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This study explores how organic entrepreneurs in Tamil Nadu utilize social capital to advance 
sustainable business operations. Using a mixed-methods approach, the research involved 
structured surveys and semi-structured interviews with 24 organic product entrepreneurs 
across Coimbatore, Erode, and Tirupur. Thematic analysis identified five major dimensions of 
social capital that significantly influenced sustainability: trust-building, networking, shared 
norms and values, consumer education, and cost management. A conceptual model was 
developed to demonstrate how these dimensions interconnect with strategic business 
practices to enhance resilience, market access, and long-term viability. The study concludes 
that social capital is not merely a support mechanism but a critical asset in driving ethical, 
scalable, and community-oriented entrepreneurship. The findings have important 
implications for entrepreneurs, policymakers, and ecosystem enablers aiming to foster green 
enterprise in emerging economies. 
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Introduction 

The increasing urgency of climate change, environmental degradation, and resource scarcity has 
intensified the global discourse around sustainable development and green entrepreneurship.Within 
this broader context, sustainable entrepreneurship has drawn increasing interest for its ability to 
balance environmental responsibility with economic success. Among its many expressions,the organic 
product sector in India stands out as a significant and growing movement. However, despite its 
promise, the sector continues to face persistent barriers, including limited consumer awareness, 
fragmented markets, and high operational costs, which hinder the growth and scalability of organic 
enterprises. 

Amid these systemic challenges, social capital has emerged as a vital intangible resource that holds the 
potential to bridge institutional gaps and foster long-term sustainability. Social capital, broadly 
conceptualized as the network of relationships characterized by trust, reciprocity, shared norms, and 
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 mutual support, enables entrepreneurs to access critical resources, enhance collaboration, and 
strengthen community engagement. For organic entrepreneurs, who often operate in resource-
constrained environments, leveraging social capital can serve as a key strategy to navigate complex 
market dynamics and align business operations with ecological and ethical values. 

Review of Literature 

The concept of social capital has been widely examined in the context of sustainable development, 
particularly within grassroots and organic entrepreneurial ecosystems. Gowdru Nithya et al. (2023) 
studied smallholder organic and conventional farmers in Karnataka, noting that organic practitioners 
demonstrated higher levels of institutional trust and network participation. Dangi and Narula (2021) 
argued that local organic markets encouraged community engagement, trust-building, and resource 
efficiency. 

Bhattacharjee (2023) documented how organic farmers in Delhi NCR utilized direct selling models 
during the COVID-19 pandemic, underscoring the importance of proximity and relational ties in 
building resilience. Joshi et al. (2024) explored the role of self-efficacy and social capital in improving 
the performance of farmer producer organizations (FPOs) in Chhattisgarh. Similarly, Mahato and Jha 
(2024) showed how community-based networks empower indigenous women through 
entrepreneurship. 

Anitha and Murugan (2022) revealed that cooperatives in Tamil Nadu leveraged bonding social capital 
to reduce costs and improve logistics. Kavitha and Balasubramanian (2021) found that informal 
alliances in Kerala’s organic tea industry improved branding and collective negotiation. In Gujarat, Patel 
and Sharma (2020) noted that shared norms within farming communities helped reduce chemical 
dependency. Kumar and Singh (2022) highlighted trust as a central pillar in Maharashtra's organic value 
chains. Reddy and Das (2023) stressed the influence of digital community platforms on consumer 
education in Bengaluru’s urban organic startups. 

Objectives of the Study 

To examine how organic entrepreneurs in Tamil Nadu leverage social capital to overcome structural 
challenges and advance sustainable operations. 

To identify and analyze the key dimensions of social capital through thematic analysis of qualitative 
data. 

To develop a conceptual model linking social capital with strategic practices for resilient and 
sustainable organic entrepreneurship. 

