predictive analytics tools play a significant role in building up customer-facing initiatives,
leading to the design of service protocols for an enhanced buying experience.

In the oil & gas context, IoT is used primarily in the upstream sector for remote monitoring,
planning & executing predictive and preventive maintenance, ensuring safety parameters, etc.
IoT adoption has been observed in the mid-stream sector to ensure network integrity,
environmental monitoring and regulatory compliance. There has been minimal research into the
usage of IoT in the downstream sector - primarily in refineries and storage & handling facilities.
Globally, there is almost minuscule research into the usage of IoT in the field of safety &
customer services in petro-retailing. In Indian petro-retail, the adoption of IoT is negligible,
especially from a customer service perspective, despite its necessity for delivering better service
and maximising returns. Given the increasing role of technology in consumer lifestyle, there is a
need for IoT adoption to improve customer services to enhance service quality, which in turn can
provide enhanced safety & security and revenue maximisation.

Conclusion

In Petro retail, Particularly in CNG stations, technology adoption is distributed with Automation,
IoT, and Al & ML-based technological solutions tried in a scattered way without a centralised
view of the entire value chain. Such technology is adopted predominantly towards operational
efficiency, improving asset utilisation. However, few usages have been tried to enhance customer
buying behaviour, including identification and satisfaction. Adopting a central monitoring system
in various sectors showed that the availability of real-time KPI monitoring, Al & ML-driven
analytics, and alerts of exceptions of standard Operation processes resulted in achieving
operational excellence and building trust in the customer's mind. With the advancement of
technology, customer habits, lifestyles, and preferences have shifted and are still evolving. While
general retail is exploring technologies like VR for the average customer, petro-retail is yet to
catch up. An apparent gap between customer expectations in petro retail vs broad retail Context
seems to exist. IoT is changing in the Digital era, influencing Customer expectations and
managing experience in the petro retail sector in India from both customer & service provider
perspectives.

The IoT-based solutions have a positive impact in the areas of (i) Enhanced Customer
Experience, where customer aims to have a smooth fueling experience without any hiccups at the
fuel stations, including personalised programs & communication; (ii) Increase in Operation
Efficiency by reducing the fueling cycle time, proper traffic management, adhering safety
practices (iii) enhanced brand building including new customer acquisition and retention and (v)
leading to additional revenue to the service provider. Thus, rapid technological advancements
and increasing exposure to digitisation have led to increasing adoption of digital technologies,
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including IoT & Al-based solutions. In order to offer a seamless experience to the customers
when they visit fuel stations, there is a dependency on infrastructure at the outlet and the
technical solution functionalities available at the fuel station. An loT-based solution is one step
towards providing a better seamless buying experience at the fuel station. The solution provides a
better experience to the customers. At the same time, it positively impacts all stakeholders, such
as fuel stations, customers and service providers, i.e. OMCs. The study showed that using IoT
and Al towards customer service has enhanced customer satisfaction levels at CNG stations. The
study is one of its kind on the aspect of petro retail.

Practical and Social Implication

IoTs are the technology on which future society will ride. IoT will significantly impact the
service industry, including Petro retail. More digitisation contributes to a greener environment
and a more sustainable development. Hence, the analysis of the gap in the adoption of digital
technologies shall be helpful for the academicians and managers in the Oil and gas industry for
further review, study and implementation of better service protocols.

Limitation and Future Research

The study is conducted with available secondary and primary data collected through a survey.
The survey result is subject to all the limitations of primary data.

Keywords- Consumer Experience, Indian Fuel Retail, Digitization in Petro Retail, Customer
Experience Drivers
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Backdrop

Micro enterprises act as a strategic and critical pillar in elevating the socio-economic status of
emerging economies. In India, micro enterprises account for over 99 per cent of total enterprises
in the MSME category. They contribute 29.2% towards Gross Value Added, 36.2% towards
overall manufacturing output and 43.6% towards India’s total exports. Despite their monumental
contribution in strengthening Indian economy, the sector is plagued with several fundamental
bottlenecks such as dearth of skilled managerial workforce, lack of innovation, business failures
that collectively inhibits the business performance and sustainability of micro enterprises in
India. The National Manufacturing Innovation Survey 2021-2022 released by Department of
Science and Technology highlighted that lack of innovation, paucity of finance, skilled
workforce were the major obstacles faced by Indian MSMEs. Entrepreneurial competencies play
a key role in utilising the internal as well as external resources in the firm that can enhance
innovation and performance of micro units. Additionally, the theoretical support for this research
problem is supported by Resource Based Theory. Henceforth, the present paper attempts to
examine the influence of entreprencurial competencies on the business performance with
innovativeness acting as a mediator in the context of micro enterprises in Delhi-NCR.

Research Gap

Though several studies have documented the effect of innovativeness on business performance,
but the studies that showcase innovativeness as a mediator between the relationship of
entrepreneurial competencies and business performance in the context of micro enterprises is still
at a nascent stage. The authors have selected micro enterprises as the target respondents of the
study as majority of the business decisions are taken by the owner of the micro enterprise. So,
they need to be competent enough to take sound business decisions that further facilitate rapid
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firm growth. Therefore, the present study fills the vacuum in the global entrepreneurship
literature by studying the mediating effect of innovation between the relationship of
entrepreneurial competencies and business performance in the context of micro units of Delhi-
NCR.

Methodology

The study was quantitative in nature. Cross sectional responses from 225 micro entrepreneurs
from various parts of Delhi-NCR. The micro entrepreneurs from different parts were registered at
Udyam Portal in Delhi-NCR. The data from the micro entrepreneurs were obtained through field
survey from the period between November 2022 to January 2023 using structured questionnaires.
The authors constructed the questionnaire based on extensive prior literature. Responses were
recorded on a five-point Liker scale. Data analysis were carried out through partial least squares
approach to structural equation modelling (Smart PLS 4) to analyse the hypothesized
relationships among constructs. Non probability method of sampling, convenience sampling was
employed in the process of collecting data. The size of the sample in this study was decided
following the suggestions of Reinartz et al., (2009)

Findings

The findings highlighted that the entrepreneurial competencies positively and significantly
influenced business performance (p = 0.529, t = 7.595, p < 0.05). Also, entreprencurial
competencies positively impacted innovativeness (f = 0.474, t = 9.432, p < 0.05). Innovativeness
had a significant impact on business performance (B = 0.352, t = 4, 207, p < 0.05).
Innovativeness partially mediated between entrepreneurial competencies and business
performance in the context of micro units in Delhi-NCR (B =0.167, t= 3, 527, p < 0.05).

Implications

This study offers several theoretical as well as managerial implications to stakeholders such as
academia, micro and small entrepreneurs, policymakers etc. Entrepreneurial competencies play a
critical role in facilitating firm survival, growth and sustainability in the context of micro
enterprises. Through competencies and skills an entrepreneur can smoothly navigate the volatile
business environment, spot and exploit business opportunities, innovate, take risks etc.
Therefore, stakeholders must invest the resources on nurturing, developing and honing different
set of competencies and skill sets requisite for a positive impact on business performance.
Theoretically, the present study adds to the international entrepreneurship literature as
innovativeness partially mediates on the relationship between entrepreneurial competencies and
business performance.
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Conclusion

The study concludes that entrepreneurial competencies and innovativeness are the significant
determinants of business performance with regards to micro enterprises registered in Delhi-NCR,
India. The study provided empirical evidence that having adequate entrepreneurial competency
and innovativeness among small business owners is critical in spurring sustainable business
performance and innovativeness of firms. Also, the study expands on the theory of resource-
based view which stresses that certain tangible and intangible resources are the sources of robust
competitive advantages and superior business performance of micro units.

Keywords- Entrepreneurial competencies, Innovativeness, Firm performance, Micro enterprises.
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Backdrop

In an era characterised by unprecedented interconnectedness and rapid information
dissemination, the global financial landscape is intricately linked to many factors contributing to
uncertainty. Understanding and navigating this uncertainty is a perpetual challenge for investors,
financial institutions, and policymakers alike. Traditional analysis methods often struggle to keep
pace with the dynamic and multifaceted nature of global uncertainties that can swiftly impact
stock markets.

In this context, the fusion of artificial intelligence (Al) with financial analysis has emerged as a
transformative approach to comprehensively map and decipher the complexities surrounding
global uncertainty and its ramifications on the stock market. By leveraging advanced algorithms,
machine learning models, and natural language processing techniques, Al endeavours to distil
insights from vast data sources, ranging from economic indicators and geopolitical events to
sentiment analysis of news and social media. This amalgamation of cutting-edge technology and
financial analysis holds the promise of not only anticipating market movements but also
providing a nuanced understanding of the intricate web of factors influencing investor sentiment
and market behaviour.

This exploration into mapping global uncertainty through Al represents a paradigm shift in how
we perceive and respond to the challenges of an increasingly volatile financial landscape. As we
delve into the intricacies of this synergy between technology and finance, it becomes evident that
the ability to harness Al for real-time analysis and prediction has the potential to redefine risk
management strategies, enhance decision-making processes, and ultimately shape the future of
financial markets in an era characterised by uncertainty as a constant.
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Purpose of the Study

The present study aims to assess global uncertainty and its impact on the stock market through
Al techniques. The present study will focus on comprehensively analysing and forecasting the
stock markets of the USA and India. The current global scenario is more influenced by
geopolitical tensions, economic fluctuations and unforeseen international events like pandemics.
The present study will help to analyse these underlying dynamics, which are easily overlooked
by traditional analysis techniques. Further, this can help investors and policymakers with
actionable insights; for a novice investor, it becomes challenging to account for all the dynamic
factors impacting capital markets; even on a more significant level, the unprecedented levels of
uncertainty are challenging to be taken into account by policymakers. This research can help
them to navigate the current dynamic financial landscape. Also, in pursuit of sustainable business
practices, the study will help to develop and acknowledge the need for resilient and adaptive
financial strategies which can ultimately contribute towards stability and sustainability of the
broader financial ecosystem.

Research Methodology

The present research study will focus on using machine learning models to quantify and predict
stock markets. This may involve training models on historical data to identify patterns and
relationships between various factors and stock market movements.

Method: The present study will explore deep learning techniques, such as deep neural networks
(DNNs), to capture temporal dependencies and intricate patterns in time-series data related to
market uncertainty.

Data & Time period: Historical daily data of Nifty and Snp500 will be collected for the past five
years. The includes Open, High, Low and Closing prices of both the stock indices. Also, for
hyperparameter optimisation of deep neural networks, the present study will utilise either random
search or genetic algorithms.

Nature: The nature of the study will be descriptive, quantitative and predictive.
Significance of Study

This study seeks to investigate the application of artificial intelligence (AI) in mapping global
uncertainty and its consequential impact on the stock market. With an ever-evolving landscape
marked by economic shifts, geopolitical events, and the instantaneous spread of information, the
overarching goal is to harness the power of Al to distil actionable insights from a diverse range
of data sources. This can help investors make informed investment decisions, and policymakers
make policies in accordance with complex global environments characterised by uncertainties.



14 Innovation and Sustainability in Business Development

Expected Outcomes

The present research study aims to provide meaningful insights for investors, financial
institutions and policymakers in making decisions in the context of capital markets. Further, the
current research study aims to contribute to the broader discourse on the role of Al techniques in
helping to reshape the financial landscape for sustainability. This will enable diverse stakeholders
to make more informed and enhanced risk management strategies focusing on real-time
adaptability and decision support systems.

Conclusion

The present research study aligns with the main themes of the conference Al innovation for
Business Development and Sustainable business Practices. This research will prove to be a step
closer to leveraging Al techniques and harnessing their power in tackling the complex global
landscape. The successful implementation of Al techniques for stock market forecasting will
reinforce Al's potential as a valuable tool for investors, financial analysts, and policymakers and
help develop a holistic understanding of market dynamics.

Keywords- Artificial Intelligence, Deep Neural Networks, Machine Learning, Stock Market
Forecasting
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Abstract

The transport sector is responsible for the highest share of global greenhouse gas (GHG)
emission growth. By eliminating the need for gasoline-powered vehicles and replacing them with
battery-operated ones, “Electric Vehicles (EVs)” might significantly lessen the negative effects
of the transportation sector on the environment. Pollution and rising fossil fuel energy use that
can't be met by domestic manufacturers are only two of the societal and economic issues that
“electric vehicles” can address in India. In this research, we use a UTAUT model to assess
consumer intent to embrace EVs as a means of transportation. “Data from 200 Indian
respondents were collected using a purposive sampling strategy, and the results were analyzed
using the Amos structural equation modelling technique”. According to the findings, there is a
considerable impact of ‘“Performance Expectancy”, “Effort Expectancy”, “Social Influence”,
“Facilitating Conditions”, and “Price Value” on consumer adoption intentions for “electric
vehicles”. The findings of this study will provide valuable insights for policymakers and
manufacturers in developing effective marketing tactics that enhance “Customer Motivation,
Awareness, and Value Generation” for “electric vehicles (EVs)” within the context of a
sustainable era. “Sustainable Development Goals (SDGs)”.

Introduction

As the world's population rises and emerging economies (such as China, Russia, India, etc.)
expand, the demand for fossil fuels has increased dramatically[1]. Oil, coal, and natural gas can
be the sole sources of energy in the future, but they still meet a large fraction of global
demand[2]. When fossil fuels are utilized for transportation and industry, they also increase
emissions of pollutants and Greenhouse Gases (GHG)[3]. Businesses have actively developed
strategies to reduce environmental pollution from the perspective of consumers by using
environmentally friendly products to address the issue of carbon emissions[4]. Given Earth's
current bleak environmental situation, lowering emissions of greenhouse gases should be a
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primary priority.

It is important to keep in mind that road vehicles are the biggest contributors to GHG emissions
and other pollutants when thinking about the environmental impact of transportation options;
they are responsible for about 75% of global CO, emissions from the transportation sector and
about three-quarters of urban air pollution[5-6]. This has resulted in a major rise in vehicular
carbon emissions, which has prompted the Government of India (Gol) to investigate several
options for addressing the issue. The widespread availability of Electric Vehicle (EV) mobility is
a crucial policy[7].

Review of Literature

This section provides a summary of research published on the topic of using the UTAUT to

promote the adoption of "electric vehicles" among Indian customers. According to the objectives,
the review of the literature has been divided into three areas, which are outlined below:

a) “Adoption of Electric Vehicles in India”
b) “Unified Theory of Acceptance and Use of Technology (UTAUT)”

“Impact of Unified Theory of Acceptance and Use of Technology (UTAUT) in Adoption of
Electric Vehicles in India”

Methodology

An integrated approach to UTAUT2 was used to perform the model components shown in Figure
8 (social influence, Performance Expectancy (PE), Effort Expectancy (EE), Price Value (PV),
and Facilitating Conditions (FC)). The data collecting method, sample strategy, and data analysis
approach are described in the next sections.

Data Collection and Sample Size

To determine the variables affecting the purchase of electric vehicles in India, the main data for
this study was gathered using online questionnaires. The non-probability sampling approach was
used for this study. Data samples from the North Indian states/UT of Jammu & Kashmir, Punjab,
Chandigarh and Delhi, were gathered using Google forms.

Analysis

Assessment of the Measurement Model

The AMOS 23.0 software is used for both measurement and analysis. The paper gives a thorough
examination of the four forms of validity and reliability evaluations: “internal consistency
reliability, indicator reliability, convergent validity, and discriminant validity”. The subsequent

findings presented above depict the outcomes of each study conducted to evaluate the soundness
and reliability of the measuring model.
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Conclusion and Policy Implications

The study results demonstrate that consumer motivation can be useful in elevating the likelihood
that individuals will adopt EVs. This research established links between five factors—anticipated
performance, anticipated effort, “Social Influence”, a conducive environment, and perceived
value—that affect consumers' propensity to embrace EVs. In addition, the results of the surveys
showed that these factors are sufficient to convince people to purchase EVs. Despite its
importance in the literature, this study indicated that none of the characteristics studied—
"Performance Expectation, Effort Expectation, Social Influence, Enabling Circumstance, Or
Price Value”—were significant in influencing consumers' inclinations toward a particular
technology.

Keywords- Electric Vehicle, UTAUT Model, Consumer Intention, EVs Adoption Intention,
Sustainable.
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Introduction

The requirement for lodging and dining facilities is universal among travellers. Dining out at
restaurants is one of the most important component of travellers’tourism experiences (Hyuan &
Park, 2016). With the advent of information technology, travel experience and behaviour have
changed dramatically. In addition, it has also impacted restaurant industry.The use of interactive
self-service technologies e.g., kiosks, tablets and QR-based menus, is one of the key information
technology developments in the restaurant business.

Traditionally, restaurant personnel take orders manually, writing down each request for food on a
piece of paper before giving it to the kitchen staff to process. In order to complete the business
cycle, the client pays the bill after the meal and the waiter delivers the order to the customer’s
table once it has been processed (Batra et al., 2020). However, in the digital era, this traditional
approach encounters a number of challenges, such as issues with monitoring food orders,
updating and maintaining public menu cards, and keeping an effective restaurant staff (Batra et
al., 2020). Recently, the restaurant business has moved beyond paper-based menu to include QR-
based menu as part of its traceability system. This technology can be integrated into the user’s
smart phone applications so that the smart phone can scan and decode information about
products or services as needed (Vuksanovic et al., 2020).

The distinctive benefit of QR-based menu is seen especially during COVID-19 as it provides
contactless experience that helps to maintain hygiene. Since COVID-19 may spread through
multiple contaminated surfaces, restaurants have been focusing on offering contactless
experiences for their dine-in orders (Vig & Agarwal, 2021). Among various advancements
developed to encourage contactless services, QR-based technology has been one of the primary
advances introduced in the restaurant business to tackle COVID-19 difficulties.
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Although the need of digital menus is growing, low technological self-efficacyof the patronshas
been one of the factors for the slow acceptability of QR-based menus.Acceptance of self-service
technology (SST), such as QR-based menus that allow consumers to order, pay andtrace menu
orders, is primarily based on consumers’ technological self-efficacy.Customers that are
accustomed tousing SSTs or are familiar with technology, as a result, typically have high levels
of SST self-efficacy. On the other side, those who have less technological experience, such
seniors, arethought to have poor SST self-efficacy (Robertson & Shaw, 2009)

Research Gap

Several studies have discussed the adoption of technologies in restaurant such as the rapid use
of mobile payment in fast food restaurants (Cheung et al., 2021), customers’ intentions to use
robot service in restaurants (Cha, 2020), role of mobile food ordering
application in restaurants (Dirsehan & Cankat, 2021) etc. While there is evidence from past
researches on the importance of restaurant menu and their influence on consumer attitude
towards restaurants (Argueta et al., 2014; Beldona et al., 2014; Okumus & Bilgihan, 2014),
little is known about customer experiences with QR-based menu ordering compared to the
paper-based menu ordering. Also lacking in the extant literature is the evidence of research
focusing on consumer’s efficacy in ordering via QR-based menus. This study fills research gap
by examining influence of technological self-efficacy on consumer attitude towards QR-based
versus Paper-based menu.

Methodology

A review of previous studies shows that most of the studies in the area of menu research are
experimental in nature (Choi et al., 2017, Liu et al., 2019). Therefore, present study
investigates consumer response towards menu type using an experimental design. The
experiment conducted in the study is designed keeping in view the variables under
study and the accepted norms of experiments. A 2 (technology self-efficacy: low vs. high) x 2
(menu type: QR-based vs. Paper-based) between-subjects experimental design is used to test the
hypothesis. A total of 120 consumers were randomly assigned one of the four experimental
conditions. Participants were instructed to picture themselves in a situation in which they visited
a fictitious restaurant and randomly allocated to one of four experimental conditions. Participants
were instructed to go through both Paper-based as well as QR-based menu. After going through
the menu, participants were asked to complete a paper-based survey. Prior to stimulus exposure,
participants were asked to respond to a potential covariate: their level of hunger.

Findings

The study investigates the cutting-edge ideas that are presently appearing in research on
restaurants. The study’s conclusions provide several theoretical perspectives to the literature on
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hospitality. By looking at the crucial component of the menu, the present study adds to the body
of knowledge on casual dining establishments.Itinvestigates how customer attitudes regarding
menu type QR-based vs paper-basedare influenced by technological self-efficacy.

Implications

The study has significant implications for restaurants as well as research
practitioners. The study closes the knowledge gap on consumers’ attitudes towards using QR
codes to place restaurant orders. It supports restaurant operators in making decisions about the
digitization of their menus and how best to execute it.

Conclusion

Study ensured whether establishments should use technologies such as touch-free or contactless
in order to meet hygiene and health expectations and beyond in service environments.

The suggested research’s originality closed several current gaps and pave the way for further
investigation in the future. Additionally, the study opened the door for research amongst various
study groups. The study can thus be seen as having significant importance for restaurants based
on the above-mentioned factors.

Keywords- Digital Menu, Technological Self-efficacy, Customers’ Attitude
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Research Background

Numerous marketing disciplines, particularly those deals with consumer behavior, have explored
the influence of religiosity. One sort of buying behavior that customers commonly engage in the
modern era is impulse buying, which has long been recognized. An increasing body of research
on impulsive buying has emphasized three perspectives: personal or individual characteristics,
product aspects, and situational factors. However, there is scarce understanding in marketing
studies that examines the impact of religion on impulsive buying behavior. The goal of the
research is to examine the connection between the religiosity aspect of religion and impulsive
conduct in order to acquire perspective on impulsive purchase and religious studies.

Purpose

Since this topic has received less attention, it is crucial to investigate the connection between
religiosity and impulsive purchasing in Indian context.

Research Methodology
The study used Structural Equation Modeling with sample size of 419 respondents.
Results

The study's findings showed that intrinsic and extrinsic religiosity had a role in moderating the
association between religiosity and impulsive purchasing. Positive relationship among the
variables exists. The study also adds to the understanding of consumer behavior by providing the
empirical support for the claim that religion has an impact on impulsive buying.

Keywords- Impulse Buying Behavior, Religiosity, Buying Behavior
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Backdrop

Traditional financial services have undergone a significant transition due to constant
transformations in innovation and technology (KMPG, 2016). Of these, Financial Technology,
which originated in the early 90s is considered one of the most significant innovations in
financial services and is a rapidly growing concept in the financial sector worldwide. Statista
defines Fintech to be associated with startups, which develop online and mobile payments, big
data, alternative finance and financial management. An increase in internet coverage, speedy and
easy access to technology have enabled individuals as well as businesses to optimize the way
they manage their finances. In a survey of 2018-19, around 70% of senior banking executives
underline the importance of collaborating with Fintech and big-tech companies to create new
services for banks’ customers. Fintech companies are providers of innovative products and
services by themselves or through collaboration and platform approaches.

Research Gap & Purpose of the Study

Fintech is popular in media and press articles, but it remains a novel concept in academic
research. The literature is rife with qualitative discussion of higher levels of customer services
and the benefits that fintech adoption and integration bring to the financial institutions’
customers. Recently from an investment angle, Liu et al. (2022) investigated common risk
factors that explain expected returns on cryptocurrency markets, whereas Parlour et al. (2022)
examined the disruption in the payments system. Further, evidence of the studies was found that
compared the conventional and Islamic banks' business models to be credit-oriented and Fintech-
focused in delivering better customer services and driving Islamic financial growth (Sidaoui et
al., 2022 and Hasnaoui, A., 2023).

In the Indian context, the fintech sector in India has witnessed funding accounting for 14% of
global funding. The fintech market opportunity in India is estimated to be $2.1 Tn by 2030.
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Indian FinTech sector was the second most funded startup sector in 2022, with a CAGR of 18%
from 2022. Being a sector of utmost importance in the growth of the Indian economys; still, there
is a dearth of literature highlighting the importance of financial technology in the stability of the
operational performance of the banking sector. Therefore, the present study is conducted to fulfill
this void by designing a unique methodology to construct bank’s financial technology; i.c., the
Fintech score. Further, using the constructed fintech score as a proxy, the study will also attempt
to examine the effect of Fintech on the operational performance of scheduled commercial banks;
i.e., both public as well as private sector banking operating in India.

Methodology

The present study will be performed over a period of 15 years; i.e., the post-financial crisis
(2008-2022) period. The study sample is comprised of scheduled commercial banks; i.e., both
public and private sector banks operating in India. This paper will undertake a panel of annual
observations of 32 banking companies presently operating in India (after taking into
consideration the mega-merger of the banking sector in India during the study period). The study
is secondary and the required data will be retrieved from the official websites of RBI and sample
banks, Prowess 1Q and the Economic Outlook database of CMIE, extant literature and other
relevant sources. The independent variable; i.e., fintech will be computed as the score of the level
of adoption of financial technology by banks. The fintech score will range from 0-10 (with 0
being the lowest and a score of 10 being the highest). The fintech score will be constructed by
using different parameters. The Z-score, Sharpe ratio or ROTA, ROE and NPA will be used to
measure the operational performance of banks. The polynomial regression will be applied to
determine the impact of fintech on the operating performance of the banks.

Findings & Implications

Since this is a working paper, the relevant findings of the study will be revealed after the
completion of the data analysis and interpretation. The suggestions and policy recommendations
will also be given once the results are obtained.

Keywords- Financial stability, FinTech, Indian banking sector, Performance measurement,
Technological development.



26 Innovation and Sustainability in Business Development

From Floor to Phone: Exploring the Digital
Innovation in Trading Practices

Ms. Sumriti Choudhary
The Business School, University of Jammu
Dr. Amisha Gupta
The Business School, University of Jammu
Ms. Muskan Gupta

The Business School, University of Jammu

Backdrop

The traditional trading methods, deeply embedded in historical practices, emphasize human
intuition, experience, and manual execution. Traditional trading methods refer to historical and
conventional approaches used by traders and investors for buying and selling financial
instruments such as stocks, bonds, commodities, or currencies (Kothari, 2023).These methods
have their origins in manual and non-electronic processes and are often associated with practices
that prevailed before the widespread use of modern technology in financial markets. Traditional
trading methods typically involve human intervention in executing trades, relying on face-to-face
interactions on trading floors or through communication channels like phones. Manual order
placement, floor trading on stock exchanges, and reliance on fundamental analysis and market
intuition are characteristic features of traditional trading (Ma et al., 2021; Petric lancu, 2015).
While traditional methods continue to coexist with modern technological advancements, the term
is often used to distinguish these historical practices from mobile trading apps in contemporary
financial markets. In contrast, mobile trading apps represent a modern approach that leverages
the ubiquity of smartphones, providing users with instant access to financial markets, real-time
data, and a suite of trading tools at their fingertips. Mobile trading apps refers to the practice of
buying and selling financial instruments, such as stocks, bonds, currencies, or commodities,
using mobile devices such as smartphones or tablets (Trading Apps Definition, n.d.). These apps
typically offer features such as real-time market data, charting tools, order placement capabilities,
and account management functions. Mobile trading has gained popularity due to its accessibility,
enabling users to monitor market conditions, execute trades, and manage their investment
portfolios anywhere and anytime (Malhotra, 2020). An online trading application is a smartphone
application that allows you to purchase, sell, and invest in other assets online. To use trading
apps, all an individual needs is a smartphone and access to the internet
(https://www.5paisa.com/stock-market-guide/online-trading/what-is-online  trading). Zerodha,
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Angel One, Groww, ICICI Securities, and IIFL Securities are the top five trading apps at the
moment, accounting for 59.3% of all active NSE clients, up from 56.23% in December 2021
(PTI, 2023). This study presents a comparative analysis of traditional trading methods and the
utilization of mobile trading apps in the contemporary financial landscape. As financial markets
undergo a paradigm shift with the advent of technology, this research aims to explore the
contrasting dynamics, benefits, and challenges associated with these two distinct approaches to
trading.

Research Gap

Despite the growing prevalence of mobile trading apps and the increasing reliance on technology
in financial markets, there is a research gap in understanding the comparison between the
traditional trading method and mobile trading apps. While existing literature has addressed the
advantages and disadvantages of traditional trading methods (Alryalat et al., 2006; Petric Iancu,
2015; Waisi, 2020) and described the features of mobile trading apps (Lee, 2009; Malhotra,
2020) and acceptability of mobile stock trading application by young investors in Malaysia
(Anand & Abhilash, 2022; Chong et al., 2021). This research aims to fill this gap by exploring
both trading methods.

Research Methodology

The research methodology for the comparative analysis of traditional trading methods and
mobile trading apps involves a mixed-methods approach to capture both quantitative and
qualitative insights. Key performance metrics, including transaction speed, cost-effectiveness,
and user satisfaction, will be quantified to assess the technical efficiency of traditional and
mobile trading methods. This quantitative analysis approach allows for objective comparisons
and statistical inferences. In-depth qualitative data will be collected through interviews and
surveys with traders. In this study, the data will be collected from primary and secondary
sources. The analysis of the data will be done using ANOVA and the T test. Through a
combination of historical data analysis, case studies, and user experience assessments, the study
evaluates the efficiency, accessibility, and user-friendliness of both trading paradigms.
Consideration is given to factors such as transaction speed, cost-effectiveness, and the impact on
decision-making processes.

Overview of Findings

The current study produces results that will give a clearer view of the complex processes driving
the economy by contrasting mobile trading apps with traditional trading techniques. The
suggestive findings will reveal a distinct pattern of advantages and challenges associated with
each approach. The preliminary analysis will reveal several noteworthy findings: Mobile trading
apps demonstrate superior transaction speed, cost-effectiveness, and accessibility compared to
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traditional methods. Traders using mobile apps perceive greater ease of use and perceived
usefulness in executing trades. The efficiency and convenience provided by contemporary
platforms are highlighted by the increased satisfaction levels reported by traders who use mobile

apps.
Implications

The findings of this research plans on making a substantial contribution to both academia and
practitioners in the financial industry. On a practical level, financial institutions and app
developers can use the findings of the study to improve the mobile trading apps they create by
giving priority to features that improve user satisfaction and ease of use. The study also
emphasizes the necessity of customized instructional initiatives that address the specific needs
and concerns of traders switching from conventional techniques to mobile platforms. The
findings of the study will provide insightful implications for market inclusivity and
democratization. Given the ease of use and accessibility provided by mobile trading apps,
policymakers may investigate programs to promote financial inclusion and literacy, utilizing
these platforms to reach a wider audience. The study also aims at shedding light on the critical
aspect of trust in technology, suggesting that financial institutions must focus on building and
maintaining confidence in automated trading processes. This trust factor becomes pivotal as
technology continues to play an increasingly integral role in financial decision-making.
Moreover, the study suggests that the evolving dynamics of trading practices and strategies
should inform strategic planning for financial institutions, ensuring that technological
investments align with the preferences and behaviors of the target user base. In essence, the
study's implications provide actionable insights for a spectrum of stakeholders, guiding them in
navigating the complex intersection of tradition and technology in the financial industry.

Conclusion

In conclusion, this research plans on providing a comprehensive analysis of traditional trading
methods and mobile trading apps, shedding light on the advantages and disadvantages of both
trading paradigms. The purpose of the comprehensive study comparing traditional trading
methods with mobile trading apps is multifaceted and aims to provide a shaded understanding of
the evolving dynamics within the financial landscape. The study's findings contribute to a deeper
understanding of the changing aspects of financial markets and offer valuable insights for
practitioners, policymakers, and researchers inquiring about the complexities of technology-
driven trading.

Keywords- Digital innovation, Trading practices, Traditional trading method and Mobile trading
apps.
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Backdrop

In recent years, the online marketing landscape has seen significant transformations as a result of
advancements in technology (Hoyer et al., 2020; Rauschnabel et al., 2019). The impact of these
technologies on the retail landscape is substantial (Grewal et al., 2017). It is now essential for
managers to actively involve customers in more interactive methods (Brodie et al., 2019).

