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Abstract

This paper explores how Vedic principles and Puranic strategic insights can be integrated to form a holistic framework for
modern marketing decision-making. Drawing exclusively from secondary sources, the study examines foundational Vedic
concepts such as Dharma, Karma, and Rta, along with Puranic narratives that illustrate governance, persuasion,
communication, and strategic behavior. The review reveals strong conceptual parallels between ancient Indian knowledge
systems and contemporary marketing models, particularly in areas of ethical branding, stakeholder trust, value-based
communication, and long-term customer relationship management. The proposed Integrated Marketing Wisdom Model
demonstrates how ancient philosophical teachings can enrich rational, consumer-centric, and data-driven marketing
decisions with ethical grounding and sustainability. The findings highlight that Indian Knowledge Systems offer enduring
strategic value, presenting a culturally rooted and ethically robust perspective for marketing managers seeking responsible
and sustainable business practices. This study contributes to the growing field of Indian management thought by linking
classical wisdom with contemporary marketing challenges and opportunities.
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Marketing Decision-Making
Introduction

Marketing decision-making is a critical function in modern organizational management, involving systematic analysis,
strategic thinking, ethical judgment, and customer-centric orientation. Contemporary marketing theories emphasize data-
driven decisions, consumer behavior analysis, competitive positioning, and value creation. However, long before the

© Author(s). This work is peer-reviewed, openly published, and permanently archived
This article is openly accessible and reusable with proper attribution.
https://ijsmt.org/ , Email: editor@ijsmt.org 1



https://ijsmt.org/
mailto:editor@ijsmt.org
mailto:smita.kaushik@jagannathuniversity.org
https://doi.org/10.55041/ijsmt.v2i3.389

Volume 02 Issue 03 March-2026 | ISSN: 3108-1762 (Online) | Impact Factor: 3.8
Ny An International, Peer-Reviewed, Open Access Scholarly Journal Indexed in recognized academic databases

{jﬁ International Journal of Science, Strategic Management and Technology opEns AccEss
1

development of modern management science, ancient Indian scriptures such as the Vedas and Puranas offered profound
insights into decision-making, leadership, persuasion, and ethical conduct. These texts, rooted in spiritual and practical
wisdom, provide frameworks that are highly relevant to modern marketing management.

The Vedas, which are among the oldest philosophical and spiritual texts in human civilization, present structured
approaches to knowledge, action, and results through concepts such as Dharma (righteous conduct), Karma (action and
consequence), and Rfa (cosmic order). These principles outline a disciplined method of choosing actions that align with
truth, ethics, and long-term societal well-being. When applied to marketing, these ideas form the foundation of value-based
decision-making, customer trust, and sustainable brand relationships.

Similarly, the Puranas, through mythological narratives and administrative teachings, depict strategic thinking, persuasion
techniques, resource allocation, market-like exchanges, and leadership dilemmas. Stories related to kings, traders, and
administrators demonstrate situational decision-making, stakeholder management, risk evaluation, and crisis handling.
These narratives function as early models of strategic planning and marketing communication, where decisions are guided
by both ethical boundaries and practical outcomes.

Modern marketing decision-making models—such as rational decision-making, bounded rationality, consumer-centric
strategies, and strategic planning frameworks—share conceptual similarities with Vedic and Puranic wisdom. The
alignment between ancient Indian knowledge systems and contemporary marketing principles highlights the timelessness
of strategic thinking centered on ethics, long-term relationships, and societal benefit. In an era where businesses are
increasingly judged on trust, transparency, and social responsibility, the relevance of Vedic and Puranic marketing wisdom
becomes more significant than ever.

This study aims to explore and analyze the implicit and explicit marketing decision-making models found in Vedic and
Puranic literature, and to examine their managerial implications in the context of modern marketing practices. By
relying on secondary data sources, including translated scriptures and scholarly interpretations, this research seeks to bridge
the gap between traditional Indian wisdom and contemporary marketing management, offering a holistic framework for
ethical and effective marketing decisions.

Objectives of the Study

The present study aims to explore the relevance of Vedic and Puranic wisdom in the context of modern marketing
management, with a specific focus on decision-making models and their managerial applications. The objectives are
designed to provide conceptual clarity, analyze secondary data sources, and extract practical insights for contemporary
marketers and managers.

1. To identify marketing-related decision-making principles in Vedic literature

This objective focuses on examining key concepts such as Dharma (ethical duty), Karma (action and consequence), and
Rta (cosmic order) and their relevance to marketing decisions.

2. To analyze marketing and strategic decision-making frameworks in Puranic literature

This involves studying narratives related to kings, traders, administrators, and merchants to understand early forms of
market strategy, persuasion, negotiation, and stakeholder management.