 

 

 

Research Methodology 



 

 
ISBN code 978-93-83302-77-2  P a g e  | 3
  
  
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

International Operations Management Conference on Reengineering Business 
Ecosystems:  Synergies and Innovations in Operations and Beyond – August 18, 2025 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 This study employed a mixed-methods approach to capture both the breadth and depth of insights 
from organic entrepreneurs. The research was conducted in three districts of Tamil Nadu, Coimbatore, 
Erode, and Tirupur known for active engagement in organic farming and related value chains. 

A purposive sampling method was used to select 24 social entrepreneurs involved in the organic 
product ecosystem. Participants represented diverse domains such as farming, food processing, herbal 
product manufacturing, and biodegradable sanitary products. 

Structured Surveys were administered to gather quantitative data on demographic profiles, 
entrepreneurial motivation, access to capital, and sustainability metrics. Semi-structured Interviews, 
conducted both in-person and via telephone, provided qualitative insights into challenges, success 
strategies, and the role of social capital in business operations. 

Thematic Analysis was employed to categorize qualitative data into emerging themes such as trust, 
networking, norms, and cost efficiency. A conceptual model was developed to visualize the 
interlinkages between social capital dimensions and sustainability outcomes. 

Thematic Analysis 

Thematic analysis was conducted using the transcribed interview data and researcher notes from the 
field. The responses were organized and coded into recurring themes. This approach helped in distilling 
nuanced understandings of how social capital elements influence sustainable practices across varied 
entrepreneurial domains. 

Table 5.1-Profile of Study Participants 

Category Count Percentage Examples 

Farmers 10 41.6% Vegetables, Fruits 

Food Processors 6 25.0% Pickles, Snacks 

Herbal Product Manufacturers 5 20.8% Herbal oils, Cosmetics 

Sanitary Napkin Producers 3 12.5% Eco-friendly hygiene products 

 

The data reflects the distribution of participants or contributors across four main categories. Farmers 

constitute the largest group, accounting for 41.6% of the total. They are primarily involved in the 

production of vegetables and fruits, highlighting a strong foundation in raw agricultural produce. Food 

Processors make up 25.0%, focusing on value-added items such as pickles and snacks, which suggests 

an emphasis on preserving and enhancing farm outputs. Herbal Product Manufacturers represent 

20.8% of the group, offering items like herbal oils and cosmetics, indicating a niche in wellness and 

natural skincare. Finally, Sanitary Napkin Producers form 12.5%, contributing eco-friendly hygiene 

products that align with sustainable and health-conscious consumer trends. This distribution shows a 

balanced mix of primary producers and value-added product creators, with a notable lean toward 

natural and eco-conscious offerings.  
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 Table 5.2-Thematic Analysis: Codes and Themes in Organic Product Promotion 

Theme Code Description Example Implication 

  

  

  

  

Trust-Building 

Customer 

Testimonials 

Using real 

customer 

feedback to 

build trust 

"Customers 

share their 

experiences on 

social media, 

increasing brand 

credibility." 

Positive 

testimonials 

attract new 

customers and 

enhance loyalty. 

Transparency in 

Sourcing 

Providing clear 

information on 

product origins 

"We provide QR 

codes on 

packaging so 

buyers can trace 

product 

sources." 

Consumers trust 

brands that offer 

traceability and 

authenticity. 

Quality 

Assurance 

Ensuring high 

product 

standards to 

maintain 

consumer trust 

"We obtain 

organic 

certification to 

verify our 

farming 

practices." 

Certification 

and quality 

checks reinforce 

long-term 

consumer trust. 

  

  

  

  

Networking 

Community 

Engagement 

Hosting 

workshops, 

events, and local 

initiatives 

"We conduct 

awareness 

programs in 

colleges and 

NGOs." 

Strengthens 

local 

partnerships and 

increases 

community-

driven 

promotion. 

Direct Farmer 

Interaction 

Building 

relationships 

between 

consumers and 

farmers 

"We host farm 

visits so 

customers can 

see how their 

food is grown." 

Direct 

engagement 

enhances trust 

and builds loyal 

customer bases. 