Augmented reality (AR) has emerged as an important interactive sensory-enabling technology
within retail environments (Javornik, 2016a; Petit et al., 2019). By overlaying computer-
generated graphics onto consumers’ bodies or real-life surroundings in real-time (Javornik,
2016a), AR facilitates a digitally-enhanced perception of reality, combining real-world details
with virtual visual effects. It can enrich the shopping experience, most commonly with virtual
try-ons of clothing (e.g. J.C. Penney, Uniqlo, ASOS), footwear (e.g. Converse), accessories (€.g.
Speedo goggles, Specsavers glasses) and cosmetics (e.g. Sephora, L’Oreal), as well as
showcasing what items look like in consumers’ homes (e.g. IKEA, Dulux). AR’s interactive
elements create an immersive shopping experience, giving consumers new ways to virtually
interact with items (Deloitte, 2020).

Although AR purchasing has shown remarkable growth rates, substantial evidence suggests that
a significant number of consumers who browse various e-retail websites ultimately decide not to
make a purchase. It is crucial to assist AR firms in comprehending the characteristics that
promote consumer loyalty and ultimately resulting in purchase intent.

Researchers are faced with numerous models and have the ability to selectively adopt structures
or favour a certain model, often disregarding the insights provided by competing models
(Venkatesh et al., 2003). The technology acceptance model (TAM), as elaborated by Davis et al.
(1992) and Gefen (2003), together with the expectation confirmation theory (ECT) (Oliver 1980;
Bhattacherjee 2001a), have been extensively utilised in research conducted in developed nations,
although their application in underdeveloped countries is quite infrequent. Our research intends
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to offer a model of AR shopping continuance intentions, taking into account the complimentary
nature of TAM (Technology Acceptance Model) and ECT (Expectation-Confirmation Theory).
This study incorporates many elements from the modified Technology Acceptance Model
(TAM) and the Expectation-Confirmation Theory (ECT), and examines the variability of
individuals' intentions to continue using AR-shopping services.

Objectives of the Study

To examine the impact of Augmentation quality and trust on Perceived usefulness of MAR
applications and to determine the factors affecting the continuance intention of MAR
applications.

Research Methodology
Measurement and Description of the Study Area

Augmented reality (AR) marketing is a powerful tool that can transform the way businesses
interact with their customers. It combines virtual and real-world experiences to create immersive
shopping experiences that can increase customer engagement, satisfaction, and sales. In India
where customers may not have access to physical stores or may be hesitant to visit stores due to
COVID-19 or any personal concerns, AR helps in fulfilling the needs of the customer by allows
them to have virtual showrooms or try-on experiences i.e. to see how products will look before
making a purchase while sitting at home. Moreover, it allows a customer to customize the size,
color, or design of a product based on their individual preferences. Also, by offering mobile
payment options within the AR experience, businesses can streamline the purchase process and
provide customers with a seamless shopping experience. Thus, AR can help businesses in India
as it will help in meeting the changing needs and preferences of customers, while also driving
sales and increasing customer loyalty. This technology is becoming increasingly accessible and
affordable, with the widespread use of smartphones and the growth of the tech industry in
developed and developing countries. India, for example has a growing market with a large and
diverse population, making it a prime location for businesses to experiment with AR marketing,
Therefore, the study was conducted in North India as there is a huge potential. The sample was
collected from Delhi NCR, urban areas of Punjab State, Haryana state.

Data Collection

The questionnaire used in current study was developed originally in English. The data collection
was conducted between August 2023 to September 2023. A five-point Likert scale was used to
record the responses, ranging from highly disagree (1) to highly agree (5). All the statements
used for measuring the responses were adopted from previous scales by applying slight
modifications (table 1). Multi stage sampling was used to collect the data in which cities were



32 Innovation and Sustainability in Business Development

selected purposively based on the level of urbanisation and then in each city, convenience
sampling was used to collect the data from the respondents. A qualifying question regarding the
use of augmented reality-based virtual try-on applications for apparel and cosmetics on mobile
devices was posed. Only respondents who had previously utilised an augmented reality
application were asked further questions. A total of 341 questionnaires were distributed among
sample respondents and 288 were returned, a response rate of 83.7 percent. Finally, 261
questionnaires (76.5 percent of total questionnaires) were considered for further analysis and the
rest 27 were removed from the sample due to a high percentage of missing responses.

Findings

This research provides an integrated conceptual model that clarifies the theoretical problems of
continuance AR-shopping intentions in India. All hypotheses are confirmed, demonstrating that
perceived enjoyment, perceived usefulness, and social pressure are the main determinants of
continuance intentions, explaining 55% of continuance e-shopping intentions. However,
enjoyment is most influential, followed by perceived usefulness, and then social pressure. Also,
augmentation quality and trust significantly influence perceived usefulness of MAR applications.

Limitations of the Study and Directions for Future Research

Although we made an effort to maintain a high standard of academic rigour throughout, our
study had several drawbacks. For instance, we did not examine any particular AR app in-depth,
rather taking into account AR apps in general. Additionally, we did not look into AR that was
implanted utilising various methods, like location-based AR and marker-based AR. Further
research is necessary because it is possible that these diverse technologies will have varying
effects on consumers' experiences. Additionally, this research was carried out from the viewpoint
of AR consumers to assist app developers in strengthening their marketing and design strategies,
further research from retailer point of view along with consumers can develop further insights.

Keywords- Augmented Reality, Technology Acceptance Model, Expectation-Confirmation
Theory, MAR applications.
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Backdrop

With the ever growing e-commerce the need for enhanced customer services is also on the rise
(Zimmermann et al., 2023). Augmented reality is one such technology that has the potential to
provide such immersive experiences which eventually leads to enhanced customer services
(Rejeb et al., 2023; Smink et al., 2020; Javornik et al., 2016). Therefore, it becomes important for
online apps to provide their customers with a technology like augmented reality. Augmented
reality is a technology which has the ability to superimpose computer generated elements into the
real world thus providing a mesmerising experience to the customers (Alimamy & Gnoth, 2022;
Faust et al., 2012). But it is also important to measure the augmented reality apps with respect to
user experience for better designing of the app (Davidavien et al., 2019). User experience
emphasizes both functional and emotional aspects of an interactive app which highlights the
importance of providing a personalized experience (Tseng et al., 2010). User experience is
characterised by pragmatic quality (PQ), hedonic quality by stimulation (HQ-S), hedonic quality
by identification (HQ-I) and attractiveness (ATT) (Arifin et al., 2018; Hassenzahl et al., 2003).

Research gap

Gap-1: Online shopping is considered as the future of retail and augmented reality is one such
technology which can transform the way online shopping takes place (Zimmermann et al.,
2023). Despite its importance in retail, the knowledge about augmented reality in retail remains
scarce (Kowalczuk et al., 2021). To address this gap this study is an attempt to have deeper
understanding of augmented reality.

Gap-2: Not much of the literature provides the growing impact of augmented reality on user
experience and no previous research has discussed the user experience evaluation in augmented
reality apps (Arifin et al., 2018; Poushneh & Vasquez-Parraga, 2017).
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Design/Methodology/Approach

This research empirically analyzes, a total of 250 valid respondents through an experiment that
was conducted in controlled laboratory using an online retail app “Nykaa”. To measure user
experience of augmented reality enabled “Nykaa” app Attrakdiff questionnaire was used
(Hassenzahl et al., 2003). SPSS was used for analysis.

Findings
All of the characteristics of user experience have good scores which indicate that the participants

had overall good user experience. Attractiveness which is the aesthetic appeal of an app scored
highest and pragmatic quality which is the usability function scored the lowest.

Practical Implications

This study provides marketers with groundwork for utilizing augmented reality technology to
clevate the online shopping journey. Managers need to focus on creating augmented reality
experiences that prioritize its aesthetic appeal along with better usability options with an aim for
providing an enriched user experience. The study will help managers in designing better
interactive products especially for Indian market.

Originality/Value

This study examines how augmented reality distinctly shapes the user experience. The study is an
original attempt to determine user experience of online makeup app ‘Nykaa’ by making
participants experience augmented reality feature on their own face.

Keywords- Augmented reality, User Experience, Pragmatic Quality, Hedonic Quality by
Stimulation, Hedonic Quality by Identification, Attractiveness.
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Backdrop

The purpose of this research paper is to examine the impact of calculative based trust for the
adoption of blockchain. Further the relationship of blockchain and innovation quality is
examined along with examining the moderating impact of managerial discretion between
blockchain and innovation quality. Studies on adoption of blockchain applications are currently
scarce and the majority of those that have been published have focused on the benefits and
problems of blockchain implementation. This technology quickly gained prominence as it
became the basis for the cryptocurrency Bitcoin, invented by Nakamoto. Companies are
becoming more interested in blockchain as a result of the prospective benefits in business such as
trust, traceability and decentralisation. They provide an explanation of the connection between
managerial discretion and the quality of blockchain innovation. They outlined the U-shaped
association between blockchain technology and business innovation quality. As investment on
blockchain technology increases, the quality of a company's innovation tends to decline. The
standard of an organization's innovation tends to rise as its investment in blockchain technology
increases. The academics have also explained how managerial judgement in the sector affects the
connection between blockchain and innovation quality. Managerial discretion, which enables
managers' flexibility in choosing and achieving their expectations, is the freedom of how
strategic decisions are made and implemented by the managers. Prior research on managerial
discretion mostly concentrated on organisational and environmental issues. But there is another
sort of managerial discretion known as extra discretion. While our study is focused on
investigating all sorts of discretion in context with Indian enterprises, our study focused on
additional discretion in context with Chinese firms. Blockchain technology was measured by the
rate of R & D growth, which may have had an impact on the research findings and caused them
to diverge slightly from real practise. They suggested that in order to further test and validate the
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findings, future study should be based on first-hand data from various MNCs adopting
blockchain technology.

Methodology

Census method is used for data collection from MNCs. Further, PLS SEM is used for testing
hypothesis testing. Questionnaire research has been widely used by researchers in the
information technology sector due to its ease of use and scientific nature. We constructed the
questionnaire for this study using well-established scales and examining the results of existing
literature in the context of blockchain adoption and its adoption in the information technology
industry to ensure validity and reliability. As a result, eight qualified software engineers were
invited to pretest the preliminary version of the questionnaire. Based on their feedback, the
questionnaire was adjusted and used in the pilot study. The variable within the TAM framework
and other related variables were measured using a questionnaire comprising 20 construct
items.The questionnaires were distributed to IT companies' system and software engineers, with
a focus on topics such as calculative trust with blockchain, leveraging blockchain technology for
innovation quality of It firms, and the role of managerial discretion, with the participants being
more aware of and concerned about emerging technologies in the information technology
industry.To validate the suggested model, a multi-method approach was used. First, data from the
questionnaire were analysed using PLS-SEM using Smart software to evaluate the model and
hypotheses, and descriptive analysis was performed using the Statistical Package for Social
Sciences (SPSS).

Findings

The results of this study indicates that calculative based trust has impact on adoption of
blockchain and further adopting blockchain will indirectly enhance the innovation quality of the
companies but managerial discretion does not play any significant role between blockchain and
innovation quality. The findings lead to the conclusion that calculative based trust has an impact
on blockchain adoption. IT offers the benefit of allowing for logical evaluations of the
advantages and disadvantages of one side lying or cooperating in a relationship for the
implementation of blockchain in the IT sector. Additionally, it was investigated during the course
of the study if adoption of blockchain in MNCs has raised the organization's level of innovation.
However, managerial discretion does not moderate the association between blockchain and
innovation quality to some extent. The present study adds to the limited literature and empirical
research for blockchain in developing countries like India. But this research has few limitations.
Firstly, the existing research does not take into account the remaining factors for studying their
impact on adoption of blockchain. Secondly, the various dimensions of blockchain should be
studied in near future.
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Implications

This research paper gives the insights about the relationship between calculative based trust and
adoption of blockchain. Further, this study provides knowledge about the steps that are required
for enhancing innovation quality through the adoption of blockchain.

Keywords- Calculative-based trust, Blockchain, Managerial discretion, Innovation quality.
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Abstract

The most recent advancements in augmented reality (AR) have demonstrated the importance of
this technology in modern systems that are interactive. These advancements have highlighted the
importance of augmented reality in making customer experiences more enjoyable and interesting.
Augmented reality (AR), gives consumers a real-time experience by combining the digital and
physical worlds. The utilisation of AR technology expands the boundaries of traditional learning
methods, allowing users to explore and interact with their surroundings in a unique way. AR has
greatly enhanced product understanding, hence improving the user's enjoyment and efficiency.
The main objective of this paper is to introduce the fundamental concepts of AR and give an
overview of the research conducted by experts in implementing AR across different sectors. This
paper highlights the diverse range of industries or sectors that can benefit from the practicality of
augmented reality. Accordingly, the available research is evaluated and secondary data on
augmented reality is acquired. In this paper, we consider the industries and sectors that have
successfully adopted AR. In the concluding part of the paper, attention is drawn to the limitations
pertaining to the design of these systems, the drawbacks in this aspect, and the future possibilities
for applying this exceptional technological innovation are endless and exciting.

Keyword- Augmented reality, AR applications, Online shopping, Industry 4.0, Technology
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Purpose

Sustainable business model innovation (SBMI) is a change in the way a firm operates in order to
create positive impacts or to reduce negative consequences for the environment and the society.
The aim of this paper is to explain what pathways a firm can take when it implements a
sustainable business innovation process in line with Sustainable Development Goals (SDGs).

Introduction

Business model innovation is a widely known topic and one of the most recurring keywords in
managerial studies. It deals with a new way to do business aiming at prosperity in a dynamic
environment through the reconceptualization of the underlying logic behind the value creation,
capture and delivery (Richardson, 2008; Teece, 2010). Firms increasingly need to innovate by
modifying their business model by initiating changes, improvements and replacements in various
organizational elements (Mitchell & Coles, 2003). It is relevant to understand these elements to
facilitate the analysis of organizational processes and planning of transformation from one
business model to another and to increase the firm’s resilience and the probability of success
(Geissdoerfer, Vladimirova, & Evans, 2018).

In recent years, a new form of business model innovation (BMI) has occurred by incorporating
the sustainability concept into the firm’s goals and processes. We define sustainable business
model innovation (SBMI) as a change in how a firm operates to create positive impacts or reduce
negative consequences for the environment and society. Although there is a broad consensus
about the importance of sustainability for firms, the academic studies on how to transform the
firm into a sustainable organization remain blurred (Lemus-Aguilar, Morales-Alonso, Ramirez-
Portilla & Hidalgo, 2019; Presenza, Messeni Petruzzelli & Natalicchio, 2019). Moreover, the
process of implementing a sustainable business model remains unclear. Indeed, the prior
scientific research about this topic offers various reviews (i.e. Boons and L€udeke-Freund, 2013;
Bocken, Short, Rana, & Evans, 2014; Geissdoerfer, Bocken & Hultink, 2016, 2018) or analysis
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of a specific type of SBM (i.e. circular economy, collaborative consumption, inclusive growth
and targeting low-income consumers).

Design/Methodology/Approach

The article starts with the analysis of the existing literature about BMI and SBMI in order to
extrapolate the main elements of these topics. To achieve our goal, we propose a new
multidimensional framework that allows researchers to study the changes that occur when a
business model moves toward sustainability and to study firms that design and manage this
transformation process.

Findings
Thanks to the combined information from academic and non-academic sources, the study

proposes a new framework. It is divided into three sectors: value proposition, value capture
delivery and value capture according to the main studies about the business model.

Research Limitations/Implications

Regarding theoretical implications, this study contributes to developing a theory of both BMI and
sustainable innovation. Indeed, it helps in the understanding of the dynamic vision about how the
business model changes in order to incorporate triple sustainability.

Practical Implications

From a practical view, the paper can serve as a guideline for corporate reorganization.
Originality/Value

The framework differs from some recent academic efforts first of all for its theoretical
characteristics: BMI construct and not business model concept is the core of the framework. The
business model represents the subject of innovation, not its vehicle. Another unique aspect that
can be derived from the approach adopted is that it links theoretical with practical sources.

Keywords- Innovation, Sustainable business, Sustainable Development Goals
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Identification of Research Gap and Research Problem

The trend among the financial investors to integrate cryptocurrencies, the very first completely
digital assets, in their investment portfolio, has increased during the last decade. Even though
cryptocurrencies share certain common characteristics with other investment products, they have
their own distinct characteristic features, and the behavior of this asset class is currently being
studied by the research scholars interested in this domain.

Concise Presentation of Study’s Objectives and Summary

Using the text mining approach, this article examines research trends in the field of
cryptocurrencies to identify prospective research needs. To narrow down to 10 topics, the
abstracts and the indexed keywords of 1387 research publications on crypto currency,
blockchain, and Bitcoins published between 2013-2022 were analyzed using the Topic
Modelling technique and Latent Dirichlet Allocation (LDA). In order to address a gap in the
existing literature, the number of studies that fall under such categories are evaluated.

Explanation of the Research Methodology Employed

All of the procedures fall into two general categories, which are topic creation and interpretation
and text preparation. In order to create an organised store of the words [document-term matrix
(DTM)], which I can use for additional interpretation, I first gather pertinent research papers on
the subject and data clean it with an emphasis on removing redundant items, such as commas,
numbers, symbols, spaces, punctuation, etc. In the second phase, I focused on developing and
interpreting topics. This is the primary portion of the study, when I used LDA to generate ideas
and get crucial knowledge regarding the gaps in the field's current research.

Discussion of the Study’s Findings

The findings show a wide range of study trends on various aspects of cryptocurrencies. In the
recent years, there have been lots of research and publications on the topics such as
cryptocurrency markets, cryptocurrency transactions and use of blockchain in transactions and
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security of Bitcoin. In comparison, topics such as use of blockchain in fintech, cryptocurrency
regulations, blockchain smart contract protocols and legal issues in cryptocurrency have
remained relatively underexplored.

Exploration of the Implications Derived from the Study

After using the LDA, I further analyse the significance of each topic, future directions of
individual topics and its popularity among researchers in the discussion section. This variation in
the research studies regarding different elements of cryptocurrencies opens up possibilities for a
more comprehensive intellectual examination of the topic.

Keywords- Cryptocurrency; Blockchain; Bitcoin; Topic Modelling; Latent Dirichlet Allocation
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Identification of Research Gap and Research Problem

Utilising text mining techniques, this article identifies research needs in the field of digital
payments by analysing research patterns. After utilising the Topic Modelling technique and
Linear Dirichlet Allocation (LDA) to examine the abstracts and indexed keywords of 703
research publications on digital payment, ten subjects were identified. An appropriate quantity of
articles pertaining to those subjects is ascertained in order to fill up the knowledge gap.

Concise Presentation of Study’s Objectives and Summary

I used a variety of approaches to look at publishing, citation, collaboration, and methodological
trends. Among these tools are the journal's performance analysis, which looks at the impact of
individuals, organisations, and countries on research output; identifying and summarising the
methods used in articles; and using network analysis to find patterns of collaboration among
writers of sustainable digital payments. The study aims to precisely answer the following two
research issues. RQ1: Which topic clusters and major topics are present in the articles published
in the digital payments systems? RQ2: Which are the main elements that influence an article's
popularity?

Explanation of the Research Methodology Employed

All of the procedures fall into two general categories, which are topic creation and interpretation
and text preparation. In order to create an organised store of the words [document-term matrix
(DTM)], which I can use for additional interpretation, I first gather pertinent research papers on
the subject and data clean it with an emphasis on removing redundant items, such as commas,
numbers, symbols, spaces, punctuation, etc. In the second phase, I focused on developing and
interpreting topics. This is the primary portion of the study, when I used LDA to generate ideas
and get crucial knowledge regarding the gaps in the field's current research.
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Discussion of the Study’s Findings

The results indicate differences in the patterns of study on several facets of digital payments.
While certain topics have remained relatively poorly researched, research and publishing in
certain areas have increased significantly in recent years. In general, there has been a rising trend
in research and publications on digital payments, particularly in recent years. Subjects including
"issues and solutions in electronic payments, " "current statistical analysis instruments, " "digital
healthcare, " and "safe electronic payment technology" have drawn the attention and rigour of

experts in the field. There are, in contrast, less articles on subjects like "cloud-based E-payment

nmn n

system, security in Electronic payment, " "future of online payment technique, " and

"adoptability of digital payment method."
Exploration of the Implications Derived from the Study

The current analysis outlines ten digital payments literature research areas that have drawn
interest from academics. As such, the present work emphasises the key areas as well as points to
directions for further investigation. The topics related to digital transformation, e-payment
security, and the evolution of digital payments technology may be grouped into three main
groups. Moreover, the deficiencies that the study found are more extensive in scope.

Keywords-Sustainable E-payment, Digital Payment, Topic Modelling, Linear Dirichlet
Allocation
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Research Problem

Throughput orientation (TO) is shown as a key factor influencing business performance, where
increasing TO directly enhances performance (Sahi et al. (2017). This perspective is referred as
"sufficient conditions" (Dul, 2016). However, in the realm of causality, "necessary conditions"
represent a critical logical component, suggesting that performance cannot be achieved without
TO (Bokrantz and Dul, 2023). This article delves into the necessity of TO for business
performance in healthcare, posing the research question (R1): Is TO essential for financial and
non-financial performance in the healthcare sector?

Throughput Orientation (TO), by concentrating on system constraints, lays a foundational role in
enhancing operational efficiency and underpinning entrepreneurial efforts. This synergy between
TO and EO necessitates a well-integrated relationship, prompting a deeper exploration into
whether EO acts as a vital link in enhancing the TO-performance dynamic. Given the distinct
management philosophies and operational processes often associated with TO and EO within
organizations, it's imperative to establish mechanisms to mitigate potential departmental conflicts
and foster collaborative solutions (Carucci, 2018; Yu et al. 2022). This study also probes the
significance of inter-departmental connectivity (IC) in bolstering the TO-EO nexus. Therefore,
the research questions posed are: Can a firm’s EO be a missing link in examining the TO-
performance relationship, and does a firm’s EO serve as a mechanism to improve the TO-
performance relationship? Additionally, the study investigates (R2): How does inter-
departmental connectivity impact the TO-EO relationship?
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Objectives of the Study

An important message from The Goal, a famous business novel illustrating the Theory of
Constraints, is that firms need to be entrepreneurial i.e., proactively looking for new markets and
introducing new products so that the market demand does not become the constraint. The
objective of this study is to validate the impact of Throughput Orientation (TO), rooted in the
theory of constraints, on business performance (BP) in healthcare. Importantly, it examines how
entrepreneurial orientation (EO) the TO-performance relationship and the moderating role of
interdepartmental connectedness.

Research Methodology

Drawing on necessity logic, this study analyzed empirical data from 176 healthcare professionals
with a necessary conditions analysis.

Findings of the Study

The findings demonstrate TO’s positively effect on performance. Additionally, EO acts as a
mediator in the TO-performance dynamic, with interdepartmental connectedness moderating the
TO-EO relationship. This research offers insights into integrating operational and entrepreneurial
strategies for enhancing healthcare performance.

Limitations and Future Research

The cross-sectional nature of our survey, measuring constructs at a single point in time, suggests
a need for longitudinal research to establish cause-effect relationships over time and to explore
the impact of TO's dimensions on EO.

Keywords- Throughput orientation; entrepreneurial orientation; connectedness, necessary
condition analysis, financial and non-financial performance
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Abstract

New market expansion potential is anticipated as a result of the digital revolution, often known
as The Internet Economy or The Internet of Everything. Nowadays, practically every economic
sector has been affected by digitization, which may point to a road towards modernization. The
digital economy relies on the application of information networks and platforms, renews factors
and resources, and aims at high-quality and sustainable development as an important cornerstone
for building a modern economic system. The majority of the economic activities and production
processes are impacted by digitalization. The digital economy is founded on new development
concepts and driven by emerging technologies. In a time when the digital economy is expanding
quickly, its significance is seen in the deep integration with economic and social industries that it
has fostered, as well as the ongoing introduction of new technologies, models, and business
procedures. This results in the modernization and change of society, business, and industry,
which promotes innovation-based, sustainable economic growth.

In this paper, the significance of the digital economy in the contemporary economic system
which is manifested in new employment growth, improved production efficiency, and industry-
wide synergies is discussed. This paper also discusses numerous obstacles or challenges to the
program's execution, as well as future opportunities that might help India become the country of
choice for digital activity.

Keywords- Digital revolution, Digital Economy, Information and Communication Technology,
Economic activity, Devolvement, Opportunities Challenges.
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Introduction

In the present time shopping through online mode has become a trend both in the developed and
developing countries including India, which enables the customers to do shopping according to
their convenience. The sudden wave of Covid -19 has also impacted the e-commerce positively.
This pandemic has made people more online reliable rather than going out for shopping from
physical stores. This clearly shows that this leads to the rapid increase in those different
firms which are now collaborating with internet companies, and have started the service of door
— door delivery, etc. have chosen e-commerce platforms for the expansion of their business (15*
July, 2018). Not only this but also various social media platforms like Facebook have made
investment in the platform like Jio. E-commerce will provide the online solution to nearly sixty
million small and micro enterprises, one hundred twenty million farmers & thirty million
businesses in the unorganized sector. Such collaboration has affected the online business in India.

Objectives

1. To ensures and estimates the growing trend of e-commerce in India.

2. To calculate the overall impact of the pandemic of Coronavirus on the Indian economy and
3. To understand the role of smartphones and internet penetration in boosting e-commerce.

Conclusion

This paper has analysed the and estimates the growing trend of e-commerce in India, estimate the
overall impact of the pandemic on the Indian economy and also studied and understand the role
of smartphones and internet penetration in boosting e-commerce. It has been concluded that
growth of e-commerce especially in post pandemic period has open the opportunities for many e-
commerce services to grow rapidly by further understanding the new emerging requirements of
the customers.

Keywords- E-commerce and covid-19, Indian economy, Internet, Online shopping, Retail e-
commerce sales, smartphones.
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Abstract

The rate of acceptance of cryptocurrencies has surged, and the market has expanded
significantly. Cryptocurrency use is not uniformly adopted by enterprises, industries, or nations.
Different factors influence the adoption of cryptocurrencies. There have not been enough
literature investigating the adoption and acceptance of the cryptocurrency by users. The purpose
of study is to perform a systematic literature review and bibliometric analysis on the factors
influencing the adoption of cryptocurrencies.This study seeks to close the gap in the existing
literature by examining the present degree of cryptocurrency adoption factors, offering an in-
depth analysis of these aspects, and outlining certain challenges associated with cryptocurrency
adoption. This research carries out a bibliometric analysis of 139 research documents. The Web
of Science database is used to gather and refine the data. The data analysis is based on a hybrid
literature review methodology that combines a descriptive bibliometric approach, data
visualization (using the VOSViewer program), and literature review. The paper suggests that the
technology acceptance, personal innovativeness, privacy and security, and payment method are
the major factors influencing adoption decision. It is believed that specialized disciplines of study
on this subject are just now starting to take shape, and implications are examined.

Keywords- Cryptocurrency, Blockchain, Technology adoption, Systematic Literature Review
(SLR), Bibliometric analysis
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Theme 2: Sustainable Business
Practices

—/

The global economy is witnessing an unprecedented transformation and organizations
nationwide are facing challenges in matching the operational efficiency with the sustainable
development goals. Scarcity of resources has put immense pressure on the supply chains across
the nation leading to unequal distribution of resources and massive societal challenges. In the
present time, the need for sustainable development is not only for the survival of mankind but
also for the future sustenance of the business organizations. It is imperative therefore, to make
efficient and effective use of strategy, skills, and innovation for achieving sustainable
development of businesses and for encouraging people to collectively develop and implement
sustainable innovative actions to achieve sustainable development goals. Governments
worldwide have formulated and implemented sustainable development strategies. The Indian
government is also focused on making collaborative efforts to promote sustainable development.
So, it is of utmost significance to have the strategic skill for encouraging people to collectively
develop and implement innovative actions that promote sustainable development.
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Abstract

Our society and financial markets have suffered during COVID-19 pandemic, and countries took
part in a historic global economic, social, and psychological experiment known as the lockdown
(Shang, Y., Li, H.,, & Zhang, R. 2021). The study is done with the objective to find retail
Investor’s sustainable investing behavior post covid-19. The study concluded with six factors
determining the Sustainable investingbehavior of individuals, namely: Environmental-Friendly
Behavior, Long Term Sustainable Returns, Long Term Trustable Investment with
Diversification, Investment Awareness, Balanced Risk, and Future Return Expectation.

Keywords- Sustainable Investing, Sustainable Returns, Risk, Return, Covid-19
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Introduction

India is a country of festivals, and brands are well aware of this fact. Many online shopping
brands like Flipkart, Amazon, Myntra, etc., use this power of festive values to boost their sales.
One aspect of consumer behaviour mind-set that may come into action during such kind of sales
is the impulsive buying tendency of consumers that tempts them to buy products without giving
much or any forethought or planning. Such unplanned and non-rationalised purchase decisions
can be caused due to factors like pleasure seeking tendency, lack of self-control, addictive traits,
information overload, etc. The online festive season sales, because of their attractive offers and
the overall festive experience may trigger the impulsive buying as consumers in India have a
tendency to shop more during festivals. This study thus aims to understand the impact of such
online festive sales in the impulsive buying behaviour of the consumers.

Impulsive Buying behaviour

Impulsive buying behaviour is the tendency of individuals to buy products without considering
the consequences of their purchase. Mostly, a consumer indulges in impulsive buying because of
the instant gratification he experiences by possessing the commodity. Rook and Fisher (1995)
define impulsive buying as “a consumer's tendency to buy spontancously, unreflectively
immediately, and kinetically”. However, an individual tries to avoid such acts of impulsive
buying to avoid projecting and immature image and thud many researchers are of an opinion that
the concept of impulsive buying has more dimension to it than it is portrayed in the earlier
definitions (Hausman, 2000). Many studies have covered the impact of buying impulses on the
consumer buying behaviour. Concepts that are identical to impulsive buying traits like
compulsive buying, variety seeking have also been studied adjacent to the concept of impulsive
buying behaviour to better conceptualise and interconnect these dimensions of consumer
behaviour (Sharma et al., 2010). Some studies have also associated impulsive buying with other
commonly discussed aspects of human behaviour like anxiety and escapism, elaborating the
nature of impulsive buying even further (Darrat et al., 2016). The research that is available
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concerning the impulsive buying behaviour of consumers can be used by brands to tap into the
subconscious of consumers and make them buy their products or services impulsively. Brands
have been using psychological methods derived from these researches to sell their offerings. An
example of brands using the impulses of their consumer can be observed at the supermarket
where products are displayed in a manner that even consumers who have not planned to buy
them ends up realising the want of products at the display. The aim of this study is to point out
the effect of impulsive buying on the buying behaviour of consumer at the time of festive season
sales.

Festive Season Sales in India

India is a country of many cultures condensed into on nation. With various cultures also comes
their festivals and celebrations. Festivals play a very prominent role in India as it allows various
cultures to come together and celebrate their integrity as a nation. The disposable income of
households in India is forecasted to rise to 3.4 trillion USD in 2023 from 2.76 trillion USD as of
2022 (Statista, 2023). This clearly shows the inclination of Indian consumers towards spending
more on consumer goods supported by monetary backing to do the same. This provides an
opportunity for brands to take benefit by setting up an environment favorable enough to make
consumer purchase their products and services. The nature of Indian festival makes buyers spend
more than usual because of the occasion. Brand like Amazon and Flipkart benefits from such
occasions by their seasonal festive sales by the name of Great Indian Shopping festival and Big
Billion Days Vt (2019).However, it is yet to be tested that whether there is an increase in
purchases during such time of sales and that too because of the impulsive buying behavior of
consumers. This paper tries to access the impact of impulsive buying behavior on the buying
behavior of consumer during the time of such festive season sales. When it comes to marketing
strategy, there is no one size fits all approach that can be applied by the brands on every terrain.
In today’s environment where the customer is well aware and demands more from brand than
ever, marketers need to come up with strategies tailored specifically for targeting different
markets. In addition, with rising competition due to increase players in almost every market,
brands are left with no choice but to stress on convincing customers to purchase their products
instead of their competitors’.

