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Abstract

Introduction

Economic Inequalities in India
(1)Bharat (2) Himanshu Bharti (3)Prince Rai

Aryabhatta College, University of Delhi

This research paper focuses on the EconomicInequalities that exist within India, their social andeconomic implications as well as the policies that areintended to reduce this inequality. If we take a broaderperspective, it is clear that inequality within India hasheightened in the past few decades although India hasbeen growing and transforming economically. Thisapparent contradiction is attributed, to inequality ineducation, health care, employment opportunities, andgeography, among others. Education and Employmentare prime factors that play a significant role incontributing towards economic growth and inequality.The paper will focus on the use of case studies andstatistical numbers to show how globalization and therapid spill of liberal policies have worsened the alreadypresent divide. Critically looking at the issue ofinequality, the research will also focus on the impact ofgovernment policies such as welfare schemes, taxationpolicies and affirmative action in eliminating the everincreasing disparities. Finally, it emphasizes the needfor inclusive growth models and proposing a roadmapfor reducing economic inequalities to ensure a morejust and balanced society in India. Based on thefindings, it implores the importance of relevant policiesensuring equity of growth such that every citizen isprovided with equal rights to resources andopportunities,
Economic Inequality, Income Disparity, SocialInequality, Economic Growth, Wealth Distribution,Economic Reforms 
Key Words 

Economic inequality has become a significant issue inIndia, despite the country's impressive economicgrowth in recent decades. As one of the swift-growingeconomies globally, India has seen substantialincreases in GDP, industrialization, and technologicalprogress. However, this growth has not been evenlyshared, with the benefits primarily accruing to a smallsegment of the population, 

 leaving many behind. The gap between urban andrural areas is getting broader, with rural communitiesfacing challenges such as limited access to essentialservices, education, and job opportunities. Moreover,marginalized groups, including Dalits, Adivasis, andwomen, continue to face discrimination and obstaclesthat impede their socioeconomic advancement. Theconcentration of wealth is another critical leaving many behind. The gap between urban andrural areas is getting broader, with rural communitiesfacing challenges such as limited access to essentialservices, education, and job opportunities. Moreover,marginalized groups, including Dalits, Adivasis, andwomen, continue to face discrimination and obstaclesthat impede their socioeconomic advancement. Theconcentration of wealth is another critical
Causes of Economic Inequality
in India

1. Historical Factors • Colonial Legacy: The British colonial administrationextracted wealth from India, depleting resources andcreating a system where certain regions (e.g., BengalPresidency, Bombay) were developed asadministrative and 
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and trade hubs, while others were neglected. This ledto regional disparities that persist even today.• Additionally, the exploitative revenue systems (e.g.,Permanent Settlement) entrenched economicinequality by favouring landowners over farmers
2. Structural and Regional
Disparities 

3. Caste System and Social
Hierarchies 

• Urban-Rural Divide: Urban areas receive themajority of investments in infrastructure, education,and healthcare. Consequently, cities like Delhi,Mumbai, and Bengaluru enjoy higher per capitaincome, while rural regions struggle with limited jobopportunities and low agricultural productivity.
• Marginalized Communities: Scheduled Castes(SCs), Scheduled Tribes (STs), and Other BackwardClasses (OBCs) have historically faced systemicdiscrimination, limiting their access to education,land, and jobs. 
4. Education Inequality
• Access to Quality Education: Government schoolsin rural areas often lack resources, trained teachers,and infrastructure, while urban private schools caterto the elite. This disparity creates a skill gap betweenrural and urban youth, affecting employability. 
5. Gender Inequality 
• Pay Gap: Women in India earn approximately 20–30% less than men for the same work, according tovarious studies. They are also overrepresented inlow-paying jobs such as domestic work and informallabour.
Government policies aimed at
reducing inequalities
1. Economic Policies • Mahatma Gandhi National Rural Employment
Guarantee Act (MGNREGA): o Guarantees 100 daysof wage employment annually to rural households. oFocuses on creating durable assets, reducing poverty,and empowering rural workers, especially women.

• Skill India Mission: o Aims to train and upskillyouth through initiatives like Pradhan Mantri KaushalVikas Yojana (PMKVY) to enhance employability. 
• Start-Up India & Stand-Up India: o Encouragesentrepreneurship by providing funding, mentorship,and simplified compliance processes. o Stand-Up Indiaspecifically supports women and SC/ST entrepreneurs
2. Taxes and SubsidiesTaxes are levied on people with higher income andsubsidies and welfare benefits are provided to peoplefrom the lower income groups.
3.Education Policies
a) Right to Education (RTE) Act, 2009
 • Ensures that children aged 6 to 14 years receive freeand mandatory education. • Reserves 25% of seats inprivate schools for children from economically weakersections. 
b)National Education Policy (NEP) 2020 
• Promotes equitable access to quality education,emphasizing regional language instruction, digitalinclusion, and scholarships for disadvantagedstudents. 
c) Mid-Day Meal Scheme 
• Provides free meals to school children to improveenrolment, attendance, and nutritional levels amongeconomically weaker sections
4. Social Welfare Policies
a) Food Security 
• National Food Security Act (NFSA), 2013: Providessubsidized food grains to over 67% of India’spopulation. 
b) Housing Schemes 
• Pradhan Mantri Awas Yojana (PMAY): Aims tooffer affordable housing solutions for low incomeindividuals in both urban and rural areas. 
5. Women-Centric Policies
a. Beti Bachao Beti Padhao: • Aims to improve child sex ratio, promote girl childeducation, and prevent genderbased discrimination. b. Women Reservation in Panchayats: • Ensures 33% reservation for women in local self-government bodies, empowering them 
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 politically and socially. 
Challenges in ImplementationDespite these policies, challenges like corruption,bureaucracy, lack of awareness, and regionaldisparities hinder effective implementation. Bridginggaps in execution and ensuring accountability arecrucial for achieving equitable outcomes
Policy Suggestions
1. Income Redistribution 
a. Progressive Taxation Reform 
• Increase taxes on higher-income brackets whilereducing tax burdens for low-income households. 
b. Strengthen Minimum Wage Laws 
• Update and enforce minimum wage policies acrosssectors, ensuring fair pay for workers in informal andunorganized sectors.
2. Employment and Skill Development
 a. Boost Job Creation• Incentivize private sector investments in labour-intensive industries like manufacturing, construction,and agriculture. b. Enhance Vocational Training
 • Expand skill development programs like Skill India torural areas with a focus on future-oriented industriessuch as AI, robotics, and coding.
3. Urban-Rural Gap Reduction • Invest in basic infrastructure such as roads,electricity, water, and sanitation to develop rural areas.
4. Gender Equality
 a. Women-Centric Policies• Provide financial incentives for hiring women informal and informal sectors. b. Encourage Women’sEducation • Provide scholarships, vocational training, andleadership programs to empower girls and women.
Research Methodology To analyze economic inequalities in India, a survey wasconducted targeting individuals from diversesocioeconomic backgrounds across urban and ruralregions. The participants were of the age group (18-35)used for the survey. 

Mode of Data Collection Google forms were used to collect data and onlineplatforms like WhatsApp and Instagram were used.
• Participants were asked to anonymously disclosetheir annual household income by selecting one ofthe following categories: 1. Less than ₹1 Lakh 2. ₹1-5 Lakh 3. ₹5-10 Lakh4. ₹10-20 Lakh5. Greater than ₹20 Lakh 

Survey Questions 

• The participants were asked to rate their access tobasic resources (e.g., healthcare, education, cleanwater, and housing)? The options provided in the survey were:1. Excellent (Access to all resources is readilyavailable)2. Good (Access to most resources is available, withsome challenges) 3. Average (Access to basic resources is limited orinconsistent) 4. Poor (Limited or no access to basic resources) 5. Very Poor (No access to basic resources) 
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Limitations We took a sample size of just 108 members. 
ConclusionEconomic inequality remains a significant challenge inIndia, hindering social progress and sustainabledevelopment. This research highlights the causes ofinequality, including unequal access to education,healthcare, and employment opportunities, systemicdiscrimination, and the concentration of wealth withina small segment of the population. While governmentpolicies like MGNREGA and PM-KISAN have made someprogress in addressing these challenges, theireffectiveness is often limited by implementation gapsand unequal distribution of benefits. To bridge theeconomic divide, this study emphasizes the need fortargeted investments in education, healthcare, ruralemployment generation, and grassroots initiatives toempower marginalized communities. Addressingeconomic inequality is not just a matter of fairness buta necessity for fostering unity and ensuring India’slong-term growth and stability.
References  1. Piketty, T. (2014). Capital in the Twenty-FirstCentury. Harvard University Press. 2. Dreze, J., & Sen, A. (2013). An Uncertain Glory: Indiaand Its Contradictions. Princeton University Press.Journal Articles 3. Atkinson, A. B. (2015). Inequality: What Can BeDone? Journal of Economic Inequality, 13(1), 19-31. 4. Chakravarty, S. R., & Pal, R. (2013). MeasuringEconomic Inequality in India: A Theoretical andEmpirical Analysis. Indian Economic Review, 48(2),223–240. Government Reports 

5. NITI Aayog. (2021). SDG India Index andDashboard 2020-21. 6. Reserve Bank of India. (2022). Handbook on theIndian Economy. Online Resources 7. Oxfam India. (2023). Survival of the Richest: TheIndia Supplement. Retrieved fromhttps://www.oxfamindia.org 8. World Bank. (2023). Poverty and SharedProsperity Report. Retrieved fromhttps://www.worldbank.org Policy Papers 9. Basu, K. (2005). Inequality, Globalization andPoverty: Their Relationship and What Can Be Done?World Development, 34(8), 1361-1373. 10. Bhalla, S. S. (2017). The New Wealth of Nations:India’s Rise in the Global Economy. ObserverResearch Foundation Policy Briefs. 
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INFLATION MATCHING RETURNS – Disproportionate Utility  
(1) PARTH MALHOTRA 

Aryabhatta College, University of Delhi

I. AbstractThis research examines how inflation affectsdifferent income groups particularly in terms ofconsumption patterns, investment growth andfinancial benefits. While inflation-matching interestrates appear equal, they disproportionately benefitthe wealthy by preserving and compounding theirwealth, whereas lower-income groups struggle asinflation negatively affects their purchasing power.The study highlights how compounding increasesfinancial inequality enabling the rich to achievegreater real utility from inflation-adjusted returns.By analysing the relationship between inflation,interest rates and wealth accumulation this paperprovides a clearer understanding of how thesefactors contribute to economic disparity.
Inflation and Consumption Behaviour

GInflation affects people differently based on whatthey consume. The poor tend to spend a higherproportion of their income on normal and inferiorgoods that experience higher inflation rates than thegeneral inflation rate whereas the rich spend moreon luxury and diversified goods that are less affectedby inflation. This difference in the consumptionpattern highlights that inflation affects people withdifferent income differently. The consumptionbehaviour of rich varies significantly since the goodspurchased by the rich are not standardised. Theyvary by quality as well as the cost of the goods. 

When an investment offers an interest rate equal toinflation the rich benefit from the absolute value ofthe returns due to the larger amount they invest.They are able to preserve or grow wealth despiteinflation. The poor however see a little to no benefit from suchreturns because the small amount of interest theyreceive does not cross the higher inflation onessential goods they consume. For them the interestdoes not improve their real purchasing powerleaving them effectively the same.This is mainly because of the difference in theconsumer behaviour as well as the difference ininflation of goods produced by the rich and the poor.  The data shown below shows the increase inexpenditure of individuals based on their income andinflation. Also, it clearly shows how the poor are moreimpacted by the inflation.It is estimated that inflation in 2021 will require theaverage U.S. household to spend around $3,500 morein 2021 to achieve the same level of consumption ofgoods and services as in recent previous years (2019or 2020). Moreover, it estimate that lower incomehouseholds spend more of their budget on goods andservices that have been more impacted by inflation.Lower-income households will have to spend about 7percent more while higher-income households willhave to spend about 6 percent more.The below data is backed up by the US BUREAU OFLABOUR STATISTICS. 

Impact of Inflation-Matching Returns
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Real Utility  DisparityEven when inflation adjusted interest is providedthe utility derived from it is much greater for therich. The rich can buy the goods which areconsiderably less affected by the inflation or buygoods with a better branding or quality.The poor on the other hand remain financially stillas the interest fails to cover the rising costs ofnormal goods. As it can be observed from the following graph - The cost of normal goods and services is the mostaffected by inflation which are the major goodsconsumed by the poor. While new cars do not showhigh inflation rate. For example the tuition fees and the textbooks feesreported negative affect of inflation while it being agood consumed both by the poor and the rich. The study reported the disproportionate affect ofinflation on the poor as stated above. 

We can infer from the data that poor are moreaffected by the inflation as compared to the rich.

The graph below is published by the US Bureau ofLabour Statistics. It is successful in showing how normal goods andservices are more affected by the inflation.  

The disparity in utility suggests that inflation-matching investments benefit the rich by providingmore wealth preservation and growth while theyleave the poor unaffected or even worse off due tothe higher inflation on necessities.
The Indian government uses the Consumer PriceIndex (CPI) to measure inflation by tracking pricechanges in a basket of goods and services consumedby the average household focusing on necessitieslike food, housing and transportation. However, it is less accurate for the rich because itemphasises normal and inferior goods rather thanpremium brands or higher quality versions of thesame goods which wealthier individuals are morelikely to purchase.There is always a good that can be substituted byanother due to disproportionate inflation across 

Mathematical Implication
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The ArgumentConsider a Fixed Deposit which matches the rate ofinflation. The interest earned on small capital wouldbe consistent with the time value of money whileinterest earned on large capital would not beconsistent with the time value of money. The utilityprovided by the interest on large capital is going tobe more than the utility of the interest provided bythe interest on the small capital invested in the FixedDeposit. Yes, it is obvious if we talk about thequantity which is measured by the cardinal utility.But it is also true for the ordinal utility. 

However the Consumer Price Index (CPI) alreadyaccounts for this substitution effect meaning itadjusts for the negative impact of inflation whenmeasuring overall price levels. This adjustmentworks in favour of consumers who have theflexibility to choose alternatives, a privilege thatpoorer individuals often lack, as their consumptionis concentrated on necessities with fewersubstitutes. Consequently, the inflation experiencedby wealthier individuals who primarily consumepremium goods is not fully captured by CPI leadingto an understated measure of their true inflationburden.

While inflation matching interest rates may seemequitable on paper their real world impact is highlyunequal disproportionately benefiting the rich anddoing little for the poor especially in terms ofincreased purchasing power or financial growth.

Simply because inflation majorly considers the riseon the cost of normal goods. While normal goodsshould not be the sole factor to determine the timevalue of money. It must be noted that there is no absolute rate ofinflation. Similarly there is no absolute time value ofmoney. It holds considerable number ofassumptions which makes it inaccurate in real lifeIt is intuitive to say that the Fixed Deposit asmentioned above would not provide any actualincrease in utility because the rate of interest ismatched equal to rate of inflation.. This is proven to be absolutely true for the poorwhose major consumption rely on normal andinferior goods. But for the rich the utility providedon the large capital is more than the original utilitybecause of the difference in consumption of goods. The lesser affect of inflation on rich as compared tothe poor makes the inflation matching interest fixeddeposit favourable. It is interesting to note that how the sameinvestment instrument with same interest providesdifference in the utility earned. 
As discussed above, the rich benefit from theInflation matching interest fixed deposit but it is tobe noted that the benefit is marginal even thoughthe inflation is not standardised or absolute. The same marginal benefit can exponentiallyincrease over time by compounding. Compoundingallows your interest to earn interest which leads togreater growth over time. As time progresses, compounding’s effect growsexponentially leading to a larger cumulative return.While Fixed Deposits giving an inflation matchedinterest rate might not seem like an investmentproviding any increase in the utility but it doesincrease the utility if the capital investment is largeand that little increase in utility will growexponentially after compounding as shown by thegraph too. 

Power of Compounding and Time
Value of Money

different goods. For example, a consumer mayswitch to a relatively cheaper alternative when theprice of a preferred good rises effectivelyminimising the impact of inflation on theirconsumption. 

7

INFLATION MATCHING RETURNS – Disproportionate Utility  



ConclusionInflation-matching returns may seem fair at first, butthey actually make wealth inequality worse. Thewealthy benefit from these returns because theirwealth grows over time through interest andinvestments, while inflation does not hurt them asmuch. The poor, however, struggle because inflationreduces their buying power, making it harder toafford basic things. The rich can also avoid some ofthe effects of inflation by switching to less expensivegoods or services, while the poor have to pay morefor necessities with no other options. Wealthyindividuals see their money grow faster because ofcompounding, while the poor see little or no realbenefit. The Consumer Price Index (CPI), whichtracks inflation, also underestimates the inflation thewealthy face since it mostly tracks regular goods, notexpensive, premium items that the rich buy. Thiscreates a false picture of inflation, making it look lesssevere for the wealthy. Lastly, the way inflation andinterest rates affect people is not the same foreveryone. Those with higher incomes and differentspending habits are not as affected by inflation asthose with lower incomes. This shows that inflation,interest rates, and the way wealth grows only makefinancial inequality worse, highlighting the need forbetter policies to understand and fix these issues.

Reference1. Nick Routley (2023) - Visual Capitalist - ConsumerPrice Inflation, by Type of Good or Service (2000-2022).2. Mariko Paulson (2021) - The Wharton School,University of Pennsylvania - Budget Model andImpact of Inflation.3. Don Hofstrand (2023) - Iowa State University -Extension , Perpetuity and Outreach .4. Kara Greenberg (2023) - Investopedia - BankingCrisis and Inflation easing.
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ABSTRACTPurpose of this study is to understand how collegestudents in India make decisions regardingpurchase of mobile phones more specifically in pre-purchase, during purchase and post purchasestages. Information was gathered by a closed set ofquestions with focus on factors like priceconsciousness, brand equity and product attributes,channel and place factors, and finally, perceivedsatisfaction. This differentiation gave a picture ofrespondents’ route in the university to suggest howtheir course discipline, educational goals, andperceived priorities affected their preferences.Commerce students acted primarily with value-for–money and cost minimization in mind whileHumanities students cared most about design, looksand the prestige of the manufacturing company(Apple). On the other hand, Technical students wentfor performance and specifications focusing moreon companies like OnePlus and Xiaomi. The studyalso highlights customers’ satisfaction as the key toloyalty, to which Apple and OnePlus are excellentexamples of the retention of customers. The presentresearch provides the mobile phone brands withthe competitive understandings of college studentsin India and helps them to build specificcommunication strategies to better reach this vastand complex segment.
INTRODUCTION

Decision-Making of College Students Regarding Mobile Phones in
the Indian Market 

(1) AVANTIKA       (2) MANYA VARMANI             (3) MEHEER BESOYA           (4) YASHVARDHAN SHARMA 

Aryabhatta College ,University of Delhi 

Technological advancement in the society hassteered mobile phones from being merecommunication gadgets into tools for education,entertainment, and social interaction, as well astime management since students are involvedherein study.

This is mainly because of the high technologicalimprovements in mobile phones and enhancedsimplicity that has made its use customary inpeople's lives. Furthermore, the devices provide theaudience of college students with an opportunity tofind information, communicate with friends andpeers, perform academic work, and participate inother spheres of life including social networks andentertainment. Thus, to help marketers andmanufacturers who are targeting this influentialmobile phone-consuming segment, it is most crucialto gain an insight into the factors that influencetheir purchase decisions.  
The role of decision-making in consumer decision-making is very important since clients utilisedecision making while making their choices. Severalphases make the decision-making process inconsumer behaviour diverse where the consumersweigh, search, and select specific products orservices. However, the decision making is evenmore elaborate for college students with issues todo with financing, technological requirements, peerpressure, and brand image. Due to usage of phonesespecially for calling and browsing the internet inrelation to their courses or any other activities,phone purchase is a major investment to students.As such, it is important that manufacturers assessthe factors that determine their decision making inthe purchase, an evaluation that could come inhandy for manufacturers who wish to respond tostudents’ preferences appropriately. 

Significance of Decision-Making in
Consumer Behavior
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.
Pre-purchase FactorsThis is one of the three factors that occur prior tothe buying of a mobile phone. It is the step whereconsumers become aware of a need or want for anew phone and start looking at available choices inthe market. For college students, there are variouspre-purchase considerations. Price sensitivity tendsto be high, as costs are a factor depending onwhether the student is living on a shoestring orfinanced by their parents. Brand image also plays arole, since students tend to equate mobile phonebrands with quality, reliability, and increased socialstatus. Moreover, technical details like the cameraresolution, battery life, memory space, andprocessor power matter, particularly for studentswho use their phones for both school andentertainment activities. Finally, word of mouthmatters a lot, with most students making choicesbased on what their friends, classmates, or socialmedia influencers are using or recommending. 
On-purchase Factors The on-purchase stage deals with the choice factorwhen the student makes a decision to buy a mobilephone. This is affected by many influential factors.One of these key factors involves the purchasechannel, which essentially describes the media onwhich the phone is acquired—whether digitally orin person at a storefront. Online websites are likelyto have greater numbers of choices and competitiverates, whereas retail outlets enable students to haveactual contact with the device prior to purchasing,influencing the perceived value of the choice.

Another significant consideration is payment terms.With many college students having a limited budget,the ultimate buying decision might be influenced bythe presence of financing terms, discounts, or tradeoffers. These rewards are generally factored in at the finalphase of the purchase process. Customer experiencealso comes into play. Good experiences with wisesales staff or well-organized, easy-to-use onlineshops may sway a student to favor one seller orbrand over another. The majority of students want a buying experiencethat is easy and not overly stressful.
Post-purchase Factors The post-purchase stage entails the consumer'sjudgment of the product once it has beenpurchased. Product satisfaction is one of thefundamental elements of this stage.Students determine if the mobile phone issatisfactory in performance, durability, andusability. This judgment is important in decidingtheir overall satisfaction with the purchase. Another essential element is after-sales service.Having access to good customer care, warranties,and repair facilities has an important influence onstudent satisfaction. These facilities are an assurance that post-purchaseproblems are solved in an efficient manner, whichcan strengthen the positive attitude toward thebrand. Lastly, word-of-mouth is an important factor here.Students tend to spread their experiences amongfriends, relatives, and social groups, which mayhave an impact on future buying behavior amongthese groups. Feedback shared—positive ornegative—may decide brand loyalty and thepossibility of repeat purchase. 

This study specifically focuses on the three majorstages of the mobile phone purchasing decision-making process: pre-purchase, on-purchase, andpost-purchase.
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.
This paper examines the selected demographicgroup of college students whose adoption of mobilephones has been observed to be growing andmanifests unique behaviours according to majorfields of study. However, the demographic is diversebecause preferences differ with academic interests,understanding, and practice of technology, andlifestyles. For instance, the priorities of studentsfrom different educational backgrounds can greatlyinfluence their decision-making. While purchasing,Commerce Students have been observed to beinclined towards price consciousness, preferring tosecure value for their money, tends to look at cost-plus-gain analysis, and the resale value. On the contrary, Humanities Students may have apreference for Style design, brand image and appealsince these features may be associated withperception of identity. Whereas, Technical Studentswill likely have the interest to see details thatconcern performance like speed of the processor,software adaptability for coding, programming, andother technical operations. This research will seek to find out how theseacademic differences affect decision making byevaluating whether and how students fromCommerce, Humanities and Technical disciplinesmake decisions on the purchase of mobile phones.By classifying the respondents based on theiracademic achievement the study will give a distinctpicture of how each category thinks, what theyvalue and how they make decisions about theirpurchases.

The primary objective of this study is to analyse themobile phone decision-making process of Indiancollege students by examining three key stages: pre-purchase, on-purchase, and post-purchase. It istherefore the intention of this study to map outthese stages in full detail with special emphasisgiven to gender and academic discipline in theprocess of purchasing. The present study proposesa self-structured questionnaire that was conductedon college students across India on their mobilephone purchases in terms of preferred brand,expected features, and level of satisfaction. Tocapture these determinants of mobile phoneconsumption the questions covered in the surveyrange over issues like the effect of price, brand,technical features, purchase process, and postpurchase consumption experience. The resultderived from this study could be beneficial to themobile phone manufacturers and marketers in thecountry as well as for academicians and policymakers who study youth consumer behavIour in thegrowing mobile computing market in India. Thisstudy will contribute to the literature by presentingfindings based on both quantitative and qualitativedata for the purpose of enhancing theunderstanding of the marketing methodologies inorder to adjust tactical marketing procedures andcreate campaigns for attracting the college students.
Methodology
Research Design Due to the contingent nature of the research, aquantitative research methodology was used inorder to uncover the decision-making process ofIndian college students in the purchase of a mobilephone. It enables the accumulation of factualinformation that may be quantified so that theprevalence and association may be carried out.  