Influencer 

Collaborations 

Partnering with 

social media 

influencers for 

promotions 

"We collaborate 

with eco-

conscious 

influencers to 

promote our 

products." 

Digital 

partnerships 

expand brand 

visibility and 

reach younger 

audiences. 

  Sustainable 

Packaging 

Eco-friendly 

packaging to 

"We use 

biodegradable 

Sustainable 

practices align 
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Shared Norms 

& Values 

align with 

sustainability 

values 

packaging 

instead of 

plastic." 

with consumer 

expectations for 

ethical brands. 

Traditional 

Farming 

Methods 

Utilizing natural 

and chemical-

free farming 

practices 

"We rely on crop 

rotation and 

organic compost 

instead of 

synthetic 

fertilizers." 

Traditional 

methods 

preserve soil 

health and 

reinforce 

organic 

authenticity. 

Ethical Business 

Practices 

Aligning 

company values 

with organic and 

eco-conscious 

missions 

"We source 

ingredients 

exclusively 

from fair-trade 

suppliers." 

Ethical sourcing 

enhances brand 

reputation and 

consumer 

loyalty. 

  

  

Consumer 

Education 

Awareness 

Campaigns 

Efforts to 

educate 

consumers 

about organic 

products 

"We organize 

free workshops 

on the benefits 

of organic 

food." 

Educated 

consumers are 

more likely to 

adopt 

sustainable 

consumption 

habits. 

Social Media 

Marketing 

Use of platforms 

like Instagram 

& Facebook for 

promotions 

"We share 

behind-the-

scenes farm 

processes on 

Instagram 

stories." 

Digital 

engagement 

builds 

transparency 

and encourages 

direct 

interaction. 

Informational 

Content 

Blogs, videos, 

and articles to 

educate 

customers 

"We publish 

blogs about the 

impact of 

pesticides on 

health." 

Informative 

content 

positions brands 

as industry 

leaders and 

trusted sources. 

  

  

  
Free Samples 

Providing trial 

products to 

attract potential 

customers 

"We distribute 

free samples at 

farmer’s 

markets and 

health expos." 

Sampling 

lowers purchase 

hesitation and 

increases brand 

trial rates. 
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Cost 

Management 
Pricing 

Strategies 

Competitive 

pricing to attract 

more buyers 

"We offer tiered 

pricing for bulk 

purchases and 

subscriptions." 

Flexible pricing 

models 

encourage long-

term customer 

commitment. 

Bulk Purchasing 

& Discounts 

Offering cost-

effective options 

for customers 

"We give 

discounts to 

customers who 

bring their own 

reusable 

packaging." 

Discounts and 

incentives boost 

customer 

retention and 

repeat 

purchases. 

 

The theme of Trust-Building emphasizes the importance of authenticity and credibility in marketing. 
Customer testimonials serve as powerful tools to build trust, as real experiences shared on platforms 
like social media enhance brand credibility and attract new buyers. Transparency in sourcing, such as 
using QR codes that allow consumers to trace product origins, reinforces authenticity and creates 
confidence in the brand. Quality assurance through certifications like “organic” ensures consumers 
that products meet high standards, reinforcing long-term trust and loyalty. 

Community Engagement plays a crucial role in building meaningful connections. Hosting workshops, 
awareness events, and partnering with local organizations like colleges or NGOs strengthens 
community ties and encourages word-of-mouth promotion. Direct interaction with farmers, such as 
organizing farm visits, fosters transparency and builds customer loyalty by allowing buyers to witness 
firsthand how their food is produced. Collaborations with eco-conscious influencers also help brands 
expand their digital presence and connect with younger, socially aware audiences. 

The theme of Shared Norms and Values focuses on aligning brand practices with consumer 
expectations. Using sustainable packaging, like biodegradable alternatives to plastic, demonstrates a 
commitment to environmental responsibility and resonates with eco-conscious consumers. Adopting 
traditional, chemical-free farming methods reinforces authenticity and contributes to long-term soil 
health. Ethical business practices—such as sourcing ingredients from fair-trade suppliers—enhance 
brand image and build loyalty by aligning with customers' ethical and social values. 