Research Methodology

This paper is based on primary data concerning the consumer shopping preferences during
festive season sales and the associated impulsive buying behaviour. The data is collected from 70
respondents through well-structured questionnaire focusing on assessing the factors affecting
impulsive buying behaviour of individuals during festive season sales. Likert scale of five and
three pointsare used to record the responses of the respondents. Convenience sampling is used for
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collecting sample of the respondents. Percentage analysis is carried out to analyse the inclination
of consumers and their impulsive behaviour towards certain shopping stimulus is studied.
Findings

The findings derived from the data collected, reveals that most of the respondents prefer Amazon
as their first choice of online shopping website followed by Flipkart. In addition, the majority of
the respondents are moderated users of online shopping websites. Even after the promotion and
feasibility of cashless payments, majority of the respondents chose cash on delivery as their
preferred mode of payment while carrying out online shopping followed by UPI as the second
most preferred option for payment. It was found that mobile phones are highly preferred by the
consumers for shopping products online, and that too, by a very large proportion. A moderate
number of respondents prefer to shop online during festive season sales. The attractive offers and
discounts provided by online shopping websites during the festive sales was identified as the
major reason that attracts consumers and convinces them to make purchase decision.
Respondents often find that they get value for money on products after making the decision of
buying products online. Most of the individuals surveyed do not find themselves over spending
during such festive season sales. According to the respondents, sometimes, they have the
tendency to purchase products or services that they do not use afterwards. Majority of the
respondents claim that sometimes people around them influence their purchase decision-based on
the overall responses, it is evident that the Indian consumer is unaffected by the sudden impulse
that arises while online shopping during festive seasons. The conservative mind-set of the Indian
society might be the reason behind their rational purchase decision making and resistance
towards impulsive buying behaviour. However, more studies are required to be carried out to
strengthen the validity of the above statement.
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Abstract

This empirical paper investigates the role of Financial Technology (Fintech) in fostering
financial inclusion and enhancing financial wellbeing. Employing the Unified Theory of
Acceptance and Use of Technology (UTAUT) and Task-Technology Fit (TTF) as independent
variables, the study aims to understand the mechanisms through which Fintech adoption
contributes to inclusive financial practices and overall financial health.

The research employs a mixed-methods approach, combining quantitative survey data and
qualitative insights to gain a comprehensive understanding of the intricate relationships among
Fintech usage, UTAUT factors (performance expectancy, effort expectancy, social influence, and
facilitating conditions), TTF, financial inclusion, and financial wellbeing. A diverse sample is
drawn from various demographic groups and socioeconomic backgrounds providing a nuanced
perspective on the impact of Fintech on different segments of the population. Data was collected
using the purposive sampling model. The proposed conceptual model was tested using Smart
PLS on a valid 357 responses collected from the consumers of financial technologies services.
The findings of this study contribute to the existing literature by offering empirical evidence on
the multifaceted connections between Fintech, UTAUT 2 constructs, TTF, financial inclusion,
and financial wellbeing. The findings revealed that all the factors such as (Performance
expectancy, effort expectancy, Performance expectancy, Effort expectancy, Social Influence,
facilitating conditions, Hedonic motivation, price, habit as well as Task technology fitto have a
positive impact on the behavior intention of consumers to adopt financial technologies. Besides
this, financialself-efficacy, as well as technological self-efficacy, also affects the behavior
intention to adopt financial technologies. The results have also shown that the adoption of
financial technologies has a positive impact on financial inclusion and the financial well-being of
consumers. The results not only shed light on the factors influencing the adoption of Fintech
services but also highlight the implications of such adoption on individuals' access to financial
services and their overall financial health.This research provides valuable insights for
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policymakers, financial institutions, and Fintech developers aiming to promote financial
inclusion and improve financial well-being. Understanding the dynamics of Fintech adoption
through the lens of UTAUT and TTF offers actionable recommendations for fostering a more
inclusive and financially resilient society.

Keywords- Financial Health, Financial Technology (Fintech), Task-Technology Fit (TTF),
Unified Theory of Acceptance and Use of Technology (UTAUT)
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Abstract

Consumers behavior is changing at a rapid pace in the cosmetics and personal care sector, with
product that boost appearance while also adhering to sustainable and ethical standards in high
demand. The rising appeal of organic cosmetics is one significant aspect of this shift. Buyers are
becoming more interested in commodities with natural and eco-friendly components as they
become more conscious of the effects their beauty decisions have on the environment and their
health. Considering the present shift in the cosmetic sector, it is imperative for marketer to
comprehend the behavior of consumers.

This paper attempts to explore the effect of environmental consciousness, health consciousness,
level of awareness, price consciousness and availability on attitude of female consumers towards
organic cosmetics in state of Haryana. This paper also investigates the relationship between
attitude and intention towards buying organic cosmetics. The study also assessed the variables
influencing women's decisions to purchase organic beauty products using Ajzen's Theory of
Planned Behavior (1991).

A standardized questionnaire of 256 respondents belonging to different cities of Haryana was
collected and analyzed through Structural Equation Modelling (Smart PLS). This study attempts
to offer a comprehensive and advanced view on the dynamics of attitude and purchase intention
through the use of SEM, facilitating a deeper comprehension of the variables influencing female
customers' adoption of organic cosmetics.

The findings of the study revealed that environmental consciousness, health consciousness, price
consciousness has a significant impact on attitude whereas level of awareness and availability
lead to favorable attitude towards organic cosmetics. The mediating effects of attitude was
explored to provide an in-depth comprehension of the consumer decisions. Favorable attitude
emerged as a significant and positive predictor of buying intention of organic cosmetic
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consumers. The study tries to contribute to the growing body of knowledge about consumer
behavior in the cosmetics sector and has implications for marketers, policymakers, and other
industry players. Through campaigns, ads, and public relations, they should use an integrated
marketing communication approach to enlighten and educate the consumer. Marketers can
improve product positioning and long-term brand loyalty in the competitive beauty industry by
matching marketing strategies with the factors that influence attitudes and customer preferences.

Keywords- Attitude, Haryana, Organic cosmetics, Purchase Intention, SEM, Theory of Plannend
Behavior
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Backdrop

With the changing business landscape across the globe, in order to endure and advance
sustainable business, every department in the organization must strive hard to effectively make
use of the available datasets for the upliftment of the organization and society at large. The era of
data-driven decision-making has changed the dynamics of human resource management.
Technology’s incorporation into HR practices and procedures enables evidence-based decision-
making for optimal utilization of resources. Thus, ensuring a sustainable business environment
through pursuance of business without negatively impacting the environment, community, or
society as a whole. Apart from minimizing the impact of global problems, sustainability can
promote corporate success too. Environmental, social, and governance (ESG) measures are being
used by many investors to assess the sustainability and ethical impact of a company. Investors
pay attention to things including a company's water use, board diversity, community
development initiatives, and carbon footprint (Spiliakos, 2018).

Businesses will surely have a competitive edge if they adopt sustainable business practices more
quickly and successfully than their competitors. Reducing waste boosts profitability, and
companies must adapt to a world where meeting emission regulations is a requirement fordoing
business. We need the vast majority of large firms to include sustainability in their corporate
strategy in order to achieve societal sustainability (Watson et al., 2008). According to Jackson
(2009) investment in assets, employment, and infrastructure becomes evident as a crucial
element of a new ecological macroeconomics, as well as a crucial part of the economic recovery.

Research Gap

An organization's vision, mission, and long-term objectives are the main considerations in
strategic business decisions. Organizational effectiveness can be increased by using HR analytics
to assist in making strategic business choices. Adjustments in HRM practices and procedures that
can improve operational effectiveness can be determined through analytical insights. According
to Carlson and Kavanagh (2012), HR managers must first determine which processes can achieve
organizational goals at the highest levels of detail, and then they must figure out how to
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maximize the effectiveness and efficiency of putting those processes into place inside the
organization. However, the previous literature fails to acknowledge the strategic integration of
sustainable business practices with HRA-based decision-making along with the challenges to the
strategic integration of sustainable business practices with HRA-based decision-making.

Research Methodology

The present paper is conceptual in nature. This paper uses human resource analytics to highlight
the HR department's contribution to sustainable business practices by conducting a systematic
review of several reliable and accessible sources of literature. Finding, evaluating, analyzing, and
synthesizing the data from previous studies is the main aim. The study examines the relationship
between HR analytics and sustainable business practices, defines it, and evaluates it in various
contexts using data from various submissions. In order to help organizations create practical and
successful strategic plans that support long-term business, the role of HR analytics is crucial.

Overview of Findings

HR analytics makes it possible to measure, assess, and regulate human behavior- all of which are
essential for enhancing workforce productivity (Momin & Mishra, 2016; Nienaber & Sewdass,
2016). Throughout the recruitment and selection process, HR analytics can assist in identifying
the range of possible actions that could raise candidates' environmental awareness. It is also
possible to evaluate their potential future impact on organizational performance (e.g., return on
investment). Organizations can take environmental concerns into account when assessing
training needs in sustainable training programs. During their employment, staff members may
participate in environmental awareness training. Offering compensation to staff members who
embrace environmentally friendly practices at work is another crucial practice.

Implications

Organizations that practice sustainable talent management choose applicants who are
knowledgeable about environmental issues to fill open positions through recruitment and
selection processes. Additionally, employment postings may specify environmental commitment
standards, and the messaging employed may highlight the company's environmental initiatives.
During the interview process, questions about the environment may be asked of job candidates
(Obeidat & Abdalla, 2022).The HR department can create customized, sustainable training
programs for new hires using dashboards based on analytics. The ROI on the training and
development of employees can be determined using dashboards. Under sustainable performance
management, employees receive feedback from their managers regarding environmental goals,
and relevant criteria are integrated into the performance appraisal system, accordingly, workers
who accomplish environmental goals and take innovative environmental initiatives may be
compensated financially.
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Conclusion

In the current scenario, HRM practices are insufficient in themselves to deliver the holistic
changes necessary to achieve a sustainable business environment. The degree of efficacy and
efficiency of the implemented sustainable business practices in the HR department can be
assessed using HR analytics. Organizations may specifically have policies to raise the proportion
of environmentally conscious employees. In this situation, HR analytics can assist in determining
the range of possible actions that could raise employees' awareness of environmental issues
throughout the recruitment, training, performance appraisal, and compensation processes. Their
potential effects on organizational performance can also be evaluated. Big data analytics is
necessary to strengthen the relationship between strategic HRM and sustainable business
performance. Making an informed decision about the kind of strategic HRM practices that should
be used to accomplish environmental goals is made easier with the use of HR analytics.
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Abstract

This paper delves into the dynamic intersection of agri-business and agri-tourism, exploring the
potential for a sustainable approach to agricultural marketing. With agriculture facing
multifaceted challenges, including environmental concerns, economic uncertainties, and shifting
consumer preferences, there is a growing need to reimagine traditional models of agricultural
production and marketing. This study investigates the synergies between agri-business and agri-
tourism, seeking to develop a holistic framework that not only enhances economic viability for
farmers but also promotes sustainability across the agricultural value chain.

Commencing with an insightful overview of the current landscape of agri-business and agri-
tourism, this paper identifies key trends, challenges, and opportunities in both sectors. It critically
examines the potential benefits of integrating these two domains, emphasizing the role of
sustainable practices in mitigating risks and ensuring the long-term success of agricultural
enterprises. Drawing on diverse case studies from global contexts, the research showcases
successful models of synergy between agri-business and agri-tourism, highlighting best practices
that can be adapted to various agricultural settings.

A pivotal aspect of this research involves the exploration of innovative and sustainable
agricultural marketing strategies within the context of agri-business and agri-tourism
collaboration. The study delves into approaches that deepen the connection between producers
and consumers, leveraging the unique selling points of agricultural products and experiences.
Additionally, it investigates the transformative potential of technology in enhancing marketing
efforts, from digital platforms facilitating direct farmer-consumer relationships to the integration
of data analytics for informed decision-making and market intelligence.

This paper proposes a holistic, sustainable approach that creates a symbiotic relationship,
benefiting farmers, local communities, and the environment. By fostering a deeper connection



Innovation and Sustainability in Business Development 69

between producers and consumers through agri-tourism experiences, and by implementing
environmentally conscious agri-business practices, this framework seeks to contribute to the
broader goal of building a resilient and sustainable future for agriculture.

A critical aspect of this research is the examination of sustainable agricultural marketing
strategies within the context of agri-business and agri-tourism collaboration. The paper explores
innovative approaches to reach and engage consumers, leveraging the unique selling points of
agricultural products and experiences. Furthermore, it investigates the role of technology in
enhancing marketing efforts, from digital platforms that connect farmers directly with consumers
to the use of data analytics for informed decision-making.

The proposed sustainable approach aims to create a win-win situation, benefiting farmers, local
communities, and the environment. By fostering a deeper connection between producers and
consumers through agri-tourism experiences, and implementing environmentally conscious agri-
business practices, this framework seeks to contribute to the broader goal of building a resilient
and sustainable future for agriculture.

In conclusion, this paper advocates for the integration of agri-business and agri-tourism as a
strategic pathway to sustainable agricultural marketing. By embracing this holistic approach,
stakeholders in the agricultural sector can not only navigate the challenges of the present but also
lay the groundwork for a more sustainable and prosperous future.

Keywords- Agri-business, Agricultural Marketing, Agri-tourism
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Research Gap

The proliferation of microfinance institutions (MFIs) in India continues to rise, yet a considerable
segment of the population remains financially excluded. A key hindrance faced by MFIs in
broadening their outreach pertains to funding limitations, which concurrently impact the financial
sustainability of these institutions. Consequently, comprehending the capital structure adopted by
MFTIs assumes paramount significance. An area that remains underexplored is the examination of
how the capital structure influences the social and financial performance of Non-Banking
Financial Company (NBFC)-MFIs in India. This study fills a notable gap in the existing literature
by shedding light on the repercussions of capital structure choices on the financial and social
performance of Indian MFIs.

Objectives of the Study

The primary objective is to examine the relationship between the chosen capital structure and the
financial as well as social dimensions of NBFC-MFIs in India. This study aims to elucidate how
the capital structure decisions impact the achievement of these institutions' dual goals.

Research Methodology

The research utilizes Regression Analysis applied to a panel dataset encompassing 25 non-
banking finance companies (NBFCs)-MFIs from 2012-2013 to 2021-2022.

Findings of the Study

The analysis exposes a notable trend among Indian MFIs, revealing the impact of leverage on
MFTI’s performance. Furthermore, the study identifies a causal relationship between the adopted
capital structure and the financial and social performance metrics.
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Implications and Conclusion
The findings underscore the critical role played by the capital structure in shaping the

performance trajectory of MFIs, particularly within the context of their dual objectives of social
outreach and financial sustainability.

Limitations and Future Research

Limitations of this study encompass its exclusive focus on Indian NBFC-MFIs and the restricted
time frame. Future research endeavours should consider widening the geographical scope and
extending the temporal range to enhance the generalizability of the findings

Keywords-Microfinance Institutions, Capital Structure, Financial Performance, Social
Performance, Sustainability.
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Research Problem

Smart practices and use of innovative technology are of paramount importance in improving
agricultural productivity and economic growth, and moreover it is beneficial for environmental
health too (Festus et al., 2018; Adebayo et al., 2018; Marenya and Barrett, 2007). Currently,
there is a focus on the agricultural domain as the demand for food is increasing sharply, exerting
more pressure on both the production and supply sides (Roxana et al., 2018; FAO, 2014; Wezelet
al., 2014). As a result, this increased pressure on agricultural production systems is having
negative effects on the health of the environment. Farmers make imprudent and extreme use of
pesticides/chemicals in agriculture to match the demand for food grains, which compromises the
health of environment and of those who consume these agricultural products (Veisi and Toulabi,
2012). Thus, climate smart agricultural practices (CSA) are becoming the need of hour as they
focus on improving the food security, building resilience and mitigation simultaneously.

These practices include efficient resource management, adoption of local and improved seed
varieties, integration of traditional and modern skill-sets, diminishing use of agro-chemicals and
maintenance of soil quality through sustainable use of bio resources (Koohafkan et al., 2012; Rao
et al., 2018). Despite the benefits of CSA, its adoption has remained very low. Previously, the
reason for the low adoption has been attributed to various demographic, socio-economic and
psychographic factors (Adebayo 2018). Furthermore, the existing empirical frameworks have
highlighted little variability in adoptive decisions and hence the outcomes of various studies
concerning the adoption of CSA’s are nearly identical. It has also been argued that the research
progress using the previous models is exhausted and new and specific factors need to be included
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in order to cover the existing lacuna. In the meantime, there remains a lack of knowledge in
understanding why farmers are reluctant to adopt CSA.

Objectives of the Study

This current study aims to understand the factors affecting the adoption of CSA among Indian
paddy farmers. The objectives of the paper are two-fold. We first prioritize the sustainable
practices adopted by farmers by using a participatory assessment technique. Secondly,
antecedents which affect the adoption of these sustainable practices are identified and
analysed.

Research Methodology
Measurement and Description of the Study Area

This study was conducted in the Indian-state of Punjab. Punjab is a state in Northern India where
the majority of the population is engaged in agriculture. Thus, Punjab is a suitable geographic
setting. The study location is partitioned into three distinct regions, specifically Majha, Malwa,
and Doaba. The sample was obtained through convenience sampling from all three regions of
Punjab state. The state experiences two primary farming seasons, namely Kharif and Rabi.
Historically, Punjab has primarily been an area where wheat cultivation has been prominent. The
cultivation of rice as a commercial commodity gained significant momentum in the cropping
pattern starting from the mid-1970s, resulting in a significant impact on agriculture in Punjab.
The cultivation of rice has expanded by a factor of ten over the past five decades, resulting in the
replacement of crops such as cotton, kharif pulses, maize, jowar, Bajra, and kharif oilseeds. The
proportion of rice farms in the total cultivated area increased from 6.87% in 1970-71 to 33.15%
in 2007-08, and further rose to approximately 36.30% in 2013-14. Therefore, this study
especially targets paddy growers, as it is the predominant crop cultivated in the study area.

Data Collection

The questionnaire utilised in the present study was originally prepared in the English language.
Subsequently, upon completing the instrument, it was translated into Punjabi, the native language
of Punjab, which is the language employed by professionals. To assure convergence equivalence,
a back translation technique was utilised to identify any differences that may have occurred
throughout the translation process (Brislin, 1970). The data gathering took place from September
2019 to March 2020. The replies were recorded using a five-point Likert scale, with options
ranging from strongly disagree (1) to strongly agree (5). The statements used to measure the
answers were derived from existing scales and were slightly modified (see table 1). 850
questionnaires were issued to a sample of respondents, and 756 were returned, resulting in a
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response rate of 88.9%. Ultimately, 695 questionnaires were included in the subsequent analysis,
while the remaining 53 were excluded from the sample due to a significant number of
unanswered questions. The presence of non-response bias was assessed by utilising the
Kolmogorov-Smirnov (K-S) test on two distinct sets of gathered data, specifically the early and
late responders. Both groups' distributions were analysed, and no statistically significant disparity
was detected (Ryans, 1974). Therefore, the result indicates that there is no non-response bias
present in the gathered data.

Participatory Assessment Analysis

A participatory approach was used to prioritize various climate smart agriculture practices based
upon the three pillars of sustainability, namely people, process and planet. The process included
two steps. In the first step, a pool of all the sustainable practices was created pertaining to paddy
farmers, upon which qualitative analysis was performed. In total, 12 climate smart agriculture
practices were identified in all the regions, namely Majha, Malwa, and Doaba. In the second step,
participatory assessment was conducted through a proportional piling method of scoring of 150
farmers selected based on convenience in which each region was allocated 50 farmers (Catley et
al., 2014). Placards were shown to farmers and the names of all the practices taken into account
were mentioned. Each participant received 100 seeds and farmers were asked to pile up the seeds
on the respective placards, with the largest number of seeds assigned to the most important
practice and smallest number of seeds for the least important.

Findings
Participatory Assessment

Participatory assessment analysis was used to reveal the priorities of the famers towards
sustainable practices based on the principle of triple bottom line (people, planet and profit). The
scores reveal that farmers gave topmost priority to the ‘improved seed variety’ followed by
‘direct seeding’ and ‘rainwater harvesting’. Table 3 shows the detailed results for the
participatory assessment.

Partial Least Squares

Following the prioritisation of practises by participatory evaluation analysis, the adoption of
climate smart agriculture by farmers was analysed using structural equation modelling to
examine the influencing factors. Out of all the practises, only two (better seed variety and direct
sowing) received the highest results in the participatory assessment. The figure below describes
the results of the partial least squares
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Figure: 1. Measurement model
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Table 6. Path Coefficients

Standardised T Result
Hypothesis Path Ancardise .. e
Beta Statistics
H1 Social Capital -> Usage Intention 0.312 10.52 Accept
H2 Perceived Usefulness -> Usage Intention 0.453 12.33 Accept
0 Facilitating Condi.tions -> Usage 0021 2.06 Accept
Intention

H4 Extension Services -> Usage Intention 0.002 1.01 Reject
Hs Perceived Compatibility -> Usage 0.198 4.05 Accept

Intention
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Limitations

As the survey for the current study was conducted in Punjab (India), which is a major agrarian

state, the findings may not be applicable to another geographical areas or states where agriculture

is not the major livelihood activities. Moreover, the sample size is restricted to 695 respondents

which may affect its generalisability. Therefore, future studies can be conducted using a larger

sample size with data collected from different areas for better generalisability. Future studies can
examine another geographic setting, such as other states of India, to see whether the same results

are found by testing the influence of socio-cultural factors on farmers’ intention to adopt CSA.

Keywords- Agriculture, Agricultural Production Systems, Innovative Technology

References

Bekun, F. V., Hassan, A., & Osundina, O. A. (2018). The role of agricultural credit in agricultural
sustainability: dynamic causality. International Journal of Agricultural Resources,
Governance and Ecology, 14 (4), 400-417.

Olowoake, A., Abolaji, G., Yusuf, O., Ayanda, 1., & Olooto, F. (2018). Prospects and problems of
using Jatropha cake as organic fertiliser among crop farmers in Oyo State,
Nigeria. International Journal of Agricultural Resources, Governance and Ecology, 14 (1),
80-90.

Marenya, P. P., & Barrett, C. B. (2007). Household-level determinants of adoption of improved natural
resources management practices among smallholder farmers in western Kenya. Food policy,
32 (4), 515-536.

Bobulescu, R., Le, N. T., Vitari, C., & Whittingham, E. (2018). Socio-economic and ecological
transition in community supported agriculture: from the ‘'transitional' to the 'ideal'

CSA. International Journal of Agricultural Resources, Governance and Ecology, 14 (2), 122-
137.

Wezel, A., David, C., Ferrer, A., Letort, A., Feret, S., Peigné, J., ... & Celette, F. (2014).
Agroecological practices supporting the provision of goods and services in agriculture.
Examples from France et Europe.

FAO, T. (2014). The state of food and agriculture: Innovation in family farming. Rome FAO.

Veisi, H., & Toulabi, S. B. (2012, January). Factors influencing pro-environmental behaviour in
agriculture. In International Conference on Ecological, Environmental and Biological
Sciences (pp. 346-349). Environmental Sciences Research Institute, Shahid Beheshti
University Dubai.



Innovation and Sustainability in Business Development 77

Greenwashing : Investigating the Impact of
Environmentally deceptive Advertisement
on Shared Values

Dr. Shivani Rana
ICccR and HRM, University of Jammu

Dr. Bhanu Pratap Singh
ICccR and HRM, University of Jammu

Introduction

Greenwashing (GW) has become a major problem of the modern economy that misleads
consumers, causing damage to the environment and harms companies (Terrachoice, 2010). It
significantly damages consumer attitudes towards brands and advertisements (Schmuck et al.,
2018), affects consumer happiness (Szabo & Webster, 2021), and leads to customers' inability to
differentiate between legitimate and deceptive claims (Horiuchi et al., 2009). Furthermore, high
levels of perceived deception result in lower levels of perceived corporate credibility, lower
favorable attitudes towards the brand, and lower buying intentions (Newell et al., 1998).
Ultimately, it leads to green skepticism (Aji & Sutikno, 2015; Akturan & Tezcan, 2019; Chen &
Chang, 2013), which lowers consumers' intentions to buy green products (Goh & Balaji, 2016)
and leads to negative word of mouth (Leonidou & Skarmeas, 2017).

Purpose

Striving to meet consumer demand for green products, there are several instances where
unwarranted and exaggerated claims of sustainability and environmental friendliness have been
incurred (TerraChoice, 2010). Today, many companies are able to bypass marketing legislation
and use greenwashed claims in their advertising without punishment (Eltell & Aberg, 2012).
Research by Carlson et. al (1993) identify different types of greenwashing and show that
organizations frequently use misleading and deceptive environmental claims in advertising.

Our understanding of the problem of GW to date is, however, limited and un-nuanced. Despite
the existence of more than 15 distinct greenwashing practices (GWPs) in academic literature, the
majority of academic literature analyzing the effects of GW on consumers treats “greenwashing”
as one static, unidimensional umbrella term for all GWPs. In this type of approach, researchers
do not differentiate between various forms of GW when analyzing their effects on consumers.
Recent literature in the field urges researchers to fill this research gap by extending the existing
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limited GW typologies with additional levels of differentiation between GWPs (de Jong et al.,
2020; Torelli et al., 2020).

Greenwashing: The Leading Tactic of Misleading Claims

With the increase of green advertising, there is also a growing confusion among consumers
regarding the green claims used in many ads. One major reason for the confusion is the lack of
generally accepted definitions of common claims advertisers use, such as “bio-degradable”,
“environmentally friendly”, “ozone friendly” and so on (Pago and Reis, 2012). Usually,
consumers do not have enough knowledge to understand the information that these and similar
claims are based on and even though guidelines are becoming more specific, environmental
product claims continue to be vague and questionable (Newell et. al, 1998; Stokes, 2007).

From CSR to CSV

Shared value was born as a concept due to need to address societal needs, mostly in the bottom-
of-the-pyramid segments of the customers. The social needs are not being addressed sufficiently
by the local governments. Companies realized that doing business as usual is not possible when
these new client segments are about to be served. Hence, need for completely now strategy arise,
strategy that focused on both profit creation for corporation and solving social need of the client
segment.

Corporate social responsibility (CSR) Corporate shared value (CSV)

Value: doing good Value: economic and societal benefits to cost

Citizenship, philanthropy, sustainability Joint company and community value creation

Discretionary or in response to external | Integral to competing
pressure

Separate from profit maximization Integral to profit maximization

Agenda is determined by external | Agenda is company specific and internally
reporting and personal preferences generated

Impact limited by corporate footprint and | Realigns the entire company budget
CSR budget

(Porter, Kramer. Creating Shared Value, 2011)
Objective of the Study

To identify the impact of Green washing practices on Brand Value and Shared Values of
environmentally conscious organisations.
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Research Methodology

The impact of greenwashing on consumer behaviour is a social issue. For the study of social
issues, a factual basis is indispensable, and positivism is the theoretical basis of our research.
This study use quantitative analysis methods to conduct research. Quantitative research is strictly
logical, and the results supported by data are accurate and scientific. Moreover, quantitative
methods can improve the standardization of results through statistical survey results (Muijs,
2010).

In this study a deductive approach is used. A deductive approach proceeds from theoretical data
to empirical studies. On the basis of the information and the experiments already conducted in a
certain area, a hypothesis is created to be subjected to empirical scrutiny. To do this correctly,
one has to specifying how the information that will be used to prove the hypothesis right or
wrong, will be collected. (Bryman & Bell, 2011).

This study intends to investigate if consumer’s perceive greenwashing has an impacton shared
values of an environmentally conscious organization.

Findings and Suggestions

This study suggests that in the market for environmentally conscious products, greenwashing has
major impact on green attitudes and perceived brand and shared values. Its identifies interesting
indications regarding greenwashed claims in advertising, revealing that consumers cannot
identify greenwashing as deceptive, something which is supported by Newell et. al (1998).
According to the present study, consumers consider a brand as more environmental friendly if
exposed in a greenwashed ad, than in an environmentally neutral ad.

Keywords- Green Advertisements, Greenwashing, Shared Values, Sustainability
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Purpose

This study aims to explore and quantify the critical role of employee organizational commitment
(OC) in mediating the dynamics between talent management (TM) and organizational citizenship
behavior (OCB). Focusing on the unique context of Fiji’s retail sector, specifically small to
medium-sized grocery and hardware stores, this research seeks to uncover how TM practices
influence OC and how enhanced OC can drive better OCB. By delving into this relationship, the
study aims to offer valuable insights for improving employee engagement and organizational
performance within this specific business segment.

Design/Methodology/Approach

The study used a cross-sectional survey design to collect data from a diverse sample of 37 retail
businesses. This data was then analyzed using correlations and hierarchical regression to examine
the mediating effect of organizational commitment on the relationship between talent
management and organizational citizenship behavior.

Findings

The research revealed a significant mediating role of employee organizational OC in linking TM
strategies with enhanced OCB within the firms. Specifically, it was observed that effective TM
practices fostered a higher level of OC among employees, positively impacting their OCB. This

relationship indicates that when employees are more committed to their organization, they are
more likely to engage in behaviors beyond their formal job responsibilities, contributing to better



82 Innovation and Sustainability in Business Development

organizational performance. Additionally, the study highlighted that TM is a key driver in
improving both OC and OCB, suggesting that well-implemented talent management strategies
can lead to a more committed and proactive workforce in the Fijian retail sector.

Research Limitations

The sample, predominantly from Fiji's Suva to Nausori corridor, limits the representation of all
grocery and hardware stores across Fiji, posing challenges in generalizing the results. Caution is
therefore recommended in interpreting these findings. Moreover, the study's focus solely on Fiji
restricts its applicability to other geographical contexts.

Practical Implications

The study provides critical insights for retail managers, HR professionals, and policymakers in
the grocery and hardware sectors. It highlights the importance of enhancing OC through effective
TM practices to improve OCB in challenging environments. Retail managers can leverage these
findings to create strategies that foster a more committed and productive workforce. HR
professionals can use this knowledge to optimize talent development programs. Policymakers
can also gain valuable insights into the role of OC in business success, influencing employee
engagement and talent management policies within the retail sector. This study emphasizes the
vital link between OC and improved workplace dynamics.

Originality/value

This study explores talent management in the SME sector and significantly contributes to the
broader field of HR management and organizational behaviour. It provides critical insights into
HR policy development, particularly in nurturing organizational commitment through effective
talent management strategies. By focusing on Fiji, the research adds a unique global perspective,
highlighting the need for more diverse international contexts in business research. It supports
evidence-based management, offering empirical data to aid managers and practitioners in
decision-making, especially enhancing employee engagement. Additionally, it advances
theoretical frameworks, enriching the academic understanding of how talent management
influences employee attitudes and behaviors.

Keywords- Talent Management, Organizational Commitment, Organizational Citizenship
Behavior, Fiji
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Introduction

In an era marked by escalating environmental challenges, the need for global action is paramount
(Jain et al., 2023). Issues such as climate change, biodiversity loss, pollution, and resource
depletion transcend borders, posing threats to ecosystems and human well-being. International
bodies like the IPCC and UNEP advocate urgent action, while governments implement policies
such as the Paris Agreement (Habibullah et al., 2021). Within this environmental governance
framework, organizations grapple with compliance and responsibility, driving the adoption of
eco-friendly practices (de Souza Barbosa et al., 2023). Green Human Resource Management
(GHRM) emerges as a key strategy, integrating environmental considerations into GHRM
practices to cultivate pro-environmental behaviour among employees (Hameed et al., 2023).
Despite its recognized significance, empirical evidence linking GHRM practices to such
behaviours is limited. This systematic literature review aims to unravel the interplay between
GHRM and pro-environmental behaviour, analyzing existing works to understand impact,
mechanisms, and gaps. Findings highlight the positive influence of GHRM practices on pro-
environmental behaviour, emphasizing the need for deeper exploration. The review challenges
theoretical assumptions, offers fresh perspectives, and proposes a roadmap for future research,
contributing significantly to the discourse on environmental sustainability in organizational
settings. Overall, the study maps scientific publications, intellectual structures, and research
trends in GHRM and pro-environmental behaviour, identifying foundational contributions and
shaping future research agendas.