Target Demographic: College
Students and Academic Disciplines

Study Objectives and Research
Scope 
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.The survey was distributed among students fromvarious academic disciplines, includingCommerce, Humanities, and Technical courses,specifically from Aryabhatta College. A totalof 50 responses were received and to have a widecross sectional view of the college inputsfrom different fields of discipline were included inthe sample in order to obtain a diversespectrum of attitudes towards the buying of mobilephones.

The primary data was collected by administration ofa Google Form survey focusing onfactors affecting purchase of mobile phones. Thequestionnaire was structured into threemajor categories, Pre-purchase Factors (BudgetRelated issues, brands’ familiarity, andinformation sources), On-purchase Factors (Costrelated issues mainly; issues on how andwhere to get the platforms, how to get them atcheaper prices or perhaps where to finddiscounts or promotional offers) and Post-purchaseFactors (Questions that assess the levelto which customers are satisfied, how loyal thecustomers are to a brand and the efficiency ofa firm’s after-sales services). The questions weredesigned with an intention to determine theimpact of price sensitivity, technical features,design, brand association and purchasechannels on students’ buying behaviour.

Data AnalysisIn order to analyse the data, the responses werecategorised based on the students’ course theyare offering. This segmentation enabled the analysisof variations and trends concerningparticular students. Data was then descriptiveanalysis to examine core trends, and thensubsequently a detailed interpretation of thefindings against each academic discipline wasdone.
LimitationsThe major drawback in the study is that the samplewas limited to 50 respondents, thus thestudy cannot generalise the findings to the totalcollege students in India. Studies in the futurecould recruit more participants and girls from moreUniversities for higher validity of theresults gotten.
Form Used to Collect Data:https://forms.gle/YwNWUVuXEYoaz2mV9
Critical Analysis
Pre-Purchase Factors
Mobile Brands Currently Used
The three most favored brands of mobile phonesamong college students—Samsung,OnePlus, and Apple—reflect a clear trend of marketsegmentation based on demographicand academic considerations. OnePlus is generallyfavored by male students, especiallythose pursuing technology-oriented courses likeComputer Science. In this case, the reasonis mainly because of OnePlus's reputation forproviding top-notch hardware performanceand a close-to-stock Android OS, which is favoredby technology enthusiasts for cleansoftware and powerful specifications. The self-branded "flagship killer" reputation ofOnePlus also adds to its popularity as it provides 

Sample Selection and Sample Size

Data Collection Method
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premium features with relatively lowcosts—a perfect combination for price-consciousstudents.Samsung, in contrast, has widespread popularityamong both male and femalerespondents. Its popularity is based on the widerange of its product line, covering all priceranges and serving a wide variety of income groups.Samsung's established marketpresence, powerful brand name, and reliablecustomer support lead to feelings of trustamong students. These attributes make Samsung asecure and affordable choice, particularlyfor people who prioritize reliability and arecognized brand.Apple is a more popular choice among femalestudents, based on the statistics. The brand'skeen emphasis on high-end design, easy-to-useinterface, and integrated system of devicesappeals to students who consider style, brandimage, and intuitive use important. WhileApple products are usually more expensive, theyappeal to students who value style, ease ofuse, and post-purchase care. The gender bias mightalso be due to studies that show femaleconsumers prefer brands that are easy to use, brandloyal, and provide good after-salesservice—all where Apple leads.

Some key factors go into the decision-makingprocess of college students while buyingmobile phones. Price continues to be the key driver,with students preferring phones pricedbetween ₹20,001–₹30,000 INR. Aspirational brandssuch as Apple continue to be soughtafter, but this price point indicates an overallprudent attitude based on economicimperatives like allowances or restricted sources ofincome. This trend is particularlymarked among Commerce and Economicsbackground students, who are moreprice-sensitive and have a huge concern with valuefor money.Brand image also plays an important role inpurchase decisions. Well-established brandssuch as Apple and Samsung dominate as they haveestablished a history of reliability andeffective after-sales service. OnePlus, althoughrelatively newer, is bridging the gap tothese industry giants with its "flagship killer"reputation—providing high-end features ataffordable prices, which greatly resonates with cost-sensitive but technology-inclinedstudents.Camera capabilities and performance are also a keyconsideration, especially amongwomen students and students of Humanitiessubjects such as English and History. Withthe growing popularity of visually-oriented socialmedia like Instagram, the demand forquality photography is imperative. Apple andOnePlus are among the brands that lead theway in this area, with Apple usually dominating inimage quality as a whole.

Key Decision-Making Factors
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.The Operating System (OS) is also a critical factor inbrand choice. Android leadsbecause of its flexibility, customization capabilities,and presence across different price points. iOS,while restricted to Apple hardware, is loved for itsrefined interface andbuilt-in services such as iMessage and FaceTime.Notably, iOS users are typically morebrand-loyal and less prone to switch brands thanAndroid users, who have more optionswithin the ecosystem.
On-Purchase FactorsOnline Shopping is the most popular channel amongcollege students, with big Indianwebsites such as Flipkart and Amazon at theforefront. This is owing to several benefits thatinclude the convenience of being able to easilycompare specs, reading customer reviews,and getting cheaper prices—attributes greatlyprized by technologically oriented students,especially those pursuing technical courses.Discounts and flash sales equally impactpurchase decisions. Festival discounts and specialoffers on online stores are particularlyappealing to Commerce background students whogo in search of low-cost purchases. Afew students, however, find brand-specific storessuch as the Apple Store more appealingfor the genuineness of the product as well as theguarantee of quality after-sales services.Apple consumers in particular tend to visit thesestores regularly to avail themselves of thesupport and warranty facilities. The timing of salesis usually synchronized with festivalshopping and new product launches. Festival salesin sales events like Diwali are the mostsought-after opportunities for purchasing mobilephones at reduced prices. Price-sensitivegroups of Commerce and Economics streams keep aclose watch on such sales in order to

make timely purchases. Conversely, new productlaunches get the attention of studentsfrom technology streams like Computer Science,who aspire to keep themselves abreast ofthe latest technology.

Post-Purchase FactorsPost-purchase satisfaction differs between brands.Apple and OnePlus users tend to havehigh levels of satisfaction, citing ease of use,frequent software updates, and goodcustomer service. OnePlus's close-to-stock Androidexperience is especially attractive totech enthusiasts who appreciate systemoptimization and performance. Samsung andXiaomi users are more likely to report neutral ormixed sentiments. Samsung's high-endphones fare well, but its mid-range phones arecriticized for slow performance and poorbattery life. Xiaomi, although inexpensive and good-looking, attracts criticism forlong-term performance problems like overheatingand progressive slowing down of thedevice.In terms of brand loyalty, Apple is the leader. Appledevice users are generally more loyalbecause of the integration of the brand into anecosystem and the status of being an Appleproduct owner. On the other hand, Xiaomi users are 
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.most likely to switch brands.Discontent with performance and the perception ofXiaomi as a budget brand lead moststudents to move to more stable alternatives suchas Samsung or OnePlus when theirfinancial condition improves.As can be seen 75% of the respondents claimed thatafter sales service was a factor whichthey considered while making their decisions. Thisentails issues such as warranty, customersupport and software upgrade. After-sales service isslow, but steady as a drum mostnecessary where technical students are involvedsuch as Computer Science. When theyexperience software and hardware hitches in mostcases they would prefer an immediate fix.

Analysis by Course
Commerce and Economics Students

Students of Commerce and Economics are generallyvery price-conscious, appreciating theaccessibility of a product over its quality. Thisimplies that they tend to use rational,analytical factors like cost-benefit analysis toconsider prospective purchases to ensure theyget the best value for their money. Generally, thissegment tends towards mid-segmentphones priced between ₹20,001 and ₹30,000, withbrands such as Xiaomi and budget

Samsung being the favored choices. These studentsare very brand-loyal towards discountstores and festival offers, hence e-commerce siteslike Flipkart and Amazon being theirgo-to shopping platforms. In addition to that, theydesire a combination between price andfunctionality, searching for phones with excellentfunctionality that can last at least two orthree years before its performance slows down.Even though they consider top brands suchas Apple, the price-conscious nature often disallowsthem to spend money ontop-of-the-range devices except for when theymanage to grab a good offer. Appearance issecondary to this sector; they care more aboutacquiring a functional, quality productsupported by good after-sales services.
Humanities Students (English, History, etc.)Humanities students, for example, English orHistory students, have a much greater focuson aesthetics and camera quality because these arethe things that are of interest to them invisual arts, social media, and content creation. Forthese students, mobile phones are notjust communication devices but also status symbols.They are attracted to brands likeApple, which provide sleek, glossy designs thatsymbolize prestige. Rear and front cameraperformance is imperative for creative students,particularly because they spend time onsocial media sites such as Instagram, where thequality of photos matters. Therefore,Apple and Samsung, due to their high-qualitycamera performances, become particularlydesirable. Most Humanities students pridethemselves in the social prestige accompanyingthe ownership of high-end phones, particularlyApple phones, due to their prestigeassociations. As a result of this, Humanities studentswill be more inclined to overstretch
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.their budgets to buy a phone that matches theirsocial or personal image, instead of merelyconsidering the cost.
Technical Students (Computer Science, etc.)Technical students, especially those pursuingComputer Science or Engineering, are moreconcerned with performance and specificationsrather than aesthetics and brand image.These students have a preference towards brandssuch as OnePlus and Xiaomi, which deliverhigh performance for lower prices against premiumbrands like Apple. For technicalstudents, performance drivers like RAM, speed, andbattery life are essential, as they tendto multitask, load heavy applications, and utilizeheavy software. Furthermore, thesestudents value the customizability provided byAndroid since it supports more customization thaniOS. OnePlus and Xiaomi, which providecustomizable Android skinsand greater RAM options, suit this audience's needs.While technical students appreciatehigh-end specifications, they are also cost-conscious, looking for devices that provideflagship-grade performance without the premiumprice of more established brands.Technical students are less influenced by brandimage and looks compared to Humanitiesstudents, instead looking at the technicalcapabilities and functionality of the device.

From the analysis of the given data, some specificbuying patterns for college students areobvious, and they are directly connected to theacademic profiles of the target audience. Midrange brands such as Xiaomi and OnePlus thatprovide the best technological worth, studenttype Commerce and Economics possess ananalytical inclination with effective balance onthe monetary worth. Purchasing decisions are verysensitive to price and most consumersconfirmed that they would love to make theirpurchases during discounts. This behaviour isindeed consistent with the academic training ineconomic analysis when approachingcost/benefit scenarios, further testing rationale andvalue-driven behaviour.Mobile phones were said to be purchased based onparticular subjective qualities thatHumanities students perceived to be out of reachwhen using their current phones. To them,a phone is not merely an item to call andcommunicate but the status symbol and thereflection of one’s personality. This is why brandslike Apple are so appealing, they look highend and have high quality cameras – attributes areimportant for students who use theirphones so much for social media and contentcreation. These students will spend even moremoney on such brands because their image is in linewith such brands’ image. It can be seenthat there is a shift from a rational decision makingchoice model that takes intoconsideration efficiency the functional aspects andperformance characteristics of a product,to; an affective choice mode that is associated withlooks and image of the product.

Interpretation
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.Through our data, students in Technical disciplinesfor instance Computer Sciencedemonstrated more practicality in choosingbetween the types of phones. RAM, processingpower and battery power among other factors arevery influential in the decisions madesince these are key features required to supportmultiple operations and high end applications.This class is interested in OnePlus and Xiaomi sinceboth companies have invested much inperformance at an affordable price. But thesestudents also have a propensity of going for theAndroid devices rather than iOS devices because thelatter provides a number of options thatthe students have expertise in and prefer;customization and flexibility of devices. The generaltrust in online shopping platforms for all the groupscan be understood asrepresentative of the digital oriented collegestudents of the present generation. The flexibilityof getting anything delivered at their doorstep, thechoice offered by the two market giants –Amazon and Flipkart – and the possibility of gettinganything at a cheaper price easily addto the attractiveness especially if the products arepurchased during festive sales. Thesepractices mean that students are ready to makelarge, irreversible purchases online relying onthe openness of the Internet platforms, comparingcustomer reviews, products, and returnpolicy. However, for specific brands like Apple,students still like to buy the product from itsbrand exclusive shops where they feel the productsare genuine and are assured of after saleservices. Last but not least, it is evident that thelevel of brand loyalty seems to have a strongcorrelation with post purchase satisfaction. Mobilephones, the best example of one suchproduct; students who buy Apple and OnePlus havehigher loyalty because they are satisfiedwith the brand’s performance as well as its user 

experience and after-sales services. On theother hand, the customer expenditure on theproducts is high in the Xiaomi users who,although induced by cheaper prices of the product,get performance-related issues with timeand are thus more willing to switch to a differentbrand. This suggests that though price isconsidered during the choice, satisfaction remainsthe vital effect, which influences theloyalty level and the degree at which students willcontinue to patronise the brands.Consequently, the key conceptual decision-makingdeterminants of college students includethe academic background, price sensitivity, andpreferences for particular features. Finally,concerns with the price to performance ratio seemto be universally appreciated; however, thedegree of appreciation or consideration given toaspects such as aesthetic designs, thetechnicality of the work and product brand differsmore massively across different disciplines.It also implies that there is a need for mobile brandstargeting the students to develop cleardifferentiated marketing strategies to suit thedifferent segments of students due to thedifferences in their preferred choices, but allpreferred brands that are affordable with goodperformance and good looks. 
Observation 
Brand PreferenceAnalysing the results of the survey, the mostpopular mobile brands identified amongcollege students are Samsung, OnePlus and Apple.These brands dominate the market byoffering a variety of products, within lots of productcategories, and having well-built brandimages. Samsung has been admired by its efficiencyin providing models that suit the diverseincome earners apart from the budget earners. Thereason why it can cater for wide ranges ofstudents is because of the flexibility in the mode of 
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.delivery of the information it hasadopted. OnePlus has a quite large fan base amongtech-savvy students especially those ofComputer science (technical) backgrounds. Onaccount of its high core specification nicheand its corporate strategy aligned with offeringexcellent value for money. That is whystudents in such fields’ students are focused on theaspects like the speed of a processor,RAM, and device performance – all of these aspectsmake OnePlus appealing. Apple ismore costly than Samsung and Oneplus, butstudents go for it since it has a better brandimage, design and ease to use. It is especiallywidespread among students of humanitiescourses where brand recognition and design play aparticularly important role. DespiteXiaomi's competitive pricing, it shows lower brandloyalty compared to the premiumbrands, likely due to performance issues that ariseover time.
Price SensitivityCollege students in the study are sensitive on priceaffecting the choice for mobile phoneswith a majority opting for brands that cost ₹20,001–₹30,000. Finally, and most significantly,Commerce and Economics students consider theprice aspects of mobile phones and thebenefits that come with the phones most of thetime. They prefer brands which are giving thehigh-performance product at an affordable pricelike Xiaomi, One plus more preferredthan Apple. But again the level of price sensitivity iscomparatively low among Humanitiesstudents who are always ready to spend a littleextra for getting a brand like Apple and so on.The observation also reveals that, on average,Technical students are price-sensitive andprefer buying mid–end phones having the besttechnical features for their money.

Purchasing ChannelsAccording to the respondents, the two most usedpurchasing channels are Amazon andFlipkart. The given E-Commerce platforms attractsuch value Propositions as ease incomparisons, plentiful information from othercustomers and discounts which goes well withprice sensitive students. Increased sales duringfestivals such as diwali add on to the overallattractions of online shopping and many students,as they pointed out aptly, plan theirpurchases for maximum price advantage duringfestivals. Among students, Commercestudents were most likely to actively engage inpurchase during sale periods owing to theircapacity for appreciating value for money deals.There lies a huge difference betweenHumanities and Technical students in this aspect,brands such as Apple, after sales service becomes abig issue and brand specific outlets for selectbrands, and authenticity becomeskey issues as opposed to discount sales. 
Importance of SpecificationsIt is worthy to notice from the analysis how thestudents' from Technical Backgrounds suchas Computer Science also give technicalconsideration into their decision. These studentsarekeen on features like processor, memory, battery,operating system among others. Popularmobile brands among these users are OnePlus andXiaomi, as these companies know how toprovide the maximum performance of a device at arelatively reasonable price. ButHumanities students are more inclined and reveredwith aesthetics and camera and at timeseven trade-off raw technicality for these two things.In this regard, Apple products are equallywell constructed, well blended and above all, wellendowed with quality cameras to meritattention from the students who take them
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.Post-Purchase Satisfaction and
Brand LoyaltyThe level of satisfaction post purchase creates avery strong influence on brand loyalty.From the results obtained, Apple users have thehighest satisfaction and customer loyaltydating from brand friendliness, frequent softwareupdates, and better after-purchase supportservices. OnePlus also has good satisfaction ratesespecially from technical students due tothe fact that the company focuses on performance.Samsung customers describe moderatelevels of satisfaction, main mid-tier models do notalways live up to the expectations in termsof long term use, battery life in particular. Xiaomiusers who are least loyal to the Xiaomibrand are also the lowest purchase motivation ofthe Xiaomi brand is the price factor. Fromthe Xiaomi using students, a significant numberindicated an intention to dump the phone inother brands citing issues in the phone’sperformance as well as the software among otherthings.
ConclusionFrom the results of this research, an understandingof Indian college students’ mobile phonepurchase behaviour and the effect of academicbackground on their decision-makingprocess is gained. The Commerce and Economicsstudents are mostly inclined towards theaspects of price and cost-benefit analysis hence aremost likely to buy Xiaomi and OnePlusbrands that are technically very strong but cheaper.This segment targets economicrationality and tries to achieve the optimal value,which determines its actions mostly,rationally and with a focus on costs.

Humanities students, in turn, pay more attention tothe design and branding and chooseApple as the best option because of its exquisiteimage, easy navigation, and much bettercamera than that of Samsung. For these students,the smartphone is more than aninstrument for communication but also a symbol ofsocial status and therefore, brandprestige appears to be a very influential parameter.Users with a technical background in our research,being particularly Computer Sciencestudents, tend to look at performance and technicalfeatures as reflected by OnePlus andXiaomi phones that offer good hardware technologyand advanced technology at mid-endprices. This group places seriousness andrationality inside a phone, thus, their choice ofmobile correlates with how academic andmultifunctional they are.
Post-purchase satisfaction plays a pivotal role indetermining brand loyalty across allstudent groups. Brands like Apple and OnePlus leadin terms of customer retention, withhigh levels of satisfaction reported in areas such asproduct performance, after-salesservice, and long-term reliability. While Xiaomi hasgained popularity due to its low-pricedsmartphones, it has a lower level of brand loyalty –users complained that the phone’sperformance deteriorates over time and that is whythey switch to other brands. This meansthat although at the initial stages the decision topurchase is based on the price, long-termpositive satisfaction and longer product life affectcustomer retention directly.
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.Therefore, it is recommended that mobile phonemanufacturers targeting the college studentgroup should base its marketing strategies onsegmentation techniques that capture thedifferences in the students’ needs across colleges. Ofcourse, brand image and price can stillbe classified as top priorities, but technicalcharacteristics, design, brand recognition, andsatisfaction gained after the transition to a brand’sproducts are also critical factors thatdetermine students’ choice and brand loyalty.Knowing these disparities, mobile brands canbetter reach out and catch the interest of thisparticular target group that is the students to notonly position themselves in the market but alsoprepare for more competitors that are boundto spring up in the future.
ReferencesNandi, D. S. (2015). Consumer Style Inventory--Assessing the Decision Making Style of YoungIndians--A Study on Mobile Phones. SSRN.Mohan, A. (2014). Consumer behaviour towardssmartphone industry in Indian market(Doctoral dissertation, Dublin Business School).Ganlari, D. (2016). A study on consumer buyingbehavior of mobile phones. Journal ofManagement in Practice (Online Only), 1(1).
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ABSTRACT"Buy Now, Pay Later" (BNPL) is a payment optionthat allows consumers to purchase items and payfor them later, often in installments. This model hasgained popularity in recent years, particularlyamong younger shoppers. The behavioral impact ofBNPL on consumer spending and financial habits issignificant. While it can make purchases moreaccessible, it may also lead to impulsive buying, asthe immediate financial burden is delayed. Consumers might spend more than they can afford,causing issues like debt accumulation or missedpayments. Additionally, the ease of BNPL can bridgethe gaps between short-term gratification and long-term financial responsibility, affecting budgetingand saving habits. Overall, BNPL influences bothspending patterns and financial decision-making,with potential risks to financial stability if notmanaged carefully.
INTRODUCTION

Behavioral Impact of "Buy Now, Pay Later" on Consumer Spending
& Financial Behavior Patterns (1) Vidya           (2) Pratyush KumarDepartment of Business EconomicsAryabhatta Colllege ,University of Delhi ,South Campus

The global financial environment has changed as aresult of the digital revolution, and new paymentmethods that put ease and flexibility first haveemerged. Buy Now, Pay Later (BNPL) is one of themthat has become incredibly popular. With interest-free payment plans and easy e-commerce platformintegration, BNPL has grown in popularity,especially among Gen Z and Millennials. Customerslooking for low-barrier access to short-term loansare drawn to BNPL, in contrast to standard creditcards.This study examines the variables influencingthe adoption of BNPL, the alterations in consumerbehavior that result from this, and the broader 

ramifications for the financial and retail industries.It aims to determine the risks and possibilitiesassociated with BNPL and provide consumers,providers, and regulators practical suggestions.  
OBJECTIVES1.  To examine the psychological reasons promotingBNPL usage, evaluate financial literacy problems.
2.  To find out the impact of the "Buy Now, PayLater" (BNPL) approach on customers, focusing onhigher debt accumulation, credit ratings, andspending patterns.   
Consumer PreferencesAccording to McKinsey & Company (2023), BNPLappeals to young consumers who prefer simple andtransparent payment methods over credit cards.
Psychological Consequences:According to Arnold and Choi (2022), psychologicaltriggers such as the temptation of delayed paymentsand immediate pleasure might contribute tounplanned purchase.
Regulatory Issues:The Reserve Bank of India (2023) states that BNPLlacks proper regulatory guidelines, which may raiseconcerns about consumer protection andunregulated growth

 LITERATURE REVIEW 

21



.Economic EffectsAccording to Deloitte Insights (2023), merchantsusing BNPL have greater conversion rates andaverage order values, while BNPL promotes retailgrowth.
 METHODOLOGYThis research will take a mixed-methods approach,including both quantitative and qualitativeresearch:  4.1 Google Forms :Forms will be distributed toBNPL consumers from various demographics inorder to collect information on spending habits,financial knowledge levels, and usage trends.  4.2 Secondary Data : It includes industry reports,academic papers, and regulatory documents. 
ANALYSIS5.1 BNPL Users Demographics Age Group: The age group most likely to use BNPL is 18-24(55%), followed by 25-34 (30%).  Income Group: The majority of users are middle-class individualswith incomes between ₹20,000 and ₹50,000, whichreflects BNPL's accessibility to non-traditionalcredit seekers. 
5.2 Spending Categories BNPL is primarily used for discretionary spending. Fashion: 40%, Electronics: 25%, Travel: 20%,Essentials: 15% 
 5.3 Financial Risks (i) 65% of users reported missing payments,leading to penalties. 