Consumer Education is another key pillar in influencing purchasing decisions. Brands that conduct 
awareness campaigns and offer free workshops about the benefits of organic products help consumers 
make informed, health-conscious choices. Social media marketing, especially when it includes behind-
the-scenes content, promotes transparency and encourages direct interaction with the brand. 
Informational content in the form of blogs, articles, and videos positions the brand as a trusted expert 
and reinforces consumer confidence. 

Lastly, Cost Management strategies ensure affordability without compromising quality. Offering free 
samples at local events reduces buyer hesitation and increases product trial. Strategic pricing—such 
as offering bulk discounts or subscription plans—makes organic products more accessible and 
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 encourages long-term commitment. Incentives like discounts for customers who bring reusable 
packaging not only promote sustainability but also improve customer retention and brand loyalty. 

 

Conceptual Model 

 

 

Findings and Analysis 

Factors Influencing Social Capital Formation 

Trust-building mechanisms such as transparency in sourcing, third-party certification, and customer 
testimonials emerged as core influencers. 

Networking activities including community outreach, farmer-consumer interactions, and digital 
influencer collaborations enhanced visibility and credibility. 

Shared norms and eco-values, including ethical sourcing, sustainable packaging, and traditional 
farming methods, aligned businesses with consumer expectations and strengthened community 
bonds. 

Themes Identified Through Thematic Analysis 

Thematic coding of interviews and field notes led to five major themes: 

Trust-Building: Anchored in product quality, transparency, and verified certifications. 

Networking: Driven by local partnerships, digital marketing, and grassroots engagement. 

Shared Norms & Values: Reflected in environmentally and ethically conscious business 

practices. 
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 Consumer Education: Enabled through awareness drives, social media campaigns, and content 
creation. 

Cost Management: Strategies like free sampling, flexible pricing, and bulk discounts supported 
affordability without compromising values. 

Development of the Conceptual Model 

The study culminated in a conceptual model depicting how dimensions of social capital (trust, 
networking, and shared norms) influence: 

Strategic processes (community education, engagement, and resource sharing), 

Business resilience (overcoming market access barriers and awareness gaps), 

And long-term sustainability and growth (via scalable, ethical, and eco-friendly practices). 

The model illustrates dynamic interlinkages among social capital, entrepreneurial strategies, and 
sustainable outcomes. 

Conclusion and Implications 

The study concludes that social capital is a critical enabler of sustainable entrepreneurship in the 
organic product sector. Among organic entrepreneurs in Tamil Nadu, key dimensions of social capital - 
trust, networking, and shared norms play a central role in shaping operational strategies while also 
fostering long-term growth and resilience. 

Thematic analysis revealed that social capital is actively built and sustained through: 

Transparent communication and ethical business practices, 

Strategic community engagement and digital outreach, 

Strong alignment with shared eco-conscious values. 

The conceptual model developed in this study visually illustrates how these dimensions of social 
capital connect with strategic practices and sustainability outcomes. It presents a dynamic ecosystem 
where relational assets like trust and cohesion translate into tangible business success and community-
based growth. 

Implications 

For entrepreneurs, the findings emphasize the need to embed trust and transparency as core business 
values. Actions such as ensuring product traceability, obtaining credible certifications, and practicing 
honest marketing can significantly strengthen customer loyalty and credibility. 

Networking and partnerships both offline (e.g., with farmers, NGOs, local communities) and online 
(e.g., through social media and influencer collaborations) are also essential to expanding market access 
and brand visibility. 

Finally, aligning business models with community values around sustainability and fairness 

not only differentiates organic ventures in a competitive market but also deepens their social 

impact and consumer connection. These insights are valuable for entrepreneurs, policymakers, 
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 and ecosystem enablers working to promote inclusive and sustainable business ecosystems in 

emerging economies. 
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