Literature Review

Green Human Resource Management (GHRM) is a strategic approach aimed at incorporating
environmental considerations into an organization’s human resources policies and practices.
Several studies, including those by Iftikar et al., (2022), Bhattarai et al., (2023), and (Saifulina et
al., 2020) consistently indicate a positive impact of GHRM practices on the pro-environmental
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behaviour of employees. These practices, such as green training, eco-friendly policies, rewards,
and green leadership behaviour, directly influence employees' environmentally friendly actions.
Moreover, the mediating role of green organizational citizenship behaviour (GOCB) further
enhances the relationship between GHRM and pro-environmental behaviour. Additionally,
GHRM practices, as identified by Ren et al. (2019), also contribute positively to the
environmental performance of organizations, emphasizing the broader organizational benefits of
adopting green initiatives. In summary, the literature strongly supports the notion that GHRM
practices foster a sustainable work environment, positively shaping both employee behaviour and
organizational environmental performance through pro-environmental behaviour.

Methodology

This study employed a systematic literature review (SLR), bibliographic coupling, and cluster
analysis to analyze the role of Green Human Resource Management (GHRM) in promoting pro-
environmental behaviour in organizations. The SLR focused on the macro-context of strategic
GHRM, aiming to broaden conceptual understanding. Goals included identifying relevant
studies, conducting an integrated evaluation, and presenting implications for GHRM practices.
Bibliometric maps generated with VOS viewer facilitated the identification of clusters based on
content and keywords in article references. A hybrid review methodology, combining
bibliometric and framework-based reviews, was adopted to address challenges in handling
increasing scientific production. The evaluation technique focused on academic impact,
productivity, and hybrid measures, while relational techniques explored relationships between
units of analysis. Data collection involved a Scopus database search using specific terms,
resulting in a final sample of 27 articles grouped into four clusters. Descriptive statistics were
generated using SPSS Statistics software. The study aimed to provide a comprehensive
understanding of GHRM and pro-environmental behaviour, contributing to the theoretical
underpinnings in the field.

Result

The results reveal a growing interest in Green Human Resource Management (GHRM) and pro-
environmental behaviour, with a significant surge in publications from 2019 to 2023. The
majority of the 27 analyzed studies (96.29%) adopted quantitative methods, with structural
equation modelling and smart partial least squares being the most utilized. Cluster analysis
identified four distinct research clusters, with Sustainability (Switzerland) publishing the highest
number of articles. Notable author teams, Nisar et al. (2021) and Ansari et al. (2021), gained over
100 citations each. The cluster descriptions involve detailed analyses of the articles within each
cluster to determine their implications for GHRM. This study contributes to the understanding of
the evolving landscape of GHRM and its impact on pro-environmental behaviour in
organizational settings.
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Discussion

The findings of this study indicate a noticeable rise in scholarly interest and publication activity
surrounding the nexus of Green Human Resource Management (GHRM) and pro-environmental
behaviour. The dominance of quantitative research methods, particularly structural equation
modeling and smart partial least squares, underscores a quantitative focus in understanding the
relationship between GHRM practices and pro-environmental behaviour. The identification of
four distinct research clusters through bibliographic coupling offers insights into the thematic
clusters that have emerged in the literature. Notably, Sustainability (Switzerland) emerged as a
significant outlet, publishing a substantial number of articles. The high citation counts for author
teams like Nisar et al. (2021) and Ansari et al. (2021) suggest the impact and recognition of their
contributions to the field.

Conclusion

In conclusion, this study sheds light on the growing importance of GHRM in fostering pro-
environmental behaviour within organizations. The positive influence of GHRM practices on
environmental behaviour, as evidenced by the literature review, highlights its relevance in the
broader context of environmental sustainability. The systematic approach, employing both
bibliometric and framework-based reviews, enriches our understanding of the current state of
research in this area. The identified clusters and their respective analyses contribute to the
categorization and synthesis of existing knowledge, paving the way for future research
directions.

Limitations

While this study provides valuable insights, it is not without limitations. The focus on articles
from the Scopus database and specific search terms may result in the omission of relevant studies
from other databases. Additionally, the exclusion of non-English language articles may introduce
language bias. The temporal scope of the study, covering publications until 2023, may not
capture more recent developments in GHRM research.

Future Directions

Future research in this domain should address the identified limitations by incorporating a
broader range of databases and languages to ensure a more comprehensive review. The temporal
scope could be extended to encompass the most recent publications, allowing for a more up-to-
date understanding of the field. Additionally, there is a need for more qualitative studies to
complement the predominantly quantitative focus, providing a deeper exploration of the
mechanisms and contextual factors influencing the effectiveness of GHRM practices. Further
investigations could delve into specific industries or geographical regions to uncover nuanced
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insights and variations in the implementation and impact of GHRM strategies. Lastly, exploring
the practical implications of GHRM interventions in real organizational settings could enhance
the applicability of research findings for practitioners and policymakers.

Keywords- Green HRM, Pro-environmental Behaviour, Green Organizational Citizenship
Behaviour, SLR
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Backdrop

The food processing industry involves converting raw agricultural products into processed or
value-added products. It encompasses a wide range of activities such as cleaning, sorting,
grading, packaging, preserving, and transforming raw materials into food and beverage products
that are ready for consumption. This industry plays a crucial role in adding value to agricultural
produce, reducing food wastage, enhancing food safety, and providing convenient and diverse
food options for consumers (Bhatia et al., 2020; Bharti et al., 2003).

Food processing and marketing together have the power to address the fundamental issues of
agricultural surplus, wastes, rural employment, and improved compensation for growers (Hyder
et al., 2016). India, home to 1.21 billion people, offers a sizable and expanding market for food
items. However, if we examine India's food processing industry's manufacturing side, we find
that it is incredibly underdeveloped. In India, only 1.3% of fruits and vegetables are processed
past the secondary level. Australia, the Netherlands, Germany, Poland, the USA, and the UK had
respective rates of 80%, 33%, 31%, 25%, and 12%.

Research Gap

The majority of the studies included in the review of literature on horticulture were centred
around the economic advantages of the industry, its role in the food processing industry, issues
related to productivity, the significance of horticultural grading and sorting, and recommended
strategies to increase farmer returns. According to some research, consumer demographics play a
significant influence on how customers perceive certain aspects of fruits and vegetables,
including colour, freshness, variety, and cost. Some research highlighted the part played by
women in the processing of horticulture and how they contributed to the income being
doubled.Few research examined how banks control the flow of credit in the processing industry
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for horticulture and agriculture. The other studies found the major role of state government for
promotion and development of large-scale industries in J & K.

Research Methodology

The present study aims at finding the financial support and findings available to food processing
industries through unitholders judgement regarding availability of incentives. For exploring the
incentives and subsidies sponsored by state government agencies in Jammu, the primary data is
gathered from unit holders. Similarly, the secondary information regarding the incentives
sponsored is gathered from official and non- official sources viz. DIC, SICOP, SIDCO, MOFPI,
various journals, magazines, e-books etc. There are six industrial estates in Jammu District. In
order to maintain the objectivity of the study, the data is collected from the two estates having
maximum number of food processing units i.e., Bari-Brahmana Industrial Estate and Gangyal
Industrial Estate.

Approximately 30 Food Processing units, out of which 20 units from Bari-Brahmana Industrial
Estate and 10 from Gangyal Industrial Estate are selected for collecting data. The data collected
is analysed with the help of Frequencies, Percentages and scores using SPSS software. In
addition to these, pie charts, Bargraphs and diagrammatic representation of incentives available
to the estates are also undertaken in the study.

Overview of Findings

Objective 1: To explore the incentives and subsidies offered by agencies for growth of food
processing Industries in the estates of Jammu District.

Table showing Incentives available to food processing units in different districts of J & K
under Industrial Policy 2021-30.

Subsidy and Incentive Percentage Amount/ Eligibility/Method
Subsidy on DG set 100 % Upto 45 Lakh

100% subsidy of stamp duty on 100%

land transactions in

Govt.estates 1.e. Lease deed and

Mortgage deed.

2%  (For existing small, For 5 Yearsupto maximum of
Turnover Incentive medium and large units) 50 lakhs

3% (For existing micro units) For 5 Years upto maximum of

10 Lakhs
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&9

Procurement of

Certificate

Quality

Subsidy on Automation

Subsidy on Pollution Control

Devices

Subsidy of Stamp duty and
Court Fee

Subsidy on  Green and
Environment Protection
Initiative

Capital Investment Incentive

Goods and Services Tax Linked

Incentive

Marketing Support

MIDH Scheme

30%

25%
60%

100%

50%

30%

50%
100%

300%

50% for male Candidates

60% for female Candidates

Source: DIC, 2023; SIDCO, 2023; SICOP, 2023.

Upto 2 Lakh

Upto 2 Lakh
Upto 50 Lakh

New Units and Existing Units

are eligible

Zone A: Upto Maximum of 5

Crore

Zone B: Upto Maximum of 7.5

Crore

For 10 Years from the date of

commercial production

On Investment of Plant and

Machinery
Trade Fairs
Exhibitions etc.

On the investment

Objective 2:To examine the contribution of State level agencies towards Food Processing units.
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Graph showing number of sample respondents of Bari-Brahmana and Gangyal Industrial
Estate under different levels of performance:
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Conclusions and Policy Implications

More efforts have been needed for strategic action/ plan for development/ setting up of more
food processing units in the district. Out of 20 respondents surveyed 5% of the unit holders have
Initial Investment of 1-5 lakh. Therefore, to enhance the productivity and margin, higher
investment should be encouraged in the district with adequate support of subsidies and
incentives. This is necessary due to globalisation, environment changes and various problems
faced by food processing unit holders in the estate. The unit holders should invest in
infrastructure development including cold storage facilities, transformation networks etc. This
will help in reduction of food wastage, increase shelf life and also ensure the efficient movement
by raw materials and finished goods.

Keywords- Food Processing Industry, Financial Incentives, Horticulture
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Research Problem

In order to succeed in various socio-economic activities, any nation across the globe should be
able to develop and utilize the skills and knowledge of its people effectively. Apart from the
material resources, it is the development and utilization of human capital that determines the pace
of economic and social development of countries. Amongst these critical resources are the
individual’s psychological capital and subjective well-being.

Psychological capital has emerged as a thrust area of interest among scholars and practioners.It is
one of the most important positive psychological states that help people to perform better (Avey
et al., 2010; Heled et al., 2016; Roche et al., 2014; Siu, 2013; Siu et al., 2021). The concept was
pioneered by Luthans (1999) and draws from positive psychology (Lorenz et al., 2016) in general
and positive organizational behaviour (POB) in particular. On the other hand, subjective well-
being (SWB) has gained immense importance among researchers and the primary reason being
the current turbulent times and stressful workplace situations. In recent years, a substantial
amount of literature on subjective well-being has arisen. Policymakers' approach in this research
area using only socio-economic and financial measures is insufficient to understand well-being
(Frugoli et al., 2015). As a result, the emerging research uses subjective wellbeing as a better
alternative for measuring peoples' positive and negative emotions and contentment (Nikolova &
Popova, 2021). SWB is a result of seminal work of Diener (1984) which primarily explains the
experience of positive and negative emotions as well as the development of one’s potential,
having some control over life, and having sense of purpose (Huppert, 2009). In this context, the
association of psychological capital and subjective wellbeing constructs in present study is a
result of research conducted by the researchers over the years which has evidence that
psychological capital acts as a reservoir of psychological resources that can be measured and
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developed for mitigating turbulent and negative impacts of stressful situations for better well-
being of people (Morgan & Luthans, 2017).

Objective of the Study

The aim of this study is to analyze the reliability and validity of the psychological capital scale
(PCS-24), the scale of positive and negative experience (SPANE), and the satisfaction with life
scale (SWL) to measure psychological capital and subjective well-being respectively.

Research Methodology

This paper follows a three-stage rigorous scale validation process: Item generation, measurement
development and scale testing. From the primary data of 123 entrepreneurs in northern part of
India, the reliability and validity (Chronbach alpha, content validity, face validity, discriminant
and convergent validity) analysis was performed.

Findings

The results validate psychological capital scale (PCS-24), scale of positive and negative
experience (SPANE) & satisfaction with life scale (SWL) in entrepreneurial context. The scales
exhibited adequate internal consistency (Cronbach’s alpha), composite reliability, face, content,
convergent and discriminant validity. The results also show a significant association of
psychological capital and subjective well-being constructs. Testing the reliability and validity of
PsyCap and subjective well-being scales in a diverse cultural context like India unlike previously
tested in mono-centered context like western cultures is the prime value of this study.

Research Limitations/Implications

Since this was the first step in evaluating the assessment tools in culturally diverse environment,
further research should attempt to recruit participants from a variety of communities for
comparative testing. The study fills the existing gaps in the literature and offers academicians a
choice of using validated scales. Overall, the study provides sufficient support for the measures'
validity and reliability, allowing other stakeholders to reproduce its findings in a variety of other
industries.

Keywords- Psychological Capital, Subjective wellbeing, Reliability, Validity, Entreprencurship.
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(D

Theme 3: Reinventing Business
Management

—/

Sooner or later, all businesses, even the most successful, run out of room to grow. Faced with this
unpleasant reality, they are compelled to reinvent the management functions periodically. The
potential consequences are dire for any organization that fails to reinvent its core functions and
values in time. So, the business organizations must be open to radical reinvention in its core
management functions. Incremental adjustments or building something new beyond core
business functions can provide real benefits and, is a crucial first step for a digital transformation.

A company’s core management paradigm is the value proposition of its business, grounded in
strategy related to its people, processes, and technology. So, business reinvention must augment
the value the company provides to employees and customers (whether existing or new) through
its products and/or services. Re-architecting management processes requires establishing
governance and decision rights to provide clarity and accountability, as well as embedding
advanced analytics, digitization strategies and e-business models. Technology reinvention is
more than just a technology overhaul and the organizations need to ensure that each investment
in technology responds to clear and robust business needs. Reinvention requires a proven,
systematic approach and companies must be open to redefine the core management principles for
the sustainability of the businesses.
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Abstract

In Goa, the elderly population has increased to 10.1 percent in 2021 and is further expected to
increase to 13.1 percent in 2031. The majority of the middle and upper middle class utilize their
lifelong savings and investments to create homes for their families, leaving them with very little
money or a fixed regular amount in the form of a defined pension or annuity. At the age of 60,
they possess significant equity in their homes but have poor cash flow. To provide a respectful
and dignified life for senior citizens, the Government of India introduced the Reverse Mortgage
Loan during its 2007 budget. Despite being in existence for over a decade, this product has not
gained popularity. Hence, a study has been conducted to assess the level of awareness and
explore the factors influencing the intention of homeowners towards adoption of Reverse
Mortgage Loans. The studies conducted earlier have not taken an integrative approach to predict
consumer demand.There is a noticeable gap in the literature regarding the adoption of reverse
mortgage loans in the unique context of Goa, a popular tourist destination in India.

This study aims to fill a critical gap in the literature by examining the interaction between SES
and the integrated Theory of Planned Behaviour model, thereby providing a more comprehensive
understanding of the factors that influence individuals' intentions to adoption these loans. This
research adopts a mixed-methods approach to methodically investigate the determinants of
homeowners' intentions to adopt Reverse Mortgage Loans in the state of Goa. Data has been
collected through structured surveys using snowball sampling techniques, targeting a sample of
400 homeowners aged 50 years or older in the Goa region. A five-point Likert scale is employed
to assess respondents' attitudes, subjective norms, and perceived behavioral control regarding
their intention to adopt Reverse Mortgage Loans. Additionally, socio-economic factors, such as
gender, income, education, occupation, and house value, are taken into account when examining
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the development of intention towards the adoption of Reverse Mortgage Loans.The reliability of
the survey instrument is evaluated by utilizing Cronbach's alpha, ensuring the consistency and
internal reliability of the measurement scale.

Descriptive statistics has been computed for each construct of the Theory of Planned Behaviour
and other relevant variables. Inferential statistics, such as correlation analysis and regression
analysis, are employed to test hypotheses and explore the relationships between the constructs of
the Theory of Planned Behaviour and the intention to adopt Reverse Mortgage Loans.
Furthermore, the study examines the moderating effect of Socio-economic Status on these
relationships.The study reveals that homeowners' attitudes towards Reverse Mortgage Loans are
influenced by their perceptions of the benefits and risks associated with these loans. A positive
attitude towards Reverse Mortgage Loans is positively correlated with the intention to adopt
RML.The research demonstrates that the opinions of family, friends, and societal norms
significantly impact homeowners' intentions to adopt Reverse Mortgage Loans. Homeowners’
confidence and their ability to enter into the RML agreement increases the likelihood of adopting
Reverse Mortgage Loans.The study indicates that Socio-economic Status moderates the
relationships between the constructs of the Theory of Planned Behaviour and the intention to
adopt Reverse Mortgage Loans. Individuals with higher Socio-economic Status tend to be more
influenced by subjective norms and exhibit greater perceived behavioral control over their
decisions.

This research contributes to the knowledge of the determinants influencing homeowners'
intentions to adopt Reverse Mortgage Loans in the state of Goa, utilizing the Theory of Planned
Behaviour (TPB). The study highlights the significant roles played by attitudes, subjective
norms, and perceived behavioral control in shaping intentions to purchase RML. Moreover, the
moderating influence of SES provides valuable insights into the decision-making process among
distinct socioeconomic groups.It highlights the broader economic and social impact of reverse
mortgages and underscores their role in long-term older adult financial planning. As such, this
research not only aids in the development of a more consumer-friendly and sustainable reverse
mortgage market but also enriches the understanding of the intricate dynamics that underlie the
financial well-being of older adults.

Keywords -Reverse Mortgage Loan, Attitude, Subjective Norms, Perceived Behaviour, Purchase
intention, Older Adult.
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Abstract

After liberalization and various economic reforms initiated by government since 1991, there has
been a lot of corporate restructuring in India. The Indian economy is making use of Mergers &
Acquisitions. It has been realized that M & A is an important mechanism to increase market
share, technological up gradation, product diversification etc. to grow in future. These are the
most common routes taken by corporations for inorganic growth all over the world. In fact the
last two decades have been known as the M & A waves. M & As take place when two or more
companies are brought under the same effective control and are managed by the same group. It
can be done in two ways: (i) acquisition of one business unit by another or, (ii) creation of a new
company by complete consolidation of two or more units.Although the era of liberalization was
supposed to lead to more competition, but in actual as a result of it many companies have
merged. So, it becomes all the more important to analyze the impact of M & As being carried out
at an increasing pace in our country.In past many researchers have used event study methodology
to study various aspects of M & As and have documented that the shareholders of acquiring firm
suffer due to the announcement of M & A by their company. However, a large number of such
studies have been carried out only in developed countries so the results cannot be inferred
directly without being investigated in developing economies. Moreover, mostly studies- in
developing countries like India have focused on examining the operating performance of
survived firm in the context of profitability, solvency and efficiency etc. This approach is not
accurate in economic sense because data used is based on historical figures which more likely to
ignore the current market value. Other drawback is that, changes in results could be due to
factors other than M & A solely.The primary objective of this study is not so much in terms of
observing the implications of M & As for the acquiring companies and target companies. The
interest, however, in this particular work is directed towards how markets react to the growing
trend of corporate restructuring. With the opening up of the economy and increase in
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competition, all the markets including stock market are expected to be more efficient. The impact
of the news of M & A is measured in terms of i) stock price, ii) stock return, and iii) abnormal
return. So, the primary basis of this research paper is to examine stock prices, stock returns and
abnormal returns as three indicators of stock market efficiency and to relate these indicators to
the incessant tendency in the market to observe, identify target and acquire such firms whose
information regarding its performance outweighs its valuation as signalled by stock prices. In
nutshell, therefore this study examines impact of M & As on Indian Stock Market with help of
select industries namely electrical industry, IT industry and pharmaceutical industry. There is a
need to capture the stock market reaction because this shall highlight the true benefits and real
economic effect due to consolidation announcement. This can be done through technical analysis
which is based on apparent trends in share prices and volume data, not reflecting the long-term
fundamentals of the company.Further, by making use of panel data analysis, we have
investigated the efficiency of Indian stock market in semi- strong form in case of merger
announcements (i.e. publicly available information). In an efficient market, security prices fully
reflect all available information. “Thus, information regarding the prospect of the company will
affect the stock price to react quickly, which makes it impossible for the investors to earn excess
return or abnormal return”. On the other hand, if market is not efficient, it will not be able to
discount the event/ available information; therefore, there will be some kink in the price or return
trend.

The analysis is able to capture different patterns from three different industries- electrical, IT,
and pharmaceutical over time, across the event and across the industries. It gives us an insight
into how corporate restructuring has impacted the Indian Stock Market- has it become more
efficient?, Are the returns improving after M & As or are they going down? Similarly in terms of
abnormal return which reflects upon the miss-pricing- whether such miss-pricing persists after
the event or has it reduced?Thus, the main objectives of this paper are to determine the impact of
M & A announcements on the stock price and return of acquiring firms and to examine market
efficiency for Indian Stock Market in the event of M & A announcements with help of abnormal
returns.It can be concluded that while there is a negative reaction to M & As in short run-in case
of electrical industry and pharmaceutical industry, the situation reverses in the long run and the
market reacts positively to the M & As carried out in these two industries. As far as IT industry is
concerned, the market always reacts positively to M & As be it in short run or long run.Focusing
on the stock returns it can be seen that both in short run and long run, the returns have increased
post event in case of electrical and pharmaceutical industries pointing towards synergistic gains
derived from M & As. Also, the returns were falling in IT industry in short run pointing towards
inefficient acquisitions or higher costs of takeover. The situation however again reverses in long
run wherein the returns start improving, showing that M & As carried out in Indian stock Market
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are sustainable. Further if we look at abnormal returns, we can see that ARs have increased in
case of IT industry post event both in short run and long run. This shows high degree of miss-
pricing in case of sun rise industry which may be due to informational inefficiency. The opposite
hold in case of electrical and pharmaceutical industries wherein in the long run, the ARs have
reduced showing that the event of M & As has done some correction in the miss-pricing and
improved the efficiency level of Indian Stock Market. The management of firms can use this
information regarding the impact of M & A announcements while deciding about/ carrying out
these corporate restructuring activities. On the other hand, investors and other stakeholders,
particularly in India, may get an idea of the stock market efficiency and the impact of M & A
announcements on the stock prices, returns and abnormal returns, and they can act accordingly.
Thus, through this study, a sincere attempt has been made to capture the impact of M & A
announcements on stock price, stock returns and abnormal returns after the event has occurred
both in the short run and long run and hence examine market efficiency. This exercise will
provide useful information about the effects of M & A to the management and owners of
business firms who are continuously searching for potential partners to implement mergers in
future and to the investors of stock markets as well.

Thus, a plethora of literature is available on M & As, studying the impact of such activities on
the wealth of shareholders of acquiring companies. But what makes our study different from all
such studies is the use of panel data analysis, log returns and abnormal returns. While earlier
studies have analyzed stock prices and cumulative abnormal returns to make a conclusion about
M & A events, our study is different in the sense that we are using stock prices, stock returns and
abnormal returns to conclude about market efficiency of Indian Stock Market through use of
panel regression.

Keywords- Mergers & Acquisitions, Indian Industries, Stock Market
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Abstract

In the present business environment, it is important for the employees to know the level of their
performance and the areas in which they need to improve. Performance counselling is a very
useful activity provided both the counsellor and the counselee take it in the right spirit. It helps
the employees as well as the organization to identify the areas of weakness and them to fortunate
strategies to improve the performance. Performance improvement ultimately helps the
organization to meet its goals and objectives. It essentially focusses on the analysis of
performance and identification of training and development needs for bringing about further
improvement. In this research, we will focus on potential appraisal that finds out the strengths
and weaknesses of the employees in relation to their work. It helps the employees to understand
their capabilities and then the organization to put the right man in the right job so as to achieve
the set targets.

Keywords- Employees potential, Feedback, Performance counselling Performance
improvement, Potential appraisal
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Backdrop

The onset of globalisation and increasing competition has persuaded organisations to practice
service excellence (Gouthier et al., 2012). Service excellence is conceptualised as delivering
services that exceed customers’ expectations and result in customer delight (Asif, 2014). Initially,
the organisation’s focus is to appease customers, which gradually shifted towards customer
satisfaction and later on towards customer delight (Fisk, 2002). According to Torres and Kline
(2006); Asif (2015) organisation’s survival in today’s competitive environment depends on
achieving customer delight- one of the significant outcomes of service excellence.

Despite its widespread importance and an integral part of superior service, organisations failed to
achieve it because of the inadequate understanding of the service excellence drivers (Abdul Aziz
& Wahiddin, 2010; Goutheir et al., 2012). Particularly, there is a lack of clear understanding of
the consequences of service excellence. Further, empirical support to establish it as a competitive
tool for a service organisation to enhance both customers' and employees’ experiences is yet to
be explored.

Most of the literature on service excellence is conceptual in nature. Very few studies, such as
Abdul Aziz and Wahiddin (2010); Sekhon et al. (2015); Padma and Wagenseil (2018), are
conducted to conceptualise its antecedents and consequences. Abdul Aziz and Wahiddin (2010),
in their proposed service excellence framework in the hotel industry, identified customer
participation as a major driver and customer satisfaction as the major outcome of hotel service
excellence. However, the authors do not consider consequence such as customer delight, which is
more important than simply measuring customer satisfaction. Similarly, Sekhon et al. (2015)
have established that financial value, reputation, technology and innovation are the four major
antecedents of service excellence in retail banking but did not examine their impact on the
consequences. Moreover, in their conceptual framework, Padma and Wagenseil (2018)
recognised brand image and customer engagement as significant drivers. The authors also
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identified customer delight as significant outcome of retail service excellence. However, an
empirical tool to validate the results has not yet been done. Further, Ziyad et al. (2020) have
empirically established customer satisfaction as a consequence of service excellence. But the
authors did not examine the impact of service excellence on customer delight, which in today’s
competitive era is considered a key to achieve a sustainable competitive advantage.

In the literature, service excellence is contextualised in limited services such as banking, hotels,
hospitals, retail, contact centre and ridesharing industry only. The Airline sector is one of the
prime sectors where the role of service excellence is important to explore. Hence, the study
contributes to the existing service excellence literature by synthesizing and validating brand
image and customer engagement as major antecedents and customer delight as a major
consequence of airline service excellence.

Brand Image

Service ; Customer

Excellence Delight

Customer
Engagement

Figure 1: Research Framework
Hypothesis
H1: Brand Image has a significant impact on Service Excellence
H2: Customer Engagement has a positive impact on Service Excellence
H3: Service Excellence significantly impacts Customer Delight
Research Design and Methodology
Generation of Scale Items

The scales employed in the study were taken from the existing studies. Customer engagement,
brand image, service excellence and customer delight were measured on a 5- point Likert scale
ranging from 5 (strongly agree) to 1 (strongly disagree). The present study has treated service
excellence as a bi-dimensional construct comprising dimensions: personalisation and going the
extra mile. Personalisation was measured from the scale developed by Parasuraman et al. (1988).
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Going the extra mile was measured from the scale developed by Johnston (2007). The brand
image was operationalised using the scale developed by Shafiee et al. (2014), reflecting the three
dimensions of the brand image:- functional, experiential and social image. The scales items were
adapted from Hapsari et al. (2017) to measure customer engagement. The current study has
conceptualised customer engagement as a multi-dimensional construct comprising interaction,
absorption and attention. Customer delight was measured using a 12-item scale adapted from
Finn (2005), Liu and Keh (2015) and Coetzee and Coetzee (2019).

Sample

The data was collected from the customers of Indian airlines who have travelled at least twice in
the last one year through goggle forms. A purposive sampling technique was adopted to collect
data from customers of Indian airlines. We invited 150 respondents to complete an online
questionnaire, and the response rate was 66.7% (100 completed questionnaires).

Data Analysis and Results

The present study has used Smart PLS 3 to develop the structural equation model and to evaluate
the paths of the latent variables and their associations. Since the present study is exploratory and
had a sample size of 100, the data is analysed on Smart PLS 3 (Hair et al., 2019). The partial
least squares-structural equation modeling (PLS-SEM) results were assessed in two stages. The
first stage involves the assessment of the measurement model, whereas the second involves
structural model assessment.

Measurement Model

The assessment of the measurement models for reflective constructs in PLS-SEM 3.0 is based on
reflective indicator reliability, internal consistency reliability, convergent validity, and
discriminant validity (Hair et al., 2019). Reflective indicator reliability is considered adequate
when an indicator has factor loading, which is equal to or greater than 0.708 on its construct.In
the present study, all the indicators have factor loadings above 0.708. Internal consistency
reliability is assessed by checking the composite reliability and cronbach’s alpha. All reflective
constructs of the study have composite reliability above 0.866 (CR>0.70). Further, cronbach
alpha of all the indicators is above 0.772. Hence, the present study satisfies the internal
consistency reliability criteria. Similarly, the convergent validity of the reflective measurement
model is examined through the AVE (average variance extracted) of the construct. Convergent
validity is established when AVE values exceed 0.50.The AVE of all the reflective indicators of
the study is above 0.685 (AVE>0.50). For assessing discriminant validity, the study has deployed
both Fornell-Larker and the Heterotrait-Monotrait ratio (HTMT) criterion. The analysis shows
that the square roots of average variance extracted (AVE) of all reflective constructs of the study
(the diagonal elements) are larger than their intercorrelations (the off-diagonal elements) and
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HTMT ratio of the constructs are also lower than the threshold limit of 0.90, thus showing that
the model has excellent discriminant validity.

Structural Model

This section is concerned with the assessment of the VIF, R2 and Q2 (Predictive relevance)
values and also the testing of the main and mediating research hypotheses. The VIF value of all
the constructs in the present study is below 3. Further, the central criterion for the structural
model’s assessment is R2 (coefficient of determination) which explains the variance of each
endogenous constructs (Suprapto, 2015). This study has found that 52.4% of the variance in
service excellence is explained by brand image and customer engagement 42.4% of the variance
in customer delight was explained by brand image, customer engagement, and service
excellence, thus providing conclusive evidence of model predictive ability. Further, Q
(Predictive relevance) is also one of the methods for determining PLS path model predictive
accuracy. After running the blindfolding procedure, Q* values for service excellence (0.410) and
customer delight (0.352) has been obtained. According to (Hair et al., 2019) Q” values greater
than zero are meaningful, indicating the predictive relevance of the structural model.

Hypothesis Testing

To assess the significance of all path coefficients, this study deployed PLS bootstrapping
procedure with 100 cases, 500 subsamples, and no sign changes option (Hair et al., 2013).
Hypothesis 1 predicted that brand image has a significant impact on service excellence (T=
5.612, p=0.000). The study also revealed that customer engagement has a positive effect on
service excellence (T =3.791, p=0.000). Hence, Hypotheses 2 is also accepted. For hypotheses 3,
findings indicated that service excellence leads to customer delight (t=12.733, p=0.000).

Limitations and Future Research

Since the present study has been conducted in the airline industry; hence the findings might not
applicable to other industries. Second, this study has studied drivers of airline service excellence
from the customer perspective only. Thus, future studies should also consider employee and
organisation perspectives while identifying antecedents and consequences of airline service
excellence. Third, the current study has conceptualised service excellence as a bi-dimensional
construct comprising dimensions, namely personalisation and going the extra mile. Literature
documents that reliability, responsiveness and servicescapes are the important dimensions of
service excellence. Thus, in the future, researchers could study service excellence as a multi-
dimensional construct comprising dimensions such as reliability, responsiveness, servicescapes,
personalisation and going the extra mile in the airline industry.

Keywords- Service Excellence, Customer Delight, Customer Engagement, Brand Image



110 Innovation and Sustainability in Business Development

References

Abdul Aziz, Y., & Wahiddin, K. (2010). Conceptualising the service excellence and itsantecedents: The
development of the structural equation model. Journal of Tourism, Hospitality and Culinary Arts, 2
(1), 1-14.

Asif, M. (2015). A critical review of service excellence models: Towards developing an integrated
framework. Quality and Quantity, 49 (2), 763-783.