 (ii) 40% of respondents admitted to a lack ofawareness about repayment terms, highlightinggaps in financial literacy. The graphic depicts the important BNPL indicatorsusing two pie charts: age distribution and spendingcategories. The risk metrics indicate importantconcerns: Key Risk Metrics: (i) 65% of users reported missing payments (ii) 40% of users lack awareness about repaymentterms.
DISCUSSION
6.1 Benefits of BNPL  The BNPL service has changed many aspects of lifein different ways:  
Consumer Access:  BNPL simplifies credit access,particularly for young consumers and those who areunable to obtain traditional credit options. Unlikecredit cards, BNPL does not have strict eligibilityrequirements, allowing even low-income earners orthose with a limited credit history to use theservice. 
Retail Growth Acceleration: The integration ofBNPL into retail platforms results in increasedconsumer spending; conversion rates and averageorder values rise significantly.Retailers typically see a 30% increase in sales afteradopting BNPL. According to McKinsey (2023),BNPL reduces cart abandonment rates by nearly50% for e-commerce businesses. 
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Cash Flow Management: BNPL enables consumers to buy anything they wantand then pay for it over time, eliminating theburden of immediate expenses. This is especiallyuseful during a recession or when making largepurchases like electronics or household equipment.
6.2 Risks and Challenges Encourage Impulsive Purchases: Customers areencouraged to spend more than they can afford byBNPL's perceived affordability and convenience ofusage. According to psychological research byArnold & Choi (2022), postponed payment schemescause the brain's reward circuits to become active,which increases impulsivity and decreases self-control.  Debt Accumulation and Default Rates: Missedpayments, late fees, and confusing repayment termsall contribute to a deadly debt cycle. This eventuallyleads to long-term financial troubles in youngconsumers who lack sufficient financial expertise.According to the Reserve Bank of India (2023), thedefault rate among BNPL subscribers is increasingdue to the absence. 
ANALYSIS AND INSIGHTS
Impact of BNPL on Financial PracticesThe rise of BNPL has revolutionized financial pTherise of BNPL has transformed financial practices byproviding a more accessible and user-friendly creditoption than traditional credit cards. BNPL offersrapid credit with simpler application and approvalprocesses than credit cards, aimed at youngergenerations and under-banked consumers.McKinsey & Company (2023) reports that "theinterest-free term and integration with e-commerceplatforms have made it popular."  

Although BNPL provides easily accessible funding,there are risks involved. For instance, manycustomers may experience financial difficultiessince they are unaware of the repayment plans.Therefore, increasing consumer knowledge isnecessary to make BNPL consumers as prepared aspossible to handle their duties. 
Behavioral Patterns and Impulse Spending The ability of BNPL to postpone the psychologicalsuffering associated with payment is what gives itits behavioral effect. Deferred payments reduce theimmediate "pain of paying," allowing for greaterspending on things that are optional (Arnold andChoi, 2022). According to Statista, fashion,technology, and travel accounted for over 60% ofBNPL service usage, making them the most popularusage categories (2023). Additionally, this promotesa culture of "spend now, worry later" amongcustomers, particularly among younger ones whomight lack the self-discipline to stick to a budget. Byeducating the customers about what is and is notnecessary, this behavior is checked.
Consumer Debt Piling and Failure Counselling
Trends Using BNPL frequently makes it simple toaccumulate many installment debts, which leads tofinancial difficulties. Nearly two-thirds of BNPLusers reported missing payments that result infurther fines, according to the Reserve Bank of India(2023). This shows the urgent need for tools thatmight assist people with their finances, suchrepayment dashboards and reminders.  In order for lenders to assess borrowers' overalldebt commitments and prevent excessiveborrowing, authorities can also address this issueby implementing mandatory credit reporting ofBNPL transactions.  
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1. Shifts in Attitudes Towards DebtIHistorically, debt was seen negatively, particularlyin underdeveloped countries. However, BNPL haschanged people's perceptions of borrowing, makingit a normal and accepted practice. According toDeloitte Insights (2023), 65% of BNPL usersglobally view it as a budgeting asset rather than akind of debt.  
2. Influence on Festivals and Seasonal ShoppingBNPL has changed the way people shop duringfestive seasons in culturally rich countries like India.A Statista study (2023) found that 40% of purchasesmade on e-commerce platforms during Diwali 2023were paid for using BNPL, highlighting its growingpopularity over traditional payment methods. Withdiscounts and cashback offers, many customers useBNPL to buy electronics and jewelry..
3. Social Media and Peer PressureSocial media users on platforms such as Facebook,Instagram, and TikTok promote BNPL lifestyles,making it attractive to consumers. Influencers thatpromote luxury things encourage their followers tospend money in a similar way. 
4. Benefits of Financial InclusionBNPL is crucial for improving financial inclusion,especially in developing economies wheretraditional credit options are often out of reach. Incountries like India and other Southeast Asianregions, BNPL usage has surged thanks toadvancements in digital payments and widespreadsmartphone access (Statista, 2023). For first-timeborrowers, BNPL serves as a stepping stone intoformal credit by helping them build a credit historywith lenders.
5. Managing RisksAlthough BNPL helps promote inclusion, it also putseconomically vulnerable groups at risk. Youngpeople and low-income consumers are more likelyto miss payments due to a lack of financial literacy. 

TECHNOLOGICAL ADANCEMENTS
1. AI for Responsible Lending Artificial intelligence is changing the way BNPLservices are delivered. AI systems, which are basedon real-time credit rating, only allow payment plansto be issued to consumers who are capable ofaffording to pay. According to Accenture (2023), at-risk borrowers will be highlighted based onalgorithms that predict, allowing a provider to givefavorable choices with flexible repayment terms.
2. Blockchain IncorporationBlockchain technology has significant potential forincreasing the transparency and security of BNPLtransactions. Blockchain ensures accountabilityamong providers, consumers, and regulators bymaintaining immutable records of all transactions.This will also reduce disagreements over hiddenfees or repayment conditions, as proposed byDeloitte Insights (2023). 
3. Mobile Platforms and GamificationBNPL providers are using gamification to keepcustomers engaged and encourage timelyrepayments. Features like rewards for on-timepayments and interactive financial literacyprograms are especially popular with youngerusers. Klarna's Annual Report (2023) emphasizesthe importance of making financial tools moreaccessible and fun to help promote responsibleborrowing.
SOCIAL CULTURAL AND ECONOMIC
IMPLICATIONSThe BNPL model doesn’t just affect how peoplehandle money, it also changes social norms and theway people approach spending. It alters how wethink about what we can afford, debt, and even ourlifestyles, making things more convenient whileinfluencing how we view our day-to-day lives.
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Regulators and BNPL providers need to collaborateon creating educational campaigns and clear termsto protect these at-risk groups.
EDUCATIONAL AND PROFESSIONAL
USES OF BNPLBNPL is becoming increasingly popular in educationand employment fields, enabling individuals toparticipate in their personal and professionalgrowth without immediate financial impact. Thismove demonstrates BNPL's ability to provide accessto previously unattainable prospects for many.
Funding for Online Courses and CertificationsWith the growth of digital learning platforms likeCoursera, Udemy, and edX, education has becomemore accessible. BNPL further supports this byoffering flexible payment options. A Statista survey(2023) found that 30% of people enrolled inprofessional certification programs or degreecourses chose to use BNPL to pay for their fees.For example:Enrollments in tech-focused certifications like dataanalytics, cybersecurity, and software developmentincreased by 40%, with many people using BNPL topay for them (Financial Times, 2023). 
Partnerships between BNPL companies andeducational institutions—like Simpl teaming upwith Indian edtech platforms, have made it easierfor both students and professionals to accesslearning opportunities
On Building One's CareerBNPL isn’t just limited to education, it also helpspeople grow professionally by making it easier topay for things like workshops, conferences,specialized tools, or memberships in professionalgroups. 

For example:Freelancers and self-employed people often rely onBNPL to buy important tools like laptops andsoftware subscriptions that help them stayproductive and competitive. According to industry reports, people who usedBNPL to cover work-related costs saw their careersimprove by 25% within the next two years (WorldBank, 2022).BNPL has been a big help for students from low-income families because it gives them a way toafford things like study materials, gadgets, and evenhousing. In rural parts of India, BNPL use has goneup by 55% for buying textbooks and online learningtools, which is helping bridge the gap between whatfamilies can afford and access to good education(Reserve Bank of India, 2023).Despite its benefits, the use of BNPL in educationpresents significant issues because of: (i) The risk offailure by young users as a result of their lack offinancial awareness. (ii) Using BNPL too often for everyday expenses canbuild up over time and make people’s financialsituations even more stressful. Education providers should work with BNPLproviders to promote budgeting and repaymentawareness through focused marketing initiatives inorder to lessen these problems. 
ETHICAL AND ENVIRONMENTAL
ISSUES
Environmental Impact of Overuse BNPL's convenience leads to increased consumptionin industries like fast fashion and electronics, whichheavily contribute to environmental degradation.For example, (i) Fast Fashion:According to Statista, 40% of BNPLtransactions involve clothing purchases, whichcontribute up to 10% of global carbon emissions.(ii) E-Waste: Every year, around 50 million tons ofelectronic waste are generated globally, and part ofthat comes from people upgrading their phonesmore often because of Buy Now, Pay Later (BNPL)options (Financial Times, 2023). 
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These are methods to speed the transition to anethical and sustainable BNPL  To address these difficulties, BNPL providers cantake the following activities based on ethical andenvironmental goals:  (i)Promoting Responsible Spending: Introductionof features such as spending caps or warnings onexcessive debt. 
(ii)Transparency & Education: Clearcommunication of terms of repayment, interests,and penalties in a language that the average usercan understand. Financial literacy modules in BNPLapps could also be incorporated for gamifiedlearning about budgeting and debt management. 
(iii)Green BNPL Initiatives: Companies such asKlarna lead by example in terms of carbon offsetson transactions. Forming alliances with eco-friendlybrands and providing rewards for makingsustainable purchases can enable BNPL to be acatalyst for positive change. 
(iv)Regulatory Authority to Ensure Fair Practice:In order to safeguard consumers and advancesustainable practices, governments and a regulatoryoversight agency should each do their share: 
One strategy to safeguard customers and advancesustainability is to implement clear disclosure forall BNPL suppliers.imposing interest rate and penalty limitations toprevent exploitation in the surrounding area. 
ESG (Environmental, Social, and Governance)factors are integrated into BNPL activities formarketing objectives so that the company fullysupports overall sustainable goals (World Bank,2022). 

Global Trends And Outlook  Expanding Markets BNPL is experiencing growth in emerging markets,as it serves younger groups that are ignored bytraditional financial institutions. According to theWorld Bank, BNPL's growth in such countries wouldbe 25-30% per year beginning in 2022, owing toinnovations in digital payments.  
Sustainability in BNPL Models Sustainability is becoming a major focus for BNPLoperators, who are reaching out to moreecologically concerned businesses for cooperation.For example, reducing carbon footprints andencouraging sustainable consumer consumption aregaining traction. According to Accenture (2023),"introducing BNPL services with integrated ESGmight improve its reputation and attractiveness."
Regulatory Changes. To support the proper growth of BNPL, regulatorsaround the world are implementing frameworks tosupervise the industry. Mandatory credit reporting,interest ceilings, and fee transparency are amongthe measures under consideration to strike abalance between innovation and consumer safety(Reserve Bank of India, 2023). 
Future Implications And
Recommendations 
For Consumers Consumers are required to use responsibleborrowing tactics and distinguish betweennecessary and unnecessary purchases. The processof educating consumers about the terms andcircumstances of BNPL services, such as paybackperiod and price structure, is also a major challenge.Maintaining a budget and doing expense analysescan help to lessen the likelihood of debt accrual anddefault. 
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For Providers: BNPL suppliers will face a difficulttask in providing sustainable offerings. They shouldintegrate user-friendly features such as automaticpayback reminders and financial literacy modulesonto their platform to educate users aboutborrowing wisely. Providers can then win theirusers' trust by employing appropriate marketingtactics and making payback terms clear andstraightforward. Collaboration with authorities andconsumer advocacy groups will contribute to thedevelopment of systems that strike a balancebetween profitability and consumer protection. 
For Regulators: The BNPL market is increasingrapidly. Regulators must therefore take activemeasures to control this sector. Equality,responsibility, and consumer protection requires acomprehensive regulatory structure. This can beaccomplished by implementing credit reporting forall BNPL transactions, which will ensuretransparency and prevent excessive borrowing. Tosafeguard customers, particularly those withlimited financial literacy, authorities may establishlimits on interest rates, fees, and penalties. 
 
Technological Developments: The BNPLecosystem will be greatly improved bytechnological advancements. Personalizedrepayment plans, real-time creditworthinessassessments, and fraud detection will all beenhanced by the integration of artificial intelligence.Blockchain technology has the potential to improvetransparency for all parties involved, lowertransaction risks, and further secure data. Whileresolving current issues, such developments canstrengthen, secure, and improve the use of BNPLsystems, build trust, and promote wider adoption. 

textbooks, other devices, and everydaynecessities from retailers that they would prefernot to pay for in full up front. Students with limited financial resources may findthis flexibility especially helpful as it allows them tobudget appropriately and handle currentobligations. However, BNPL also has a number ofdangers.Due to BNPL, it is simple to postpone payments, andimpulsive purchasing is on the rise. Studentspurchase unnecessary items. If such excessive spending is not reined in, it canlead to stress and debt that may be difficult to payback. Furthermore, it's possible that the majority ofstudents are unaware of the terms of repayment,any additional costs, or the consequences of missingpayments. The chance of getting into debt cycles is increasedby this ignorance as well as a lack of experiencewith personal financial management. In conclusion,BNPL offers immediate financial relief andincreased access to funds, but if not used sensibly, itcan also promote bad spending patterns andunstable personal finances. To prevent long-term financial difficulties, studentsshould prioritize appropriate use and be aware ofthe possible repercussions. 

Conclusion The BNPL model will have both positive andnegative effects. However, the BNPL model has theadvantage of being "practical, short-term-expensemanagement," since it allows students to purchase
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I. ABSTRACT

IntroductionThis research explores how pricing, user experience,and influencer marketing influence consumerbehaviour in the context of Netflix. It examines howthese factors shape subscription decisions,engagement, and loyalty among users, highlightingNetflix's strategies to attract a diverse audience andoptimise its platform in a competitive digital streaminglandscape.
Problem Statement:This study investigates how Netflix adapts to increasedcompetition in the streaming industry by employingstrategies that extend beyond traditional contentofferings. It focuses on the company's evolvingbusiness models, customer engagement strategies, andinnovative marketing efforts to attract and retain adiverse subscriber base. The research aims to identifythe factors contributing to Netflix's enduring marketleadership and long-term success.
Objectives of Study: The objectives of this research are as follows:To analyse the reasons behind Netflixusers’preference for lower-costsubscription plans and how various factors like deviceuse and viewing habits affect these choices.To evaluate the role of UX in influencing Netflix’suser engagement.To analyse the impact of Netflix’s pricing models onsubscription rates and retention.To explore the influence of social media influencermarketing on content discovery and viewership onNetflix.

Research Questions: 1. How do device preferences and affordabilityinfluence Netflix users' choices of Basic and Mobileplans?2. How do promotional offers and perceived valueimpact Netflix subscribers' decisions to start andmaintain subscriptions?3. How do user interface features affect Netflixsubscriber retention and satisfaction?4. How do social media influencers and user-generatedcontent impact engagement and content discovery onNetflix?
Research methodology:We conducted a Google Forms survey with 70 Delhi University students aged 17 to 24 toanalyse factors influencing Netflix subscriptiondecisions. Using a ranking scale method, we prioritisedthese factors based on average rankings and visualisedthe results with bar graphs to capture user preferencesand demographics effectively.
We conducted a Google Forms survey with 70 DelhiUniversity students aged 17 to 24 to analyse factorsinfluencing Netflix subscription decisions. Using aranking scale method, we prioritised these factorsbased on average rankings and visualised the resultswith bar graphs to capture user preferences anddemographics effectively.
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Implications: 1. Netflix's focus on affordability and user experiencepositions it well to attract and retain budget-conscioususers, especially in emerging markets.2. Personalised content recommendations and a cleanuser interface are crucial for maintaining high userengagement and satisfaction.3. The growing influence of social media influencersover traditional word-of-
Recommendations:The research recommends that Netflix continueprioritising affordable subscription plans whileexploring new pricing tiers to cater to diversefinancial segments. Enhancing user experiencethrough improved personalised recommendations anda more intuitive interface will further boostengagement and retention. Strengtheningpartnerships with social media influencers, especiallyon platforms like Instagram and YouTube, is advisedto attract younger audiences and enhance contentdiscovery. Additionally, Netflix should invest inexpanding its original content library and diversifyinggenres to meet evolving global preferences andmaintain its competitive edge.
Conclusion:This study explores factors affecting Netflixsubscription choices, focusing on demographics,subscription types, user experience, pricing, andinfluencer marketing. Younger viewers preferaffordable plans like Mobile, while families andhigher-income users opt for premium options. A user-friendly interface is essential, and tiered pricingaccommodates diverse financial situations. Influencerendorsements significantly enhance engagementamong younger audiences. Ultimately, Netflix'ssuccess relies on balancing affordability and userexperience, with continuous innovation necessary toremain competitive.

II. IntroductionAs defined by Schiffman and Wisenblit,“Consumer Behaviour is the study of consumers’actions during searching for, purchasing, using,evaluating, and disposing of products and servicesthat they expect will satisfy their needs”.Consumer behaviour involves understanding howpeople decide which products or services to buy,how they make those purchases, and theirexperiences after using the product. In simplerterms, it explores the motivations behind whyconsumers opt for specific products or servicesover others. Several factors can influence thesedecisions, including pricing, ease of use, andexternal influences like recommendations fromothers, including influencers. Gaining insights intoconsumer behaviour is essential for businesses todesign effective marketing strategies and optimisetheir product offerings. Our research focuses onthe impact of three key factors—pricing, userexperience and interface, and influencermarketing—on consumer behaviour. We aim toexplore how these variables shape purchasingdecisions in the context of digital streamingplatforms. By analysing Netflix, a global leader inthe streaming industry, we seek to understandhow these factors influence consumer choices andoverall engagement with subscription services.Netflix, a dominant force in the streamingindustry, has drastically altered how peopleconsume entertainment. Since its start in 1997 asa DVD rental service, Netflix has evolved into aglobal leader in digital streaming, boasting over200 million subscribers worldwide. By embracingonline streaming in 2007 and offering anexpansive library of films, TV shows,documentaries, and original content, Netflix haschanged the way consumers engage with media,influencing viewing habits on a global scale.
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As the popularity of streaming platforms continues togrow, it becomes crucial to understand whatmotivates consumers to subscribe to Netflix, stayengaged, and remain loyal to the service. This paperfocuses on three critical factors that significantlyimpact consumer behaviour: pricing, which refers tothe strategies companies use to set the cost of theirproducts or services; user experience (UX),encompassing how users interact with a product,including ease of use and satisfaction; and influencermarketing, a strategy that leverages social mediapersonalities to promote content and driveengagement. These elements shapeeverything from subscription decisions to contentdiscovery.
Netflix’s pricing strategy plays a vital role in attractinga broad range of customers, offering flexible plansthat accommodate various budgets. In addition,Netflix’s emphasis on user experience, withpersonalised recommendations, easy navigation, andan intuitive interface, ensures high user satisfactionand retention. Furthermore, influencer marketing hasbecome a key factor, as social media influencers play acrucial role in promoting Netflix content, particularlyamong younger audiences.
Through examining these factors, this paper aims toprovide a clearer understanding of how Netflix canoptimise its platform to maintain growth and keepconsumers engaged in an increasingly competitivedigital entertainment landscape.
III. Problem StatementAs the streaming industry becomes more competitive,platforms like Netflix must continually adapt toshifting consumer 

preferences and behaviours. This study examineshow Netflix navigates this challenge by employingvarious strategies that go beyond traditionalcontent offerings. By focusing on the company'sapproaches to attracting and retaining a diversesubscriber base, this research explores howNetflix maintains its market position amidstintense competition. Key areas of focus includethe company’s evolving business models,customer engagement strategies, and innovativemarketing efforts. Through this exploration, thestudy aims to uncover the factors that contributeto Netflix's ability to stay ahead in an ever-evolving industry. Insights from this research willprovide a deeper understanding of how Netflixsustains its leadership and ensures long-termsuccess.
IV. Objectives Of StudyThe objectives of this study are:To analyse the reasons behind Netflix users’preference for lower-cost subscription plansand how various factors like device use andviewing habits affect these choices.To evaluate the role of UX in influencingNetflix’s user engagement. To analyse the impact of Netflix’s pricingmodels on subscription rates and retention.To explore the influence of social mediainfluencer marketing on content discoveryand viewership on Netflix.By addressing these objectives, the researchaims to deepen the understanding ofconsumer behaviour and its various factorswhich impact consumer decisions tosubscribe and engage with content on Netflix. 
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V. RESEARCH QUESTIONSHow do device preferences, content consumptionpatterns, usage frequency, and affordabilityinfluence Netflix users' choice of subscriptionplans, particularly the popularity of lower-costoptions like the Basic and Mobile plans?How do promotional offers, perceived value, andpricing options impact Netflix subscribers'decisions to start and maintain theirsubscriptions?How do user interface and experience features ofNetflix influence subscriber retention and overalluser satisfaction?How do social media influencers and user-generated content, such as memes, affectconsumer engagement and content discovery onstreaming platforms like Netflix?
VI. Research MethodologyOur research methodology is based on primary datacollected through a Google Forms survey conductedamong 70 respondents, consisting of 54 Netflix usersand 16 non-Netflix users. The respondents werestudents from Delhi University (DU), aged 17 to 24.This age range was selected because it represents theprimary demographic for online streaming services,with students in this age group more likely to engagewith platforms like Netflix due to their accessibilityand entertainment preferences.The survey employed a ranking scale method, whererespondents ranked factors influencing their Netflixsubscription decisions from 1 (most important) to 5(least important). This method allowed us toprioritise factors according to user preferences andidentify patterns in their decision-making behaviour.To determine the most and least important factors,we used the simple average method, which averagedthe rankings across all responses. This method waschosen for its simplicity and effectiveness in providinga clear overview of respondents' preferences, withlower average values indicating higher importance.We used bar graphs to visualise the

relative importance of the different factorsinfluencing Netflix subscriptions, which allowedus to clearly see the trends in ranking. Bar graphswere employed to present demographic details,helping to give a clear breakdown of therespondent group based on age and Netflix usage.By using the ranking scale method and visualisingthe results through these graphs, we gatherednuanced insights into the relative importance ofvarious factors and a clear understanding of thedemographic profile of our respondents. Thisstructured approach enabled us to effectivelyanalyse the key drivers behind Netflixsubscription decisions.
VII. Critical AnalysisOur research focuses on college students fromDelhi University (DU) aged 17 to 24, a keydemographic for streaming platforms like Netflix.This age group is particularly relevant as youngadults are more likely to engage with onlinestreaming services due to accessibility,affordability, and the desire for personalisedentertainment experiences. The sample includesstudents from various colleges within DU. Thisrange of respondents provides a broadrepresentation of Netflix’s target audience in thisage bracket.
Demographic Analysis:

Figure 1
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Figure 2

Figure 2 displays the gender breakdown ofrespondents, with 34 i..e. 48.58% of the sampleidentifying as female and 36 i.e. 51.42% of the sampleas male. This near-equal distribution ensures that theinsights gathered represent a balanced perspective,reflecting the diverse preferences and behaviours ofboth genders in relation to Netflix usage.

Figure 3

Figure 4

Figure 4 shows the Netflix usage among therespondents, with 54 out of 70 i.e. 77.14% of thesample using Netflix and 16 respondents i.e.22.86% of the sample not using the platform.While no further data was collected from non-Netflix users, this distribution highlights a strongpreference for Netflix among the majority of therespondents. The higher number of Netflix usersmay reflect the platform's popularity amongcollege students in the 17-24 age group. 
Subscription-Based Analysis:

Figure 5
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Figure 5 illustrates the frequency of Netflix usageamong the respondents. Out of 70, 54 respondents areNetflix Users and out of those 54 Netflix Users , 23 i.e.42.6% of Netflix Users, reported watching Netflixweekly, 20 i.e. 37.03% of Netflix Users. use it daily,and 11 i.e. 20.37% of Netflix Users, access it monthly.This shows that a significant portion of users engagewith the platform regularly, with daily and weeklyusage dominating. These patterns suggest that Netflixis an integral part of many students' entertainmentroutines, particularly for those who use it daily orweekly. Figure 7 shows the type of content consumed byNetflix users. The majority, 28 i.e. 51.85%respondents, use Netflix to watch both movies andbinge web series, while 14 solely binge web series,and 11 exclusively watch movies. Interestingly,only 1 individual engages in all the three activities—watching movies, bingeing web series, andplaying games on Netflix. This highlights thatwhile Netflix is primarily used for streamingmovies and series, gaming remains a minoractivity among this demographic.
Figure 6Figure 6 illustrates the device preferences for Netflixusers among the respondents. The data shows thatmobile phones are the most favoured device, with 16respondents i.e. 29.63% of Netflix Users, selectingthem. Both laptops and desktops are equallypreferred, with 11 users each i.e. 20.37% of NetflixUsers preferring each device. TV follows with 9 usersi.e. 16.67% of Netflix Users, and tablets are the leastpopular option, with 7 respondents i.e. 12.96% ofNetflix Users opting for them.