Asif, M., & Gouthier, M. H. (2014). What service excellence can learn from business excellence
models. Total ~ Quality Management and Business Excellence, 25 (5-6), 511-531
DOI:10.1080/14783363.2013.839348

Coetzee, A., & Coetzee, J. (2019). Service quality and attitudinal loyalty: The mediating effect of delight
on retail banking relationships. Global Business and Economics Review, 21 (1), 120-138

Finn, A. (2005). Reassessing the foundations of customer delight. Journal of Service Research, 8 (2), 103-
116.DOI:10.1177/1094670505279340

Fisk, R. (2002). Presentation to the Ist international symposium on service engineering and
management. Stuttgart, November.

Gouthier, M., Giese, A., & Bartl, C. (2012). Service excellence models: A critical discussion and
comparison. Managing Service Quality: An International Journal, 22 (5), 447-464.
DOI:10.1108/09604521211281378

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of
PLS-SEM. European business review, 31 (1), 2-24. DOI:10.1108/EBR-11-2018-0203

Hapsari, R., Clemes, M. D., & Dean, D. (2017). The impact of service quality, customer engagement and
selected marketing constructs on airline passenger loyalty. International Journal of Quality and
Service Sciences, 9 (1), 21-40.DOI:10.1108/1JQSS-07-2016-0048

Liu, M. W., & Keh, H. T. (2015). Consumer delight and outrage: Scale development and
validation. Journal of Service Theory and Practice, 25 (6), 680-699. DOI:10.1108/JSTP-08-2014-
0178

Padma, P., & Wagenseil, U. (2018). Retail service excellence: Antecedents and consequences.
International ~ Journal of Retail and Distribution  Management, 46 (5), 422-
441.DOI:10.1108/1JRDM-09-2017-0189

Parasuraman, A. B. L. L., Zeithaml, V. A., & Berry, L. (1988). SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality. /988, 64 (1), 12-40.

Sekhon, H. S., Al-Eisawi, D., Roy, S. K., & Pritchard, A. (2015). Service excellence in UK retail banking:
Customers’ perspectives of the important antecedents. International Journal of Bank Marketing, 33
(7), 904-921. DOI:10.1108/1JBM-10-2014-0136



Innovation and Sustainability in Business Development 111

Shafiee, M. M., Sanayei, A., Shahin, A., & Dolatabadi, H. R. (2014). The role of brand image in forming
airlines passengers’ purchase intention: Study of Iran aviation industry. International Journal of
Services and Operations Management, 19 (3), 360-376.DOI:10.1504/IJSOM.2014.065370

Suprapto, M., Bakker, H. L., Mooi, H. G., & Moree, W. (2015). Sorting out the essence of owner—
contractor collaboration in capital project delivery. International Journal of Project Management,

33 (3), 664-683

Torres, E. N., & Kline, S. (2006). From satisfaction to delight: A model for the hotel
industry. International Journal of Contemporary Hospitality Management, 18 (4), 290-301.
DOI:10.1108/09596110610665302

Ziyad, A., Rehman, Z. U., Batool, Z., & Khan, A. H. (2020). Influence of service excellence on consumer

satisfaction of ridesharing industry. International Journal for Traffic and Transport Engineering, 10
(4), 468-481.DOI:10.7708/ijtte.2020.10 (4).06



112 Innovation and Sustainability in Business Development

The Virtual Evolution: A Deep Dive into Virtual
Influencer Marketing Evolution, Strategies,
Challenges and Future Trajectories

Ms. Disha Kakkar
University School of Management, Kurukshetra University, Kurukshetra

Dr. Rajan Sharma
Institute of Management Studies, Kurukshetra University, Kurukshetra

Introduction

The study indicates that, although virtual influencer marketing presents exciting possibilities, it
also poses challenges such as potential backlash from consumers and navigating the evolving
landscape of digital ethics. The concept of virtual influencers, has spurred debates about
authenticity, transparency, and the ethical implications of establishing online personas that may
not explicitly reveal their artificial nature. Since, consumers may be unaware of the artificial
nature of these influencers, it necessitates a delicate balance between creative storytelling and
transparent communication to build and maintain trust.

Virtual influencer marketing represents a paradigm shift in the way brands connect with their
audiences. Although there is abundance on research on conventional Influencers, little is known
about these virtual opinion leaders to date, despite their potential influence particularly in Indian
context.

Purpose

This paper’s goal is to provide a thorough overview of virtual influencers and their ecosystem,
their types, how they potentially benefit the brands, cons of using virtual influencers, ethical
considerations involved with the use of Virtual Influencers including the integration of artificial
intelligence and augmented reality to enhance the immersive experiences created by virtual
influencers. The paper also identifies opportunities for brands to stay at the forefront of this
emerging marketing frontier.

Future research directions and managerial implications are also explored.

Keywords- Consumer Engagement, Social Media Marketing, Influencer Marketing, Virtual
Influencers, Augmented Reality, Artificial Intelligence, Opinion Leaders, Digital Ethics
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Abstract

Comprehending consumer buying behaviour and the reasons behind it continues to be important
in marketing as it enables companies to improve their marketing strategies and
increase company performance. Additionally, during recent years, emphasis has been drawn to
children as consumers as well as the variables that affect their purchasing decisions. Although the
idea of marketing to children is not nascent, the strategies for integrating them into the marketing
world are (Cook, 2004). Children's purchasing behaviour is influenced by these marketing
strategies with regard to the product, its price, the place of sale, and promotion, as well as other
variables like family, peer group and so on. Children were not formerly thought of as an
important market segment. But because of shifting socio-economic and demographic forces, the
scenario has changed. These days, they are regarded as three markets together. First and
foremost, they are seen as the market that is currently spending money on their wants; secondly,
they are also seen as the market that will be purchasing the majority of products and services in
the future; finally, they are seen as the market that drives the choices and buying habits of their
guardians (Neal, 1987). Plus, From the beginning, this generation has been completely
surrounded by technology. Young consumers' purchasing habits and preferences have changed as
a result of the accessibility of additional information sources and a proliferation of knowledge.
This generation places a lot of importance on using new technology for personal development
and education (Sramovd & Hamranova, 2015). Since young consumers make up a substantial
portion of the target audience demography, the marketing industry in Western nations started
focusing on children, particularly in the 1960s (Marshall, 2010). But this gentry of
consumers was taken into account in developing nations, comparatively later to the West.
Academicians, marketers, psychologists and researchers in various other fields have been paying
attention to the study of children's consumer behaviour in recent years (Sramova, 2017).Although
there have been unlimited literature and research on children as consumer considering the
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psychological point of view, determinants that frame children’s personality and their role in
family purchase decisions, along with external factors; the research on children’sbehaviour in
relation to marketing mix has been scarce, which would be included in this study along with
other factors. Further, the premium game console segment may have different impact on different
children as this segment does not include simple products that may not be very expensive but it
relates to products that are complicated or inclusive of varied features.

In Western research, it has been claimed that children have a significant influence on the
decisions made regarding buying children's goods. Since children exhibit distinct needs, wants,
convictions, and views, they cannot be understood via the prism of the consumer behaviour of
adults (Sramova, 2017). As they get older, their purchasing habits are moulded and established.
Therefore, the present paper focuses on children’s consumer behaviour with reference to
premium game consoles. The objective of the research is to study the factors influencing children
buying behaviour with reference tothe premium game console segment. The factors influencing
the consumer behaviour of children included in the study are product, price, place, promotion,
parents, peers and demographics.

The work is based on both primary and secondary sources of information. The primary data was
collected by way of a well-structured questionnaire filled out by 100 children from age 9-15
years in Delhi. For this purpose, stratified sampling has been employed. Various literature,
journals and other published works related to children’s consumer behaviour have been referred
to for theoretically supporting the same. The premium segment of game consoles, with a price
range from Rs. 20, 000 to Rs. 50, 000 would be considered for this study. SPSS has been used for
conducting the analysis.

The findings reveal that the primary factors that influence the consumer behaviour of children are
parents and siblings, media and peer groups, however, for the age bracket of 0-2 years, parents
and siblings play the major role. From age 2 the extent of influence of other factors including
store ambience, understanding of advertisements and promotional efforts, cognition of brands,
understanding the value of money and perception of the product along with its features among
others increases with an increase in the age of a child. The factors that were less prominent in the
carly stage become important for the child at progressive stages. The analysis revealed that the
major influencing factors to buy premium game consoles are games offered to play and designs
and graphics. Also, the findings showed that the majority of the children know about the prices
of these game consoles and understand that the range is expensive.

The study includes detailed points with a focus on premium game consoles, hence, the study
could be used as the basis by the researchers for further investigations with more intricacies
pertaining to other products or in different fields such as psychology, education, etc. Apart from
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this, it could be used to some extent by companies and marketers in framing out their strategies
and promotional tactics depending on the target group’s age and perception of various parameters
that affect their purchase decisions.

Keywords- Children, Children’s Consumer Behaviour, Influencing Factors, Parents, Peers,
Premium Game Consoles.
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Backdrop

The principle of CBDR, which is fundamental to operationalizing the notion of equity, has its
origins in the 1992 Rio Principles (which emerged from the United Nations Conference on
Environment and Development (UNCED) and the UNFCCC (which was negotiated in parallel at
Rio). The Rio Principles, albeit soft law, guide not only the UNFCCC but also other multilateral
environmental agreements launched at Rio and thereafter. Rio Principle 7, CBDR states that in
view of the different contributions to global environmental degradation, States have common but
differentiated responsibilities. The developed countries acknowledge the responsibility that they
bear in the international pursuit of sustainable development in view of the pressures their
societies place on the global environment and of the technologies and financial resources they
command. CBDR, as articulated in Rio Principle 7, is linked directly to the contributions to
global environmental harm. Further, insofar as the last clause in Rio Principle 7 refers to finance
and technology, it anticipates the concept of capability that finds expression in the UNFCCC.
Article 3.1 of the UNFCCC (1992) operationalizes equity in the climate regime through the
principle of ‘common but differentiated responsibilities and respective capabilities’ and reads
The Parties should protect the climate system for the benefit of present and future generations of
humankind, on the basis of equity and in accordance with their common but differentiated
responsibilities and respective capabilities. Accordingly, the developed country Parties should
take the lead in combating climate change and the adverse effects thereof. CBDR is not limited to
Article 3 of the UNFCCC, but permeates its balance of responsibilities between countries. CBDR
is reflected in the structure of Article 4 of the UNFCCC on commitments. Article 4.1 contains
commitments by all Parties, while Article 4.2 adds additional and specific commitments by
developed country Parties and others in Annex I. The UNFCCC also refers to CBDR in the
chapeau of Article 4.1, which deals with commitments by all Parties. In this context, instead of
‘respective capabilities’ (as referred to in Article 3.1), it adds ‘and their specific national and



118 Innovation and Sustainability in Business Development

regional development priorities, objectives and circumstances’. There are then further
commitments to provide finance (Article 4.3), assist with costs of adaptation (Article 4.4) and of
technology (Article 4.5). The balance of responsibilities as they were understood in 1992 in the
UNFCCC is summarized in Article 4.7, which is frequently invoked by developing country
negotiators. It states that ‘the extent to which developing country Parties will effectively
implement their commitments under the Convention will depend on the effective implementation
by developed country Parties of their commitments’. The UNFCCC also contains a number of
specific commitments on adaptation that various categories of countries are to undertake
(Articles 4.8 and 4.9), which have been seen by some as being ‘in keeping with the principle of
common but differentiated responsibilities and respective capabilities’. Arguably, differentiation
between countries based on CBDR & RC involves ‘two markers of differentiation: contribution
to environmental degradation and capacity/resources to take response measures’. The use of the
term ‘respective capabilities’ in addition to CBDR suggests that there are two bases for
differentiation — one based on capability, and another that draws from Rio Principle 7 which
contains a definition of CBDR based on the contribution to environmental harm. Both Rio and
the UNFCCC strongly emphasize the ‘common’ responsibility that states share towards the
chosen environmental goal. Read in conjunction with Article 2 of the UNFCCC (Objective), it is
implied that differentiation must be in service of the common environmental goal, and if
differentiation detracts from it, it will have gone too far.

Methodology

The proposed research work is primarily Doctrinal in nature. Understandably, the problem in
hand is of current importance and has vital relevance for all times to come. The researcher shall
use primary sources of study, which shall include various conventions of International Human
Rights Law and International Environmental Law, as well as the statutory laws, and the
subordinate legislation framed there under, the Constitution, the policy resolutions and the
various cases decided by the courts in the evolution of environmental jurisprudence.

Research Gap

Climate change is the defining human development challenge for the 21st century that represents
the greatest existential threat for humankind and non-human nature. Human activities being the
dominant cause of observed global warming, [IPCC — AR6 warns that warming of the climate
system will affect the basic elements of life for people around the world -- access to water, food
production, health, and the environment. These impacts interfere with the effective enjoyment of
human rights. The postures advocated by different states have drawn the contours of a wider
equity debate between North and South in its climate journey from Rio to Paris.



Innovation and Sustainability in Business Development 119

Overview of Findings and Conclusion

The negotiating process for the climate change regime has proved to be one of the most
contentious in the history of multilateral environmental agreements. The principle of Common,
but Differentiated, Responsibilities and Respective Capabilities (CBDR & RC) is fundamental to
the UNFCCC process that addresses both responsibility and capability in a changing world and
aspires to form part of the overall legally binding agreement with symmetry in some respects and
differentiation in others to the commitments and actions contained therein as regards to

mitigation, adaptation, means of implementation and loss and damage.

Keywords- CBDR & RC, UNFCCC, RIO Principles.
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Backdrop

With time, social media has developed to become an indispensable tool for the tourism sector,
influencing travellers’ methods of discovery, interaction, and dissemination of their travel
experiences. With the help of social media, users may explore new places, post photos and
travelogues with friends and followers, and trade travel advice. Travel and tourism industries
have been investing in social media platforms as a means of boosting their marketing and
advertising campaigns in the connected world (Wang and Zhou, 2014).In addition, tourism not
only supports global economic growth but also helps countries enhance and magnify their foreign
exchange gains (Rudolf and Trun, 2021; Sharma and Bhat, 2022).Due to the dramatic increase in
social media usage, tourists are now able to pick their locations by depending on the information
provided by these platforms (Dollahride, 2023). Ladakh has been able to solidify its position as
one of the top travel destinations since the emergence of social media, as seen by the abundance
of posts on Ladakh tourism on these platforms.The official Ladakh tourism organization plans to
enhance its online presence across all major social media networks, including as Facebook,
Instagram, YouTube, Linked In, and Twitter. To increase awareness of Ladakh tourism, increase
the region's visibility in international travel markets, and provide an easy-to-use platform for
exchanging thoughts and feedback, the main objective of this action was to connect with the
world's rapidly expanding netizen population. Owing to its remarkable topography, customs,
culture, and other attributes, Ladakh has the potential to emerge as a premier tourism destination
for tourists from both domestic and international markets. Social media platforms facilitate user
interaction with material uploaded by friends and other users through a variety of features
including sharing, liking, and commenting. There are several ways in which social media
communication affects loyalty. On the one hand, these features can improve the user experience
by allowing people to interact with others who share their interests, look for suggestions, and
have their choices socially validated. Positive interactions like these can increase visitors' sense
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of affinity and belonging to the platform. Conversely, negative conversations or experiences
shared on social media can have unfavorable effects, possibly ending visitors' loyalty and
harming brands' or organizations' reputations. The study's primary goal is to investigate how
social media platforms' sharing and communication features affect users' loyalty. In this sense,
loyalty describes people's ongoing devotion to and preferences for a certain platform,
organization, or brand.This study tries to provide information on the basic mechanisms that
sustain users' loyalty in the digital sphere by examining the function of communication on social
media.

Purpose

This research paper's goal is to determine whether social media communication has an impact on
the loyalty of visitors. The study will explore the correlation between social media activity and
visitors’ loyalty by examining social media engagement.

Design/Methodology/Approach

The current study is based on the variables evaluated and measured using a five-point Likert
scale, ranging from 1 (strongly disagree) to 5 (strongly agree).The research will take the form of
surveys and a total of 250 questionnaires given to visitors at various locations of the Ladakh
region, asking them about their social media actions and how they relate to loyalty. The data
were analyzed using, confirmatory factor analysis, and structural equation modeling.

Findings

The study's findings will shed important light on the interconnectivity between social media
activity, visitor loyalty, and the tourism industry.

Implications

The study highlights the significance of social media communication as one of the primary
driving forces behind building a favorable destination image and, consequently, visitor loyalty.
The study's conclusions demonstrate how social media marketing and communication initiatives
may raise tourists' awareness of environmental concerns related to tourist destinations, thereby
encouraging them to make another trip. Social media information sources bring up new channels
for the tourism industry, which helps them better research and market the destination's image.
The study's conclusions offer recommendations and support the travel and tourism sector overall.
Travel agents and hoteliers leave a good impression on guests and encourage them to return by
sharing and posting reels, status updates, videos, pictures, product reviews, and blogs. Knowing
what attracts both current and potential visitors in common is crucial for the tourism sector to
thrive. Customers will debate brands, ask for assistance, and post reviews of their interactions
with hospitality firms on a variety of social media platforms.
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Conclusion

The technological marvel that is social media has revolutionized digital technology. Websites
related to social media include blogs, Google, YouTube, Facebook, Instagram, Twitter, and
Google+. It is possible to create and share information, ideas, opinions, and interests with online
communities and groups. Social media has a major role in the tourism industry's performance.
Most destinations have sought for innovative ways to improve the quality of exhibits and other
services for both present and potential guests. This study aims to provide helpful information to
organizations aiming to maximize their usage of social media platforms by shedding light on the
mechanism by which involvement in these platforms influences consumer loyalty. The factorial
structure was validated using confirmatory factor analysis (CFA) after the data had been purified
using exploratory factor analysis (EFA). The testing of hypotheses was done using structural
equation modeling. Not just to find out how much is examined, but also to look at how the social
media sharing feature affects users' loyalty and how the discussion feature affects users'
loyalty.This study intends to provide helpful information to organizations trying to make the
most of these platforms by shedding light on the mechanism via which engagement in social
media influences consumer loyalty.
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Research Problem

Amidst the critical global challenge of escalating population, projected to soar to 9.7 billion by
2050as per UN DESA (2019), the imperative for sustainable and eco-friendly food production is
paramount. Organic farming, characterized by its environmentally considerate practices, emerges
as a potent alternative to conventional agricultural methodologies (Kum et al., 2021).

Research Gap

A gap persists in comprehending how consumer psychographics, especially social and self-
identity, influence intentions towards organic food consumption (Saleki et al., 2019).

Research Objective

The study aims to fill this gap by integrating consumer psychographics in the context of organic
food preferences and examining its influence on consumer intention.

Research Methodology

A survey by questionnaire method was adopted to collect data from 350 Indian consumers using
purposive sampling technique. The partial least square structural equation modelling was used to
test the conceptual model and validate the research hypotheses. Also, PLS-predict and
blindfolding was done to check for predictive relevance and predictive power of the proposed
model.

Findings

The findings of the study reveal that purchase intention is strongly influenced by self-identity,
social identity, attitude, subjective norms and perceived behavioral control (Bartels & Onwezen,
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2014; Tuan & Vinh, 2016; Saleki et al., 2019; Boobalan et al., 2021). Additionally, attitude,
subjective norms and perceived behavioral control significantly mediate the relationship of self-
identity as well as social identity with purchase intention. Furthermore, the findings reveal
moderate predictive relevancy and predictive power of the proposed model. The findings will
help marketers in tailoring campaigns that would resonate with personal values, leveraging social
norms, and ensuring accessibility and awareness that can lead to successful marketing outcomes.

Limitations and Future Research

The study is cross-sectional in nature that limits the ability to infer causality. For future research,
it would be beneficial to conduct longitudinal study to track changes overtime. Also, the study is
measuring intention and not actual behavior. So, future studies should report actual behavior in
context of organic food consumption.

Keywords- Self-identity, Social identity, Theory of Planned Behavior, Purchase intention,
Organic food.
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Backdrop

In India, being a female entrepreneur is a difficult journey because families and society do not
encourage aspiring businesswomen. With the financial and educational backing from the Indian
government, women are excelling in every industry. Women are still unable to launch their own
enterprises due to social, cultural, and financial obstacles, despite the efforts of our country to
promote women's rights. The absence of an entrepreneurial climate is the primary problem. This
study highlights some of the obstacles that women face on the path to entrepreneurship, including
pressure to conform to gender norms and a lack of support from families, particularly married
ones. These female leaders are bold, confident, and willing to take chances. In the customary
Indian society, men are expected to take care of their spouse, children, and other family
members, while women are always viewed as inferior to them. Nonetheless, the 21st-century
Indian women stand out from the previous generation due to the ease with which women can
access education, as well as government loans, grants, and subsidies specifically designated for
their needs. It is women that initiate new business ventures, see them through to completion,
oversee operations, integrate production, take calculated risks, and navigate the associated
financial challenges. Women who are entrepreneurs can improve their social and familial lives
and are driven to change the world. In any nation, women's entrepreneurship is essential. Indian
women's fight to carve out a place for themselves is almost over. The Indian government, seeing
the importance of empowering women entrepreneurs and fostering women's empowerment, has
introduced a number of programs that would support these individuals financially while also
encouraging their contribution to the nation's financial inclusion. With the aid of these programs,
the government hopes to improve the social and economic standing of women generally. This
research paper aims to assess the government of India's schemes and policies for assisting female
entrepreneurs.
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Abstract

A single woman or a group of women who start, run, and own a business using their own
concepts are known as women entrepreneurs. In every country, Micro, Small, and Medium-Sized
Enterprises (MSME) are an integral element of the economy. Compared to large industries, it
offers employment prospects at a cheaper capital cost. The GDP rate (gross domestic product) of
the nation will rise if MSMEs flourish. In addition to boosting the economy, women business
owners are crucial to an organization's ability to innovate and engage its workforce (Goel &
Madan, 2019). The nation's skill development and upgrading are under the jurisdiction and
control of the Ministry of Skill Development and Entrepreneurship (MSDE). By constructing the
framework for technical and vocational training, upgrading existing skills, developing new ones,
and encouraging creative thinking, it seeks to close the skills gap between the supply and demand
for skilled labor. The four-decade-old method of rescuing people from poverty—microcredit—
provides a boost to women's well-being in particular. Due to gender bias, women frequently miss
out on official credit opportunities (Chaudhuri et al, 2020). The gender gap that exists in the
credit market is bridged and filled by microcredit (Wellalage and Thrikawala, 2021). Women are
further encouraged to pursue entrepreneurship by having easy access to affordable finance, which
ensures their financial independence and promotes their empowerment. Owning a source of
income improves a woman's rights and well-being and supports "her voice within and beyond her
family" (Sen, 1990). Additionally, her ability to manage her income and other financial resources
is crucial to the upbringing of their dependents, particularly the children (UN Women, 2019). A
report (Global Entrepreneurship Monitor, 2020) claims that women can overcome financial
adversity by pursuing entrepreneurial endeavors. Furthermore, a nation's socioeconomic
development greatly depends on the involvement of women in productive economic activity.
Therefore, in addition to offering loans without collateral, the program also charges female
beneficiaries cheaper interest rates in an effort to promote female participation. After the PMMY
has been running for five years, the program claims that 68% of the loan accounts are held by
female beneficiaries (MUDRA, 2020).

Research Gap

There are significant gaps in research on women's entrepreneurship and related programs for
driving change, which obstructs overall progress. There are several government programs
designed to support women who want to start their own businesses, but there aren't many
comprehensive studies that assess the long-term effects of these efforts. It is essential to
comprehend the subtleties of these programs' efficacy in enabling women to spearhead change in
the corporate environment. Furthermore, not enough research has been done on the intricate
interplay between socioeconomic status, ethnicity, and geography that affect women, nor the
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range of issues they confront. In addition, a comprehensive understanding of the effectiveness of
these schemes is hampered by the paucity of qualitative research that documents the stories and
real-world experiences of female entrepreneurs navigating them. Filling in these research gaps is
essential to developing inclusive and targeted policies that support real change and female
entrepreneurship empowerment, resulting in a more fair and resilient business climate.

Methodology

Examining the dynamic interaction between women's entrepreneurship and government
initiatives as change-leading catalysts requires a thorough methodology that integrates qualitative
and quantitative methods. First off, utilizing qualitative techniques like focus groups, in-depth
interviews, and case studies enables a thorough investigation of the realities, perspectives, and
difficulties encountered by female entrepreneurs who gain from these initiatives. Rich insights
into the complex elements determining involvement, efficacy, and the socio -cultural
circumstances impacting entrepreneurial initiatives are offered by this qualitative portion of the
research. Simultaneously, mixed method approach aid in measuring the influence of these
programs on the expansion of businesses, financial empowerment, and the success rates of
women-owned businesses in general. Furthermore, a more comprehensive understanding of the
differing efficacy of these programs can be obtained by doing such analysis. A complete
knowledge of the mechanisms via which government initiatives and women's entrepreneurship
meet to produce revolutionary change in the entrepreneurial landscape is ensured by a mixed-
methods approach that combines quantitative data with qualitative narratives.

Implications

According to CMIE data, the pandemic has resulted in job losses across a range of industries
(Maity et al., 2020). Due to a lack of other income sources brought on by the closure of
businesses and informal production, migrant workers were compelled to return home and rely on
their prior savings, government assistance, or any income from a spouse, if any. According to
Agarwala et al. (2021) and Sahu et al. (2020), financial support via microcredit programs like
Mudra Yojana may promote self-employment, which may guarantee rural development. The
government's effort to increase these loans and schemes budget in these hard times could help
and contribute to rural development through entrepreneurship.

Conclusion

In a nutshell the examination of women's entrepreneurship in tandem with government
initiatives aimed at spearheading transformation reveals a complex environment characterized by
advancements as well as enduring obstacles. By combining qualitative and quantitative methods,
this study sheds light on the complex effects that these programs have on women-owned
enterprises. The report recognizes the progress made in empowering women entrepreneurs, but it
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also emphasizes the need for more intersectional, inclusive, and long-lasting support systems that
are suited to a range of socioeconomic situations. Furthermore, the qualitative narratives
underscore the need of tackling socio-cultural obstacles and cultivating an atmosphere that
supports the expansion of entrepreneurship. Through the use of these results, decision-makers,
interested parties, and assistance providers can enhance current programs and develop novel
approaches to enable female entrepreneurs, consequently cultivating a more just, robust, and
revolutionary environment for corporate leadership and transformation. This study advocates for
complete policies that actually empower women in their entrepreneurial endeavours and
significantly alter society, and it provides a basis for further investigation and action.
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Abstract

The question of an effective corporate governance structure has been a focal point of recent
reforms in several countries. The significance of an organization's corporate governance practices
stems from the fact that they are said to have an impact on a variety of factors such as firm
performance (Chauhan et al. 2016; Mishra & Mohanty, 2014), market return (Sarkar et al.,
2012), international competitiveness (Subramanian & Reddy, 2012), sustainability practices
(Shrivastava & Addas, 2014), and so on. Moreover, a number of institutional investors are
shifting their focus to the governance practices of the companies in which they invest, with the
conviction that these practices have the potential to affect the performance of a company. This
paper presents a detailed examination of corporate governance indices developed and published
in India from 2000 to 2020 (Chatterjee, 2011; Gulati et al., 2020; Kohli & Saha, 2008; Mishra &
Mohanty, 2014; Qurashi, 2018). The majority of the previous indices were based on clause 49,
which was enacted by SEBI in the year 2000 to govern the separation and exercise of power in
Indian corporations. However, the said clause on corporate governance was replaced by the
Listing Obligation and Disclosure Requirement in the year 2015. Given the scarcity of studies
that have sampled after 2015 and corporate governance practices following the revision of the
corporate governance code (Almaskati et al., 2020), the current study proposes a framework to
measure corporate governance practices in India that captures the major features of new
corporate governance regulation, namely the Listing Obligation and Disclosure Requirement
(LODR, 2015) including the essence of previous literature. The internal stakeholders with a
crucial role in influencing corporate governance decisions, including Shareholders, Board, and
Top Management (Kalashree, 2018; Licht, 2013), were considered for developing the indexes.
Three sub-indices were created: a shareholder sub-index, a board sub-index, and a senior
management sub-index. The aggregation of these three sub-indices resulted in the creation of an
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overall corporate governance index. It took us six phases to collect, segregate, categorize, add,
compile, and finalize a comprehensive corporate governance index (Figure 1).

Phase 1 Phase 2 Phase 3

:ﬁ_&:ﬁﬁ:;::i:gﬂl‘;::‘;: Té? J (‘a_tegf)rising ll_m items into
Sharcholders, Board of = VAT constim st undcr three

Directors and Top major categories (943 items
Management classified under 31 constructs)

Collect constructs and i

indicators from previous =

indexes (943 items and 110
constructs collected)

W

Phase 4 g Phase 5
s Thoroughly study LODR Sbbing the similar ey Phase 6
a lhf r‘g\“} ‘c;nrlc}:)r“:g?:cj‘lzcr —> together removing the | The Final Index consisted of
e s e ) unnecessary items and 277 items under 18 constructs
new LODR regulations (new R O PRI
items added 307) PPLG-DR 2015

Figure 1 : Phases involve in Index Finalization.

The two sub-indices framed i.e., the board sub-index and the shareholder sub-index comprised of
12 and 6 construct respectively. The top management sub-index was farmed overall with the help
of 29 indicators. The constructs use to measure the board sub-index were: Audit Committee (16);
Risk Management Committee (12); Shareholder/ Stakeholder Relationship Committee (8);
Nomination and Remuneration Committee (10); Independent Directors (12); Board Composition
(13), Board Procedure (7); Vigil Mechanism (2); Director’s Competence/ Training/ Evaluation
(6); Restriction on the Board (7); Board Attendance (4); Fee/ Remuneration/ Compensation (4).
The shareholder’s sub-index was measured with the help of constructs like Shareholder’s Rights
(6); Well Informed Shareholders (74); Dividend (6); Grievance Redressal (5); Safeguarding
Shareholder’s Interest (48); General Meeting (8). The numbers in the brackets after each
construct indicate the number of items under each construct. The previous indices differ at
different levels, since diversity in measuring corporate governance practices has been
demonstrated through the application of 110 different constructs by different authors. This
eventually leads to disagreements among the studies over their results and findings. The present
study Phase 1 Collect constructs and indicators from previous indexes (943 items and 110
constructs collected) Phase 2 Segregating the items into three major categories, i.c.,
Shareholders, Board of Directors and Top Management Phase 3 Categorising the items into
various construst under three major categories (943 items classified under 31 constructs) Phase 4
Thoroughly study LODR added further new items as per the provisions contained in new LODR
regulations (new items added 307) Phase 5 Compilation of index by clubbing the similar items
together removing the unnecessary items and mapping the items with LODR, 2015 Phase 6 The
Final Index consisted of 277 items under 18 constructs proposes an overall corporate governance
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index using the essence of old indices and new regulatory regime, in order to capture the
corporate governance practices of Indian corporate sector in best possible manner.
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Purpose

Personality plays a pivotal role in shaping the mindset and behaviour of an individual and
financial literacy is noteworthy in developing sound financial behaviour, with this context the
purpose of this paper is to examine the influence of personality traits on financial behaviour. The
study analyses the influence of financial literacy on financial behaviour and examine the
mediating role of financial literacy between personality traits and financial behaviour.

Design/Methodology

The research conducted for this study was descriptive in nature, and a cross-sectional research
design was used to collect primary data through a structured questionnaire. The sample size for
the study consisted of 400 postgraduate students.

Findings
The research found a positive correlation between personality traits and financial literacy, as well
as between financial literacy and financial behavior. Financial literacy acts as a mediator between

personality traits and financial behavior. Additionally, the results indicate a low level of financial
literacy among Post Graduate students.

Research Limitations/Implications

The present study was restricted to only Jammu and Kashmir and used cross sectional research
further longitudinal research can also be conducted. The present study will be useful for the
government, industry and policy makers to frame the policies and programs to promote the
financial literacy level to develop the sound financial behaviour that can be done through
successfully implementing the financial education program.

Originality/value
Few studies had been conducted in context to the model that had been used in this study.

Keywords- Financial Behaviour, Financial Literacy, Households, Personality traits, Students
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Abstract

The recent outbreak of COVID-19 has affected the online on-demand home services market in a
big way. Despite the fact that the pandemic took a toll on the arena economy, the demand for
distributed data increased due to the pandemic. As a result, the big players took full advantage of
the emergency to reform their business units. There was a rapid boom in the field of online
offerings, which essentially helped in accelerating the growth of the market. Additionally, during
the pandemic, a large population inclined towards digitization and seamlessly adopted
smartphones, resulting in a boom in internet access. Thus, the market witnessed a rising demand
even during the pandemic. As a result, the increased demand during the entire lockdown rules
has basically helped in providing momentum to the market. The COVID-19 pandemic has
redefined the parameters of Online On-Demand Home Offerings across several industries and
considering the improved security requirements, government policies, activity market demand
conditions, inventory and their current business venture/operating fashion, Implementation has
led to service vendors for business methods and value propositions. This has additionally
influenced the characteristics and formation of the latest organizations.
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Backdrop

The financial services, like banking are a bundle of jobs related to customer relationship,
informed and expert advice, future security and returns. All these jobs require good
customer relationship skills, analytical skills, domain knowledge of securities market and
different industries, and ability to retain and expand relationships (Meng & Berger, 2019). The
customer will be satisfied and will become a ‘partner’, only if the company is successful in
delivering in an efficient manner. Every employee who has successfully delivered these
expectations has attained the results required for their job. ROWE is a possibility in this
sector, as results are directly related to the employee relationship and performance in
most of the cases.

Research Gap

In the current global meltdown in the financial markets, the concept of results-based
performance management is questioned. But the concept of ROWE can still be implemented in
the financial services sector, provided the results are well-defined and take into consideration,
the short-term and the long-term requirements for the organization and the customer.
ROWE will be a useful performance management tool in the above sectors, if the organization
defines results properly and conservatively rewards the employee.

Methodology
The present study aims to understand Results-Only Work Environment (ROWE), a twenty-first

century management concept and model invented at Best Buy company.
Findings

Though the concept is revolutionary but by changing the organizational culture and leadership, it
can be applied to a majority of jobs in this sector. Findings show that physical working
environment has an impact on the motivation of the employees to perform. It is the
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responsibilities of the organization to provide friendly working environment which will influence
employees to work comfortable and perform their job. By having a result-oriented environment,
the employees could apply their energy and their full attention to perform work Vischer, (2007).
Cummings and Schwab (2003) mentioned the connection between leadership behavior, flexible
working hours and employees performance. It is further supported by Maritz (1995) who
reported that effective leadership behavior facilitates the attainment of the subordinate’s desires,
which then results in effective performance. Further, the concept of ROWE views employee
empowerment as a key factor of continuous improvement that enables organizations to achieve
an effective and lean workforce environment.

Conclusion

Results-Only Work Environment (ROWE) is a revolutionary concept introduced successfully in
the retail industry. The present research attempts to study the applicability of ROWE as a tool to
enhance efficiency in the banking sector. Though the concept is revolutionary and requires
changes in organizational culture and leadership, it can be applied to a majority of jobs in
financial sector. Switching to a results-only workplace is a big transition, but it may pay off for
the institution in the long run in terms of higher job satisfaction, lower turnover, and better
profits. Therefore, the present study aims to draw a conceptual model that depicts the relationship
between ROWE and organizational efficiency.
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Backdrop

India has experienced a boom in internet and smartphone penetration in recent years. The number
of internet connections in 2021 increased significantly to 830 million, driven by the ‘Digital
India’ programme (IBEF, 2023). In line with the report by IBEF (2023), this rapid rise in internet
users and smartphone penetration along with rising incomes has assisted the growth of India’s e-
commerce sector. According to a Deloitte India Report, as India is moving towards becoming the
third-largest consumer market, the country's online retail market size is expected to reach US$
325 billion by 2030, up from US$ 70 billion in 2022, largely due to the rapid expansion of e-
commerce in tier-2 and tier-3 cities. Present research advances the body of knowledge on e-
commerce acceptance by providing new insights into factors affecting the acceptance and how
culture influences individual use behaviour in tier —2 cities namely Jammu and Chandigarh. The
study combines the unified theory of acceptance and use of technology (UTAUT) model of
Venkatesh et al., (2003), with personal cultural orientations from Piyush (2010) to highlight the
role of performance expectancy, effort expectancy, social influence and personal cultural
orientation as main factors affecting the intention of the targeted group towards online shopping.
The result of the research shows that amongst identified factors namely performance expectancy,
effort expectancy, and personal cultural orientations all were found to have significant influence
on behavioural intention to online shopping with effort expectancy having the maximum impact
on the intention.

Objectives of the Study
The main objectives of the study are:

1. To study the determinants of intention to use online shopping.
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2. To study the impact of various determinants on online shopping acceptance behaviour of
customers.

3. To study the role of personal cultural orientations in acceptance of e-commerce in the context
of online shopping.

Research Methodology

The scope of the study extends to the online shoppers from Jammu city and Chandigarh city. For
the purpose of the study, online shopping users from Jammu city were chosen as respondents. In
these cities, the data has been collected from the students and employees of different universities,
colleges, offices etc. falling in the age group of 21 to 50 years. Respondents falling to this age
group are most frequent users of online shopping. Random sampling technique was employed for
sampling, and around 400 online shoppers were surveyed using a structured questionnaire.

Findings of the Study

In summary, this study serves as a preliminary step toward the investigation of the factors
affecting the acceptance of e-commerce. In this research, the results are largely consistent with
the results in Venkatesh et al., (2003) that all factors were found to be significant. In addition, the
personal cultural orientations was incorporated into the research model in order to gain a better
understanding of online shopping use by online shoppers in India. The results show that the
cultural values in Indian culture encourage the use of online shopping.

The determinants namely performance expectancy, effort expectancy, social influence and
personal cultural orientations were found to have significant influence on behavioural intention
to use online shopping.The research model explained 63.4% of variation in intention to use
online shopping. This study has demonstrated empirically that the personal cultural orientation
(PCO) characterising individual level cultural values have positive relationship to the behavioural
intention to use e-commerce in the context of online shopping. This implies that the culture
encourages the use of online shopping.

Effort expectancy is found to have the most significant impact to the use of ecommerce. The
results indicated that the more online shoppers perceive online shopping as useful and easy to
use, the more likely they are to use it. Some researchers suggest that effort expectancy is
expected to become less significant over periods of extended and sustained technology usage, but
recent evidences suggests that its predictive power remains significant in the voluntary
technology acceptance cases (e.g. online shopping), even after the initial experience. The result
of this study also indicates that the path coefficient of effort expectancy (0.310) to behavioural
intention is higher than performance expectancy (0.154), hence supporting its significance in the
acceptance.
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Limitations and Future Research

Despite the contributions and implications, this study has several limitations and opens avenues
for future research. First, the sample of the present study comprises online shoppers from one
city of north Indian state. It would be useful to increase the sample in future studies, such that the
sample comprises a greater number and wider variety of units for analysis. Furthermore, the
findings of the study can be confirmed across a wider range of individuals in different states,
different environments, cultural groups, and technologies which could reveal similarities and
differences in the e-commerce acceptance. In addition, given that cross-sectional data were
collected, representing a snapshot in time, researchers may consider conducting a longitudinal
analysis, which may incorporate qualitative method likefocus groups or observation, to further
explore the findings of this study.
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Backdrop

In the post-coronavirus era, emergence of hybrid work has been viewed as the “new normal” in
the world of work (Vyas, 2022). Furthermore, it is now considered as a sustainable work
arrangement (Chafi, Hultberg, & Yams, 2022). It is the most common form of work arrangement
for knowledge workers (Hopkins & Bardoel, 2023). In this flexible working arrangement,
employees split their work time between the workplace (on-site office) and remote work such as
work from home (WFH) during the work week (ACAS, 2023). The perceptions of management
and employees on remote work has evolved during the pandemic from being sceptical to being
comfortable and productive (Verma , Venkastesan, Kumar, & Verma, 2023). Review of literature
shows various benefits of hybrid work (Verma , Venkastesan, Kumar, & Verma, 2023) including
its strength in achieving SDGs (Hopkins & Bardoel, 2023).

Increasingly public sector workforces across countries have realized the benefits of hybrid work.
Research on Australian Public Service agencies employees show support for hybrid working as
they perceive benefits of increased autonomy, flexibility, work-life balance and productivity
(Williamson & Colley, 2022). Chafi, Hultberg and Yams’s (2022) research based on Swedish
public sector organizations detail the benefits and challenges of hybrid and remote work from
individual, group and leadership perspectives. Despite the challenge of the social aspect of
isolation, Swedish public employees and managers perceived hybrid work arrangement as the
best, given they are provided with new skills and competencies. The challenges of adopting and
implementing hybrid workplaces will differ across countries. Difference in economies or
technological development of countries where organizations operate may account for disparities
in the adoption and implementation of telework (Athanasiadou & Theriou, 2021). For instance,
Sweden has a high level of digitalisation and therefore the technological infrastructure challenges
may not be sound. In comparison to developing countries, they are more likely to encounter
difficulties in accessing essential WFH resources such as digital technology (Schuster, et al.,
2020).
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Research gap

Systematic literature review on telework and hybrid work indicate the need for future research in
different countries and sectors to assess the implications and perspectives on hybrid workplaces
(Athanasiadou & Theriou, 2021; Verma , Venkastesan, Kumar, & Verma, 2023). Verma,
Venkastesan, Kumar and Verma’s (2023) review shows that majorty of studies on hybrid work is
done in the USA, followed by Europe and UK and growing interest in India with few studies in
Australia and lastly in middle eastern countries (Kuwait and United Arab Emirates). There is a
research gap of lack of studies in the South Pacific region of small island states. This research
fills the gap by investigating the perceptions of Fijian public sector managers on hybrid working
arrangements. It highlights key implications for an effective hybrid work arrangement for Fiji.
Fiji is an island country in the South Pacific Ocean with a small economy. Fiji’s Covid-19
experience has highlighted the importance of strengthening the digital infrastructure
(International Trade Administration, 2024).

Methodology

The qualitative approach of semi-structured face to face interviews was adopted with 15
participants, who represented public managers and senior officials at two of Fiji’s public sector
organizations. Purposive sampling was used to select the participants who held managerial
positions and supervised remote employees during WFH in the Covid-19 pandemic. Data
collection was ongoing for 6 months (May 2022-October 2022) after Covid-19 restrictions were
lifted in the country. Ethical approval was obtained by the University’s research ethics committee
to do this research. All interviews were audio recorded, transcribed and analysed with inductive
approach in NVivo software.

Overview of Findings

Findings revealed perceived benefits and challenges of hybrid work in Fiji’s public workforce.
Majority of the public managers are keen to adopt hybrid work arrangement and perceive
productivity, cost efficiency and better work-life balance as benefits. The major challenges are
technological infrastructure and skills, monitoring remote employees and social culture as
barriers to remote work. However, public managers perceive the best of hybrid work given they
are provided with effective WFH technologies and guidelines.

Implications

The implication of this research is to provide key recommendations to public policy makers and
human resource managers for emergence of effective hybrid work arrangements for Fiji’s public
workforce. This is specifically in the areas of hybrid work policy/guideline, improvements in



142 Innovation and Sustainability in Business Development

digital infrastructure and training, supervisor support and participative leadership, better work-
life balance of remote employees and sustainability.

Conclusion

Public managers perceive key benefits of hybrid work. Despite the barriers to remote work in
Fiji’s context, public managers are supportive of hybrid work arrangements. To capitalize on the
benefits of sustainable hybrid work arrangements, Fiji’s public workforce needs to invest in
effective WFH resources.

Keywords- Hybrid Work Arrangements, Managers’ Perception, N VIVO Software
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Purpose

This study explores the nuanced role that gender might play in fostering sustainable agricultural
practices within Small and Medium Enterprises (SMEs), particularly in the context of
environmental sustainability challenges faced by Fiji and other Pacific Island countries. This
study addresses a critical literature gap by examining the influence of gender on sustainable
agricultural practices within SMEs, especially under the environmental sustainability challenges
unique to Fiji and other Pacific Island countries. The study is crucial as it explores how gender
dynamics can shape the sustainability of the agriculture sector, a vital pillar of both the economy
and the ecological system in these regions.

Design/Methodology/Approach

Noting the importance of the agriculture sector to the national economy and its linkages with the
surrounding biodiversity, this study will utilize the latest Agriculture Census data of Fiji to
undertake quantitative analysis of the climate change effects, as observed at the farm level. The
study will further evaluate farmers’ various sustainable agriculture practices, decomposed by
gender. Results from this analysis, identifying a particular gender to be more proactive in
Sustainable Agricultural Practices can be used to promote Sustainable Agricultural Practicess in
other sectors using this particular gender as the agent of change.

Research Limitations

While this study provides in-depth insights into the role of gender in sustainable agriculture
within the context of Fiji and other Pacific Island countries, it is important to recognize that its
focus on these specific Small Island Developing States (SIDS) may limit the direct applicability
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of its findings to other global regions. However, this focus is also a strength, as it sheds light on
the unique challenges and opportunities in SIDS, a relatively underexplored area in sustainability
literature. Additionally, while the study emphasizes gender roles, acknowledging that other
socio-economic factors also play a crucial role in sustainable agricultural practices, this approach
opens up avenues for more comprehensive future studies. As such, this study lays the
groundwork for subsequent studies that can expand on these findings by incorporating a broader
range of socio-economic variables and exploring how these interact with gender dynamics. This
expanded approach could further enrich our understanding of sustainable practices in diverse
global contexts, making a valuable contribution to sustainability studies.

Practical Implications

This study provides meaningful insights for policymakers, agricultural stakeholders, SMEs,
educational institutions, and environmental groups and links gender-specific approaches in
sustainable agriculture to key United Nations Sustainable Development Goals (SDGs). Its
insights are crucial.Policymakers can use these findings to develop inclusive agricultural policies,
supporting SDG 5 (Gender Equality) and enhancing gender equality in the agricultural sector.
Businesses, especially SMEs, can integrate these sustainable practices to promote food security
(SDG 2), improving their environmental and economic sustainability. Educational institutions can
incorporate these insights into their curriculum, aligning with SDG 4 (Quality Education), to
educate future generations on sustainable practices. Environmental groups and landowners
benefit from this research by advocating for sustainable land management, supporting SDG 15
(Life on Land), and addressing climate change challenges.For the tourism sector in regions like
Fiji, understanding the impact of sustainable agricultural practices on biodiversity helps maintain
competitive tourism offerings, which is essential for their economic growth.Overall, this study
provides a roadmap for integrating gender equality, sustainable agriculture, and climate action in
policy-making and development strategies, benefiting a broad spectrum of stakeholders and
contributing to the achievement of critical SDGs.

Originality/Value

This study makes a significant theoretical contribution to the literature by uniquely exploring the
intersection of gender, sustainable agriculture, and SME business sustainability in the Small
Island Developing States (SIDS) context, mainly focusing on Fiji and other Pacific Island
countries. It introduces a novel perspective by integrating gender studies with sustainable
agricultural practices within these unique environmental and socio-economic settings. The
study’s originality lies in its detailed examination of how gender roles influence sustainability
practices across various sectors in SIDS, offering fresh insights into the challenges and
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opportunities for sustainable development and environmental stewardship in these vulnerable
regions. This approach advances theoretical frameworks and provides practical implications for
policy and sustainable management in SIDS.

Keywords- Eco-Sustainable, Developing States, SDG’s
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Theme 4 : Changing Global
Business Management

—/

Today, in the world of intensified global relationships, international business has become the key
determinant of economic development and prosperity. Globalization allows MNCs to trade
knowledge, combine advantages and increase their profits. MNCs often operate in more than one
country and managing such cross-border operations requires a thorough understanding of local
cultures, work practices, laws and international business environments. Having a global
management perspective helps leaders to understand and learn from other nations and industries.
Understanding other cultures and methods of conducting business can offer MNCs new ideas for
the sustainability of their businesses. Global management combines knowledge of business,
culture, history and social practices to help companies find their niches in the international
business community and successfully work with other cultures. This field of management has
gained a lot of prominence now days. Even small and medium-sized companies these days are
transacting with foreign entities.
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Research Problem

Banking firms accelerating in global markets are constantly under pressure to supervise
andadvance their managers with the aim of worldwide alliance of standards such as digitization,
transparency, reliability and strategic reposition of the staff. Indian banking Industry has
occupied a vital position in a nation’s economy and is considered as the lifeblood of the
economic system.

No doubt that the banking sector drives GDP, fascinates foreign investments, contributes
toexports, and generates employment opportunities (www.ibef.org, 2017). However, most of the
banks do not comply with regulations and therefore faced a huge loss of 74 lakh crore (approx.).
Therefore, banks need to be coordinated and monitored by effective executives to identify
swindles and frauds. Effective managers not only deliver good financial services but also bring
back public trust witheconomic firmness in banks (Negi & Dangwal, 2020). Most of the firms
based in thought-provoking and volatile environment directing and emphasizing their efforts
towards theeffectiveness enrichment questions (Diwanji, 2018).

Objectives of the Study

This article empirically gauges the degree of relationship to which variates embedded in the
cultural and managerial framework in Indian banking contexts encounter and repel
thedissemination of inclusive practices and how these subtleties are associated with managerial
effectiveness.

Research Methodology

For data collection, a total of 467 managers working in banks were approached. Inaddition to
check overall fit and significance, canonical correlation analysis, viz., normality, linearity, and
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homoscedasticity were used. Furthermore, sector wise comparison (public, private, and foreign
banks) with correlation matrix were also discussed.

Findings of the Study

The findings recognized that despite digitalization and diversification at the workplace, cultural
practices are positivelyembedded in the Indian Banking Industry (Negi & Dangwal, 2019).
Noteworthy variates of culture in banks pervade managerial effectiveness; such aspects are
identity, decision-making, standard, leadership, initiative/risk, structure, and grievance-handling,
which insistently repel significant association with managerial effectiveness. This article adds to
Indian managerial and organization cultural literature, a considerable under-scrutinized field.

Limitations and Future Research

Like other studies, this study also has limitations. First, assessment based on cross-sectional
approach that lacks the feature of longitudinal. Therefore, findings interpreted with caution, as
this research do not imply experimental relationship between organizational culture and
managerial effectiveness. Secondly, study have contributed to effectiveness assessment by
investigating the link between culture and its dimensions, study have examined four behavioural
standards of managers. Third, our study was based on banking industry in India. Therefore,
generalization of findings is limited. The non-significant result for certain dimensions of culture
like reward, warmth and human-relation culture provides opportunity for further investigation.
Finally, the study suggests that future researchers need to investigate the role of reward, warmth
and human-relation on effectiveness.

Keywords- Organizational Culture, Managerial Effectiveness, Canonical Correlation Analysis,
Banks
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Abstract

This paper explores the intricate web of influence that social media platforms create and
examines the ripple effect they have on consumer behaviour, especially in the context of organic
foods. The impact of social media on consumer decisions, especially when it comes to organic
consumption, is growing as it remains a dynamic force shaping modern lifestyles. This study
delves into the complex relationship that exists between the dynamics of social media and the
burgeoning demand for organic food products. The “ripple effect” is a metaphor used to highlight
the far-reaching effects and interconnectedness of social media’s influence on shaping
perceptions, spreading knowledge, building trustand eventually increasing demand for organic
alternatives.The goal of the study is to present a thorough understanding of how social media
influences consumer decisions in the domain of organic food items by examining the different
facets of this ripple effect. This review sought to understand how social media affects food
choices by evaluating existing research.A review of the literature was done on the subject of
social media’s influence on organic food choices. The articles were found using databases
Scopus and Web of Science.The following search phrases were used to find articles from
academic journals published between 2013 and 2023: social media, organic foods, organic food
products, food choices. The review of social media articles about organic food products presents
an intriguing narrative of changing consumer tastes and dynamic customer engagement.
According to the data, there has been a notable change in consumer behaviour, which may be
attributed to the dominance of social media sites such as Facebook and Instagram. Positive
perceptions about organic products are greatly influenced by user-generated content, which
includes visually appealing postings and influencer endorsements. Based on user decisions being
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guided by expert opinions and peer reviews, the findings highlight the efficacy of these platforms
as means for establishing trust.Social media has a cascading effect that goes beyond simple
advertising; it sets trends and makes selecting organic alternatives feel more urgent. The
collective summary of these results highlights the breakthrough influence of social media on
consumer attitudes and behaviours regarding organic food products, indicating the necessity of
further investigation and strategies for organic businesses.The emergence of social media has
completely changed advertising tactics, especially for the organic food market. Using social
media to promote organic products has significant ramifications. Organic farmers can interact
directly with a wide range of international consumers using social media sites like Facebook,
Instagram, and Twitter. Producers are able to convey the distinctive features and environmentally
friendly processes of their products by utilising the visual appeal and storytelling powers of these
platforms. The establishment of trust and openness through direct engagement is crucial for
catering to the growing concerns of consumers regarding the origin and quality of their food.
Moreover, social media’s viral quality facilitates the quick spread of knowledge, transforming
specialised organic preferences into popular trends.Organic producers can use social media
advertising as a potent tool to educate and inspire consumers, as well as to promote their
products, in accordance with the growing consumer interest in health and sustainability. All
things considered, the smart use of social media advertising benefits the organic producer by
reaching a wider audience and, at the same time, aligning with consumer values to increase
demand for ethical and eco-friendly products.In conclusion, social media has become a powerful
tool for promoting organic food items due to its dynamic landscape. Through the utilisation
of user-generated content and social media platforms have effectively influenced customer
views, cultivated trust, and sparked a growing movement towards more organic alternatives. In
this digital landscape, maximising the benefits while tackling the drawbacks is essential for long-
term expansion and a knowledgeable ethical consumer base in the organic food industry.

Keywords- Ripple Effect, Organic Food Industry, Social-media Influence
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Unravelling Resilience: Exploring
Socio-Psychological Dynamics Among
India's Hotel Industry Workforce
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Purpose

This study examines the socio-psychological mechanism between the perceived risk of
unemployment, perceived loneliness, social support, depression, and interpersonal deviance of
hotel employees during the world crisis. The impetus for this study is the serious issue of rising
occupational stress caused by the pandemic's adverse effects on all hotel staff, from frontline
teams to managerial staff. Therefore, this study aims to investigate the pandemic's impact on
occupational stressors in the hotel industry.

Method

The study collected 269 original survey data from Indian hotel industry employees using a
questionnaire and a purposive sample approach. The collected data were analyzed using
structural equation modeling.

Finding
The study results indicate that interpersonal deviance and depression are positively related.

Furthermore, the study found that social support minimizes loneliness but showed an
insignificant relationship between social support and depression.

Implications

The findings of this study can help hoteliers establish policies that address employees' perceived
insecurities and psychological problems.

Originality

By understanding the psychological position of their employees, hoteliers can implement
strategies to mitigate the negative impacts of the pandemic on their workforce.

Keywords- Perceived Loneliness, Social Support, Risk of unemployment, India, Hotel industry
employees
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Role of Theory of Constraints and Kaizen
Orientation in upgrading HCSQ
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Background

It is evident all over literaturethat healthcare faces operational challenges. Healthcare worldwide
is experiencing issues like rising costs and poor quality. Without a true solution, health
professionals will face lower incomes, patients will pay more, and services will be restricted. The
research is executed into a perception-based framework where the blend of TOC and Kaizen are
used in order to attain HCSQ and Organisational performance. TOC’s mindset, methodology and
measurement are the components of TOCO and 5S, PDCA and Muda Elimination being the
components of Kaizen Orientation are considered for the present study.

Research Gap

The healthcare sector faces increased demand and ineffective services. The healthcare sector is
characterized by high levels of complexity, uncertainty, and variation.Therefore, the present
study is an attempt to overcome this gap prevailing in the healthcare sector.

Methodology

The data collection methodology comprised of quantitative methods. For primary data collection
-field data collection through census method for doctors and snowball sampling for
paramedical/Supporting staff were used. The data collected was analyzed through statistical
techniques like, EFA, Item analysis, CFA and SEM.

Findings

1. The aim of this research is to explore the impact TOC Orientation and Kaizen Orientation as
improvement methodology technique in the healthcare sector including Private and Public
sector hospitals of North India.

2. This research focuses, describes and analyses the implementation of the Theory of
Constraints and Kaizen techniques in different healthcare organisations involving Private
(ASCOMS and Fortis) and Public (PGIMER and GMC-Jammu) sector hospitals.

3. This study shows the relationships between the (TOCO) and consequences (HCSQ, OP and
OS) in Healthcare sector.
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Implication

1. The organisations with positive Mindset, Systematic Methodological techniques and good
performance measurement indicators can easily attain long turn sustainability (Economical,
Ecological and Social).

2. Finding out the constraints and accordingly framing the suitable strategy, TOC is considered
as the best modern-day technique. Further relationship between the KO construct and the
consequences (HCSQ, ESL and OS) is also established.

3. The study reveals KO i.e. 5S/Housekeeping, Muda Elimination and PDCA as the three
important components of the KO concept. The organisations which implement small changes
with incremental cost, but involving their employees of all level can easily attain long turn
sustainability (Economical, Ecological and Social). Finding out the places where wastages
etc. occurs and hitting that place is the major role of Kaizen philosophy.

4. Kazien tool are the low cost but effective tool of the present day and if these tools are
effectively introduced and monitored in the service sector organisations like, healthcare, one
can definitely achieve the desired goals.

Keywords- Theory of Constraints, Kaizen technique, TOCO
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Abstract

In last few decades, achieving a WLB (Work Life Balance) has become a major issue for an
individual as well as for an organization. Main concern is to meet the conflicting demands of
work life and organization life, in order to live a healthy life and increasing our productivity. The
increased imbalance between work life and family life lead to chronic stress, which can have
some drastic effects on our physical as well as psychological health, due to which one’s
performance suffers, workplace suffers and family suffers. Even today, maintaining work life
balance is considered as a myth. So, there is a challenge as well as need to move from Myth to
Reality. This study shows that how importance is it to achieve balance between work life and
personal life. In order to live a healthy life and increase our productivity, maintaining work life
balance is the need of the hour. As we know our work life as well as our personal life is equally
important, this paper analyses the imbalance between work life and family workplace has
become a great source of stress which is of major concern for both employers and
employees.Working for long- hours, too much responsibility, unviable stress, worrying about
future, sleepless nights, take a serious toll on health. Don’t make your life miserable to be
successful. Work smart & not work hard.The objective of this study is to study and measure the
key factors which affects the work life balance & helps in achieving sustainable productive
levels.

Keywords- Work life Balance, Productivity, Stress

References
Guest, D.E. (2002). Perspectives on the study of work-life balance, Social Science.

Greenhaus, J. (2003). The relation between work-family balance and quality of life. Journal of Vocational
Behavior, 63 (3), 510-531. Information, 41 (255), 255-79.

Bhattacharya, D. (2009). Research Methodology. Second edition. Excel Books India

Joshi, Sunil, Leichne, John, Melanson, Keith, et al. Promoting a Work-Life Balance. Social
Environmental Report 2005

Kaila, H. (2005). Human Resource Management (2 Vols.). Gyan Publishing House
Kothari, C. (2009). Research Methodology: Methods and Techniques. New Age International.



158 Innovation and Sustainability in Business Development
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Purpose

The recent advent of computer-generated influencers (CGI) has changed what it means to be
authentic and credible as a critical quality of human social media influencers, specifically in
relation to digital marketing and advertising. The use of virtual influencers in marketing has
emerged as an intriguing trend because they offer a possible improvement over social media
influencers in terms of effectiveness (sands et al., 2022). With the exponential growth of
influencer marketing, firms are using virtual influencers as spokespersons and social media
advertising. Virtual influencers have recently become prominent on social media, a somewhat
untapped field. They are often described as computer-animated characters with large social
media platforms managed by a business or agency. They are used in social commerce to promote
goods, while replacing human influencers. Businesses use virtual influencers to sell their
products and motivate millions of users through social networks (Moustakas et al. 2020).
Organizations use virtual humanoid robots (another term for virtual influencers) to promote
marketing campaigns for well-known companies, including Prada, Samsung, Porsche, Calvin
Klein, Ikea, and KFC (Oliveira & Chimenti, 2021). Like human influencers, they also support
political causes such as Black Lives Matter and advocacy for transgender rights, in addition to
promoting products (Robinson, 2020). Research on virtual influencers is still in its early stages.
Only a few studies in information systems (IS) research have examined this novel phenomenon
of virtual influencers or related subjects, and they all call for more in-depth IS research on this
issue (Arsenyan & Mirowska, 2021; Moustakas et al., 2020; Park et al., 2021; Robinson, 2020).

The rise of CGI has changed what it means for real people to be honest and believable on social
media, particularly in terms of digital marketing and advertising. The ethical concerns virtual
influencers raise include a lack of transparency regarding who is responsible for the content and
whose moral principles are promoted (Robinson, 2020). Furthermore, the legitimacy of social
media advertising from virtual influencers has not been thoroughly researched in the literature
yet. Virtual influencers are frequently utilized by prominent brands, such as Gucci, Prada,
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Versace, and Balenciaga. However, there is a significant gap in the empirical research on how
consumers react to virtual influencers. Thus, this study examines how consumers respond to
virtual influencers and compares their effects those with of traditional (human) influencers.
Therefore, the objective of this study is to further the field of influencer marketing by gathering
new knowledge on how consumers react to virtual influencers.

Design/Methodology/Approach

This study will employ a two-group comparison (human influencer vs virtual influencer)
between subject experiments, to examine how consumers respond to virtual influencers
compared to human influencers. Although there are virtual influencers on many social media
sites, this study will focus on Instagram because it is one of the most widely used sites. The study
will develop an online questionnaire to investigate the perception of social media users towards
types of influencers (human vs virtual).

Findings

The study's results will demonstrate the parallels and contrasts between how customers perceive
human and virtual influencers. The study's findings will highlight the similarities and differences
between how consumers view influencers created by humans and those created by computers.

Additionally, this study has important ramifications for the owners and operators of virtual
influencers and social media platforms.

Research Limitations

The study will analyse how consumers generally react to computer-generated influencers in the
context of Instagram, but future studies could look at how consumers react to the legal and moral
issues regarding these influencers within different social media platforms.

Originality/Value

This study will provide fresh insight into the newly popular topic of virtual influencers' impact
on consumers. It will advance understanding and offer a fresh perspective on the strategic
application of computer-generated influencers.

Keywords- Computer-generated influencers, Virtual influencers, Human/social media
influencers, Artificial intelligence.
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Impact of Emotional Intelligence on Organization
Citizenship Behaviour: A Study among
Banking Employees in J & K

Dr. Parul Mahajan
ICccR & HRM, University of Jammu

Backdrop

This paper makes an attempt to study the impact of emotional intelligence on organizational
citizenship behavior (OCB). The understanding of Emotional Intelligence (EI) in employees is
important because human relations in organisations are influenced by emotional factors more
than by rational factors (Sharma & Mahajan, 2017). It is the ability to understand ones emotions
and inspire, influence and understand other people's emotions. The primary notion behind this
study is that employees who exhibit OCB along with Emotional Intelligence (EI) will ultimately
increase their productivity which in turn enhances the performance of the organization.

Research Gap

Research has witnessed that there are plenty of studies on EI, but scholars have given less
attention especially to the behaviour of the employees (Meisler, 2013). This study is thus novel
as it looks at the impact of Emotional Intelligence on the constructs of Organisational Citizenship
Behaviour.

Methodology

The research framework was tested on a sample of 600 employees working in J & K & SBI
Bank, Jammu. Data is assessed by descriptive statistics, correlation and regression using SPSS 21
software and Amos.

Findings

The study found a strong association between emotional intelligence and organisational
citizenship behaviour.

Implications

Today, banks are highly volatile, dynamic and demand higher productivity. In such a scenario,
all employees are expected to display citizenship behaviour and emotional intelligence to
increase the efficiency of the organisation. It is suggested that the future researcher can pay their
attention to other factors which affect OCB other than EI and its dimensions.