Figure 7

Figure 8
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Figure 8 displays the distribution of Netflixsubscription plans among respondents. The majority,33 out of 54 i.e. 61.11% of Netflix users, subscribe tothe Basic plan priced at ₹199 INR per month,indicating its popularity due to affordability. TheMobile plan, at ₹149 INR per month, follows with 10subscribers i.e. 18.52% of Netflix Users, while theStandard plan, at ₹499 INR per month, has 6 users i.e.11.11% of Netflix Users. Only 5 respondents i.e. 9.26%of Netflix Users, subscribe to thePremium plan, which costs ₹649 INR per month. Thedata shows that lower-priced plans are preferred,reflecting the importance of affordability in choosinga Netflix subscription.Interface-Based Analysis:
In the first question of this section of our survey,the respondents were asked to rank the featuresof Netflix’s website which influence their decisionto continue their subscription (PersonalisedRecommendations, Easy Navigation and SearchFunctionality, Content Variety (movies, shows,documentaries), User Reviews and Ratings, Auto-play and Preview Trailers). Figure-9 shows thecount of the rankings of factors done byrespondents where 1 indicates “Very Important”and 5 indicates “Unimportant” as well as theaverage values of the rankings of factors. Thecalculation of averages is done using the SimpleAverage Method where the minimum averagevalue indicates the most important factor and themaximum average value indicates the leastimportant factor. The calculation shows thatPersonalised Recommendation is coming out to bea very important factor with an average of 2.57while User Reviews and Ratings stands at anaverage of 3.06 making it an unimportant factor.The main reason for the above insights are thatPersonalised Recommendations are highly valuedby Netflix users. As the service tailors its contentsuggestions based on individual preferences, itkeeps users engaged by providing relevantcontent. This reduces the time that users spendsearching for shows and increases theirsatisfaction.  

Figure 9

34

Behind The Stream: Understanding Consumer Choice Behaviour on Netflix  



Whereas, while User Reviews and Ratings are helpfulfor some subscribers, they do not appear to be aprimary deciding factor in whether users continuetheir subscriptions. This focused on content andrecommendations rather than having the exact samelayout when switching between devices. Whileimportant for convenience, users may already expecta baseline of consistency and are more concernedwith features that directly impact content discoveryand usability.

Figure 11

In the third question of this section of our survey,the respondents were asked to which aspects ofNetflix’s user interface and experience they findmost convenient (Simple sign-up and paymentprocess, search function efficiency, Continuity ofthe same user experience across all devices, Clearcontent categorization, Personalised profiles andsuggestions). Figure-11 shows the count of therankings of factors done by respondents where 1indicates “Very Important” and 5 indicates“Unimportant” as well as the average values of therankings of factors. The calculation of averages isdone using the Simple Average Method where theminimum average value indicates the mostimportant factor and the maximum average valueindicates the least important factor. Thecalculation showed that Simple Sign-up andPayment Process is coming out to be a veryimportant factor with an average of 2.85 whileClear Content Categorization stands at an averageof 3.13 making it an unimportant factor. The mainreason for the above insights are that a SimpleSign-up and Payment Process is critical for userretention as it provides a hassle-free entry intothe platform. Users appreciate the ability toquickly create accounts and set up paymentswithout encountering obstacles. This ease of usemakes it more likely for users to subscribe andcontinue their subscriptions, as any complicationsduring this process can lead to frustration andpotential churn. Whereas, while Clear ContentCategorization helps users find content efficiently,it appears to be a less critical factor insubscription continuation. Users seem to valuemore dynamic features like consistent UX orsearch function efficiency, which directly impactcontent discovery. This suggests that whilecategorization is useful, it isn’t a top priority whencompared to other aspects of the user experience. 
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Pricing-Based Analysis:focused on content and recommendations rather thanhaving the exact same layout when switching betweendevices. While important for convenience, users mayalready expect a baseline of consistency and are moreconcerned with features that directly impact contentdiscovery and usability.

Figure 12

In the first question of this section of our survey,the respondents were asked  how promotionaloffers, such as free trials or discounts, impact theirdecision to subscribe or remain subscribed toNetflix (Free trial period  for new users, Discountsfor long-term subscriptions, Family or group plandiscounts, Referral rewards (recommendingNetflix to friends), Promotions tied to otherservices (e.g.,bundled with phone plans)). Figure-12 shows the count of the rankings of factors doneby respondents where 1 indicates “VeryImportant” and 5 indicates “Unimportant” as wellas the average values of the rankings of factors.The calculation of averages is done using theSimple Average Method where the minimumaverage value indicates the most important factorand the maximum average value indicates theleast important factor. The calculation shows thatFree Trial Period for New Users is coming out tobe a very important factor with an average of 2.74while Promotions Tied to Other Services stands atan average of 2.92 making it an unimportantfactor. The main reasons for the above insights arethat offering a Free Trial Period is a powerful toolfor attracting new users, as it allows them toexperience the platform before committing to apaid subscription. This feature plays a key role inNetflix's user acquisition strategy, helpingpotential subscribers explore the service withoutfinancial risk, which increases the likelihood ofcontinued subscriptions after the trial ends.Whereas, Promotions that Bundle Netflix withother services  (Jio Postpaid and Fiber Plans andAirtel Xstream Fiber) seem to have less impact onusers' decisions to continue their subscriptions.While these promotions might attract some usersinitially, they are not seen as a significant factor inlong-term subscription retention as they aremajorly designed for Smart TVs. This suggeststhat users prioritise features that directly enhancetheir viewing experience over externalpromotional deals.
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In the second question of this section of our survey,the respondents were questioned about what aspectsof Netflix’s pricing affect their willingness to continuetheir 

Figure 13

what aspects of Netflix’s pricing affect theirwillingness to continue their subscription (Priceof the current plan, Frequency of price increases,Perceived value for the content offered,Availability of content in your preferred genres,Flexibility to share the account with multipleusers). Figure-13 shows the count of the rankingsof factors done by respondents where 1 indicates“Very Important” and 5 indicates “Unimportant”as well as the average values of the rankings offactors. The calculation of averages is done usingthe Simple Average Method where the minimumaverage value indicates the most important factorand the maximum average value indicates theleast important factor. The calculation shows thatPerceived Value for the Content Offered is comingout to be a very important factor with an averageof 2.94 while Frequency of Price Increases andFlexibility to Share the Account with MultipleUsers stands at an average of 3.18 making themunimportant factors. The main reason for theabove insights are that users prioritise the contentthey get from Netflix, valuing a strong mix ofquality and variety. As long as subscribers feelthey are getting access to a wide range of high-quality shows, movies, and documentaries, theyare more likely to maintain their subscriptions.This suggests that content remains king in termsof driving user engagement and retention,outweighing concerns like pricing or accountflexibility. Whereas, while users don’t likeFrequent Price Hikes, they seem to be willing totolerate them if they feel the service providesenough value. Other factors, such as contentquality and variety, outweigh concerns aboutprice increases, as long as the changes are not toodrastic or too frequent. And when it comes toAccount-Sharing, it has become less of a decidingfactor for many users. With Netflix's recentcrackdown on password sharing and theintroduction of stricter sharing policies, users mayplace more importance on other aspects like thecontent itself or the value they receive from theirsubscription
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In the third question of this section of our survey,respondents were asked how Netflix’s pricing optionscompare to other streaming services they use or haveconsidered (Affordability of the basic plan,Availability of premium features in higher plans,Frequency of price increases, Inclusion of ads or no-ad 

Figure 14

experience, Offers like free trials or discounts).Figure-14 shows the count of the rankings offactors done by respondents where 1 indicates“Very Important” and 5 indicates “Unimportant”as well as the average values of the rankings offactors. The calculation of averages is done usingthe Simple Average Method where the minimumaverage value indicates the most important factorand the maximum average value indicates theleast important factor. The calculation showedthat Affordability of the Basic Plan is coming outto be a very important factor with an average of2.70 while Frequency of Price Increases stands atan average of 2.94 making it an unimportantfactor. The main reason for the above insights arethat users prioritise the Affordability of Netflix'sBasic Plan over concerns about price increasesbecause they valuethe extensive content library and the overallquality of the user experience. As long assubscribers feel they are getting access to a widerange of high-quality shows, movies, anddocumentaries, they are likely to maintain theirsubscriptions, even if prices rise. This reflects theidea that content remains the most importantfactor in driving user engagement and retention,outweighing concerns about pricing. Whereas,while users may dislike price hikes, they appearwilling to tolerate them as long as the servicecontinues to provide significant value. Incomparison, other platforms with lower startingprices may compromise on content variety anduser satisfaction, which Netflix manages tobalance well. Thus, factors like content quality andvariety are more influential than concerns aboutprice increases, providedthat the hikes aren’t too frequent or drastic.
Influencer Marketing - Based
Analysis:
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In the first question of this section of our survey, therespondents were inquired about how muchinfluencers and social media personalities impacttheir decision to watch Netflix shows or movies(Influencers on Instagram or YouTube, YouTubersreviewing or recommending content, Celebrities 

Figure 15

promoting Netflix content, Netflix-sponsoredcontent on social media, Friends and familyrecommendations). Figure-15 shows the count ofthe rankings of factors done by respondentswhere 1 indicates “Very Influential” and 5indicates “Uninfluential” as well as the averagevalues of the rankings of factors. The calculationof averages is done using the Simple AverageMethod where the minimum average valueindicates the most influential factor and themaximum average value indicates the leastinfluential factor. The calculation shows thatInfluencers on Instagram or YouTube is comingout to be a very influential factor with an averageof 2.63 while Friends and FamilyRecommendations stands at an average of 3.14making it an influential factor. The main reasonsfor the above insights are that in today’s digitalage, social media influencers have become keydecision-makers, significantly shaping consumerbehaviour, especially on platforms like Netflix.Many users trust influencers who createentertainment-related content, as their reviewsand recommendations spark curiosity or FOMO(Fear of Missing Out). Influencers are seen asmore relatable and authentic than traditional ads,making their opinions more impactful. Theircontent aligns closely with their audience’sinterests, which makes their recommendationsfeel more personal. Whereas, the Influence ofFriends and Family has diminished in thestreaming era, as Netflix’s vast content library andpersonalised recommendations have takenprecedence. While personal connections wereonce a primary source of content discovery, usersnow turn to influencers on social media forsuggestions, with traditional word-of-mouthplaying a secondary role.
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In the second question of this section of our survey,the respondents were asked how seeing Netflixcontent featured in viral social media challenges ormemes affects their viewing habits (Viral challenges(e.g., "Bird Box challenge," "Wednesday dance"),Memes related to Netflix shows or movies, Influencers 

Figure 16

reenacting famous Netflix scenes, Social mediatrends featuring Netflix soundtracks or clips,YouTube or Instagram Reels that highlight Netflixcontent). Figure-16 shows the count of therankings of factors done by respondents where 1indicates “Very Influential” and 5 indicates“Uninfluential” as well as the average values of therankings of factors. The calculation of averages isdone using the Simple Average Method where theminimum average value indicates the mostinfluential factor and the maximum average valueindicates the least influential factor. Thecalculation shows that Memes Related to NetflixShows or Movies is coming out to be a veryinfluential factor with an average of 2.74 whileInfluencers Reenacting famous Netflix Scenesstands at an average of 3.14 making it anuninfluential factor. The main reasons for theabove insights are that Memes have become apowerful tool in digital expression, especially inthe entertainment industry. Their humour,relatability, and shareability make them highlyeffective in influencing Netflix users. When a showor movie becomes the subject of memes, it quicklyspreads across social media platforms, engagingusers by tapping into current trends and humour.Memes pique curiosity by offering a unique, oftenexaggerated perspective on content, motivatingusers to watch shows to understand the referenceor join in on the joke. Whereas, influencersreenacting famous Netflix scenes often comeacross as more promotional and less organic.While influencers can be highly influential inrecommending content, their reenactments tendto feel staged and may not resonate as strongly asmemes, which are seen as more authentic, user-generated content. Memes foster a sense ofcommunity, are easily shared, and generateexcitement organically, making them moreeffective at sparking curiosity and engagementwith Netflix content than influencer-drivenreenactments.
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In the third question of this section of our survey, therespondents were questioned about which factorsmost influence their decision to start watching a newshow or movie on Netflix (Recommendations fromNetflix’s algorithm (e.g., “Because you watched...”),Word of mouth from friends and family, Social media 

Figure 17

trends and buzz, Trailers or previews available onNetflix, Reviews and ratings from other users orcritics). Figure-17 hows the count of the rankingsof factors done by respondents where 1 indicates“Very Influential” and 5 indicates “Uninfluential”as well as the average values of the rankings offactors. The calculation of averages is done usingthe Simple Average Method where the minimumaverage value indicates the most influential factorand the maximum average value indicates theleast influential factor. The calculation shows thatRecommendations from Netflix’s Algorithm(e.g.,“Because you watched..”) is coming out to bea very influential factor with an average of 2.70while Reviews and Ratings from Other Users orCritics stands at an average of 3.33 making it anuninfluential factor. The main reasons for theabove insights are that Netflix’s PersonalisedAlgorithm plays a crucial role in enhancing userconvenience and engagement. By analysing auser’s watch history, search behaviour, andratings, Netflix delivers tailored recommendationsthat users trust because they feel the platformunderstands their tastes. This personalisedexperience creates an engagement loop, whereusers keep watching content that matches theirpreferences without needing to scroll throughendless options. Additionally, Netflix’s algorithmintroduces users to hidden gems they might nothave discovered on their own, adding an elementof surprise and driving more engagement.Whereas, Reviews and Ratings from Other Usersor Critics tend to be subjective and may not alignwith an individual’s preferences. Many users trustNetflix’s algorithm over external opinions sincethe platform’s data-driven insights feel morereliable. As a result, the value of reviews hasdiminished, with users opting for quick,personalised suggestions over lengthy critiques.Instead of relying on reviews, users often engagewith Netflix content through social discussions ormemes, making external reviews seem lessrelevant.
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pricing model, aimed at making streamingaccessible to a broader audience, continues to be akey driver in its subscriber acquisition andretention strategy.The UI and UX features of Netflix significantlyinfluence user satisfaction and retention, withpersonalised recommendations, a clean moderndesign, and a simple sign-up and payment processemerging as key factors. Personalisedrecommendations are particularly vital as theyleverage user data to tailor content suggestions,fostering a sense of relevance and connection.This tailored experience not only streamlines thesearch for appealing content but also enhancesoverall engagement, encouraging users to  exploremore options and feel invested in the platform.Additionally, a clean modern design provides anintuitive interface that reduces frustration andincreases satisfaction. Users are likely to stayengaged with a visually appealing platform, as itenhances their overall streaming experience.Furthermore, a simple sign-up and paymentprocess plays a critical role in user retention. Ahassle-free onboarding experience makes it easierfor users to subscribe and continue theirsubscriptions, minimising the potential forfrustration during this initial stage. On the other hand, factors like user reviews andratings, layout consistency across devices, andclear content categorization are considered lesscritical for user retention. While userreviews and ratings can provide valuable insights,they do not carry as much weight in influencingongoing subscriptions. Users tend to rely more onNetflix’s internal recommendation system and thequality of content rather than external feedback.Layout consistency across devices, thoughimportant for a seamless experience, is oftenexpected as a baseline; users may prioritiseengaging content discovery over a uniforminterface. Lastly, while clear contentcategorization aids in finding new shows andmovies, it 

VIII. OutcomesNetflix's pricing strategy plays a pivotal role inattracting and retaining subscribers, particularlyamong budget-conscious users, such as students.Based on the survey, affordability is a major factor,with a significant portion of users opting for thelower-priced plans. The Basic plan (₹199/month) isthe most popular, followed by the Mobile plan(₹149/month), which reflects the importance of pricewhen choosing a Netflix subscription. Only a smallpercentage of users opt for the higher-tier Standardand Premium plans, indicating that most are notwilling to pay extra for features like 4K streaming ormultiple screens, prioritising cost over enhancedservice quality. 
Additionally, frequent usage patterns amongrespondents show that Netflix successfully retains itsusers, with the majority watching content either dailyor weekly. This suggests that users see significantvalue in their subscriptions and remain engaged withthe platform regularly, a positive sign for Netflix’slong-term customer retention. Regular use is likelydriven by the flexibility of affordable plans, whichmake the platform accessible without placing afinancial burden on students and similardemographics.The content consumption habits of Netflix usersfurther support the idea that lower-cost subscriptionsare effective. Most users consume both movies andweb series, with very few engaging in Netflix’s newerofferings, such as gaming. This shows that Netflix’score strategy of providing diverse content acrossvarious genres continues to be its most powerful toolin maintaining user loyalty, even when newer, moreniche services are introduced. In conclusion, Netflix’semphasis on affordability, coupled with the widerange of content, successfully attracts a large numberof users who prioritise budget-friendly options. Thefocus on lower-tier plans suggests that Netflix’s 
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appears less essential when compared to the moredynamic features that directly affect user satisfaction.This indicates that while these aspects contributepositively to the overall experience, they do not evokethe same level of engagement or emotionalinvestment as the more impactful features. 
In summary, Netflix's success relies on a strategicbalance between significant and less critical UI and UXfeatures. Personalised recommendations, a cleanmodern design, and a straightforward sign-up processare essential for fostering user engagement andloyalty. Incontrast, user reviews, layout consistency, andcontent categorization serve as supportive elementsthat enhance the overall user experience but are notthe primary drivers of subscription retention. Byunderstanding this dynamic, Netflix can continue torefine its platform, ensuring it meets diverse userneeds while cultivating long-term loyalty.
Promotional offers, perceived value, and pricingstrategies play significant roles in shapingsubscribers' decisions to engage with Netflix. The freetrial period, in particular, stands out as a powerfultool for attracting new users by allowing them toexperience the platform withoutfinancial commitment. This experience often leads toincreased subscription continuation after the trialends, as users tend to perceive a higher value from the content they access during this period. Additionally,perceived value, especially in terms of content varietyand quality, strongly influences user satisfaction andretention. When subscribers feel they arereceiving high-quality shows and movies that meettheir preferences, they are more likely to overlookpotential price increases, reinforcing theircommitment to the service. 

Conversely, while pricing strategies such asdiscounts for long-term subscriptions andpromotions tied to other services hold someappeal, they seem to exert less influence on long-term subscription decisions. Users may appreciatesuch offers, but they are often not the primarymotivating factors for continued engagement.Factors like account-sharing flexibility and thefrequency of price increases tend to play a minorrole in users' decision-making processes. Thisindicates that while promotional offers caninitially attract users, they do not possess thesame weight as the overall perceived value of thecontent Netflix provides.In conclusion, the relationship amongpromotional offers, perceived value, and pricingstrategies underscores the importance of contentquality in subscriber retention. While promotionaltools like free trials can successfully attract newusers, it is the perceived value derived from thediverse and high-quality content that ultimatelyinfluences subscribers' long-term loyalty. Thisreveals that although pricing strategies andpromotions have their place, they are significantlyless impactful than the content itself, whichremains the key driver of sustained engagementwith the Netflix platform.Social media influencers play a pivotal role inshaping consumer engagement on platforms likeNetflix. Their recommendations, often perceivedas authentic and relatable, resonate deeply withaudiences who trust these personalities toprovide valuable insights into trending shows andmovies. Influencers leverage their follower base tospark curiosity and FOMO (Fear of Missing Out),driving viewers to explore content they may nothave considered otherwise. The power ofinfluencers is magnified when they create contentthat aligns with their audience’s interests, makingtheir endorsements a significant factor inattracting new viewers and maintaining interestin ongoing shows. Additionally, memes related toNetflix content further amplify this effect bycapitalising on humour and relatability, creating a 
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communal experience that encourages users toengage with the platform.
Conversely, factors like friends and familyrecommendations, while traditionally influential,appear to hold less weight in the current streaminglandscape. The vast array of content available onNetflix and its sophisticated algorithm oftenovershadow personal suggestions. Users increasinglyseek out recommendations from social mediainfluencers or through viral trends rather than relyingon personal connections. Similarly, while influencersreenacting scenes from Netflix shows can generatebuzz, such content may be viewed as less organic andengaging compared to the spontaneity of user-generated memes. This shift highlights atransformation in how viewers discover and engage with content, favouring the dynamic nature of socialmedia over traditional word-of-mouth strategies.In summary, the influence of social mediapersonalities and user-generated contentsignificantly shapes consumer behaviour in thestreaming arena. While influencers and memeseffectively drive engagement and foster a sense ofcommunity around Netflix content, the traditionalpower of personal recommendations has diminished.This evolution underscores the growing importanceof digital platforms in shaping viewer choices,suggesting that content discovery is increasinglydriven by online trends and influencer marketingrather than familial or social circles.
IX. ConclusionThis study dives into what influences Netflix userswhen choosing their subscription plans, exploringvarious angles like demographics, subscription types,user interfaces, pricing, and the impact of influencermarketing. We started by emphasising the importanceofunderstanding how personal and financialcircumstances shape these decisions. Through our 

research methodology, we gathered insights viasurveys and data collection, which provided aclearer picture of user behaviour and preferences.Our demographic analysis revealed someinteresting trends: younger viewers and thosefrom emerging markets often prefer lower-costoptions, particularly the Mobile plan. This choicealigns with their desire for affordable mobileviewing. In contrast, families and individuals withhigher incomes tend to opt for premiumsubscriptions, appreciating the benefits ofmultiple screens and higher video quality. Whenwe looked at subscription types, we found thatbudget-friendly plans like Basic and Mobile attractcasual viewers. On the other hand, avid streamersare more inclined to invest in higher-tier plansthat offer 4K quality and access across multipledevices.The user interface also plays a significantrole in retaining users, particularly mobile ones. Asmooth, user-friendly experience is crucial forthose navigating Netflix on smaller screens,making it easier for them to find and enjoy theirfavourite content. Pricing is another major factorinfluencing user choice. Netflix's tiered pricingmodel accommodates a diverse range of financialsituations, allowing users to select plans that meettheir needs without sacrificing value. Thisstructure not only caters to current viewers butalso opens up upselling opportunities as users'viewing habits evolve. Lastly, our analysis ofinfluencer marketing highlighted how socialmedia figures shape perceptions of Netflix'sofferings. Positive endorsements from influencerscan significantly boost user engagement and drivesubscription growth, especially among youngeraudiences.Overall, our findings suggest that Netflix hassuccessfully balanced affordability, userexperience, and effective marketing to solidify itsposition in the market. However, to maintain thisleadership, Netflix must keep innovating, refiningits pricing strategies, and adapting to the changingdemands of its users—especially as competitionin the streaming space continues to heat up.
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AbstractThe present research aims to investigate the impact ofboard diversity on firm performance. Board diversityis measured by board size, board independence,women representation on board and other variableswhereas for firm performance, Tobin’s Q ratio is used.The sample for the paper compromised of 500 firmspublicly traded on the NSE, as on March 31,2022.From the NSE 500 firms, all the 159 banks andfinancial institutions (e.g., Banks, insurance, assetmanagement companies, etc.) were excluded. Thestudy applied the Ordinary Least Squares (OLS)regression method to analyze the relationshipbetween board diversity and firm performance. The findings of the study will be beneficial for themanagers and the top management aiming torestructure their internal system so as to have a long-term effect on the company’s performance.
Keywords: Corporate Governance, FirmPerformance, Independent Directors, Womendirectors
JEL codes: G30, G32, G34, G38, G39
1.0 IntroductionOne of the topics most commonly addressed in thecorporate governance literature is board’sindependence, which is recognised essential to itssupervisory role, and its influence on a range of firmvariables relating to performance. This has led to theanalysis of variables such as the size of the board, thepercentage of independent directors, the separationof the roles of chairman and CEO or the frequency ofboard meetings (Hermalin and Weisbach, 2003), all ofwhich make up its so-called structural diversity.Board diversity represents both challenges andopportunities for board practice and research. It ispossible to distinguish between task-related diversity, 