Keywords- Organizational Citizenship Behaviour, extra-role behaviour, Emotional Intelligence
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Purpose

With the development of the new information age or digital era, where anyone can share
anything from anywhere, the phenomenon of expressing negative emotional effects toward
brands has become more convenient for customers (Grégoire et al., 2009). Therefore, brands are
now trapped in the dilemma of love and hate emotions from their customers. They are trying hard
to place themselves in a favourable position that could fetch positive experiences and emotions
for their users. However, it is observed that negative form of emotions is shared and expressed
more often than positive ones (Joshi and Yadav, 2021). The current study aims to explore such
extreme forms of negative emotion by investigating how ideological incompatibility leads to
brand hate and how the hate emotion results in different consequences. More specifically, the
study investigates the effect of brand hate on brand avoidance, willingness to punish and negative
brand engagement. In addition, it has also assessed the mediation effect of brand hate in the
relationship between Ideological incompatibility and three consequences viz: brand avoidance,
willingness to punish and negative brand engagement.

H1I: Ideological incompatibility has a significant impact on Brand Hate.
H?2: Brand hate has a significant effect on brand avoidance.
H3: Brand hate has a significant effect on willingness to punish.

H4: Brand hate has a significant effect on negative brand engagement.
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Conceptual Framework

Design/Methodology/Approach

We collected data from faculty members of the universities of Jammu and Kashmir. We use the
purposive sampling method. Respondents were advised to fill out the questionnaire keeping in
mind a brand towards which they have hateful emotions. The questionnaire method was used to
collect data. The first part comprised an open-ended question in which respondents had to state
their most hated brand. The second part comprised Likert scale-based questions regarding
different constructs followed by the third part including demographic information. For data
analysis, we use the software SmartPLS version 4.

Findings

Partial least square structural equation modelling was used to test the hypothesis. H; proposed
that ideological incompatibility has a significant impact on Brand Hate. Our results indicate that
the impact of ideological incompatibility has a significant impact on Brand Hate (f=0.401,
p<0.000); hence, H; is supported. H, proposed that Brand Hate positively affects brand
avoidance. Findings indicate that Brand hate significantly impacts brand avoidance (= 0.258
P<0.000). hence, H2 is accepted. Further, the H3 regarding the impact of brand hate on
willingness to punish is also supported (f=0.238 P<0.000). it is also found that Brand hate
significantly affects negative brand engagement ( ($=0.361 P<0.000). Out of these three
consequences, brand hate has the strongest effect on negative brand engagement. Further, the
study also checked the mediation impact of brand hate on the relationship between ideological
incompatibility and three consequences viz: brand avoidance, negative brand engagement and
willingness to punish. The indirect and direct effects of ideological incompatibility on negative
brand engagement and willingness to punish are both significant. Hence, brand hate partially
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mediates the effect of ideological incompatibility on negative brand engagement and willingness
to punish. While the indirect effect of ideological incompatibility on brand avoidance is
significant, the direct effect is not significant. Hence, brand hate fully mediates the effect of
ideological incompatibility and brand avoidance.

The Novelty of The Study

The current research specifically focuses on the negative aspects of consumer-brand relationships
by delving into the subject of brand hate and its impact on consumer-brand relationships. It is one
of the few studies that utilize a quantitative analysis method to understand the phenomenon of
brand hate better. (Aziz and Rahman, 2022)noted a lack of clear distinction between BH as an
emotion and BH as a relationship in the literature. Our research contributed in this regard by
considering brand hate as an emotion and validating it as a multidimensional construct.
Additionally, our research shows that brand haters exert their hate by not only acting against the
brand but also disengaging with the brand. In fact, band hate has the strongest impact on negative
brand engagement thus confirming the findings of Rodrigues 2020. This suggests that consumers
channel their hatred by intentionally reducing their involvement with brands. This affects the
relationship between the consumer and the brand, breaking the emotional ties between them.
(Hollebeek and Chen, 2014).This study presents a significant contribution by showcasing how
ideological differences can lead to several adverse outcomes, such as brand avoidance, negative
brand engagement, and willingness to punish. When consumers disagree ideologically with a
particular brand, it can lead to a desire to punish and negatively engage with the brand. This can
occur directly or through the expression of hate emotions. However, the impact on brand
avoidance is only through brand hate.

Keywords- Brand Hate, Ideological Incompatibility, Brand Avoidance
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Purpose

The paper explores the complex decision-making processes involved in the selection of a host
nation specifically by Indian expatriates who are seeking professional and personal growth
opportunities in international corporations. The paper seeks to delve deep into the personal and
contextual factors that shape the decision-making choices of expatriates for selection of host
destination. The literature on expatriation is segregated in terms of who the expatriate is: that is
whether the expatriate is self-initiated, SIE initiate their expatriation and find a position in
another country by themselves (Howe-Walsh & Schyns, 2010) or driven by corporation where
he/she is working. The paper would be categorically exploring the factors influencing destination
choices of self-initiated expatriates (SIE), to understand the relationship among factors, decision
making and destination choice.

Methodology

The research is exploratory and has employed systematic literature review for analysing the
publication pattern in the domain of Self-Initiated expatriates, wherein the SCOPUS and Google
Scholar as a database has been used for selection of papers and for exploration of factors under
study. The papers have been searched from timeline 2013-2023. The researcher found that by
using keyword ‘expatriate’ and ‘self-initiated expatriates’, the search results showed varying
results. SCOPUS database displayed meagre results, whereby only one journal i.e., Journal of
Global Mobility fulfilled the search criteria over the years, thereby no conclusive research on the
expatriation and related themes were drawn. On the other hand, Google scholar displayed 14, 500
articles and the search was curated specifically using the Google Scholar database, searching the
key words ‘Self-initiated expatriates and destination choices’, ‘Expatriate destination choices’,
‘Expatriate decision making and destination choices’ and ‘Expatriate decision making’. Using
the above-stated selection criterion, 35 research papers were found usable in terms of the factors
impacting Self-initiated expatriation and destination choices.
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Findings

The systematic literature review revealed that sociocultural, economic, professional development
opportunities, financial incentives, family considerations, and cultural exploration are some of
the factors that impact expatriate destination choices (Selmer & Lauring, 2012). Vijayakumar
and Cunningham (2016) study revealed that four main motives for expatriation among Indian
expatriates are the self-need to be: the architect, the explorer, the mercenary and refugee. The
architect is motivated by advancement in their careers or to pursue opportunities for job
promotions. The explorer seeks to explore the world and look for adventure. The mercenary
looks for financial gains and the refugee seek to relocate to escape a current situation at home,
due to boredom, or in search of something new in life.

Empirical research in the domain also indicates that varying factors influence Indian SIE choice
of a possible destination city: a favourable first impression, a livable city, familiarity, political
stability, and expectations for professional advancement (Arifa, Khapova & El Baroudi, 2022).
Within these motives, opportunities for travel and adventure and for career development (Thorn,
2009) are central. Countries like the United States, Canada, the United Kingdom, Australia, and
New Zealand are often popular choices among the Indian SIE.

Future Research Work in Process

The research paper provides a way forward for further studies on Indian self-initiated expatriates
(SIE) and the factors influencing their destination choices. Literature presents a narrow focus on
the most privileged self-initiated expatriates. (AlAriss & Crowley-Henry 2013). In order for
organizations, host countries, and home countries to create practices and policies that assist and
support expatriation, a deeper understanding of SIE and their decision-making abilities is needed.
Further the future research shall take shape of conceptualization of theoretical model connecting
the three study variables i.e. Self-Initiated Expatriation, Decision Making and Destination
Choices.

Keywords- Self-initiated Expatriates, Indian Expatriate, Destination Choice, Decision Making.
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Abstract

The Swadeshi movement was one of the many Indian independence movements, which was
started in the late 19" century and was also the ‘make in India’ movement of the last century. The
government of India is pushing forward a new version of the ‘Make in India’ movement,
encouraging entrepreneurs to innovate, join start-ups, and make India a hub of manufacturing. It
is important to draw lessons from a select Emerging Economies for this movement to succeed.
Atam Nirbhar Bharat includes Finance, manufacturing and other services.

This study explores how emerging economies can create and implement innovative ideas and
products, and the specific opportunities and challenges they face. It draws on successful cases
from these economies, contextualized within the COVID-19 lockdown scenario, to highlight the
establishment of welfare states by governments across the spectrum.

This paper focuses on the importance of innovation for the survival and sustainability of
emerging economies, particularly India. It analyzes the determinants and pace of innovation in
India, and the role it plays in economic growth and technological upgradation across all sectors.
The primary source of study is a comprehensive database that helps identify key determinants of
innovation in India.

Keywords- Emerging Economies, India, Innovation, Determinants, Economic Growth.
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Abstract

Globalization has led to growing interconnectedness amongst people with increasing cross-
cultural interactions. The composition of the workforce has become complex than ever before
and a culturally diverse workforce is seen to operate in multinational companies. Even though the
culturally diverse workforce brings with it several challenges in terms of the misunderstandings,
misperceptions, and miscommunication (Adler & Gunderson, 2012), organizations that draw
upon a broader perspective and wish to expand particularly with respect to strategic and tactic
approach (Adler & Gunderson, 2012) find the culturally diverse workforce as a solution in
several contexts. Infact, the cultural diversity prevalent in an organization augments the
possibility of navigating through the cross-cultural experiences of oneself and others leading to a
comparatively more open and widened perspective. The more one immerses oneself into
interacting with others belonging to culturally diverse backgrounds, the more emerges the
possibility of cross-cultural learning that can ignite the thought processes and enhance creative
problem solving. Also, the growing dynamism of the global business world is reflecting upon
such organizations that can integrate innovative capabilities that can holistically transform how
people function in organizations (Doz & Wilson, 2012).Not only this, ones learning through
cross cultural interactions and dwelling in a multicultural environment, minimizes the negative
impact of working cross culturally while maximizing the overall experience towards enhanced
professional development alongwith effectiveness in work functions (Moran, Abramson, &
Moran, 2014). Even today, when organizations draw upon the convergence perspective,
divergence is yet seen as a flourishing concept particularly when managers seek to address the
culturally diverse behaviors or individuals in an organization (Adler, 1997).

With a view to gain a competitive advantage in the complex global world, global firms are
expanding on their understanding in terms of how the creativity of their workforce can be
extracted and novel ideas be used to give birth to newer products and services (West, 2002).
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Research in the domain of creativity and innovation management has illustrated that greater the
diversity in the team composition, higher is the possibility of demonstrating creativity in their
approach through an amalgamation of the team’s knowledge, value orientation andbehavioral
patterns (Milliken & Martins, 1996; Kurtzberg, 2005). While talking about diversity, it is
significant to render our thought processes to comprehending the growing relevance of a
culturally diverse workforce that are better capable of determining and understanding the needs
and wants of the global markets (Adler & Gunderson, 2012; Bouncken, 2009). Even though
cultural diversity is often treated as a double-edged sword (Zhan, Bendapudi, & Hong, 2015)
particularly when contextualising innovation, its presence is somehow inevitable to be
successful. Thus, when examining the impact of cultural diversity in the workplaces, it is
essential to appropriately manage the divergent thoughts and differences to augment the overall
levels of creativity and innovation.

The global managers in the turbulent and the dynamic business environment represented by
immense competition and change (Morris, Webb, & Franklin, 2011) are now gazing upon its
workforce that can tap upon their capability to innovate with a view to adjust to this kind of a
business situation. The creative knowledge (Shalley & Gilson, 2004) and innovation potential are
now seen as key drivers for gaining a competitive advantage (Zhou & Hoever, 2014).

Also based upon the literature on cultural diversity and synergy in organizations, creativity and
innovation as well as cultural intelligence, it can be seen that even though these concepts are
extremely significant for organizational functioning (Zhan, Bendapudi, & Hong, 2015), success
and gaining a competitive advantage, especially in a cross-national context, yet research has
predominantly neglected these domains (Bouncken, 2009). Also, a broad look at the literature
provides that despite academicians and researchers are exploring the context of the
abovementioned concepts, there remains a gap to address the role that cultural diversity can
play in shaping the creative potential and innovativeness of managers in MNCs particularly
if they are culturally intelligent. Despite a growing body of literature on multi-cultural teams
(Kirkman & Shapiro, 2005), or cultural diversity in teams particularly specific to ethnicity (Cox
et al., 1991; Dahlin, Weingart, & Hinds, 2005), what factors contribute towards the development
of creativity and innovation in a multicultural workforce is still under the process of exploration.
As diversity calls for the integration of knowledge, resources, skills and perspectives, its role in
bringing about innovative outcomes (Stahl, Maznevski, Voigt, & Jonsen, 2010) is seemingly
inevitable. As the current research draws our attention towards that scarcity of literature dealing
with the positive impact that cultural diversity holds on teams to bring out innovative solutions
(van Knippenberg, De Dreu, & Homan, 2004), the present research work is an endeavor to use
the cultural intelligence framework for providing the appropriate solutions.
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Additionally, keeping into consideration the benefits that a multicultural workforce can bring to
the organizations and the desire for organizations to compete and seek a competitive advantage,
our attention is drawn towards harnessing the power of cultural diversity to augment innovative
processes in the organization. The present research endeavor seeks to build our understanding of
using cultural diversity as a source or driver for innovation in organizations. The paper also
brings out the essence of cultural intelligence that enables in bringing about creativity and
innovation in the organization. The paper aims at exploring the current research in the domain
and offer several propositions alongwith suggesting an integrative conceptual model that
establishes the linkages between cultural intelligence and creativity and innovation in
organisations.
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Research Problem

Organisations are greatly benefited by the use of technology. Technology is everywhere and it is
changing the way things work, hence it is disruptive. Constant and frequent changes in
technology present challenges and opportunities for the growth of business. In the past decade,
disruptive technology has grown in a tremendous way and has changed the way we work. In this
article, authors will find impact of disruptive technology on organisations effectiveness.

Definition of Variables
Disruptive Technology

Disruptive technology is a technology which displaces the existing technology used, resulting in
changing the entire industry. Christensen coined the word disruptive technology in his bestselling
book The Innovator’s Dilemma. Disruption does not occur all of a sudden and it is overlooked by
the business houses until the market has already moved away from them (Christensen et al.,
2002). Disruptive technology is summarised into four categories of artificial intelligence,
robotics, networking and advanced manufacturing (Evans, 2017). Empirical results show that
organisations respond to disruption by changing or extending or adapting the resources,
processes and values/culture present in the organisation (Karimi and Walter, 2015).Digital
disruptions are about big data, convenience, personalisation and contextual services with the use
of algorithms, data visualisation and machine learning. Any organisation which focuses on
surviving in the marketplace has to consider the companies which cause disruption in the market
and take into account current trends, markets, competitors and customers (Kassel, 2017).
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Adoption of Disruptive HRM Technologies

Increasingly, Al-assisted HRM is presented as a new strategic imperative for a firm's survival
and growth. Prevailing empirical literature proves that the disruptive-HRM practices impacts the
E-HRM use or adoption (Moghavvemi, 2017 and Giri et al., 2019).

As contemporary technology for HRM is the disruptive technologies for HRM, it can be deduced
that the intention for disruptive technologies for HRM has a causal relationship with adoption of
disruptive technologies for HRM.It is referred to as the degree to which an individual believes
that a technical infrastructure exists to support the use of technology innovations (Venkatesh et
al., 2003). Empirical research reveals that the use of communication technology organizational
IS-related support (Ibrahim et al., 2019) and web-based technological innovations (Bissola and
Imperatori, 2013) aid in the adoption of the disruptive-HRM (Rathee and Bhuntel, 2021).
Contemporary thought highlights that fast Internet connectivities and mobile technologies are a
vehicle for disruptive technology for HRM adoptions (Waddill, 2018).

Organisational Effectiveness

With regard to performance indicators, organizational effectiveness is the most comprehensive
variable (Sparrow & West, 2002) as it encompasses different and increasingly more complex
performance outcomes that include (Sparrow & Cooper, 2014): proximal (i.e. commitment,
satisfaction), intermediate (customer service) and distal or organizational performance outcomes
(financial performance). Following the authors, organizational effectiveness is defined as a set of
important performance outcomes covering proximal, intermediate and distal or organizational
performance indicators. The variable to measure organizational effectiveness is composed of five
items measuring: commitment for continuous improvement, stability of production process,
knowledge about customers’ requirements, business models process improvement, and

operational and financial results.

Objectives of the Study

1. To study the impact of disruptive HRM practices on the adoption of disruptive technologies.
2. To study the impact of the adoption of disruptive technologies on organizational effectiveness.

3.To Study the impact of disruptive HRM practices on organizational effectiveness.
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Figure 1: Conceptual Model

Research Methodology

The study shall adopt a descriptive research design using a cross-sectional survey strategy with a
self-administered questionnaire from employees of IT industries.

Findings of the Study

(Work-in-Progress)

Limitations and Future Research

Limitations of the study will be based on contextualisation of the research

Keywords- Disruptive Technologies, Robotics, Organisational Effectiveness

References

Christensen, C. M., Johnson, M. W., & Rigby, D. K. (2002). Foundations for growth: How to identify and
build disruptive new businesses. MIT Sloan Management Review,43 (3), 22-31.

Evans, G. L. (2017). Disruptive technology and the board: The tip of the iceberg. Economics and Business
Review, 3(1), 205-223.

Karimi, J., & Walter, Z. (2015). The role of dynamic capabilities in responding to digital disruption: A
factor-based study of the newspaper industry. Journal of Management Information
Systems, 32(1), 39-81.

Stanley, D. S., & Aggarwal, V. (2019). Impact of disruptive technology on human resource management
practices. International Journal of Business Continuity and Risk Management, 9(4), 350-361.



178 Innovation and Sustainability in Business Development

Moghavvemi, S., Phoong, S. W., & Lee, S. T. (2017). Impact of perceived desirability, perceived
feasibility and performance expectancy on use of IT innovation: technology adoption decisions
and use behaviour. Vidyodaya Journal of Management, 3(1), 43-76.

Giri, A., Paul, R., Chatterjee, S., Bag, M., & Aich, A. (2019). Intention to adopt e-HRM (electronichuman
resource management) in Indian manufacturing industry: an empirical study using technology
acceptance model (TAM). International Journal of Management, 10(4).doi:
10.34218/1JM.10.4.2019.020.

Ibrahim, H., Shamsuddin, F. M., Yusoff, Y. M., & Zin, M. L. M. (2018). The structural relationship
between organisational-information system related support, technology self-efficacy, and end-user
satisfaction with E-HRM. The Journal of Social Sciences Research, 1111-1119. doi:
10.32861/jssr.spi6.1111.1119

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information
technology: Toward a unified view. MIS Quarterly, 27(3), 425-478. doi: 10.2307/ 30036540

Waddill, D. D. (2018). Digital HR: A guide to technology-enabled human resources. Society For Human
Resource Management.

Rathee, R., & Bhuntel, M. R. (2021). A study on employee perception about the use of e-HRM in
IT. SCMS Journal of Indian Management, 18(1), 37-47.

Bissola, R., & Imperatori, B. (2013). Facing e-HRM: the consequences on employee attitude towards the
organisation and the HR department in Italian SMEs. European Journal of International
Management, 7(4), 450-468. doi: 10.1504/EJIM.2013.055282.

Sparrow, P., & Cooper, C. (2014). Organizational effectiveness, people and performance: new challenges,

new research agendas. Journal of Organizational Effectiveness: People and Performance, 1(1), 2-
13. doi:10.1108/JOEPP-01-2014-0004.



Innovation and Sustainability in Business Development 179

(D
Theme S : Role of Management

Education in Innovation and
Sustainability

—/

Extremely dynamic business world and the rapidly developing knowledge-based service
economy have put in an increased demand for professionals to manage the businesses effectively.
This is precisely the reason why amongst the various other fields of knowledge, the desire for
acquiring management qualifications is growing rapidly, both amongst the fresh graduates and
working executives. Management Education is the key in this aspect as it provides the
prospective managers the strength to anticipate, control and minimize the risks persisting in the
external environment which are continuously posing restrictions and challenges to the business
world. In this backdrop, the role of management institutes in innovation and sustainable
development is of great importance both for the private and public sector in the following areas:
(a) contributing to fundamental research; (b) combining existing knowledge; (c) education and
training (curriculum development); (d) creating space for open exploration of ideas; (e)
community involvement. The systemic, societal character of sustainability and innovation
further, calls for management institutes to leverage their capabilities at a much larger level. These
institutes along with policy-makers in the public sector are required to play a active role in taking
into account not only the technology aspects, but also the social aspects that underpin the
innovation process, which are critical for the sustainability domain of knowledge.
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Abstract

The current study analyses the relationship between ethical leadership and Corporate Social
Responsibility (CSR), focusing on the mediating role of moral identity in the context of banking
employees using Social Identity Theory. A total sample size of 290 banking professionals was
used to study the complicated linkages between these essential structures using a random
sampling procedure. The research attempted to understand how ethical leadership practises
influence CSR outcomes and how this link is mediated by individuals' moral identities using
thorough analyses that included mediation models and statistical methodologies. The findings
show that ethical leadership has a significant direct effect on CSR, highlighting the importance of
leadership behaviours in creating commitment towards social responsibility efforts. Furthermore,
the study reveals persuasive evidence that moral identity plays a mediating role. It implies that
ethical leadership has an indirect impact on CSR by building a strong moral identity among
employees, encouraging their participation in CSR initiatives. This study provides important
insights into the methods by which ethical leadership shapes CSR practises, highlighting the key
significance of moral identity inside banking organisations.

Keywords- Ethical Leadership, Moral Identity, Corporate Social Responsibility, Social Identity
Theory.
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Abstract

The importance of information and communication technology (ICT) to healthcare organisations
is being recognised today as paramount and critical, in order, to realise superior healthcare
delivery. Successful assimilation of ICT, which is the central focus of this study, then becomes a
key consideration in ensuring that ICT is appropriately and systematically deployed into a
healthcare organisation. Drawing upon the structuration theory and the conceptual lenses of
learning abilities of an organization, the study develops a theoretical model to investigate the
impact of key organizational factors, that act as important facilitators to the information systems
assimilation process. The present study carried outa surveybased quantitative researchin select
hospitals in the healthcare sector of India.The population of this study included Administrators,
Doctors, nurses, ICT directors, radiologists and laboratory technologists, and system experts.
Empirical analysis results suggest that top management support enhances the absorptive capacity
of an organization and effects the learning culture alongside, both of which act asimportant
antecedents to the significant phenomenon of organizational learning, that finally leads to the
successful assimilation of ICT systems.

Keywords- Top Management support, Absorptive Capacity, Learning Culture, Organizational
Learning, ICT Assimilation



182 Innovation and Sustainability in Business Development

Understanding Psychological Ownership
in Online Multiplayer Games

Dr. Shelleka Gupta

The Business School, University of Jammu, Baba Saheb Ambedkar Road, Jammu
Ms. Bonia Sharma

The Business School, University of Jammu, Baba Saheb Ambedkar Road, Jammu

Background

In today’s digital era, millennial generation spend more time than ever before on digital
platforms. Feather on the crown is it has been possible through smartphones and internet
connectivity which is essential for a powerful communication and entertainment platform
(Routley, 2017). Among many other digital usages like e learning, online shopping, e payments,
online music- movies etc. online games have witnessed the steep growth. Online gaming is one
of the widely used leisure activity. Moreover, in 2023, the GLOBAL ONLINE GAMING
MARKET generated approximately 26.14 billion U.S. dollars in revenues, which translates to a
9.8 percent growth compared to the previous year. Therefore, this online gaming sector gains
researcher's interest to explore its different fields and contexts.

Research Gap

In the research world, the centre of attention for researches has shifted to explore the online
gaming sector in hopes of explaining why gamers have begun to indulge more into these games,
but very few have come to the results (Angela Bassey, 2020). However, it has been noticed that
most of the studies on online games confront only problematic themes like online gaming
addiction, game craving, mental health, development of problematic game behaviour,
speculations, etc. (Orme, 2021; Wang 2021; King et al., 2016; Connor et al., 2015; Haagsma et
al., 2013; Pieterse, 2012; Wan & Chiou 2006). So, the current study aims to bridge the gap by
identify another, yet different angle in the field of online multiplayer games i.e. psychological
ownership as suggested by researchers (Haberlin and Atkin 2022; Morewedge et al. 2021; Kirk
& Swain, 2018; Scott & Armstrong 2013; Moon et al. 2013; Pierce et al. 2001; 2003).

Purpose

This study aims to understand the impact of psychological ownership in context of online
multiplayer games (OMG). Further, the study will examine various behavioural consequences of
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psychological ownership of gamers like word of mouth, willingness to pay and competitive
resistance with regard to OMG.

Design/ Methodology

The data analysis was conducted with 200 responses from the gamers of OMG. The snowball
sampling techniques was used for collecting the responses. Variance based partial least square
structural equation modeling (PLS-SEM) was applied in the study to investigate the proposed
conceptual model on psychological ownership and its behavioural consequences.

Finding
The results of the study indicate that psychological ownership positively leads to word of mouth
but do not have significant impact on willingness to pay and competitive resistance.

Originality/value

The present study is the first of its kind to empirically explore the impact of psychological
ownership of online multiplayer gamers. This study would be valuable to online gaming
companies, developers, and marketers since it would aid them in developing plans for
maintaining a variety of players by utilizing psychological ownership. Moreover, in the modern
digital world, psychological ownership becomes equally important for understanding customers’
psychology. Therefore, it is crucial to comprehend how psychological ownership impacts online
multiplayer gamers.

Research Implications/Limitations

The study adds value by putting up actionable marketing strategies for gaming firms that seek to
use and preserve psychological ownership of gamers for the positive outcomes for their firms.
However, the study recommends usingother constructsin the model as well. Also, the future
scholars can bring up demographic comparison into this conceptual model for more clarity.

Keywords- Psychological Ownership, Behavioural Consequences, Partial Least Square
Structural Equation Modeling
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Introduction

In today's competitive scenario, where the world is witnessing the outstanding growth of luxury
brands, luxury researchers and brand managers need to theorise and underpin the luxury services
concept (D'Arpizio et al., 2017; Han et al., 2017).While extensive research is available on luxury
goods, research on luxury services is scarce in the marketing literature (Thomsen et al., 2020;
Wirtz et al., 2020; Holmqvist et al., 2020). There luxury consumption has seen a change over
time, moving from having to being and from owning to experiencing (Cristini et al., 2017;
Hemetsberger, Von Wallpach, & Bauer, 2012).From conspicuous elicit motives to self-
actualisation needs, luxury has been seen changing its notion. With this changing notion of
luxury, the concept of new luxury that is self-driven is evolving. However, intrinsic factors such
as self-identity, self-motives, self-gratification, self-gifting etc., are less researched. Scholars,
namely Thomsen et al., 2020; Wirtz et al., 2020; Back et al., 2022 specifically remarked that
literature on luxury services particularly on more consumer- focused and experiential luxury is
still scant. Particularly, Shahid and Paul (2021) and Peng et al. (2020) have stressed on the need
for research on self-perspective. The literature review highlighted on the need to conceptualise
luxury services, their dimensions and specific factors that explain luxury consumers’ attitudes &
behaviour. Specifically, how consumers’ inner motives, awareness about luxury brands,
knowledge and involvement affect their luxury services experience and, ultimately, their
association with the brand and their subjective happiness is equally vital to work upon.

Based on this backdrop, there is a strong need to theorise and develop the luxury services
framework from consumers’ self-perspective. The present study bridges the gap by synthesizing
existing luxury literature and provides a systematic review of extant luxury literature. It also
identifies a set of intrinsic factors, i.e.inner-directed and hedonic aspects of luxury services that
may affect the consumption experience of luxury consumers. It also highlights the other new or
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less explored research domains to underpin theoretical and empirical aspects of luxury services.
Thus, our study adds to the current knowledge about the consumer decision-making process
regarding luxury services brand experiences.

Methodology

The study follows a three-stage systematic review of literature on luxury goods and services as
suggested by Tranfield, Denyer, and Smart (2003).

In the first stage, the roadmap for the review is planned by the two experts. The experts identified
the selection of inclusion and exclusion criteria and critical studies to assess the relevance and
size of the literature. This stage also helped in reducing the researcher’s bias. Besides, to ensure
the quality outcome of the review, it is also decided to include articles published in journals
under ABDC. This is primarily because studies published in ABDC journals are recognised for
quality and are scholarly evidence for understanding the development of the concepts in the field.

In the second stage, a review of the literature is conducted. Based on the criteria identified in the
first stage, all the major articles on luxury are identified. Searches in Google Scholar are
undertaken to identify articles on luxury services using keywords like Luxury, Luxury Services,
‘Determinants’ or ‘Drivers’ or ‘Dimensions’ of Luxury Services, Luxury Services Experience,
Unconventional Luxury and Luxury for Self. Later, citations from major articles are used to
identify more articles on luxury services. Textbooks and conference papers are excluded from the
analysis. In this process, we identified more than two hundred research papers on luxury brands
published from 2000 to 2022.

In the third and final stage, all the conceptual and empirical studies on luxury consumption that
falls under the purview of selection criteria are included. All the selected individual articles are
thoroughly reviewed to identify the significant dimensions, drivers and outcomes of the luxury
services experience. In this final process, 143 articles are selected and thoroughly reviewed.

Meaning and Dimensions of Luxury

Luxury is a relatively dynamic concept that is still developing and evolving (Gurzki &
Woisetschlager, 2017). In luxury literature, since its inception, there has been no common
consensus among scholars and academicians on the generally accepted definition and
dimensions. Despite the extensive literature available on luxury, scholars cannot find standard
characterisation to define and conceptualise luxury brands (Ko et al., 2019). The conception of a
luxury brand's dimensions has fluctuated from time to time (Cristini et al., 2017). Even earlier,
Phau and Prendergast (2000) remarked that the impact of subjectivity makes it difficult to
differentiate the luxury brand from non-luxury. Writz et al (2020) pointed out that the biggest
challenge in defining a standard definition is the categorisation of luxury, that is, the point at
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which a non-luxury product ends and a luxury product begins in the continuum, depends on an
individual’s judgment and his subjective perception.

Marketing literature has primarily discussed the luxury concept from the product-centric
perspective (Ko et al., 2019) and considered a set of dimensions related to luxury goods, such as
high quality, exclusivity, aesthetics, extraordinariness and premium pricing to define luxury
services. The traditional definition of luxury continues to focus on social exclusivity to signal
wealth (Kapferer & Bastien, 2009) and define luxury as high-quality products sold at high prices
(Ko et al., 2019). Most of the typical definitions of luxury have used multiple dimensions to
elaborate the concept of a luxury brand. Interestingly dimensions like high quality, exclusivity,
extraordinariness and premium pricing are present in most definitions. Recently Kim and Baker
(2022) conceptualise luxury experience from the employee perspective highlighting the role of
employees in enriching luxury experience. The study remarked that employee’s luxury
appearance and elitism attitude characterise the luxury service brand and have impact on
consumers’ luxury experience and behavioral intention. The pursuit of meaning by consumers
has caused luxury to change over time, moving from having to being and from owning to
experiencing (Cristini et al., 2017). Over the past some years, there has been an increased focus
on experiential luxury, particularly how people enjoy "small luxuries" through indulgences.
(Hemetsberger, von Wallpach, & Bauer, 2012).

Recently Thomsen et al. (2020) asserted that the experiential approach, particularly in the context
of luxury services, is increasing in luxury research, with small hedonic experiences and moments
becoming little luxuries. As traditional forms of object-oriented luxury consumption lose some
signalling power, consumers are switching to more inconspicuous consumption, making it harder
for others to copy them (Eckhardt, Belk & Wilson, 2015). The role of experiential approach in
luxury services is gaining attention among scholars and practitioners. Luxury scholars viewed
that unconventional dimensions like escapism and hedonic experience enrich the experience but
are insufficient to characterise luxury. Some dimensions of conventional luxury, like high service
quality, aesthetics, the ambience of the service place, and exclusivity (in the form of social,
.

hedonic or monetary), are required to be supplemented for an experience to be termed as
Luxury'.