such as educational or functional background,non-task-related diversity, such as gender, age,race, or nationality, as well as structural diversity,i.e., board independence and CEO non-duality.Diversity can have both benefits and costs.Regardless of its effects, diversity has been thesubject of active policy making which makes iteven more important to understand the role itplays. More recently, many studies have related therecent financial crisis to governance failures(Berglof, 2011; Van Den Berghe, 2009). Withinthis context, boards have been criticised forhaving been unable to prevent the crisis, and thishas opened new analysis perspectives. Thus,growing attention has been paid, in both academicand regulatory spheres, to board characteristics that might influence theeffectiveness of the decision-making process, suchas the age, education, gender or nationality of theboard members, grouped under the heading ofdemographic diversity. The idea is to determinehow these characteristics affect board functioningand, in turn, firm performance. An in-depthreview by Johnson et al. (2013), whileacknowledging the importance of all these factors,draws attention to the need to investigate thereasons for the variety of findings. The paper contributes in the following ways:At first, in Indian context, the body of empiricalresearch on corporate governance and boarddiversity is lacking in a number of ways, which aretried to be addressed with the help of the presentresearch. To begin with, certain studies (Black &Khanna, 2007; Balasubramanian et al., 2010;Sanan, 2016) only offer cross- sectional dataregarding the relationship between various CGmechanisms and firm value (FV), which leaves outthe temporal effect. As the study employs paneldata of Indian listed firms from 2013 to 2022 thisprovide an in- depth analysis of the impact ofmandatory corporate governance regulations on 
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firm performance. Secondly, previous research examined theimplications of board independence and genderdiversity on Indian company performance. However,research on the composite board diversity that takesinto account, board gender independence anddirectors professional and educational backgrounds isseldom ever seen in Indian context. To overcome thisshortcoming, this study has employed differentcharacteristics such as board gender, boardindependence, board professional qualification tomeasure board diversity. 
2.0 Literature ReviewNumerous studies have investigated the connectionbetween the size of a company's board of directorsand the profitability of the company, and the findingsof these research indicate that smaller boardroomstend to foster more efficient monitoring. Theexistence of coordination and procedural issues thatemerge in the setting of greater team sizes has led tothe view that bigger boards tend to display poorerlevels of success. This opinion is based on the fact thatlarger teams face more obstacles in terms of bothcoordination and procedure. Coles et al.(2008)demonstrated the presence of a negative link betweenthe size of corporate boards and the performance ofbigger firms located in the United States. Utilising UScompany data, a U-shaped relationship was found andtwo peaks representing the ideal board size werereported. They presented their case, arguing that thisU-shaped connection represents a set of optima, 2.0Literature ReviewNumerous studies have investigated the connectionbetween the size of a company's board of directorsand the profitability of the company, and the findingsof these research indicate that smaller boardroomstend to foster more efficient monitoring. Theexistence of coordination and procedural issues thatemerge in the setting of greater team sizes has led to 

the view that bigger boards tend to display poorerlevels of success. This opinion is based on the factthat larger teams face more obstacles in terms ofboth coordination and procedure. Coles et al.(2008) demonstrated the presence of a negativelink between the size of corporate boards and theperformance of bigger firms located in the UnitedStates. Utilising US company data, a U-shapedrelationship was found and two peaksrepresenting the ideal board size were reported.They presented their case, arguing that this U-shaped connection represents a set of optima,levels of success. This opinion is based on the factthat larger teams face more obstacles in terms ofboth coordination and procedure. Coles et al.(2008) demonstrated the presence of a negativelink between the size of corporate boards and theperformance of bigger firms located in the UnitedStates. Utilising US company data, a U-shapedrelationship was found and two peaksrepresenting the ideal board size were reported.They presented their case, arguing that this U-shaped connection represents a set of optima, Inaccordance with a number of studies, havingwomen director on corporate boards affects thecompany's financial results, the value of thecompany, corporate decision-making, andfinancial reporting procedures (Kaur & Singh(2015) and (Kyaw et al., 2017). According toBurgess & Tharenou (2002), having Womendirectors on boards may result in more diverseteams, a wide range of viewpoints, and greatercorporate performance via better decision-making. Research suggests that having women oncorporate boards improves business success(Coffey and Wang 1998; Webb 2004).Nevertheless, there is no relationship foundbetween business success and gender diversitymetrics in either the Credit Suisse report (2014)or the Catalyst report (2007). Conversely, Adamsand Ferriera (2009) contend that because diversegender boards have a tendency toward over-monitoring, board gender diversity typically has a 
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negative influence on financial performance. Diverseboards have a negative impact on corporateperformance because they generate a lack ofagreement when making decisions, leading todiffering perspectives and attitudes (Erhardt et al.2003).The impact of women director on businessperformance in the context of emerging economieslike India has not received much attention in researchrecently. According to Ratnawati (2019), there is lessvariability in ROA when there are WDs on the boardsof Indonesian firms, which reduces risk. WhileAbdullah et al. (2015) argue that forcing genderequality onto corporate boards might be detrimentalto Malayan businesses and economies. Khidmat et al.(2020) demonstrate that diversity in gender,education, and nationality have a favourable andsubstantial impact on the performance of Chineseenterprises in terms of both accounting and marketindicators.The level of academic proficiency refers to anindividual's ability to effectively engage with anddemonstrate mastery of academic content and skills.Interpersonal skills refer to the abilities and qualitiesthat an individual possess in order to effectivelyinteract and communicate with others. Analysis skillsrefer to the ability to critically examine and interpretinformation or data. The members of the boardexhibit a high level of competence in their ability todiscern and comprehend subtle nuances andcomplexities within the context of theirresponsibilities. These skills are crucial in variousways as the responsibility for fostering the growthand cohesion of the organization's members lies withthe board of directors. In addition to promoting theoverall welfare of the organisation, the board shouldstrive to cultivate a collective spirit and foster a senseof community among its members, Coleman andBiekpe (2005). The researchers in a separate studyendeavoured to investigate the potential correlationbetween board diversity and organisational 

performance. In order to accomplish thisobjective, the researchers have partitioneddemographic diversity into two distinctcategories: observable characteristics and non-observable characteristics. The researchersdirected their attention towards two discernibledemographic distinctions: gender and affiliationwith a racial or ethnic minority group. Thedecision was made to utilise Return on Assets(ROA) and Return on Investment (ROI) as keyperformance indicators (KPIs). Upon completionof the research study, it was determined thatthere exists a positive correlation between Returnon Assets (ROA) and Return on Investment (ROI),as well as the influential factors of genderdiversity and representation of ethnic minoritieson corporate boards, (Sanan, 2016). 
3.0 Research MethodologyIn order to investigate the impact of boarddiversity on firm performance the study took thesample of NSE 500 firms, as on March 31,2022.These 500 companies were selected on the basisof market capitalisation and is used as the initialdata set. The sample period covers a large timespan of ten years from financial year 2012-13 to2021-22. From the NSE 500 firms, all the 159banks and financial institutions (e.g., Banks,insurance, asset management companies, etc.)were excluded as they have different accountingpractices and policies. Also, their corporategovernance requirements and performancemeasures are different from those of non-financialinstitutions and hence excluded. The sample datafor the research is extracted from multiplesources. The Prowess database, which ismaintained by the "Centre for Monitoring IndianEconomy (CMIE)" which is extensively utilized forfirm-level studies in India (Bertrand et al., 2002;Gopalan et al., 2007), was utilized to acquire themajority of the data. Given the literature, for someof the variables we needed to source data fromAnnual Reports of the sampled companies,downloaded from the official website of thesecompanies. Further, this research uses the board- 
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level data compiled by Indian Boards Database. It is ajoint initiative between the National Stock Exchange(NSE) of India and the Prime Database.The databaseprovides high-quality board-level data of all NSElisted firms
3.1 Variables
Dependent variablesThe study employed market and accountingperformance indicators as dependent variable. Returnon Assets (ROA) and Return on Equity (ROE)measures accounting performance whereas Tobin’s Qmeasures the market performance of a corporate assuggested by (Haat, et al., 2008), (Arora & Sharma,2016).
Independent variables Independent variables include corporate governancevariables 
Control variables In order to control the regression model, Corporatesize and Leverage are added as control variables inthe set of independent variables. Table 1 discusses theconstruction of these variables in detail.

4.0 Research FindingsDescriptive statistics are displayed in the table 1below. The results show that the selected group offirms employ more than eight board members onaverage with maximum board size of 23 directors.50.5 percent of the corporate board is constituted ofindependent board directors. Out of the total board 

size, only 15.6 percent are women. However, thepercentage of women independent boardmembers is a bit higher, at 19.44 percent. Thepercentage of highly qualified board memberswith professional degrees is around 13% only,suggesting that only a few businesses havedirectors in the board room that possessprofessional qualification. Tobin's Q ratiomeasures the financial performance of the firmswith mean Tobin's Q ratio is 13.87%.

4.1 Woman directors in Indian boards: Current
scenarioFor centuries, boards of Indian firms have beendominated by males and women representationon Indian corporate boards has been minimal. Thepreponderance of male directors on Indiancorporate boards has a cultural component.Despite the fact, that the Indian Constitutionincluded gender equality in its preamble, Indiansociety has remained mainly predominantly male,and women involvement in the workforce hasbeen limited.However, things are changing in today's world,when women empowerment is a major concern.According to foreign law , publicly listedcompanies in developed countries such asNorway, France, Iceland, Germany, and Belgiummust have a minimum of 40% female directors ontheir boards (Hoel, 2019). Further, nations likeSweden, Britain, and Australia take cautiousmeasures to choose a suitable proportion offemale directors for business boards (TheEconomist, 2014). In response to thesecircumstances, In India, the Companies Act, 2013 
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mandates that every publicly listed business thatmeets certain requirements have at least one womandirector on its board and at least one-third of theboard must compromise of independent directors.Although it's encouraging to see more women inleadership roles, it's crucial to ask whether or notwomen directors provide value to corporate boards.Research has shown that gender diversity has a mixedeffect on businesses' financial performance. While avast amount of study has been conducted onadvanced nations, emerging economies such as Indiahave not received enough empirical support.According to E&Y report 2022 and Credit SuisseResearch Institute the percentage of women servingon Indian boards(18%) is far lower than the averagefor the world (20.9%) and much lower than that ofcertain other nations, like Norway (36.4%), Sweden(40%) and France (44.5%) as depicted on Figure.

The present study establishes the fact that, in spite ofthe mandatory requirement of women director as percompanies act and SEBI requirement and theincreasing need for women to serve on boards, thecurrent share of female directors on Indian corporateboards is depressing. We note that the largestpercentage of women has increased to 17% in 2017from 5% in 2013; nevertheless, this figure is onlyvalid for a very small number of firm years. Thisfurther emphasises the potential patriarchy present inIndian corporate boards.The percentage of total independent directors hasincreased from 43% in 2013 to 53% in 2022 over the 

years. The ratio of women independent directorsto the total women board members shows that, onaverage, 69% of all female board members areindependent. This is a positive development as,among other things, the majority of these femaleindependent directors are seasoned professionalswho act as influencers, support the progress ofwomen in the workplace, and push for increasedfemale recruitment.The study further support the findings that77.29% companies in 2013 did not have anyfemale directors on the board of Indiancompanies. The case for women on boards gainedmomentum when the Companies Act of 2013mandated the nomination of at least one femaledirector. This shows that the current share offemale directors on Indian corporate boards in2013 was very depressing. However, in 2022 outof 251 companies only 2 companies did not haveany female director, whereas 106 companies(42.23%) has only 1 women director, 99companies (39.44%) has 2 women director and41 firms (16.33%) has more than 3 womendirectors on their board. This can be regarded as apositive change and support the progress ofwomen in the workplace, and push for increasedfemale recruitment.Table 2 below is the covariance analysis of thedata, showing correlations between variables andsignificance (p-value). There is no need forconcern regarding the issue of multicollinearityamong the factors taken into consideration, as thetable demonstrates that the correlation coefficientfor all the explanatory variables are relativelysmall.
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4.3 Panel Regression AnalysisUsing Tobin's Q as the dependent variable in themarket-based model, Table 4 displays regressionequation with an R-square of 0.156 and a F value of8.136, both of which are significant at the 1% level ofsignificance. According to Wright (1965), highercoefficients of R-square signify improved results sincethey show how closely the data match the fittedregression line. This suggests that Tobin's Q variancemay be explained by any one of the explanatoryfactors. The estimated variance of the total error thataccounts for each unique effect is shown by theintraclass correlation, or Rho, is 0.536. Based on Tobin's Q, the results indicate a statisticallysignificant and positive relationship between BoardIndependence (BI) and company performance. Therobustness of our index in forecasting firm successfrom an accounting-based perspective is thussupported by the regression findings. Board genderdiversity (BGD) has a strong positive correlation withthe business's performance. Leverage (Lev) appearsto have a substantial and positive impact on Tobin's Q,whereas firm size (FSize) has a statistically significantnegative impact on Tobin's Q. However, the modeldoes not offer any substantial empirical support forthe relationship between Tobin's Q and Professionalboards (BProf), Board gender independence (BGI)and firm age (FAge).

5.0 ConclusionThe results of the research produceddocumentary evidence that that the percentage ofindependent board members and firmperformance are positively correlated. Thefindings support the tents of agency theory, thatthe effectiveness of managerial monitoringactivities is enhanced when the composition of theboard is predominantly comprised ofindependent-outside directors. India places astrong emphasis on the necessity for outsidedirectors as boards are seen as having asubmissive function because of their constantproximity to management. In terms of boardgender diversity or woman directors on boards, ithas been discovered that there is a statisticallysignificant positive association between womandirectors and all the three-performance metrics.Hence, board gender diversity has a favourableimpact on business performance. The resultsconfirm that having woman directors on boardsmay result in more diverse teams, a wide range ofviewpoints and greater corporate performancethrough better decision-making. However, theoutcomes of the research fails to provide anystatistically significant empirical evidences for therelationship between Board gender independence(BGI) and firm performance indicators. As a result,it may be concluded that the performance of thecompany is unaffected by the presence of moreindependent women on boards. With regard toprofessional boards, it is found to be statisticallysignificant with return on equity (ROE) only.Hence, it can be said that having moreprofessional board members has no or littleimpact on firm performance. 
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Abstract
This study examines the relationship between
Environmental, Social, and Governance (ESG)
reporting and stock performance in the Indian market,
while also analyzing the evolution of ESG reporting
practices from 2011 to 2024. Using panel data analysis
of Indian listed companies, this research addresses the
growing significance of ESG factors in emerging
markets. Contrary to some established theories, we
find a negative relationship between ESG scores and
subsequent stock returns, with this effect being
stronger for high-performing firms. This challenges the
conventional belief that better ESG performance
necessarily leads to improved financial outcomes in the
short term within the Indian context. Simultaneously,
our analysis reveals a positive trend in ESG reporting
quality, with scores increasing by approximately 0.44
points annually, indicating growing emphasis on
sustainability practices. The findings suggest that the
Indian market may be in a transitional phase
regarding ESG integration, where improved reporting
practices have not yet translated into positive market
valuation. This study contributes to stakeholder and
signalling theories in the emerging market context and
offers practical implications for corporate strategy,
investment decisions, and policy formulation in India's
evolving ESG landscape.

Keywords: ESG reporting, stock performance,emerging markets, India, corporate governance,sustainable finance

JEL Classification Codes: G32, G34, M14, Q56.
1. Introduction 
1.1 Background of ESG ReportingEnvironmental, Social, and Governance (ESG)reporting encompasses a wide range of non-financial information that has progressively gainedimportance as a measure of a company'ssustainable growth and value creation potential.The three pillars of ESG represent different aspectsof a company's operations and impact:Environmental factors relate to a company's effectson the natural environment, including carbonfootprint, resource usage, and waste management(Eccles et al., 2014); Social factors concernrelationships with internal and externalstakeholders, including employees, customers,suppliers, and the broader community (Turban &Greening, 1997); while Governance factors addresscorporate leadership, executive compensation,audit procedures, and shareholder rights (Gomperset al., 2003). Globally, ESG reporting has evolvedfrom voluntary disclosure to mandatory reportingin several jurisdictions, reflecting increasedemphasis on ESG data by investors and otherstakeholders. International frameworks such as theGlobal Reporting Initiative (GRI) and the UnitedNations Sustainable Development Goals (SDGs)have provided significant momentum to ESGreporting by connecting corporate disclosure touniversal sustainability objectives (Etzion &Ferraro, 2010).
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1.2 Importance of ESG in Global and Indian
ContextsHowever, in recent years ESG has been gainingtraction from a global perspective for variousaspects. In the first place, more and more,institutional investors are integrating ESGconsiderations in their investment decisions.Institutional investors from countries with welldeveloped ESG standards can exert a strong pressureon their investee firms to undertake ESG practises (Dyck et al., 2019). This trend is a reflectionof a new paradigm the ESGs are considered asmaterial to the long term financial performance andrisk profile of a company. Second, the ESGperformance has been related to the corporation’sreputation and its relationships with thestakeholders. Basing on Freeman et al. (2010),effective stakeholder management, a vital ESG, is ofessence for the long term corporate success. Theconsistent application of strong ESG practises canimprove an organisation’s reputation from thestandpoint of customers, employees, regulators andcommunities. Third, there is emerging evidence thatthe financial consequences of ESG performance accumulate through time. On the otherhand, in a meta-analysis over 2000 empirical studies,Friede et al. (2015) stated that there is apreponderance of evidence as to a positiveassociation between ESG factors and corporatefinancial performance which contradicts the claims inconventional wisdom that ESG investing results in afinancial trade off.

In the Indian context, ESG is more important due toadditional considerations. Khanna and Palepu(2000) explain that institutional voids prevalent inemerging markets such as India can magnify ESG’simportance. For firms in these voids, goodgovernance and stakeholder management becomethe more important factors. Secondly, the ESGpractises of India are correlated with the country’ssustainable development agenda. Notably, theIndian government’s support for the UN SDGs aswell as such policies as the National VoluntaryGuidelines on Social, Environmental, and EconomicResponsibilities of Business (NVGs) demonstratethe growing relevance of ESG in the national policyframework (Ministry of Corporate Affairs, 2011).
.3 Research Objectives and SignificanceThis study focuses on two primary objectives:To analyse the relationship between ESGdisclosure scores and stock performance ofIndian listed companies.To assess the evolution of ESG reportingpractices among Indian companies over theperiod 2011-2024. 
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This paper’s contribution to both theory and practisemakes this research important. It is conceptuallyextended with existing stakeholder theory (Freeman,1984) and signalling theory (Spence, 1973) to ESGmodel in the case of an emerging market. This studyworks to fill the significant gap in the ESG literature,which has thus far been dominated by literaturefocusing on developed markets (Makhija et al., 2021).And the findings will help us to better understandthese ESG factors in the work of different institutions.
For a practical view of this research, the stakeholdersgain from its insights. It serves as evidence for Indiancompanies on the financial implications from ESGdisclosure for devising corporate sustainability anddisclosure strategies. The results can also be used forpolicymakers to refine ESG disclosure regulations insuch a way that encourages the right kind of ethicalpractice without harming market efficiency. Thisstudy provides insights into relationship betweenESG factors and firm performance in the importantemerging market of the Indian context for investors,especially those having a global outlook and makeinvestment calls in this market. This research makesmethodological contribution by gauging ESGdisclosure quality in India in light of local context;ESG reporting in India is relatively nascent. Inaddition, the use of very strict econometric methodsto control for the endogeneity problem, as evidencedby the use of fixed effects models and dynamic panelestimation, is another plus point of this paper ascompared to other ESG studies.

2. Literature Review and
Hypothesis Development
2.1 Theoretical FrameworkThe relationship between ESG reporting and firmperformance in Indian capital markets can beexamined through several theoretical lenses, eachoffering valuable perspectives on how ESGdisclosure might affect a company's stockperformance and attract investor interest.
2.1.1 Stakeholder TheoryFreeman (1984) describes stakeholder theory thatorganizations must realize value for allstakeholders instead of shareholders. This theorythen aims to propose that if a firm evaluates thevarious needs of their stakeholders by integratingthe ESG considerations into operations andprovides enough transparent information the firmwill then have a superior performance time overtime than those that do not. Freeman et al. (2010)believe that taking into consideration stakeholders'interests will help improve management andresulting in greater financial outcomesGiven that the corporate governance issue in theIndian context has been a challenge with thestakeholder approach it forms the rationale whyESG reporting can be beneficial in the Indiancontext (Claessens & Yurtoglu, 2013). Strongrelationships with diverse stakeholders, such asemployees, customers, suppliers and community,may help companies in speeding up India’sconstricted business environment. As is logicallythe case, our research relates to stakeholdertheory: If firms provide good ESG disclosure, theywould likely be telling investors in some form thatmanagement is making an effort to managestakeholders, something that enhances stockreturns and attracts investors.
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2.1.2 Signalling TheorySince the early developments of Spence (1973) in thecontext of labour markets that implied explainingoperator salaries, explanations to corporatedisclosure have also been couched in the language ofsignalling theory. Internal and external parties haveinformation asymmetry, hence in a situation withinformation asymmetry between the insiders (such acompany insiders) and the outsiders, the insiderssend signals to the outsiders about quality, this is thetheory. In ESG reporting, we can say that voluntarydisclosure is the signal of responsibility and bestpractises of the company.Since the early developments of Spence (1973) in thecontext of labour markets that implied explainingoperator salaries, explanations to corporatedisclosure have also been couched in the language ofsignalling theory. Internal and external parties haveinformation asymmetry, hence in a situation withinformation asymmetry between the insiders (such acompany insiders) and the outsiders, the insiderssend signals to the outsiders about quality, this is thetheory. In ESG reporting, we can say that voluntarydisclosure is the signal of responsibility and bestpractises of the company.
2.1.3 Legitimacy TheoryBased on legitimacy theory, developed by Suchman(1995), organisations take continual efforts to meetlegitimacy of activities by them within the societywhere the organisations operate. Disclosure can beused by companies to show compliance with societalnorms and obtain the licence to operate in thecontext of ESG reporting. Since India is rapidlydeveloping country with many social andenvironmental issues, legitimacy concerns areespecially appropriate to Indian firms. According toMitra and Schmidpeter (2017), in contemporaryIndia, sustainability is becoming a way of life for theincreasingly sustainable Indian firms so they have 

been accepted not only in domestic markets butalso in international markets. This theory hasrelevance to our research because incorporatingmore comprehensive ESG disclosure may increasethe legitimacy of a company in the eyes of thestakeholders (investors in particular). Suchperceived legitimacy has, therefore, the potential toresult in superior performance in stocks andgreater investor appeal due to legitimacy issuesassociated with emerging market stocks
2.1.4 Institutional TheoryDiMaggio and Powell (1983) propose institutionaltheory which explains how the institutions and theactivities on which organisations base operate. Ithas considerable relevance to ESG reporting inIndia, considering that there are regulations (e.g.,BRR under SEBI) in place and their practices areevolving. Ioannou and Serafeim (2015) clearlyshow how institutional forces have profoundconsequences for corporate social performanceacross countries. Because of this institutional mixboth traditional and modern, the role ofinstitutional pressures are especially critical in theIndian context (Khanna & Palepu, 2000). Theorganisations that respond to institutionaldemands for ESG information in their reports maybe more compliant to the evolving profile ofdomestic and foreign investors expressed inexpectations around ESG information, both ofwhich can affect stock performance as well asattract investment.
2.2 ESG Reporting and Stock PerformanceThe interest of a lot of financial research in the lastfew years has been the relationship between ESGreporting and stock performance. This sectionexplores empirical evidence on the relationshipbetween this relationship and the Indian case inparticular as well as in emerging markets more 
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generally. In general, most modern cross-sectionalstudies have discovered a relationship between ESGperformance and the return on the stock. Friede et al.(2015) reviewed the results from more than 2,000studies and concluded that 90% of the availablestudies showed at least a non-negative relationshipbetween ESG and financial performance, and moststudies reported a positive correlation. The existenceof such evidence from this meta-analysis is robustand shows that integrating ESG considerations ininvestment processes is economically advantageous.generally. In general, most modern cross-sectionalstudies have discovered a relationship between ESGperformance and the return on the stock. Friede et al.(2015) reviewed the results from more than 2,000studies and concluded that 90% of the availablestudies showed at least a non-negative relationshipbetween ESG and financial performance, and moststudies reported a positive correlation. The existenceof such evidence from this meta-analysis is robustand shows that integrating ESG considerations ininvestment processes is economically advantageous.Research that focuses in particular on the Indianmarket, has produced mixed results. Dalal andThaker (2019) using panel data analysis have foundpositive relationship between ESG reporting andfinancial performance of Indian firms. The studyindicated that Indian companies with better ESGscores are better financially and performing better,similar to the rest of the world. For India, thisprovided an opportunity to study how implementingmandatory Corporate Social Responsibility (CSR)spending would affect firm performance by creatingsustainability policies in the first place.Bhattacharyya and Rahman (2020) also examined towhat extent this regulation affected the firm financialperformance and market capitalization based on theCSR expenditure of the firm, and found that firmswhich have broader CSR expenditure have betterfinancial performance as well as higher marketcapitalization.  

These results are in line with the idea thatsustainability oriented policies can create social aswell as financial value.In fact, a more recent paper by Veeravel et al.(2024) relied on a method of moments panelquantile regression to examine whether ESGdisclosures signify higher performance for Indianfirms. According to them, they found a U-shapedassociation between ESG disclosures and firmperformance: stronger association as performanceincreases but not if performance is above or belowsome medium level. That being, the potentialbenefits of ESG reporting might not exist or maynot be uniform, and these need to be investigatedfurther.In her work Ellili (2022) study the impact of ESGdisclosure and the quality of financial reporting onthe investment efficiency of India firms. Both ESGdisclosures and financial reporting quality improveEF and this study concludes that the latter has apositive impact on firm value and investmentefficiency to imply that ESG reporting mightimprove firm value and stock performance.Nevertheless, further work is needed to establishthe ESG–performance association in India. Sharmaet al. (2020) show that ESG disclosure practises ofIndian companies are positively related to bothmarket capitalization and profitability but withconsiderable heterogeneity in disclosure practisesacross the market. Part of the reason could be thatsuch variability in ESG reporting quality can helpexplain the sometimes weak or contraryrelationship between ESG factors and stock returnsin India.
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2.3 Evolution of ESG Reporting Quality and
MeasurementThe quality and measurement of ESG reporting areamong the most discussed topics in both academicliterature and professional practice. This sectionexplores the literature on ESG disclosure indices,challenges associated with ESG reporting in emergingmarkets, and the evolution of ESG reportingpractices.ESG disclosure indices serve as tools to measure anddifferentiate the level of ESG information disclosedby companies and sectors. Various initiatives havebeen established to facilitate ESG reporting, includingthe Global Reporting Initiative (GRI), SustainabilityAccounting Standards Board (SASB), and morerecently, the Task Force on Climate-related FinancialDisclosures (TCFD). Bloomberg ESG disclosure scoreshave gained prominence in both business andacademic circles. As noted by Refinitiv (2023), thesescores are based on the extent of a company's ESGdisclosure, with higher scores indicating morecomprehensive disclosure. This approach alsoconsiders industry-specific ESG metrics, helping toaccount for sectoral differences in ESG reportingquality.ESG disclosure indices serve as tools to measure anddifferentiate the level of ESG information disclosedby companies and sectors. Various initiatives havebeen established to facilitate ESG reporting, includingthe Global Reporting Initiative (GRI), SustainabilityAccounting Standards Board (SASB), and morerecently, the Task Force on Climate-related FinancialDisclosures (TCFD). Bloomberg ESG disclosure scoreshave gained prominence in both business andacademic circles. As noted by Refinitiv (2023), thesescores are based on the extent of a company's ESGdisclosure, with higher scores indicating morecomprehensive disclosure. This approach alsoconsiders industry-specific ESG metrics, helping toaccount for sectoral differences in ESG reporting 

quality.The quality and scope of ESG reporting haveevolved significantly over time, driven by changingregulatory requirements, investor demands, andsocietal expectations. Arvidsson and Dumay (2022)analyzed trends in ESG disclosure quality andobserved a general improvement over time,particularly in environmental and socialdisclosures. However, they also noted that thequality of governance disclosures has remainedrelatively stable, suggesting varying trajectories fordifferent ESG components.Regulatory changes have played a crucial role inshaping ESG reporting practices. In India, theintroduction of mandatory BRR by SEBI in 2015marked a significant milestone. Abdelmoneim andEl-Deeb (2024) studied the impact of similarregulatory changes on ESG disclosure quality inemerging markets and found that mandatoryreporting requirements generally lead toimprovements in disclosure quality, albeit withvariations across different ESG dimensions.The integration of ESG factors into corporatestrategy has also influenced reporting practices.Eccles et al. (2019) traced the evolution of ESGinvesting and reporting, highlighting the shift froma purely ethical consideration to a core componentof business strategy and risk management. Thisstrategic integration has led to morecomprehensive and meaningful ESG disclosures bymany firms.However, challenges remain in the evolution of ESGreporting practices. Talbot and Boiral (2018)examined sustainability reports in the energysector and found evidence of impressionmanagement tactics, where companies selectivelydisclose positive information while downplayingnegative aspects. This highlights the ongoing needfor robust and standardized ESG reportingframeworks to ensure transparency andcomparability.
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The study by Veeravel et al. (2024) investigated therelationship between ESG reports and companyperformance in India using a method of momentspanel quantile regression approach. Their resultsindicate a non-linear relationship, suggesting that thebenefits of ESG reporting may vary depending onfirm performance. This more nuanced viewdemonstrates the complexity of ESG reporting and itsimpacts, particularly in emerging market contexts.Chouaibi et al. (2022) examined how boardcharacteristics influence the quality of integratedreporting for ESG European companies. While theirstudy was not specific to India, it illustrates howcorporate governance mechanisms can affect ESGreporting quality, a consideration that may becomeincreasingly important as Indian companies evolvetheir governance structures.
2.4 Hypotheses DevelopmentBased on the theoretical frameworks and empiricalevidence reviewed above, we develop twohypotheses to address our research objectives.
Hypothesis 1: ESG Disclosure and Stock
Performance
H1: There is a positive relationship between the quality
of ESG disclosures and stock performance of Indian
listed companies.This hypothesis is grounded in stakeholder theory(Freeman, 1984) and signaling theory (Spence,1973). High-quality ESG disclosures can signal betterrisk management and long-term value creation toinvestors, potentially leading to improved stockperformance. While Dalal and Thaker (2019) found apositive relationship between ESG scores andfinancial performance in India, our study extends thisby focusing specifically on the quality of ESGdisclosures and their impact on stock performanceover time.
Hypothesis 3: Evolution of ESG Reporting
Practices

H3: The quality of ESG reporting by Indian listed
companies has improved significantly since the
implementation of mandatory Business
Responsibility Reporting in 2015.This hypothesis addresses the longitudinal aspectof ESG reporting quality, which has beenunderstudied in the Indian context. It builds on thework of Abdelmoneim and El-Deeb (2024), whofound that mandatory reporting requirementsgenerally lead to improvements in disclosurequality in emerging markets. By examining theevolution of ESG reporting practices over time, thishypothesis provides insights into the impact ofregulatory changes on corporate disclosurebehaviour in India.
3. Research Methodology
3.1. Research DesignThis study employs a quantitative approach using alongitudinal panel data structure to evaluate therelationship between ESG reporting and stockperformance in Indian listed companies. Thedecision to adopt a quantitative methodology isaligned with our objectives to empirically examinethe relationship between ESG performance andstock returns, as well as to assess the evolution ofESG reporting practices over time. Quantitativemethods enable the statistical analysis of largedatasets, allowing for the identification of patternsand relationships that might not be apparentthrough qualitative analysis (Creswell & Creswell,2017). The research utilizes a longitudinal paneldata design, examining a sample of Indian listedcompanies over a 13-year period from 2011-2012to 2023-2024. This timeframe is particularlysignificant as it encompasses the period before andafter the introduction of mandatory BusinessResponsibility Reporting (BRR) by SEBI in 2015,enabling an assessment of how regulatory changesmay have influenced ESG reporting practices and 

60

ESG Reporting and Financial Performance in an Emerging Market    



their financial implications.
3.2. Sample Selection and Data SourcesThe study sample comprises companies listed on theNational Stock Exchange (NSE) and Bombay StockExchange (BSE) of India. It is important toacknowledge potential limitations of this samplingapproach. By focusing on large-cap companies, wemay not capture the ESG reporting practices andtheir impacts on smaller firms, potentiallyintroducing selection bias and limiting thegeneralizability of our findings to the broader Indianmarket (Heckman, 1979). The study relies onmultiple data sources to compile a comprehensivedataset:

ESG Data: Refinitiv ESG database (formerlyThomson Reuters) serves as the primary sourcefor ESG data due to its comprehensive coverageand established methodology. Refinitiv's ESGscores are based on company-reported data inpublic sources and cover over 450 different ESGmetrics (Refinitiv, 2023). While using a singledata provider ensures consistency in ESG scoringmethodology across the sample, it's worth notingthat ESG ratings can vary significantly betweendifferent providers (Berg et al., 2022).
Financial and Stock Market Data: The Centrefor Monitoring Indian Economy (CMIE) Prowessdatabase provides financial data, while stockmarket data is sourced directly from the NSE andBSE. CMIE Prowess is a reliable source for Indiancompany financials and is widely used inacademic research on Indian markets (Khanna &Palepu, 2000).
Firm Characteristics Data: Additional firm-levelcharacteristics, such as size, leverage, andprofitability, are collected from the CMIEProwess database.

3.3. Variables and MeasuresThis section details the operationalization of keyconstructs in our study, critically examining thechoices made in variable selection andmeasurement. We discuss dependent, independent,and control variables, providing rationale for theirinclusion and addressing potential limitations.
3.3.1. Dependent VariablesOur study employs two sets of dependent variablesto capture different aspects of firm performanceand investor behaviour in the Indian marketcontext:

Stock Performance Measures (Annual Stock
Returns): Calculated as the percentage changein adjusted closing prices over each fiscal year.This measure captures the market's overallassessment of a firm's performance and futureprospects (Fama & French, 1993). However,it's important to note that stock returns can beinfluenced by various market factors beyond acompany's ESG performance.
FII Measures (FII Ownership Percentage):Directly obtained from the CMIE ProwessQdatabase, representing the proportion ofshares held by FIIs. This measure providesinsights into the attractiveness of Indian firmsto international investors.

3.3.2. Independent VariablesOur primary independent variables are derivedfrom Refinitiv's ESG database, which has beenwidely used in ESG research (e.g., Dyck et al.,2019). However, it's crucial to critically examinethe construction and implications of thesemeasures:1.Overall ESG Score: A composite measure of acompany's ESG performance, ranging from 0 to100. While this aggregate score provides aconvenient summary measure, it may obscureimportant variations in performance acrossdifferent ESG dimensions (Berg et al., 2022).
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Environmental, Social, and Governance PillarScores: Individual scores for each ESG dimension,also ranging from 0 to 100. These disaggregatedmeasures allow for a more nuanced analysis ofthe differential impacts of various aspects of ESGperformance.To address potential endogeneity concerns andcapture the potentially lagged effects of ESGperformance on financial outcomes, we also generateone-year and two-year lagged versions of thesescores. While the use of Refinitiv ESG scores providescomparability with other studies, it's important toacknowledge the potential limitations of thesemeasures. ESG ratings can vary significantly betweendifferent providers (Berg et al., 2022) and may notfully capture the unique aspects of ESG performancein the Indian context. Future research could benefitfrom the development of India-specific ESG metricsor the incorporation of alternative data sources.
3.3.3. Control VariablesTo isolate the effects of ESG performance on ourdependent variables, we include several controlvariables that have been shown to influence firmperformance and investor behaviour in priorliterature:

Firm Size: Measured as the natural logarithm oftotal assets. Larger firms may have moreresources to invest in ESG initiatives but may alsoface greater scrutiny.
Leverage: Calculated as total debt divided bytotal equity. Higher leverage may constrain afirm's ability to invest in ESG initiatives but couldalso incentivize better risk managementpractices.
Profitability: Measured by Return on Assets(ROA), calculated as net income after taxesdivided by total assets. More profitable firms mayhave greater capacity to invest in ESG initiatives.
Year Dummies: To control for time-specificeffects and macroeconomic factors.

3.3.4. Moderating VariablesTo examine potential moderating effects, weconstruct interaction terms between ESG scoresand firm characteristics (size and profitability).This allows us to investigate whether the impact ofESG performance on financial outcomes variesacross different types of firms, addressing calls inthe literature for more contextualizedunderstanding of ESG effects (Gao et al., 2015).
3.4. Analytical ApproachOur analytical strategy employs a multi-facetedapproach to address the research objectives andtest the hypotheses developed in our study.
3.4.1. Panel Data Regression AnalysisGiven the longitudinal nature of our data, weemploy panel data regression techniques. Our basemodel for stock returns takes the following form:
Where:R_{it} is the stock return for firm i in year tESG_{i,t-1} is the lagged ESG scoreSize_{it} is firm size (log of total assets)Lev_{it} is leverageProf_{it} is profitability (ROA)γ_t are year fixed effectsμ_i are firm fixed effectsε_{it} is the error term
We use firm fixed effects (μ_i) to control for time-invariant unobserved heterogeneity across firms,reducing potential omitted variable bias(Wooldridge, 2010). However, this approach alsoeliminates the ability to estimate the effects oftime-invariant variables, which may be of 
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interest in some contexts. The inclusion of year fixedeffects (γ_t) helps control for time-specific factorsaffecting all firms, but may not capture industry-specific time trends. The use of lagged ESG scores(ESG_{i,t-1}) is an attempt to address potentialreverse causality concerns. However, this approachassumes that the effects of ESG initiatives manifestwithin a one-year timeframe, which may not alwaysbe the case (Eccles et al., 2014). Future researchcould explore longer lag structures or dynamic panelmodels to better capture the temporal aspects of ESGperformance.
3.4.2. Moderating Effects AnalysisTo examine potential moderating effects, weintroduce interaction terms:
While this approach allows us to test for moderatingeffects, the interpretation of interaction terms infixed effects models can be challenging, particularlywhen the interacted variables vary at different levels(firm-level vs. time-variant) (Giesselmann & Schmidt-Catran, 2020).
3.4.3. Robustness ChecksFor quantile regression, we estimate:

Where Q_τ(R_{it}|X_{it}) denotes the τth conditionalquantile of R_{it} given X_{it}.This approach allows us to examine potentialheterogeneity in the ESG-performance relationshipacross different points of the return distribution(Koenker & Hallock, 2001). However, quantileregression in panel data contexts presentschallenges, particularly in controlling for firm fixedeffects (Canay, 2011). All analyses were conductedusing STATA version 14.2. While STATA is widely 

used in finance and economics research, it's worthnoting that other software packages (e.g., R,Python) offer more flexibility for certain types ofanalyses and may be preferable for replication andextension of this work.
4. Results and Analysis
4.1. Descriptive StatisticsTable 1 presents the summary statistics for the keyvariables in our study, providing insights into thecharacteristics of ESG reporting, stockperformance, and FII investment in our sample ofIndian listed companies.
Table 1: Summary Statistics

The mean ESG score of firms in our sample is46.396, indicating moderate ESG disclosure scoresamong Indian firms. Notably, there is considerablevariation in ESG scores, ranging from 1.660 to92.750, reflecting significant heterogeneity in ESGreporting practices. Among the ESG pillars, socialscores exhibit the highest average (51.476),followed by governance (45.329) andenvironmental scores (42.783), suggestingrelatively stronger social performance amongIndian companies. Stock returns demonstratesubstantial volatility, with an average of 29.6% anda standard deviation of 79.6%. This variability(-76.7% to 420.3%) reflects the dynamic nature ofthe Indian stock market during our study period.FII ownership averages 5.4% of total shares, with amaximum of 35%, indicating significant foreigninterest in some Indian firms but also substantialvariation across the sample
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           Figure 1: ESG Score Trends Over Time

The time trend analysis of ESG scores reveals apositive and statistically significant trend. Thisindicates that, on average, ESG scores of Indian firmshave been improving over time, suggesting anincreasing emphasis on ESG practices and disclosure.This trend aligns with our third hypothesis regardingthe evolution of ESG reporting practices.
4.2. Correlation AnalysisTable 2 presents the correlation matrix for the keyvariables in our study, providing preliminary insightsinto the relationships between ESG scores, stockreturns, FII ownership, and firm characteristics.

         Table 2: Correlation Matrix

The correlation analysis reveals several interestingpatterns. First, ESG scores exhibit a negativecorrelation with stock returns (-0.070), which isstatistically significant at the 5% level. Thispreliminary finding contradicts our first hypothesisand suggests a potential trade-off between ESGperformance and financial returns in the Indiancontext. In contrast, ESG scores show a significantpositive correlation with FII ownership (0.298),providing initial support for our second hypothesisthat higher ESG scores are associated withincreased foreign investment. This aligns with thenotion that foreign investors may value ESGperformance when making investment decisions inemerging markets.Firm size is significantly and positively correlatedwith both ESG scores (0.307) and FII ownership(0.489), suggesting that larger firms tend to havehigher ESG scores and attract greater FIIownership. This is consistent with the idea thatlarger firms have more resources to invest in ESGinitiatives and are more attractive to foreigninvestors. Profitability shows positive correlationswith ESG scores (0.096), stock returns (0.161), andFII ownership (0.120), indicating potentialsynergies between financial performance and ESGpractices. These correlations suggest that moreprofitable firms may have both better ESGperformance and higher attractiveness to foreigninvestors. However, it's important to note thatcorrelation does not imply causation, and these 
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relationships need to be examined more rigorouslythrough regression analysis, controlling for otherfactors that might influence these relationships.
4.3. Panel Data Regression ResultsTable 3 presents the results of our panel dataregression analysis, examining the relationshipsbetween ESG scores and our two key dependentvariables: stock returns and FII ownership. Wecompare fixed effects (FE) and random effects (RE)models for both dependent variables, allowing for acomprehensive examination of these relationshipswhile controlling for firm-specific characteristics andtime effects.
Table 3: Panel Regression Results for Stock
Returns and FII Ownership

For stock returns (models 1 and 2), both FE and REmodels show a negative and statistically significantrelationship between lagged ESG scores and stockreturns. The FE model estimates that a one-pointincrease in ESG score leads to a 0.429% decrease instock returns (p<0.01), while the RE model estimatesa 0.323% decrease (p<0.01). This finding contradicts 

our first hypothesis, which predicted a positiverelationship between ESG disclosure quality andstock performance. 
Firm size exhibits a notable relationship with bothdependent variables, but with opposite directions.For stock returns, larger firms are associated withlower returns in the FE model (-0.187, p<0.01) buthigher returns in the RE model (0.0289, p<0.05).For FII ownership, the FE model suggests thatlarger firms attract less foreign investment(-0.00948, p<0.01), while the RE model shows nosignificant relationship. These contrasting resultshighlight the importance of model selection ininterpreting the effects of firm characteristics.Profitability shows a consistently positiverelationship with stock returns across both FE andRE models (1.343 and 1.328 respectively, bothp<0.01). The Hausman test results (p-values of0.0007 and 0.0000 for stock returns and FIIownership models, respectively) indicate that thefixed effects models are more appropriate than therandom effects models for our analysis. Thissuggests the presence of unobserved firm-specificfactors correlated with our explanatory variables,which are accounted for in the fixed effectsspecification. The models' explanatory power, asindicated by the within R-squared values, isnotably higher for stock returns (0.252 for FE,0.235 for RE) compared to FII ownership (0.0305for FE, 0.0208 for RE). This suggests that theselected variables explain a larger proportion ofthe variation in stock returns than in FIIownership, indicating that other factors notincluded in these models may play a moresignificant role in determining FII investmentpatterns.
4.4. Hypothesis Testing Models
4.4.1. Hypothesis 1: ESG Disclosure and Stock
Performance
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Table 4 presents the results of our analysis testingthe relationship between ESG disclosure and stockperformance, addressing our first hypothesis.
Table 4: Impact of ESG on Stock Returns
(Hypothesis 1)

The fixed effects regression results show that laggedESG scores have a statistically significant negativeassociation with stock returns. The coefficient of-0.00429 (p-value = 0.021) indicates that, on average,a one-point increase in a firm's ESG score isassociated with a 0.429% decrease in stock returnsin the following year, controlling for other factors.This finding contradicts our first hypothesis, whichposited a positive relationship between ESGdisclosure and stock returns. It suggests that, in theIndian context, the market may not reward firms forbetter ESG performance in the short term. Amongcontrol variables, firm size is negatively related tostock returns, while profitability has a strong positive 

relationship. However, leverage does not show asignificant effect on stock returns.To explore the temporal dynamics of the ESG-stockperformance relationship, we examined both one-year and two-year lagged ESG scores (L.ESG_scoreand L2.ESG_score) in model 2. Interestingly, whilethe one-year lagged ESG score loses significance inthis specification, the two-year lagged score showsa stronger and statistically significant negativerelationship with stock returns. This suggests thatthe market response to ESG performance may notbe immediate but manifests more strongly after atwo-year lag. To assess potential non-linearrelationships, we included a squared term of theESG score in model 3. The results do not provideevidence of a non-linear relationship between ESGscores and stock returns. The coefficient of thesquared term is very small (-0.0000108) and notstatistically significant (p-value = 0.871), indicatingthat the relationship between ESG performanceand stock returns appears to be linear in oursample. To understand which aspects of ESGperformance drive the relationship with stockreturns, we decomposed the overall ESG score intoits three pillars in model 4. Interestingly, none ofthe individual pillar scores show a statisticallysignificant relationship with stock returns.However, the social pillar score has the largestnegative coefficient, suggesting that it may be theprimary driver of the overall negative relationshipbetween ESG scores and stock returns. Models 5-7present quantile regression results at the 25th,50th, and 75th percentiles of stock returns,allowing us to examine how the ESG-stock returnrelationship varies across different levels of stockperformance. The results reveal that theassociation between ESG scores and stock returnsis negative and only statistically significant at the75th percentile of stock returns. This findingsuggests that the negative effect of ESG 
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performance on stock returns is most pronouncedamong high-performing stocks. This could indicatethat for companies already achieving strong stockmarket performance, increased ESG expenditure oremphasis may be viewed negatively by the market.Alternatively, it may suggest that better-performingcompanies allocate more resources to ESG-relatedactivities, potentially reducing short-term returns.
4.4.2. Hypothesis 3: Evolution of ESG Reporting
PracticesTo examine the evolution of ESG reporting practicesover time, we regressed ESG scores on the yearvariable, controlling for firm characteristics. Table 6presents the results of this analysis, addressing ourthird hypothesis.
Table 5: Regression Results for ESG Score Trend

The results show a positive and highly significantcoefficient for the year variable (0.4381404, p-value< 0.001). This supports our third hypothesis that ESGreporting practices have improved over time. Onaverage, ESG scores increased by approximately 0.44points per year, holding other factors constant. Thistrend suggests a growing emphasis on ESG practicesand disclosure among Indian firms over the studyperiod. Several factors could be driving this trend,including:Increasing regulatory pressure and guidelinesrelated to ESG reportingHeightened focus on ESG factors by corporatemanagement