Dimensions

In the context of the services, the notion of luxury and its dimensions still lacks conceptual unity,
as many scholars and academicians agree that the construct of luxury is multi-dimensional
(Conejo & Cunningham, 2016). In literature, the luxury brand has been conceptualised
differently by different researchers, having many unique dimensions such as high price (Kessous
& Valette-Florence, 2019), exclusivity (Kessous & Valette-Florence, 2019), craftsmanship
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(Bhaduri & Stanforth, 2016), high quality ( Lee et al., 2018), aesthetics (Godey et al., 2012),
authenticity (Wang et al., 2019), emotional connection (Atwal & Williams, 2009),
conspicuousness (O'cass & Frost, 2002), hedonism (Kastanakis & Balabanis, 2014), experience
(Tynan et al., 2010), psychological ownership (Wirtz et al., 2020), hedonic escapism (Holmqvist
et al., 2020).

The literature mainly defines luxury brands based on consumers' perception of the brand and
some managerially determined dimensions. In their work, Berthon et al. (2009) asserted that
luxuries extend beyond mere product attributes as a luxury not only fulfils functional but
psychological and emotional desires too. Most recently, the unconventional conceptualisation of
luxury has also asserted that luxury extends beyond mere product characteristics, and the new
luxury is purely experiential and inconspicuous. Even the tiny hedonic moments and moments of
care in the form of interpersonal interaction can contribute to the luxury experience.
Unconventional luxury emerges as a new luxury that surpasses material luxury (Kreuzer et al.,
2020). Considering the debate on conventional and unconventional luxury, it is assessed that
whether to consider a brand as a luxury or a non-luxury will largely depend on the perception of
the consumer regarding that brand and the objective characteristics of the service that makes it
the experience more luxurious. Based on the discussion above and considering the changing
notion of luxury from material luxury to experiential luxury, the essential dimensions, namely
exclusivity, extraordinariness, high price, high service quality, hedonic experience, hedonic
escapism and psychological ownership, are identified as relevant in the context of luxury
services.

Theoretical Model:

Brand knowledge Relationship duration and
Brand involvement intensity

INTRINSIC
MOTIVATION DIMENSIONS OUTCOMNES

High service quality
High price
Exclusivity
Extraordinariness
Hedonic experience
Psychological ownership

Self-Identity
Self-Gifting
Hedonism

Brand loyalty
Subjective Happiness

Hedonic Escapism

Research Propositions:
Pla: Self-identity positively and significantly influences luxury services consumption.
P1b: Self-Gifting positively and significantly influences luxury services consumption.

Plc: Hedonism positively and significantly influences luxury services consumption.
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P2a: Luxury services are a multi-dimensional construct comprising high service quality, high
price, exclusivity, extraordinariness, hedonic experience, psychological ownership and
hedonic escapism.

P3a: Positive luxury services experience with the brand leads to brand loyalty.
P3b: Positive luxury services experience with a brand leads to subjective happiness.

P4a: Brand knowledge and involvement moderate the relationship between luxury service
drivers and luxury service experience.

P4b: Duration and relationship intensity moderate the relationship between luxury service
experience and its outcomes.

Keywords-Luxury Services, Hedonic Escapism, Exclusivity, Brand Loyalty
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Purpose

Stress and depression among students in higher education have become pervasive issues with
profound implications for academic success and overall well-being. The pressures associated
with academic demands, career expectations, and social challenges contribute to heightened
stress levels and an increased risk of depression. Students facing these mental health challenges
often experience difficulties in concentration, decision-making, and maintaining healthy
relationships. This paper aims to explore and advocate for the pivotal role of libraries in higher
education as collaborative creators of holistic wellness initiatives, the purpose of the study is to
understand how libraries can actively contribute to the well-being of students.

Method

A structured questionnaire was developed, consisting of closed-ended questions to quantify
health and wellness metrics among students. The questionnaire covers areas such as physical
health, mental well-being, awareness of available wellness resources, and engagement in
wellness activities. The target population includes students from Government degree college
Akhnoor, Jammu.

Conclusion

This research paper explores the evolving role of libraries in higher education institutions as key
contributors to the health and wellness among students. Recognizing the critical interplay
between physical, mental, and academic well-being, this study investigates the ways in which
libraries can actively engage in fostering a culture of holistic wellness within the higher
education community. It highlights the importance of collaboration between libraries, academic
departments, health professionals, and other campus stakeholders in designing and implementing
comprehensive wellness programs.

Keywords- Health and Wellness, Higher Education, Libraries, Mental Health, Workplace
Students
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Introduction

According to recent studies, the condition of higher education teachers is deteriorating as a result
of increased workload, both in terms of administrative tasks and rising demands for research and
scholarly production, growing teaching loads, and rising student expectations (Selvaraj et al,
2021). This research paper delves into the concept of sustainable wellbeing within the context of
higher education, with a specific emphasis on the wellbeing of faculty members. The study
explores the challenges faced by academic professionals and the potential impact of sustainable
practices on their overall well-being. By synthesizing existing literature, the paper aims to
provide insights into how higher education institutions can foster sustainable wellbeing among
faculty members, ultimately enhancing the overall academic environment.

Research Gap

Faculties working in higher education work as an interface between the curriculum to be
imparted and goals of students who have joined their institutions. The wellbeing of students is
moreover dependent on the wellbeing of their teachers but the same is overlooked for a longer
time period. Faculties face a wide array of stressors that can impact their well-being. The
workload model that has historically shaped higher education's culture requires continuous
progress in teaching and research during their tenure only then they will be eligible for
promotions (Sabagh et al., 2018). In an effort to achieve work-life balance, faculty members feel
overworked and under constant pressure to meet the demands of academia (Stuckey et al., 2019).
Hectic busyness into the academics is not a new phenomenon and on the top of it the evidence of
COVID 19 leads to significant changes in the teaching style (Blignaut, 2021; Iordanou, 2023). A
combination of both online and offline methods (blended learning) is the new trend further
contributing to create havoc situation in higher education. The COVID-19 pandemic has had a
significant effect on teachers' well-being (Roos & Borkoski, 2021; lordanou, 2023). Teaching
has consistently been recognized as a profession characterized by considerable challenges and
stress, leading to elevated levels of tension, burnout, attrition, and diminished professional well-
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being (Kennedy et al., 2022; Li, 2021; Benevene et al., 2020; Darbishire et al., 2020).

The challenges posed in the field of teaching are not limited to workload but lack of resources,
and student behavior, can also impact teachers' well-being. Supportive measures and
interventions can be implemented to promote teachers' personal growth and overall well-being
(Hammoudi et al., 2023).

The United Nation’s Sustainable Development Goals (SDGs) endorsing Health and Wellbeing
practices (SDG-3) and Quality Education (SDG-4) are the driving force to maintain sustainable
wellbeing of faculties working in higher education (UN 2015). In order to improve their
wellbeing several developmental programs need to be designed in order to bring sustainability in
higher education. It shows a commitment to internally transform the university in order to meet
the new challenges these emergencies pose while also acknowledging the gravity of the current
global emergencies.

This paper is an attempt to provide relevant literature and offer suggestions on how universities
can help faculty members to maintain their well-being over time to have more sustainable
pedagogical environments in higher education.

Purpose

e To examine the current state of well-being among faculty members.

e To analyze the link between faculty well-being and sustainability in higher education.
e To propose strategies for enhancing well-being through sustainable practices.
Research Methodology

This paper will undertake an extensive review of existing literature on this topic.
Findings of the Study

This study will provide valuable insights into the challenges faced by faculty members in higher
education and the potential of sustainable practices to positively impact their well-being. The
synthesis of existing literature underscores the need for a comprehensive and systemic approach
to address the multifaceted dimensions of faculty well-being in the context of higher education.

Faculty members should be able to grow, learn, teach, and prosper in a higher education setting
without sacrificing their personal wellbeing. The working culture of universities needs to become
sustainable where innovative, objective tactics that support overall wellbeing of faculty members
and are firmly grounded in solid research ought to be used.
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Limitations and Future Research
Limitations

e The generalizability of findings may be constrained by the geographic, cultural, and
institutional variations present in the selected studies. The applicability of certain sustainable
practices and their impact on faculty well-being may differ across diverse higher education
contexts.

e The quality of the studies included in this study is varied. While efforts were made to assess
and report on study quality, the presence of lower-quality studies may impact the overall
reliability of the findings.

e This study could have provided better results if it had been empirical in nature.

Keywords- Faculty, Higher education, Well-being, Sustainable wellbeing
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Background

This study delves into the profound influence of health information on the comprehensive well-
being of individuals within higher education settings. Through an investigative lens, it examines
the pivotal role played by access to health-related data, resources, and information dissemination
in fostering holistic wellness among students and faculty. The analysis evaluates the
interconnectedness between information accessibility, knowledge acquisition, and the cultivation
of a wellness-oriented environment within higher education institutions. Insights gleaned from
this research aim to illuminate the significance of health information in promoting a balanced,
thriving academic community.

Purpose

Stress and depression among students in higher education have become pervasive issues with
profound implications for academic success and overall well-being. The pressures associated
with academic demands, career expectations, and social challenges contribute to heightened
stress levels and an increased risk of depression. Students facing these mental health challenges
often experience difficulties in concentration, decision-making, and maintaining healthy
relationships. This paper aims to explore and advocate for the pivotal role of libraries in higher
education as collaborative creators of holistic wellness initiatives, the purpose of the study is to
understand how libraries can actively contribute to the well-being of students.

Method

A structured questionnaire will be developed, consisting of closed-ended questions to quantify
health and wellness metrics among students of higher education institutions. The questionnaire
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covers areas such as physical health, mental well-being, awareness of available wellness
resources, and engagement in wellness activities.

Conclusion

This research will paper explore the evolving role of libraries in higher education institutions as
key contributors to the health and wellness among students. Recognizing the critical interplay
between physical, mental, and academic well-being, this study investigates the ways in which
libraries can actively engage in fostering a culture of holistic wellness within the higher
education community. It highlights the importance of collaboration between libraries, academic
departments, health professionals, and other campus stakeholders in designing and implementing
comprehensive wellness programs.

Keywords- Holistic Wellness, Information Dissemination, Knowledge Acquisition
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Purpose

This research aims to investigate the role of a sequential mediator in the relationship between
social media use (SMU) and job performance (JP) in the context of Indian Public Universities.
With the increasing integration of social media in the workplace, it is crucial to understand how
these platforms influence job performance and the mechanisms through which this relationship
operates. This study proposes to examine the mediating role of social capital (SC), self-efficacy
(SE), job satisfaction (JS), and knowledge sharing (KS) in the relationship between social media
use and job performance.

Research Methodology

This study investigates the role of sequential mediation in the relationship between social media
use (SMU) and job performance (JP) among teaching faculty in Indian public universities.
Drawing upon the serial mediation framework proposed by Hayes (2013), the study examines the
mediating role of SC, SE, JS and KS in the relationship between social media use and job
performance. The main hypotheses of the study were tested using a measurement instrument
consisting of eight items. These items were designed to measure the constructs of interest in the
study. To assess participants' responses, a seven-point Likert scale was utilized, with response
options ranging from 1 (strongly disagree) to 7 (strongly agree). The Likert scale allowed
participants to indicate their level of agreement or disagreement with each statement, providing a
quantitative measure for analyzing the data. Data was collected from a sample of 702 teaching
faculty members who use social media platforms. To test the hypothesis that social capital, self-
efficacy, job satisfaction, and knowledge sharing act as sequential mediators in the relationship
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between social media use and job performance, the researchers employed the SPSS Process
Macro developed by Hayes (2017). The Process Macro is a widely used tool for conducting
mediation analysis in social science research. Mediation analysis allows researchers to
investigate the indirect effects of an independent variable (in this case, social media use) on a
dependent variable (job performance) through one or more mediators (social capital, self-
efficacy, job satisfaction, and knowledge sharing). The Process Macro facilitates this analysis by
estimating the direct and indirect effects and providing statistical significance tests for these
effects. Structural equation modeling (SEM) was employed to analyse the associations between
the variables and test the proposed serial mediation model.

Findings

Based on the findings of the study, it can be concluded that the dimensions of social capital (SC),
self-efficacy (SE), job satisfaction (JS), and knowledge sharing (KS) sequentially mediator
between social media use (SMU) and job performance (JP) among teaching faculty in Indian
public universities. The study suggests that social media use serves as a prerequisite for the
development of various dimensions of social capital. Furthermore, the other mediating
constructs, including self-efficacy, job satisfaction, and knowledge sharing, further influence
each other, ultimately leading to positive effects on job performance. The overall result indicates
a significant and positive indirect effect between social media use and job performance. The
findings of the structural equation model (SEM) support the hypotheses, demonstrating positive
associations between social media use and all dependent constructs. Additionally, the mediators
(social capital, self-efficacy, job satisfaction, and knowledge sharing) are positively related to job
performance, aligning with expectations. The study reveals that social media use indirectly
influences job performance through the mediating variables. These results indicate that social
media use can have a positive impact on job performance among teaching faculty. The findings
support the notion that social media usage affects job performance through its influence on social
capital, self-efficacy, job satisfaction, and knowledge sharing. This suggests that utilizing social
media platforms can contribute to improved job performance in the context of teaching faculty.

In future studies, it is suggested to explore the moderating effects within the mediation model,
examining how specific factors may enhance or diminish the relationship between social media
use and job performance. By considering the influence of moderators, researchers can gain a
deeper understanding of the dynamics involved and provide more comprehensive insights.
Overall, the study underscores the importance of social media use in facilitating positive
outcomes for job performance. It suggests that leveraging social media platforms can be
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beneficial for teaching faculty and recommends further investigation into the role of moderators
in the mediation model.

Implications

This study suggests that university administrations can leverage social media to enhance teaching
faculty's job performance by fostering social capital, self-efficacy, job satisfaction, and
knowledge sharing. By providing support, training, and establishing clear guidelines, universities
can harness the potential of social media as a valuable tool for professional growth,
collaboration, and engagement among teaching faculty members. The study findings indicate that
social media usage has a significant impact on the development of social capital among teaching
faculty in Indian public universities. This, in turn, contributes to the enhancement of self-efficacy
and knowledge sharing among faculty members. The research also reveals a positive correlation
between self-efficacy and job satisfaction, indicating that social media usage indirectly
influences job satisfaction. Given these findings, university administrators can take valuable
insights from the study to evaluate the appropriateness of social media usage among teaching
faculty. The transformation in communication, connections, and information sharing brought
about by social media necessitates administrators' attention to its potential benefits for faculty
members. It is recommended that university administrators organize training programs to
familiarize teaching faculty with the effective use of social media to improve their job
performance. These training programs should aim to sensitize faculty members about the
advantages of utilizing social media platforms. By providing guidance on leveraging social
media for professional purposes, teaching faculty can better understand how to maximize its
benefits. Such programs can help faculty members enhance their self-efficacy, foster knowledge
sharing, and ultimately lead to improved job performance.

In summary, the study findings suggest that social media can significantly contribute to the
development of social capital, self-efficacy, and job satisfaction among teaching faculty in Indian
public universities. University administrators should consider these findings and organize
training programs to educate faculty members on effectively utilizing social media for
professional purposes, fostering improved job performance.

Originality

Furthermore, the study's specific focus on teaching faculty in Indian public universities adds
relevance and contextual richness to the research. It acknowledges the distinct challenges,
opportunities, and dynamics present within this specific setting, providing insights that can

inform university administrators, policymakers, and educators in designing strategies to leverage
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social media effectively for improved job performance among teaching faculty members. The
originality and novelty of the study contribute to the broader academic discourse surrounding
social media use, job performance, and the unique context of Indian public universities. It
highlights the importance of further research in this area and provides a foundation for future
studies to build upon.

Keywords- Social Media Use, Social Capital, Self-Efficacy, Knowledge Sharing, Job
Satisfaction, Job Performance
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Purpose

This paper advances the current understanding of drivers of brand identity, self-brand
connectionand brand loyalty in the higher education sector. It examines the composition of the
learning & knowledge transfer process, effective administrative quality process, infrastructure
quality management practice, and work engagement as significant drivers of brand identity, self-
brand connectionand brand loyalty.

Design/Methodology/Approach

Survey was conducted with 206 faculty of seven public colleges in the Jammu and Kashmir
Union Territory, India.Partial Least Square technique is used for data analysis and hypotheses
testing.

Findings

The results find brand identity and self-brand connections as two serial mediators between three
drivers excluding effective administrative quality process and brand loyalty. The results indicate
that institutional brand loyalty can be strengthened more effectively through learning &

knowledge transfer process, infrastructure quality management practice, and work engagement
rather than through an effective administrative quality process.

Originality
This study establishes the roles of learning & knowledge transfer process, infrastructure quality
management practice, and work engagement as significant drivers in building institutional brand

loyalty in higher education institutions. This, study contributes to the literature by identifying the
black-box using brand identity and self-brand connections between the three drivers namely
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learning & knowledge transfer process, infrastructure quality management practice, and work
engagement and brand loyalty.

Keywords- Brand identity, Self-brand connection, Brand loyalty, Partial least square
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Introduction

Organisations, public or private, strive towards excellence seeking customer satisfaction and
enhanced organisational performance through brand-supportive attitudes and behaviours (Garas
et al., 2018). Consequently, there is an immediate need to adopt a brand-supportive attitude to
create an encouraging organisational climate to enhance employee engagement and emotional
attachment to the brand (King & So, 2015). As a result, recent branding initiatives have shifted
their promotional focus on internal organisational context by engaging employees in the culture
and strategy development to understand the brand better, live it and be committed to it (Aljarah
& Bayram, 2021). Internal branding ensures the strategic alignment of human capital with
organisational goals by connecting employees to the organisation's vision and values. Customer
contact employees have maximum interaction with the customers, and their explanation of what
the organisation signifies significantly impacts customers' brand perception (Matansda &
Ndubisi, 2013; Burman & Zeplin, 2005). Therefore, internal branding must deliver exact brand
messages to external constituencies. Considering the significance of internal branding, the
present study is conducted to have in-depth knowledge regarding the role of internal branding
and its outcomes (attitudinal and behavioural) whilst considering the influence of two
moderators.

This research will investigate the following problems: (1) Does internal branding enhance brand
commitment? (2) Does brand commitment enhance brand citizenship behaviours? (3) Does brand
commitment mediate the relationship between internal branding and brand citizenship
behaviours? (4) Does the disposable resources and person-organisation fit have a moderating
effect on the relationship between internal branding-brand commitment and brand commitment-

brand citizenship behaviours?
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Therefore, this study contributes to the existing empirical literature by expanding its insightful
knowledge beyond the Western school of thought to Indian settings in general and the HE sector
in particular.

Sampling Design and Methodology
Selection of Management Institutes

Therefore, the sampling frame for this study includes consistently ranked management
institutions across four surveys conducted at the national level by Business Today, Times of
India, Outlook India and India Today in 2019 to analyse the relationship because of the high
level of competition between such institutes. Internal branding concept in this sector is utilised to
create points of difference.

Selection of Respondents: As the duration of personal contact between employees and students
is longer in the education sector, HE employees, can profoundly impact students' experience with
the institutes' brand. Thus, academic and administrative staff members were contacted to
determine the internal branding practices followed and their outcomes in their respective
institutes.

Collection of Data

Pretesting: To check the feasibility of questionnaire in the higher education sector, a pilot survey
was also conducted from academic and administrative staff of management institutes (IIT Jammu
& 1IM Jammu) using questionnaires.

Final Survey: Primary data were obtained from the academic staff of various management
institutes. Data were collected through online mode using google forms.

Demographic Profile of Respondents: Out of the total of 302 respondents (352 (academic staff)
and 150 (administrative staff)), 76% married, 64% are males, 54% are in the age group of 25-45,
43% belong to 45-60 years category, and only 3% are above the age of 60 years.

Results

Descriptive Statistics, Convergent validity, Discriminant validity and Common Method Bias
(CMB): After data feeding outliers were detected. Further, the study uses Cronbach alpha,
composite reliability, and average variance extracted (AVE), to evaluate the scale's internal
consistency, reliability scale, and discriminant validity scale. values of studied variables. All the
values are above the suggested threshold limit. Further, construct validity is established using
CFA indicators such as y2/df, NFI, CFI, RMSEA. The indicators for all the constructs show good
model fitness.
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Structural Equation Modelling: Structural equation modelling (SEM) using AMOS was used to
examine the first two hypotheses of this study, i.e., measuring internal branding-brand
commitment, brand commitment-brand citizenship behaviours relationship. The positive
SRW=.421 and significant critical ratio=2.667 above the suggested critical value of 1.96, confirm
that internal branding practices contribute positively in the development of brand commitment
among employees towards the brand.The positive SRW=.248 and significant critical ratio=1.99
above 1.96 reveal that brand commitment significantly affects brand citizenship behaviours.

Hayes Process: In this study, Hayes Process (Macro) is used to check the role of mediating
(Brand commitment) and moderating (Disposable resources, Person-organisation fit) variables.

The role of brand commitment as a mediator is also exhibited as the Cls of the indirect effect of
internal branding on brand citizenship behaviours does not include zero (Table 2). Further, the
moderating role of disposable resources in the relationship of internal branding and its brand
commitment is also established. Further, disposable resources' interaction with brand
commitment establishes its moderating role. Further, the moderating role of person-organisation
fit in internal branding and brand commitment relationship is not established.

Theoretical and Managerial Implications

The study strengthens the role of social exchange theory in treating employees by establishing
that when employees are given brand insights through internal branding activities and are
rewarded, appreciated, and regularly communicated, they in return internalise brand favourable
attitude i.e. brand commitment and subsequently depict brand citizenship behaviours. In addition,
the findings of this study have various implications for managers/heads working in the field of
the higher education sector. The managers/heads are suggested to devise policies related to four
internal brand-building practices: brand centred HRM, leadership, internal branding
communications, workplace spirituality to build and maintain a positive brand image and
maintain such mindset at a cultural level among employees.Heads of the higher education sector
are advised to provide adequate disposable resources such as technology, funds, intangible things
like autonomy, regular feedback, giving required training, giving opportunities for professional
growth, etc. Lastly, consideration of both complementary and supplementary fit while recruiting
employees is important as person-organisation fit is strengthening the impact of brand
commitment on positive brand behaviours.

Limitations

This study is theoretically limited to examine the overall impact of internal branding on its brand
commitment. The examination of the dimension-wise relationship of internal branding with
brand commitment can portray the contribution of each dimension in building it. Further, the
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comparison of perception of employees of [IMs and other management institutes can also be
done to assess the difference in prevalence of internal branding activities of these institutes.

Keywords- Internal Branding, Brand Citizenship Behaviour, Brans Commitment, Disposable
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Purpose

This study aims to understand and address the significant social concerns in Fiji's higher
education and schools, focusing on cultural inequality. It explores how these societal challenges,
rooted in Fiji's distinct sociocultural and historical context, affect educational attainment and

aims to propose policies that value the diverse student backgrounds in Fiji.

Design/Methodology/Approach

This study combines a comprehensive literature review with empirical data collection by
adopting a mixed-methods approach. Data was gathered from 38 students at a regional university
in Fiji using a survey questionnaire, and insights were also obtained through semi-structured
interviews with first-year coordinators and tutors. The study involved thematic analysis of

qualitative data and statistical analysis of quantitative data to draw meaningful conclusions.
Findings

The study reveals that historical factors such as colonial influence, post-colonial challenges, and
indigenous knowledge significantly impact Fiji's educational environment. Socioeconomic
factors, cultural diversity, and government policies were found to play crucial roles in shaping
educational outcomes. Key issues identified include educational disparities based on

socioeconomic status, gender, rural-urban divide, and the need for culturally responsive teaching
and community engagement in education.
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Research Limitations

The study is geographically confined to Fiji and primarily focuses on small sample sizes from
specific educational institutions. Therefore, generalizations to other contexts should be made
with caution.

Practical Implications

This study provides critical insights for educational reform in Fiji, emphasizing the need for
culturally inclusive and responsive policies. The findings are particularly valuable for
policymakers, educators, and administrators in shaping strategies that effectively address
educational inequalities and enhance access to quality education for diverse student populations.
It highlights the urgency for targeted interventions in teacher training, curriculum development,
and community engagement, fostering an educational environment that acknowledges and
celebrates Fiji's rich cultural diversity. These actionable recommendations aim to transform Fiji's
educational landscape, ensuring equitable opportunities and fostering academic success across all
societal segments. Additionally, it contributes to achieving key United Nations Sustainable
Development Goals (SDGs), especially SDG 4 (Quality Education), by advocating for inclusive,
equitable education in Fiji. It supports SDG 10 (Reduced Inequalities) by addressing educational
disparities and promoting access for marginalized groups.Thus, the study's recommendations can
significantly propel efforts towards these SDGs, highlighting education's crucial role in
sustainable development.

Originality/Value

This study makes a significant contribution by comprehensively examining cultural inequality in
Fiji's higher education system, a relatively unexplored area. The research benefits a broad
spectrum of stakeholders, including policymakers, educational institutions and administrators,
educators, community leaders and NGOs, by providing fresh empirical insights into the interplay
of historical, sociocultural, and economic factors affecting educational outcomes. The value of
this research lies in its practical implications for developing inclusive educational policies in Fiji
and similar contexts. Additionally, it contributes to the theoretical understanding of educational
inequality, enriching academic discourse in this field. Linking historical and cultural dynamics to
educational outcomes extends existing theories on educational equity and inclusivity, offering a
valuable framework for future research in diverse educational settings.

Keywords- Cultural Diversity, Inclusion, Educational Landscapes
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Abstract

This case study delves into the pioneering talent acquisition strategies employed by Deloitte,
aimed at establishing a significant presence in the competitive corporatelandscape. The study
explores Deloitte's multifaceted approach to talent acquisition, incorporating cutting-edge
methodologies and technology-driven solutions. Key elements of Deloitte's strategy include
prioritizing employer branding, leveraging data analytics and Al for recruitment optimization,
cultivating a forward-thinking Employee Value Proposition (EVP), fostering university
partnerships, embracing virtual assessment techniques, and promoting talent mobility and
internal promotions. The comprehensive integration of these practices has positioned Deloitte as
an industry leader, continually making a lasting impact. Firstly, the company prioritizes building
a strong employer brand, emphasizing its commitment to creating a diverse and inclusive
workplace that nurtures employees' personal and professional growth. This brand positioning
ensures that Deloitte remains an employer of choice for top-tier candidates. Secondly, Deloitte
harnesses the power of data analytics and Al-driven tools to optimize its recruitment process.
Through predictive analytics, the company identifies patterns in applicant data to make more
informed hiring decisions, thus streamlining the hiring cycle and reducing time-to-fill vacant
positions. Deloitte has implemented a forward-thinking Employee Value Proposition (EVP) that
goes beyond traditional remuneration packages. The EVP focuses on fostering a collaborative
and innovative culture, offering opportunities for continuous learning and development, and
promoting work-life balance, all of which contribute to higher employee engagement and job
satisfaction. The paper further examines Deloitte's commitment to university partnerships and
campus recruitment initiatives. Deloitte has embraced video interviewing and virtual assessment
centres to ensure an inclusive and accessible recruitment process, accommodating candidates
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from diverse geographical locations and backgrounds. Finally, the paper highlights Deloitte's
dedication to talent mobility and internal promotions. By encouraging internal talent to explore
diverse roles and career paths within the organization, it not only enhances employee loyalty but
also capitalizes on the expertise and skills developed within the firm. Deloitte's innovative talent
acquisition practices emphasize the significance of building a skilled and diverse workforce. The
strategic blend of employer branding, data-driven decision-making, employee-centric EVP,
university partnerships, and internal mobility have contributed to Deloitte's position as an
industry leader, continuously making an impact that truly matters.

Keywords- Employee Value Proposition, University Partnerships, Collaborative Environment,
Talent Mobility, Internal Promotions, Work-Life Balance, Employer Brand Positioning,
Diversity and Inclusion, Impact, Innovation.



Innovation and Sustainability in Business Development

211

Authors

Aayub, Ruqia

Abrol, Shivangi,

Ali, Inayah

Angmo, Padma,

Anita,

Appanna, Subash,

Arora, Pallvi

Aukhoon, Mubashir Ahmad,

Bahl, Jyoti,

Bhagat, Anil,

Bhasin, Jaya,

Bhosle, Yogeshwar R.,
Bukhari, Shazia,

Chahal, Hardeep,
Chand, Rajni Kaushal,
Chaudhary, Deepali
Chaudhary, Pooja,
Chauhan, Vinay,
Chhibber, Parul,
Choithrani, Shalini,
Chopra, Aditi,
Choudhary, Farah S,
Choudhary, Sumriti,

Dangwal, R.C,

Darzi, Mushtaqg Ahmad,
Devi, Mohini,

Devi, Saloni,

Devi, Seema,

Dhiman, Saloni,

Index
Dogra, Nikhil,
Dogra, Prinka
Dolkar, Rigzin,
Dubey, Rohit Kumar,
Dutt, Ronnie,

Fayza,

Garga, Pawan,
Goswami, Shumalini,
Goyal, Resham,
Gupta, Amisha,
Gupta, Mahesh,
Gupta, Muskan,
Gupta, Neha,

Gupta, Nitin,

Gupta, Palak

Gupta, Sanjeev,
Gupta, Shelleka,
Gupta, Shilpa,
Gupta, Sunakshi,
Gupta, Vijay Kumar,

Hussein, Mohammed Juned,

Igbal, Junaid,
Islam, Sheikh Bashaurul,
Jagadeeswari, B. Yasodha,

Jagadeeswari, B. Yashoda
Jain, Arvind Kumar,
Jain, Nidhi,



212

Innovation and Sustainability in Business Development

Jain, Nikunj Kumar,
Jastoria, Arvind

Kakkar, Disha
Kashyap, Suresh Kumar
Kaul, Mahesh,
Kaur, Amandeep,
Kaur, Harleen,
Kaur, Kuldeep,
Kaur, Rajwinder,
Kaur, Rupinder Bir,
Kaur, Sirtaj,
Khajuria, Nikhil
Khatoon, Najma,
Khurana, Akanksha,
Kirti, Vishav,

Kour, Chandeep,
Kour, Gurleen
Kour, Puneet,
Kumar, Satinder,
Kumar, Shiv,
Kumar, Satinder,
Kumari, Neetu,

Kumari, Rashika

Mahajan, Parul,
Mahajan, Rachna,
Mehta, Versha,
Mishra, Rajendra

Nagar, Komal,
Naseer, Peerzada Munaqib,

Negi, Pooja Singh,

Parmar, Akanksha
Parrey, Aubid Hussain
Pednekar, Achut P,
Prasad, Narendra,
Priya, Bhanu,

Purohit, Santanu,

Purohit, Sujoita,

Rana, Shivani,
Randhawa, Gurpreet,
Rani, Asha,

Rani, Pooja,

Rao K, Shivarama,
Reddy, Mahendra,
Rohra, Neha,

Sahayam, Barnabas,
Sasan, Mohit,
Sethi, Deeksha,
Sethi, Shiwangi,
Sharma, Aditi,
Sharma, Antra,
Sharma, Arun,
Sharma, Bonia,
Sharma, Isha,
Sharma, Jyoti,
Sharma, Mamta,
Sharma, Pooja,
Sharma, Rajan,
Sharma, Rishi Raj,
Sharma, Ritika,
Sharma, Ritu,



Innovation and Sustainability in Business Development 213

Sharma, Shavneet, Singh, Mohinder,
Sharma, Shreya, Singh, Sachin,
Sharma, Swati, Suri, Gunmala,
Sharma, Tanuj, Syan, Amanjot Singh,
Sharma, V.C,

Shastri, Kavita, Tripathi, Smita,
Sheikh, Umer Majed, Tyagi, A.K,
Shrivastava, Guru Daaman,

Sikarwar, Tarika Singh, Vaid, Sonali,
Singh, Amrinder, Verma, Princee,
Singh, Bhanu Pratap, Vikram,

Singh, Gurmeet,
Singh, Jivanjot, Wazir, Raghini



About the Conference

Proceeding-ISBD-2024: The International Conference on Innovation and Sustainability in
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