Growing stakeholder pressure, including frominvestors and customers, for improved ESGoutcomes and disclosure
The control variables also show significantassociations with ESG scores. Firm size has apositive relationship with ESG scores, indicatingthat larger firms tend to achieve better ESGperformance or disclosure. Leverage has a negativerelationship with ESG scores, suggesting thathighly leveraged firms might allocate fewerresources to ESG-related issues. Profitability showsa positive relationship with ESG scores, indicatingthat more profitable companies tend to performbetter in terms of ESG scores. These findings alignwith previous research suggesting that firmcharacteristics influence ESG performance anddisclosure (Udayasankar, 2008; Waddock &Graves, 1997). The positive trend in ESG scoresover time also aligns with global observations ofimproving ESG disclosure quality (Arvidsson &Dumay, 2022) and reflects the increasing emphasison sustainability in the Indian corporate landscape.
4.4.3. Hypothesis 3: Moderating Factors in ESG-
Performance RelationshipTo test our fourth hypothesis regardingmoderating factors in the ESG-performancerelationship, we introduced interaction termsbetween ESG scores and firm characteristics (sizeand profitability) in our model. Table 7 presentsthe results of this analysis.
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The results do not provide strong evidence forsignificant moderating effects of firm size orprofitability on the ESG-performance relationship.The interaction term between ESG score and firmsize is positive (0.0002033) but not statisticallysignificant (p-value = 0.848). This suggests that theeffect of ESG performance on stock returns does notsignificantly vary with firm size. Similarly, theinteraction term between ESG score and profitabilityis positive (0.0104604) but also not statisticallysignificant (p-value = 0.607). This indicates that theprofitability of a firm does not significantly moderatethe relationship between ESG performance and stockreturns.These findings suggest that the relationship betweenESG performance and stock returns is relativelyconsistent across firms of different sizes andprofitability levels. However, it's important to notethat the main effect of ESG score is also notsignificant in this model, which differs from our basemodel results. This could be due to multicollinearityintroduced by the interaction terms. The lack ofsignificant moderating effects contradicts our fourthhypothesis and suggests that the negativerelationship between ESG performance and stockreturns observed in our earlier models appliesbroadly across different types of firms in the Indianmarket.
4.5. Dynamic Panel Model Results (GMM)To address potential endogeneity issues and accountfor the dynamic nature of stock returns andinstitutional ownership, we employed the Arellano-Bond dynamic panel estimation method. Tables 8 and9 present the results of these analyses.
Table 7: Arellano-Bond Dynamic Panel
Estimation Results (Stock Returns)

The dynamic panel results for stock returnsreinforce our earlier findings. The coefficient onlagged ESG score remains negative (-0.0090931)and is highly significant (p-value = 0.000),supporting our earlier result that higher ESGscores are associated with lower stock returns inthe subsequent year. In fact, the magnitude of thisnegative effect is larger in the GMM estimationcompared to the fixed effects model, suggestingthat addressing endogeneity concerns strengthensrather than weakens this finding. The laggeddependent variable (L.Stock_return) is notstatistically significant, suggesting that stockreturns do not exhibit strong persistence over time.Firm size and profitability remain significantpredictors of stock returns, consistent with ourfixed effects results. The Arellano-Bond test forAR(2) in first differences shows a p-value of 0.054,which is just above the conventional 0.05significance level. This implies that using a first-order model is not strongly violating theassumption that there is no second-orderautocorrelation in the differenced errors,supporting the model's efficiency. The Hansen testof overidentifying restrictions has a p-value of0.316, failing to reject the null hypothesis that theinstruments are valid, thus supporting the overallvalidity of our GMM specification.
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5. DiscussionUsing a sample of Indian listed firms, we examine therelationship between ESG performance, stockreturns, and FII investment and find several resultsthat challenge conventional theories about ESGoutcomes in emerging markets.
5.1. ESG Performance and Stock ReturnsContrary to our initial hypothesis, we observe anegative association between ESG scores andsubsequent stock returns. This finding challenges theconventional belief that companies with good ESGscores provide better returns to investors in theshort run. The negative relationship is even strongerfor firms with better stock return performance, asshown in our quantile regression analysis. This resultaligns with some prior research in emerging markets;for instance, Yadav et al. (2016) identified a negativerelationship between environmental performanceand firm value in large emerging market firms. Weextend this finding to the broader ESG context inIndia.The absence of positive effects, and indeed thepresence of negative effects, can be explained byseveral factors in the Indian context. First, the costsof implementing ESG initiatives may outweigh theshort-term benefits in an emerging market like India.As Bhattacharyya and Rahman (2020) observed,mandatory CSR spending in India has increased costsfor firms, which may not be immediately reflected instock prices. Second, the Indian market may not yetfully incorporate ESG factors into pricing, possiblydue to limited awareness or skepticism regarding thelong-term value of ESG initiatives among localinvestors. This aligns with Sharma et al.'s (2020)findings of significant variability in ESG disclosurepractices among Indian firms, suggesting a lack ofstandardization and, potentially, market appreciation

Our findings contribute to the ongoing debateabout the financial implications of ESGinvestments. While most studies in developedmarkets suggest a positive ESG-performancerelationship (Friede et al., 2015), our resultshighlight the context-specific nature of thisrelationship. In emerging markets like India, whereinstitutional frameworks are still evolving andmarket participants may have different priorities,the short-term costs of ESG initiatives mightoutweigh their perceived benefits, leading to anegative market reaction.
5.2. Evolution of ESG Reporting PracticesOur analysis confirms a significant improvement inESG reporting practices over time, with ESG scoresincreasing by approximately 0.44 points per yearon average. This trend aligns with globalobservations of improving ESG disclosure quality(Arvidsson & Dumay, 2022) and reflects thegrowing emphasis on sustainability in the Indiancorporate landscape. However, the lack of positivefinancial effects associated with this improvementraises important questions in the Indian context. Itsuggests that while firms are responding toregulatory pressures and global trends byimproving their ESG reporting, theseimprovements may not yet be translating intotangible financial benefits. This disconnect couldresult from the nascent stage of ESG integration inthe Indian market, where investors and otherstakeholders are still learning to interpret andvalue ESG information. The positive trend in ESGreporting quality, coupled with the absence ofcorresponding financial benefits, might indicate atransition phase in the Indian market. Asregulatory requirements strengthen and marketparticipants gain sophistication in ESG assessment,the relationship between ESG performance andfinancial outcomes may evolve. This perspectivealigns with the institutional theory framework,which suggests that organizations adapt to 
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changing institutional pressures over time (DiMaggio& Powell, 1983).
6. Conclusion
6.1 Summary of Key FindingsThis study examined the relationship between ESGreporting and stock performance in the Indianmarket, as well as the evolution of ESG reportingpractices from 2011 to 2024. Our analysis yieldedseveral key findings. First, contrary to our hypothesisand some prior research in developed markets, wefound a negative relationship between ESG scoresand subsequent stock returns. This negativeassociation was particularly pronounced for firmswith higher stock return performance, suggestingthat the market may perceive ESG investments asespecially costly or unnecessary for firms that arealready performing well financially. Second, ouranalysis confirmed a significant improvement in ESGreporting practices over time, with ESG scoresincreasing by approximately 0.44 points per year onaverage. This positive trend reflects the growingemphasis on sustainability in the Indian corporatelandscape, driven by regulatory changes, investordemands, and societal expectations. Third, ourrobustness checks, including dynamic panel analysis,reinforced these findings, indicating that they are notartifacts of endogeneity or model specification.Together, these findings suggest that the Indianmarket may be in a transitional phase regarding ESGintegration. While firms are improving their ESGpractices and disclosure, possibly in response toregulatory pressures and global trends, the marketmay not yet fully value these efforts, leading to anegative short-term financial impact. 
6.2 LimitationsWhile this research provides valuable insights intothe ESG landscape in India, it is important toacknowledge several limitations. First, our focus onlarge, listed Indian firms limits the generalizability of 

findings to smaller or unlisted firms. Second, whileour 13-year study period is substantial, it may notcapture longer-term ESG effects or account forsignificant structural changes in the Indian market.Third, our reliance on Refinitiv ESG scores may notcapture all relevant aspects of ESG performance inthe Indian context, and the aggregation of multipleESG dimensions into a single score may obscureimportant nuances. Fourth, despite our efforts toaddress endogeneity through lagged variables anddynamic panel models, we cannot completely ruleout all sources of endogeneity. Fifth, our primarymodels assume linear relationships between ESGperformance and financial outcomes, which maynot capture potential non-linear or thresholdeffects. Finally, our quantitative approach, whileproviding statistical rigor, may not capture the fullcomplexity of ESG implementation and its impactson firm performance
6.3 Future Research DirectionsBased on our findings and the limitations of thisstudy, we propose several avenues for futureresearch. First, researchers could examine thelong-term effects of ESG performance on financialoutcomes, extending the timeframe to capturepotential delayed benefits. Second, sector-specificanalyses could provide more nuanced insights intohow ESG factors operate in different industrieswithin the Indian market. Third, developingalternative ESG measures tailored to the Indiancontext could enhance the validity of ESGassessments. Fourth, investigating non-linear andthreshold effects in the ESG-performancerelationship could reveal more complex patternsIthat linear models might miss. Fifth, analyzing theimpacts of specific ESG-related policies andregulations in India could provide valuable insightsfor policymakers. Finally, comparative studiesbetween India and other emerging markets couldilluminate the role of country-specific factors in 
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shaping the ESG-performance relationship. I nconclusion, this study offers a comprehensiveanalysis of ESG performance in India, and thefindings reveal the complex interplay between ESGfactors, stock returns, and reporting evolution. Ourresearch challenges some generalizations about ESGimpact and underscores the importance of acontextual approach to analyzing sustainability inemerging markets. The negative short-termassociation between ESG performance and stockreturns, coupled with the improvement in ESGreporting quality, suggests that the Indian market islikely in a transition period regarding ESGintegration. As India continues to emerge as asignificant global economic power, understanding thespecifics of its ESG landscape becomes increasinglyimportant. This research contributes to thatunderstanding, while also highlighting the need forcontinued rigorous investigation of ESG dynamics indiverse market contexts.
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AI in the workplace: Assessing economic benefits and
addressing employee concerns in India and Globally(1)Shria Aggarwal , (2)Aatika Ahmad , (3)Srishti Garg BBE, Aryabhatta College

I ABSTRACTAI is affecting the workspace worldwide, including inIndia. This research paper is written to show themultifaceted impact of AI on jobs by comparingdifferent industries that study the impact of AI onjobs, especially the displacement of traditional jobs,the creation of new ones, and the shift in workdynamics due to AI. This study aims to provide abalanced perspective on AI emergence in theworkspace and the future expected ones. Objectives of the study include:1.Highlighting the benefits of AI in the workspacesuch as the emergence of new jobs mainly tomanage AI.2.Study about challenges of AI in the workplace, thatis the displacement and loss of some manual andrepetitive jobs.3.Covering employees' perception of AI to know thebehavioral impact of AI.4.Comparison of different industries to examine howspecific sectors adopt AI differently and how thesevariations impact employment.
This paper is based on secondary data which has beenpublished on various
II.INTRODUCTION
Context of the StudyArtificial Intelligence (AI) has developed as a game-changer at workplaces. Now, from banks andhealthcare organizations to manufacturing to retailand countless others, organizations are rapidlytransforming AI to accelerate operations,productivity, and innovations. AI is becoming a usualtool for many workspaces to enhance efficiency,productivity, and thus leading to significant economicgain through tools like chatbots, predictive analytics,and robotic process automation.

However, this growing adoption has also raisedquestions about how AI impacts employees inworkspaces (mainly behavioral impact). Theintegration of AI into the workplace has not onlychanged the nature of work but has also led to amix of optimism and anxiety among the workforce.Many people fear the need to upskill themselves orthe loss of jobs due 
LITERATURE REVIEWWorkplace AI scholarship exhibits growingfascination with its socio-occupational impact andeconomic transformative potential.McKinsey & Company (2023) states that AI can addas much as $4.4 trillion to global productivity eachyear, referring to its potential to transform sectorsby freeing up more value-added work. Conversely,similarly, PwC (2023) quotes that not only willthere be improvement in operational efficiencywith AI, but new employment opportunities andmarkets will also emerge, particularly in high-skilled areas like machine learning and datascience. Hopes are moderated though by reportslike the International Monetary Fund (2023),highlighting that nearly 40% of total work globallycan be automated and disproportionately fall onlow-skilled labor. For India, NITI Aayog (2023)identifies the strategic potential of AI in healthcare,agriculture, and manufacturing, but also concedesan enormous digital divide that can leave behindrural and less literate communities. IIMAhmedabad (2024) research suggests a two-foldview of Indian IT professionals—though 55%employ AI applications, nearly half of them lackadequate training and hence generate job securityfears. Other scholars such as Brynjolfsson and 
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McAfee (2014) in The Second Machine Agesimilarly warn that if technological progress doesnot include sufficient reskilling, it can actuallyincrease inequality. Education and geography arelikewise critical measures of shaping publicperception, according to a World Economic Forum(2020) study, which suggests that AI is seen morefavorably in more technologically advanced areaswhere education facilities are better. All thesevarious perspectives accumulate into the fact thatalthough AI has immense economic potential, itssuccess is greatly dependent on inclusive policies,upskilling, and ethical models of deployment.
METHODOLOGY The study employs a qualitative research methodgrounded on secondary collection and analysis ofdata with Indian and international contexts. Datasources are government reports such as thoseprepared by NITI Aayog, business reports byorganizations such as McKinsey, PwC, and theWorld Economic Forum, peer-reviewedpublications accessed via platforms such as GoogleScholar and ResearchGate, and news outlets suchas the Economic Times, Forbes, and The Hindu.Data analysis used thematic analysis that teasedout repeated themes of economic opportunities,reskilling needs, and employment loss concerns,and content analysis that waded through word-heavy material to access pattern and trendrealization. Quantitative data, i.e., employee uptakepercentages, also was processed on percentagesand comparison techniques in Excel. The resourcesused in the study are AI workforce adoptionmetrics for identifying patterns, surveys and casestudies to gain employee sentiments across sectorslike IT and healthcare.
ECONOMIC BENEFIT OF AI IN THE WORKPLACEAmong the most important agents of change in theworkplace, AI has simplified tasks, boostedproductivity, and presented insights that add to thegrowth of the global economy. Fears of job loss areassociated with the creation of AI, but the net effecthas been enormous in the way of positives, and 

Critical Benefits of AI
1. Productivity GainTools such as Generative AI chatbots includingChatGPT and GitHub Copilot are being used moreand more to automate routine work. This helpsindividuals focus more on challenging andinnovative tasks rather than repetitive ones.Worldwide, the impact of AI on productivity issignificant, with estimates suggesting it can add$2.6–$4.4 trillion annually across industries(McKinsey, 2023). In India too, the future looksbright. AI may add up to 15% to India's GDP by2035, amounting to up to $957 billion. Healthcare,IT, and manufacturing will be the sectorswitnessing significant expansion, pushing theeconomy of the country even further.
2. New High-Skill JobsWhile AI will be taking over much of the low-skilledwork, it is also revolutionizing high-skilled sectors,changing the very nature of work across industries.Nearly 40% of all occupations globally are at risk ofbeing automated, but employment for AI jobs,particularly cloud computing and data analysis, isbooming (IMF). The Indian job market is also seeing this trend witha 65% increase in salaries for skilled workers. Inaddition, R&D and hi-tech industry sectors arewitnessing pay rises of up to 62%. The shift isgenerating new upskilling opportunities as theuptake of AI drives the need for highly skilled skills,thereby providing more career stability.
3. Rise in innovation and new marketsNot just improving upon current processes, AI is re-making whole industries by crafting goods andservices for infinitesimal niche markets, buildingnew markets and triggering fascinating innovationelsewhere. In India, to cite one instance, the BPOindustry is shifting from manpower-intensiveoperations to Knowledge Process Outsourcing 
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(KPO) involving high-end activities like marketresearch and data analysis. Large multinationalfirms such as Infosys are applying AI forimprovement along with tremendous investmentin training and development programs toefficiently transfer the technology. Small andmedium industries are making jobs lower level forautomation so that human intelligence may beleveraged for more intricate and customer-basedwork. Initiatives of the government such as SkillIndia are providing employees' skills matchedaccording to changing demands of AI-poweredindustries such as healthcare, financial analysis,and electronic marketing.
4. Inclusive growth:AI has the capability to bring inclusive growth tothe world and estimates its contribution to theglobal GDP in the next decade to be another $7million. It is providing precision agriculturethrough its methods and drones, maximizing theuse of inputs and production outputs. It isenhancing diagnosis rates, automating processes,and providing telemedicine facilities, particularlyin rural regions, in the health sector. The industryis being supported by AI-based automation,particularly by initiatives such as "Make in India,"which aim to increase production and make India aworld manufacturing center. In education, AIplatforms are enhancing access to learning andproviding skills that can make people employable.Additionally, AI is opening up new pathways forwomen entrepreneurs to transcend conventionalmarket obstacles and establish their companiestransnationally and thus more inclusive economicdevelopment.
Industry-Specific InnovationsIn medicine, AI facilitates easier and improved-quality diagnosis, automates processes, andenhances distant consultation throughtelemedicine. AI lessens waiting times for patientsby quite some substantial amount of time throughimprovement of hospital planning for resourcesand health care services delivery as a whole. Inagriculture, AI technology in the form of 

monitoring systems, sensors, and drones is utilizedby farmers to maximize the use of available watersources for optimal return from crops. CropIn andFasal are some of the companies leading in utilizingdata-based solutions to enable farmers to take well-informed decisions, making them more profitable.Productivity increases at operation andmanufacturing cost reduced by application of AI.Predictive maintenance by AI reduces downtime toless than 50% or more and pushes checks toautomation even on behemoths like Tata Steel. Itresults in high-quality outputs with reducedwastage. At the infrastructure level, traffic densityand power consumption reduce with AI-enabledsmart city initiatives, for example, in Pune.Construction of infrastructure can also beautomated to reduce costs by up to 25% andaccelerate the schedule by up to 20%.Retail is complemented by AI as a personalizedshopping experience with 20–30% sales uplift. AI isalso able to enable basic inventory forecasting, withthe related less overstock and more availability ofproducts, thereby improving conversion rates onchannels like Flipkart. AI enhances demandforecasting for the FMCG industry, withapproximate cost savings of 15% in supply chainsand better delivery of products. These companieslike Nestlé  and Hindustan Unilever have adoptedAI-driven solutions to automate their processes sothat they can remain competitive in the business.
CASE STUDIES
Case Study 1: Apollo Hospitals (India) Use AI in
Healthcare
Overview:Apollo Hospitals is one of the largest healthcarecompanies in India. In recent times, it has come upwith the use of AI for assessing cardiovasculardiseases post its tie-up with Microsoft. It calculatesheart disease through a combination of machinelearning and a complex system. It was derived 
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based on data gathered for ten years for individualpatients.The developments include:Early detection and prevention: It analyzed a set ofvariables such as the patient's demographics,lifestyle choices, and medical history (to predictwhether he/she will suffer from cardiovasculardiseases). Therefore, doctors can trace patients atrisk and prevent it right from the start. Increaseddiagnostic accuracy: The AI model's accuracy forthe identification of high-risk patients is more than20% as compared to conventional diagnosticprocedures that lead to a better health result.Increased accessibility: This gadget allowstelemedicine professionals to providesophisticated risk assessment services withminimal inequities of health care access.Economic ImplicationsReduced health care costs: It eliminates expensiveinterventions and treatments and saves both thehealth care for the patient and the providers'money because the device allows early diagnosisprocedures. Increased efficiency in operations:Doctors have ample time to provide care and makedecisions with patients as AI performs mostanalyses. The model can be extended to any otherchronic diseases, and this has great scope forbetterment in the long term about health benefitsas well as economic merits.
Case Study 2: Amazon (Global) – AI in Retail
and Logistics
Overview:The world's leading e-commerce company,Amazon has used AI in all of its operations andfunctions to be more efficient and deliver morevalue to customers. AI is applied in logistics andwarehouse automation for optimizing workflowsand increases profitability.
Major Innovations1.Recommendation based on

Personalization: Amazon relies on AIalgorithms to analyze customer behavior andpreferences in order to makerecommendations for products according to 

individual needs. Personalization in thismanner boosts sales significantly, withindividualized recommendations accountingfor more than 35% of total sales in Amazon.Other than recommendations, robots based onAI are employed to manage inventories, fillboxes, and conduct warehouse tasks. Theserobots support human employees, enhancingthe entire speed and efficiency of the supplychain. Economical Logistics: AI plays a significant rolein route optimization of deliveries where theproducts are transported in the mosteconomical and time-effective manner. Byreducing transit time and improving deliveryprecision, AI helps reduce logistical costs.During holiday seasons or periods of peakdemand, AI handles timely delivery even withincreased volume without affecting customers'satisfaction while operational expense stays incheck.
Impact on EconomyAmazon's increased revenues can partly beattributed to the proper utilization of AItechnology, which enhances the satisfaction of thecustomers, augments fun, and consequentlycontributes to more revenues and profits. AIcontributes towards cost-cutting as well,particularly in automating operations which cutmanpower expenditures and enhance efficiency inrunning operational inefficiencies at distributionwarehouses. In addition, Amazon's use of scalableinnovation with artificial intelligence providesadditional opportunity for expansion in all itsoperations across the world. These advancesbenefit not just Amazon, but also more generallyimpact the retail and logistics industries,establishing new benchmarks for technologyintegration and efficiency. 
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DISADVANTAGES OF AI IN THE WORKPLACEAI also has some disadvantages with numerousbenefits in a nutshell where there are manyimplications between staff for job losing matters,requirement of immediate re-skilling orenhancement. 
Global Employees' Reaction on AIOne of the significant drawbacks of AI is theconcern in Indian employees (employeesentiment). This point can be verified from a studycarried out by ADP which was to understand thereaction of the global employees towards AI.Results following were obtained: 85% ofemployees perceive AI as a threat which will affecttheir work, which is an enormous figure andreflects that it is a cause of serious concern.
AI in various industries and adverse effectA digital survey indicated strong AI uptake inpharma & healthcare (52%), then FMCG & retail(43%). Manufacturing (28%) was behind, whileinfrastructure & transport (20-22%) and media &entertainment (10-12%) had lowest adoption.
Effect across industries:AI adoption in various industries has reflected amixed bag with both promise and pitfalls. 

In Healthcare (52%), AI implementation can be anoption but is a primary reason for job displacementof assistants and technicians in the sector. In Retail& FMCG (43%), automation aids in acceleratingwarehouses and supply chains but is a cause ofconcern regarding fear for jobs. Small enterprises,not being able to implement AI technology, arefalling behind. In Manufacturing (28%), AI (robots)increases efficiency, but they're also stealing jobsthat rural workers depend on. It has not yet beenimplemented on a large scale but can impact thelivelihood of the workers in the future. TheInfrastructure and Transport (20–22%) industry isalso under threat as transport automation, such asAI-based traffic management and self-driving cars,is posing a serious threat to drivers, trafficmanagers, and logistics personnel. It is yet notimplemented in India by a vast percentage. Finally,in Media & Entertainment (10–12%), AI isoccupying the creative roles replacing humangenuineness as it saves time in scripting andediting. These are still not implemented at amassive rate but with AI modifications, it is atremendous danger to humanized creativeness.

Key challenges and problems of AI

AI adoption has also created a series of problemsrelated to work and social justice. Job Displacementis a serious issue as automation of industries inmanufacturing, customer services, logistics, etc., 
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can lead to job displacement of low-skilledworkers. Skill mismatch is another serious issuewhere there is a disjunction between the skillsneeded by the AI-based industry and the existingtalent pool, thereby necessitating upskilling to stayemployed. Furthermore, Socioeconomic Inequalityis also on the rise as AI is deepening the digitaldivide and with the benefits of AI adoption notbeing proportionally distributed across the varioussocioeconomic groups, thus increasing the existingsocioeconomic inequality.
IMPACT GLOBALLYThe McKinsey report uncovers that AI automationcould displace 15% of global workers (400 millionemployees) by 2030, whereas 50% of currentwork activities utilized as living for the majoritywill be automatable. This disruption will force 75million workers to shift to entirely new jobs (jobdisplacement). While 8–9% of fresh jobs mightarise, the transition will cause massunemployment resulting in economic imbalance asa large demand for reskilling programs will becreated. This is the worldwide figure anddisruption will be mainly caused by emergingnations.
CASE STUDY
AI Impact on Job Displacement in India’s IT
SectorCurrently, it employs 5.4 million and contributes8% to India's GDP; AI adoption brings in significantdisruptions in the sector.
Key Impacts:The development of AI has caused millions of jobsto be lost, especially in tedious work such ascoding, testing, and maintenance, which isincreasingly being done by machines. Infosys isone such corporation that has applied AI in itsbusiness, thus displacing hundreds of mid-tierprofessionals. This shift has also been responsiblefor an ever-widening skills gap, where demand forAI and data analytics skills increases while most ofthe workers lack skills to meet such emerging 

demands, leading to job loss. The extensiveeconomic implications are largely seen in urbanareas, where higher unemployment is contributingto reduced consumer spending, affecting overalleconomic performance and stability.Employee Sentiments: A study by IIM Ahmedabad revealed that 55% of ITemployees use AI tools, but 48% lack propertraining, fueling anxiety over job security.
 
Conclusion: AI integration in India's IT sector has streamlinedoperations but caused job displacement andwidened skill gaps. Reskilling initiatives and
proactive policy measures are necessary to
support workers during this technological shift
and mitigate adverse economic impacts.

ANALYSIS OF INDUSTRY-SPECIFIC
DIFFERENCES: 
FOOD AND BEVERAGE INDUSTRYThe F&B industry is a major part of the economy,including farms for growing crops and animalhusbandry, packaging food, and selling food andsnacks to people. AI is also a major part of theindustry. It helps in decision-making related tosustainability and food quality. AI helps track waterand energy to create plans of less wastage andgreater efficacy.
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How AI is Transforming the Food IndustryAI is transforming agriculture and the foodindustry by way of more efficient farmingtechniques, where it optimizes operations byanalyzing data to optimize water usage, applicationof fertilizers, and climate control. Not only doesthis improve crop yield but also keeps nutritionalstandards in check. AI also contributes to betterfood security by way of weather and soilprediction, improved pest control, and enablingcrops to grow that are more disease-resistant,thereby increasing agricultural produce.On the production and quality control side, AIguarantees reduction of food waste andsustainable development through effectiveproduction for the demand of the world's ever-expanding population. Moreover, AI enablespersonalized customer experiences in the foodsector because fast food companies use AI toprovide voice-enabled recommendations andcomments with responses approachinginstantaneity. Lastly, AI fuels innovation byaccelerating product development speed. It studiesconsumer taste and behavior to enhance recipeformulation and flavor enhancement, thus newproducts meet shifting consumer tastes suitably.
Challenges of AI in the Food IndustryData protection is equally given due importance inthe use of AI due to the fact that data needs to besafeguarded against theft and corruption; wrong orfaked data can result in wrong analysis and ill-informed decisions. Furthermore, AI systems needto be updated continuously to continue beingeffective and compatible with emergingtechnologies and at times need human control toallow smooth operations. Skill gap is one of thelargest challenges since the majority of companieslack in-house AI expertise and are forced to hireoutside experts, increasing operation costs andhindering adoption. Coupling AI projects withclearly defined organization goals is also essentialfor effective results since poor planning can resultin misaligned and wasteful projects. As AI reduceserrors and makes work more efficient, it similarly 

impacts the labor force to some extent by fillingcertain job places, thereby reshaping the workplaceand necessitating laborers to adjust their work andskills.By balancing innovation with ethicalimplementation and workforce reskilling, AI canrevolutionize the food industry while addressing itschallenges.

CASE STUDY: where AI is replacing employees
jobWhite Castle has adopted AI voice recognition inits drive-thrus to streamline operations and reduceemployee workload. Automating order-takingmeans workers are either reassigned to other tasksor fewer staff are needed, cutting labor costs.The benefits of AI in the restaurant industry arethat they can take the burden of employees to focuson tasks like food preparation and customerinteraction, and enhance the accuracy of orders byproviding the customers with extra time to finishtheir decisions. There are downsides as well.Research reveals that 70% of orders through AIrequire off-site intervention by humans and lead toinefficiencies. In others, such as McDonald's, thesame systems were removed due to complaintsfrom customers and mocking of AI voices. Inaddition, growing applications of AI have raisedconcerns among employees about job loss, therebymaking the implementation of AI in these sectorseven more difficult.
SoundHound, another AI provider, offers voicerecognition with an option to connect to humanstaff, ensuring customer comfort. This balanceallows businesses to speed up services without 
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alienating patrons.
Case study: AI helping Mondelez run the
company more efficientlyNestlé 's Chip Ahoy and Oreo manufacturer,Mondelez, utilizes AI to develop new snack recipesthat meet evolving consumer preferences. AIautomates and accelerates the recipe process byrefining products to customer tastes and limitingrecipe choices to speed up market testing. Still,despite the efficiency of AI, Nestlé  emphasizes theimportance of human touch, particularly throughthe use of human testers to ensure productrecognition and credibility. Food scientists worktogether with AI tightly to refine recipes beforeapproval. This AI-driven innovation has led tosuccessful product launches like gluten-free Oreosand Chips Ahoy new flavors, allowing Mondelez tostay competitive in an evolving market with lesseffort in product development.
INFORMATION AND TECHNOLOGY INDUSTRYThe IT industry has been pioneering in theadaptation and use of AI. It has transformed the ITindustry in its entirety from automating routinejobs to even predicting trends and makingdecisions based on data. AI in IT has generatedintelligent machines that are capable of performingdifficult tasks with the minimum support fromhumans. It can facilitate sophisticated system programmingand automation, automate repetitive operations,and offer predictive analysis.
Use cases and application of AI in ITAI is transforming numerous industries by makingprocesses more efficient and accurate in a varietyof fields. AI assists in code development, bugtracking, and requirement analysis in Softwaredevelopment and streamlines the softwaredevelopment process. For data analysis, AI handlesbig data and provides insight to be used indecision-making, forecasting trends, and anomalydetection. In Cybersecurity, AI handles threatdetection and response to protect from cyber-

attacks. Customer service is also being enhanced byvirtual assistants and AI-powered chatbots, with24/7 support and personalized services.. In IToperations, AI helps the IT administrators deal withcomplicated and dynamic data, saving time andeffort. Finally, in Fraud detection, AI detectssuspicious activity, taking care of them to minimizelosses and gain the trust of the customers. Impact of AI on IT companiesAI is not only changing the job market and skills indemand but also changing the way businessesoperate. On one hand, it is creating new jobs thatwere non-existent before like data scientists, MLengineers, and many more. On the other hand, ithas led to job displacement in certain areas whileautomating routine tasks.AI has led to the evolution of job skills.Professionals with knowledge of AI and its properapplication in business are in high demand. Theyshould have deep knowledge of AI, and its properapplication in solving problems, innovating, andcreating new opportunities. One should also be ableto navigate the connection between AI and humanbehavior, like making an app user-friendly andsocially responsible.

Future trends of AI in the IT industryThe pace at which applications of artificialintelligence (AI) in the IT sector are beingdeveloped is unparalleled. Artificial intelligence isan ever-developing field.
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Chatbots, for example, are generating new wavesof innovation by creating new, new material, whichgives businesses a never-before-seen degree ofpossibilities. In the next couple of years, AI is goingto become a big driver of the economy, with PwCputting the value that artificial intelligence isexpected to increase the world economy by at awhopping $15.7 trillion by 2030. Another recenttrend is intelligent automation, where automationand AI technology are integrated to undertakecomplex tasks and make informed data-drivendecisions. One of the other trends gainingmomentum is ethical AI, where more emphasis isbeing laid on ensuring AI systems utilized ethically,transparently, and equitably. Some of the othertrends that need to be kept in mind are increasingdata privacy concerns in AI technology, increasingAI-powered IoT devices, and increased use of AI incybersecurity. A case in point is the EU AI Act, aproposed European Union law that classifies AIsystems based on risk, with a special focus ontransparency, human control, traceability, andestablishing an international standard forregulating AI. 
Case study: AI use in the IT industryDue to increased costs, companies are alwaysopting for cost reduction and tend to depend onlabor cost cuts. There is always a broad skepticismthat AI generates higher returns and henceincreases unemployment.Thomas Bodenski, COO of financial softwarecompany TS Imagine, believes in cost reduction,too. They believe that hiring new staff will becostly when they can use new AI-based software.This reduces the time employees spend onrepetitive tasks like filtering emails. AI has reducedthe time taken and saved the employees' efforts.This also prevents the company from hiring moreemployees for the same task, which increases thecost.CIO Jim Siders, also said that AI software wasintroduced not to replace people but to increaseefficiency in the work.

THE INFLUENCE OF EDUCATION AND REGIONAL
CONTEXT ON PUBLIC PERCEPTIONS OF AIAI is revolutionizing industries, reorganizing jobmarkets, and transforming the daily lives of people.But with continuous improvement in AI, it givesrise to several questions about the effects of thisinnovation on society. In general, there are twoimportant factors determining public perceptionregarding AI: education and region. The presentresearch study examines the extent to whicheducational access and regional technologicalconditions impact people's perceptions of AI. Weinvestigate deeper trends in the perceptions of AIfrom across the globe, and regional differencesthrough case studies from some of the world's mostwell-respected educational institutions.
FACTORS INFLUENCING PERCEPTIONS OF AIPublic perception of AI is influenced by educationand region, and significant factors in understandingits benefits and challenges.
In the education industry, people's awareness andknowledge of AI are strongly determinative of theirattitudes towards AI. People with higher knowledgeof AI are more positive, while lower levels ofeducation cause fears of job loss and privacyintrusion. The need for AI skills is growing fast,with companies to value these skills by 2027, asreported by the World Economic Forum. Also, thenecessity of reskilling initiatives is emerging as aneed, as automation in high-risk industries such asmanufacturing could replace as much as 35% ofemployment by 2030, as stated by the OECD.
Geographically, the extent of technologicalinfrastructure ranks as a crucial factor in adoptingAI. The economies of countries like the U.S., Japan,and South Korea perceive AI as an engine ofinnovation attributed to strong R&D environments. 
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Conversely, culture differs with respect toperspective; countries like Japan are accepting ofAI positively and others with such late adoptionlike rural India and parts of Africa worrying aboutemployment loss and data privacy.
Case Studies: Prestigious Institutions Shaping
the Perception of AI
Case 1: Massachusetts Institute of Technology
(MIT), USAMIT is quite renowned for leading-edge research inand out of classrooms about artificial intelligence.The Institute offers undergraduate as well asgraduate degree programs specializing in AI,machine learning, and robotics. In terms of AI and
Ethics, MIT involves ethics in AI studies, withtopics including privacy and bias, loss of jobs, etc.It encourages one to think rationally about socialimpact. The Growing Demand for AI is evident, asthe enrollment of students in AI courses at MIT hasincreased by 35% in the last five years, reflectingglobal demand for AI expertise. Regarding the
View of AI, in general, students at MIT feel AIsolves world problems, such as climate change andhealthcare, but there always remains an issue ofjob loss and increasing gaps.
Case Study 2: Indian Institute of Technology,
IndiaIITs are some of the best institutes in India offeringquality AI courses at IIT Bombay and IIT Delhi. AI
Programs at these institutes provide computerscience degrees with a focus on AI, in collaborationwith industries to solve real-world problems,especially in the health and agricultural sectors.The Growing Need for AI is evident, as NASSCOMhas stated that the demand for AI in India hasgrown at 22% a year. It is said that more than 35%of IIT computer science students specialize in AI.When it comes to the Perception about AI, forstudents at IITs, AI is a promising innovation;however, doubts prevail that automation willfurther send traditional industries in rural Indiainto colly-pow.

Global and Indian Trends in AI Education
Global Trends
Stanford University: Stanford AI programs,targeting both technological advancement andethical issues, have acquired 35% more students.This shows the rising demand for AI education.
University of Oxford: Master's in Oxford dealswith the societal implications of AI so that thestudents are well prepared to handle theopportunities and challenges that AI offers.
University of California, Berkeley: UC Berkeley'sAI programs are closely interrelated with SiliconValley, which affords students very real-worldapplications of AI within the areas of autonomousvehicles and robotics.
Trends in India
Rise of AI Courses: There is growth in AI courseenrollment among Indian students in response togrowing online education firms such as upGrad andNIIT, therefore, making the education of AI moreaccessible.
Government Initiatives: The Indian governmenthas initiated its Skill India plan to bridge thiseducation gap, focusing particularly on AI skilltraining, more so in rural areas.
Exceptions in AI Perception: Regional and
Cultural DifferencesEducation and Infrastructure shape AI perceptionin predictable manners, but a few regions bringexceptions:
Asia-Pacific (Japan, South Korea, China): AI isintegrated into most of the industries such asrobotics and healthcare in Japan and South Korea.There is optimism in this region. However, in China,the high-tech AI landscape has mixed feelings. It ismainly due to privacy and surveillance issues.
Africa: Most African countries lack AI education.However, Kenya and Nigeria, among otheremerging tech hubs, are positively framing AI in theeyes of young people who now view AI as a way to 
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boost economic development.Middle East: Countries like the UAE and SaudiArabia are using AI to spur economic growth inareas such as energy and healthcare, but the fearsof AI in traditional sectors like oil and gas remain.
CONCLUSIONAI has transformed workspaces: improvingefficiency, creating innovation, and providingeconomic benefits. What it can do in India isspectacular; contribute to the GDP and transformagriculture, healthcare, and IT sectors. However,there are aspects of job displacement, lack of skilllevel required, and ethical issues concerning itsuse. Given this scenario, recommendations forsustainable growth include : To address thechallenges posed by AI, several measures need tobe implemented. Reskilling Programs areessential, involving large-scale skills buildingregarding AI-specific skills among the workingclass. Furthermore, Equity in AI Adoption needs tobe given precedence by closing the urban-ruraldigital divide to ensure inclusivity. Finally, EthicalFrameworks are important, with policiesguaranteeing transparency and equity in AIdeployment. This balanced strategy will ensuremaximum benefits of AI while minimizing itsnegative impacts, making a positive contribution toIndia's workforce and economy.
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AbstractThe advent of artificial intelligence (AI) has initiateda significant shift in employment dynamics acrossglobal industries. This research paper explores themultifaceted impact of AI, which, while displacingaround 75 million jobs by 2022, also spurred thecreation of 133 million new roles (World EconomicForum, 2022, p. 5). Through an in-depth analysis ofthe manufacturing, warehousing, sustainability, andemerging sectors like healthcare, we delve into theopportunities, challenges, workforce displacement,skill evolution, and ethical considerations. This studyadvocates for robust upskilling programs, ethical AIgovernance, and inclusive policy frameworks toensure equitable growth and address socio-economicdisparities. By employing a mixed-methods approach,including quantitative analysis of employmentmetrics, qualitative case studies, and policy reviews,we provide a comprehensive overview of AI’s impacton the global workforce
Keywords:Artificial intelligence,Employment,WorkforceTransformation,Automation,Economic Impact,Ethical Implications,Upskilling,AI Governance,GlobalWorkforce
1. IntroductionArtificial Intelligence (AI) technologies are rapidlytransforming a wide range of industries, introducinggroundbreaking innovations while also presentingsignificant challenges. As automation and intelligentsystems become more integrated into the workplace,their impact on employment is becomingincreasingly evident. According to projections, nearly375 million workers across the globe may need toshift into new occupations by 2030 due to thesetechnological advancements.

This study aims to explore how AI is being appliedacross various sectors, analyzing its influence onoperational models and productivity. Byidentifying patterns in AI implementation, itbecomes possible to understand sector-specifictransformations and the evolving demands of thejob market.
Another objective of this research is to developeffective strategies that support workers duringthis digital literacy are essential steps in preparingthe workforce for the future.
In addition to economic and technicalconsiderations, the ethical implications of AIdeployment must also be addressed. Issues such asdata privacy, algorithmic bias, and transparency ofdecision-making processes are central to theresponsible use of AI.

Finally, the study seeks to propose systems thathelp bridge regional and industry specific gaps inAI adoption. Tailored policies, inclusivetechnological access, and equitable resource   Significance
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This research is pivotal for crafting policies that notonly capitalize on AI’s productivity benefits but alsoaddress its social implications, particularly formarginalized sectors and regions. As Acemoglu andRestrepo (2019) argue, “The effects of automationand AI on employment and wages depend criticallyon the institutions and policies in place” (p. 3).Understanding AI’s impact on employment is crucialfor policymakers, industry leaders, and educators toprepare for the future of work. 
2. Literature reviewHistorical ContextTechnological advancements have always influencedemployment, with 60% of today’s jobs non-existentin 1940 (Autor, 2015, p. 3). AI, however, introduces aunique challenge due to its speed and scope inautomating cognitive tasks. As Brynjolfsson andMcAfee (2014) note, “The pace and scale of thisencroachment into human skills is relatively recentand has profound economic implications” (p. 15).Current State of AI Integration:

Manufacturing: AI has boosted efficiency by 25%,notably at Tesla’s Gigafactory where defect ratesdropped by 35% (Zhang & Johnson, 2024, p. 42). Theintegration of AI in manufacturing processes has ledto the emergence of “smart factories,” wherepredictive maintenance, quality control, and supplychain optimization are revolutionizing productionmethods (Lee et al., 2018, p. 3). 

Warehousing: Amazon’s Kiva robots have halvedorder processing times, enhancing accuracy by40% (Supply Chain Management Institute, 2023, p.18). This transformation extends beyond e-commerce giants, with small and medium-sizedenterprises (SMEs) increasingly adopting AI-driveninventory management and logistics solutions(Kang et al., 2020, p. 7).

Sustainability: Siemens uses AI to reduceemissions by 25%, opening new job avenues inenvironmental management (EnvironmentalTechnology Council, 2024, p. 29). AI’s role insustainability extends to optimizing renewableenergy systems, improving waste management,and enhancing urban planning for reducedenvironmental impact (Rolnick et al., 2022, p. 5).
Healthcare: AI applications in diagnostics andpersonalized medicine are creating high-skill jobswhile also posing ethical challenges concerningdata privacy and decision-making (Health AIJournal, 2024, p. 12). As Topol (2019) argues,”Thepotential of AI in drug discovery, telemedicine, andpatient care management is reshaping thehealthcare workforce landscape"(p. 43).
3.MethodWe utilize a mixed-methods approach to provide acomprehensive analysis of AI’s impact onemployment:1.Quantitative Analysis: We analyzed employmentmetrics from industry reports spanning 2020-
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2024, focusing on job creation, displacement, andskill demand across various sectors. Data sourcesincluded reports from the World Economic Forum,McKinsey Global Institute, and sector-specificdatabases.

2.Qualitative Case Studies: We conducted in-depthcase studies of corporations like Tesla, Amazon, andemerging startups in healthcare AI. These studiesinvolved interviews with key personnel, analysis ofcompany reports, and examination of their AIimplementation strategies
3.Policy Review: We examined AI-related legislationand ethical frameworks from multiple countries,including the European Union’s AI Act, China’s NewGeneration Artificial Intelligence Development Plan,and the United States’ National Artificial IntelligenceInitiative Act.
3.Analysis and Findings4.1 Industry Impact Analysis4.1.1 Manufacturing Sector TransformationAI’s role in manufacturing has led to significant costsavings and job evolution. The implementation of AI-driven robotics and machine learning algorithms hasincreased productivity by an average of 20% acrosssurveyed manufacturing plants (McKinsey GlobalInstitute, 2023, p. 28). However, this transition alsorequires a workforce skilled in AI maintenance andoversight. Our case study of Tesla’s Gigafactoryrevealed that for every 5 jobs displaced by 

automation, 3 new high-skilled positions werecreated in AI system management and dataanalysis (Zhang & Johnson, 2024, p. 45).
4.1.2 Warehousing and Logistics EvolutionWhile large corporations benefit from AI, SMEsstruggle with adoption, suggesting a need forcollaborative infrastructure models. Our analysisshows that AI implementation in warehousing hasled to a 30% reduction in operational costs forlarge companies, but only a 10% reduction forSMEs (Supply Chain Management Institute, 2023, p.22). This disparity is primarily due to the highinitial investment costs and the need forspecialized talent.
  4.1.3 Sustainability IntegrationAI’s contribution to reducing carbon footprints isnotable, but there’s a growing demand forprofessionals versed in both AI and environmentalscience. Our research indicates that companiesimplementing AI-driven sustainability solutionshave seen an average 15% reduction in energyconsumption and a 20% decrease in wasteproduction (Environmental Technology Council,2024, p. 31). This has led to the emergence of newroles such as “AI Sustainability Specialists” and“Green AI Engineers” (Rolnick et al., 2022, p. 8).
4.1.4 Healthcare InnovationsAI in healthcare showcases potential in both jobcreation and ethical dilemmas, particularly aroundpatient data and autonomy. Our case studies revealthat AI-assisted diagnostics have improved earlydetection rates of certain cancers by up to 40%(Health AI Journal, 2024, p. 15). However, this hasalso raised concerns about data privacy and thepotential for AI to make critical medical decisionswithout human oversight, as noted by Topol(2019): “The integration of AI in healthcaredecision-making processes raises profound ethical 
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questions about the role of human judgment inpatient care” (p. 47).

4.2 Workforce Impact Assessment

4.2.1 Job Displacement vs. Creation

For every job lost to AI, 1.8 new roles emerge, yet thisgrowth is unevenly distributed, favoring regions withexisting tech ecosystems (World Economic Forum,2022, p. 8). Our analysis shows that while routinecognitive and manual tasks are at high risk ofautomation, jobs requiring complex problem-solving,creativity, and emotional intelligence are seeingincreased demand (Frey & Osborne, 2017, p. 254).
4.2.2 Skills Evolution

There’s a clear trend towards higher demand forskills in data science, ethics, and AI interaction,necessitating widespread retraining. Our researchindicates that by 2025, 50% of all employees willneed significant reskilling and upskilling (WorkforceDevelopment Institute, 2024, p. 17). The most in-demand skills include machine learning, datavisualization, and AI ethics (Bughin et al., 2018, p. 3).
4.3 Economic Impact Analysis

AI’s projected contribution to global GDP issignificant, estimated to reach $15.7 trillion by 2030(PwC, 2023, p. 5). However, it risks deepening the “AIdivide” between high and low-income countries. Our 

analysis shows that developed economies arepoised to capture 20-25% more economic benefitsfrom AI compared to emerging economies(International Economic Forum, 2024, p. 12).5.Discussion
5.1 Ethical Implications

AI systems can perpetuate biases, affecting jobopportunities and societal equity. Our researchhighlights instances where AI-driven hiring toolshave shown gender and racial biases, potentiallyexacerbating existing inequalities in the job market(Brookings Institution, 2023, p. 9). As Whittaker etal. (2018) argue, “The rapid deployment of AIsystems for hiring and other high-stakes domainsis creating new sites for bias and discrimination”(p. 3). Solutions include diverse developmentteams and transparent, auditable AI algorithms. Wepropose a framework for “Ethical AI inEmployment” that includes regular bias audits andmandatory diversity in AI development teams.
5.2 Bridging the AI Divide

To address global disparities, we suggest:

- Education and Training: Tailored programs fordifferent economic contexts, focusing on bothtechnical skills and AI literacy (Thompson et al.,2024, p. 18).- Technology Transfer: Facilitating knowledge andtechnology sharing from developed to developingnations through international partnerships andopen-source AI initiatives (Vinuesa et al., 2020, p.7).- Policy Innovation: Encouraging AI adoption inless digitized sectors through tax incentives, grants,and public-private partnerships (OECD, 2023, p.42).
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6. Recommendations
1.Universal Upskilling: Implement a global initiativefor continuous learning and skill development, with afocus on AI literacy and adaptability (WorkforceDevelopment Institute, 2024, p. 25). 

2.Ethical AI Standards: Develop and enforceinternational standards for AI deployment,emphasizing transparency, fairness, andaccountability (Jobin et al., 2019, p. 389).
3.Inclusive Economic Policies: Provide support forSMEs to adopt AI through subsidies, shared resourcemodels, and technical assistance programs (OECD,2023, p. 45).
4.Global AI Literacy: Foster international educationalprograms and partnerships to democratize AIknowledge, with a focus on developing countries(UNESCO, 2022, p. 31).
5.Ethics in Healthcare AI: Develop specific guidelinesfor AI in healthcare to balance innovation withethical considerations, including patient privacy andautonomy (Topol, 2019, p. 50).
6.AI Impact Assessments: Mandate regularassessments of AI’s impact on employment andsociety, with mechanisms to address negativeconsequences (Acemoglu & Restrepo, 2019, p. 15).

7.Collaborative AI Development: Encourage open-source AI projects and international collaborationto reduce the AI divide between nations (Vinuesaet al., 2020, p. 9).
6.ConclusionAI’s integration into the workforce offers a dualnarrative of growth and challenge. By focusing oninclusive growth, ethical considerations, andstrategic skill development, we can navigate thistransformation towards a future where AI benefitsare shared across all levels of society. AsBrynjolfsson and McAfee (2014) conclude, “Thekey to success lies in proactive policies, continuouseducation, and international cooperation” (p. 232).As AI continues to evolve, so too must ourapproaches to workforce development andeconomic policy.
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