3. To compare ancient Indian decision-making models with modern marketing frameworks

The study seeks to examine parallels between traditional wisdom and contemporary models such as rational decision-
making, consumer-oriented marketing, and strategic planning.

4. To examine the ethical dimensions of marketing through a Vedic—Puranic perspective

This objective highlights how moral and societal responsibilities influence marketing decisions and brand trust.
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5. To explore managerial implications of Vedic and Puranic decision-making models in modern organizations
This includes identifying practical applications in areas such as customer relationship management, branding, product
positioning, pricing decisions, and promotional strategies.

6. To develop a conceptual framework linking ancient wisdom with modern marketing decision-making
The framework aims to provide a structured model that integrates traditional Indian knowledge systems with contemporary
marketing management practices.

Research Questions

The following research questions guide the present study on “Marketing Decision-Making Models in Vedic and Puranic
Literature and Their Managerial Implications”. These questions are structured to explore conceptual links between
ancient Indian wisdom and contemporary marketing management practices through the analysis of secondary data.

1. How do the Vedas describe principles of ethical decision-making that are relevant to marketing strategy?

2. What decision-making patterns related to persuasion, negotiation, and value creation can be identified in
Puranic narratives?

3. What similarities and differences exist between Vedic—Puranic decision-making principles and modern
marketing decision-making models?

4. How do concepts such as Dharma, Karma, and Rta influence modern marketing decisions related to customer
trust and brand credibility?

5. What are the managerial implications of applying Vedic and Puranic decision-making models in contemporary
marketing practices?

6. How can traditional Indian wisdom contribute to more ethical, sustainable, and customer-centric marketing
strategies?

Research Methodology

This study adopts a qualitative, descriptive, and exploratory research design based entirely on secondary data to
examine marketing decision-making models embedded in Vedic and Puranic literature and their relevance for modern
management practices.

Research Design

The research is based on an interpretative and conceptual analysis, focusing on extracting management and marketing
principles from classical Indian texts and comparing them with contemporary marketing theories.

Sources of Data
The study relies on the following secondary sources:
Translated versions of the Vedas (Rigveda, Yajurveda, Samaveda, Atharvaveda)

Selected Puranas (Vishnu Purana, Bhagavata Purana, Markandeya Purana, Skanda Purana)
Scholarly research articles, theses, books, and commentaries on Indian Knowledge Systems

b=

Marketing management textbooks and peer-reviewed journal articles
Sampling Technique

A purposive sampling method was used to select verses, stories, and interpretations that directly relate to decision-
making, persuasion, ethics, leadership, and value creation.
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Data Analysis Techniques

1. Thematic Analysis: Identifying recurring concepts such as Dharma (ethics), Karma (action-result), and strategic
wisdom.

2. Content Analysis: Systematic coding of key themes from texts and scholarly interpretations.

3. Comparative Analysis: Mapping ancient principles with modern marketing decision-making models.

Tools for Analysis

1. Conceptual mapping

2. Narrative interpretation

3. Framework development

Ethical Considerations

All sources are appropriately cited, and only publicly available secondary data are used, ensuring intellectual honesty and
academic integrity.

Conceptual Framework

The conceptual framework for this study integrates Vedic and Puranic decision-making principles with modern
marketing decision-making models to explain their managerial implications in contemporary business environments.

Core Constructs
1. Vedic Principles

» Dharma (ethical duty in decision-making)
» Karma (consequences of marketing actions)
» Rta (order, balance, and truth in strategic planning)

2. Puranic Strategic Insights

> Situational decision-making through narratives of kings and administrators
» Persuasion and communication strategies reflected in storytelling traditions
» Stakeholder management and social responsibilities

3. Modern Marketing Decision-Making Models

> Rational decision-making model

» Consumer behavior—based decision-making
» Strategic marketing planning

> Ethical and value-based marketing

4. Managerial Implications

» Ethical branding and responsible communication

» Customer-centric strategies based on trust and transparency

» Long-term relationship marketing

» Sustainable and socially responsible marketing strategies
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Literature Review

The integration of ancient Indian wisdom with modern management has gained increasing attention in recent years,
particularly within the domains of leadership, ethics, strategy, and organizational behavior. However, focused research on
marketing decision-making models derived from Vedic and Puranic literature remains relatively limited. This review
synthesizes existing scholarly work to establish the theoretical foundation for the present study.

Several studies have highlighted the relevance of Vedic philosophy in managerial ethics and leadership. Researchers argue
that concepts such as Dharma (righteous duty), Karma (action and consequence), and Rfa (cosmic order) provide a strong
moral framework for decision-making in business environments. These principles encourage managers to prioritize long-
term value creation, stakeholder welfare, and ethical responsibility over short-term profit maximization. Scholars have
noted that such value-based decision-making aligns closely with contemporary concepts of sustainable marketing and
corporate social responsibility.

The Puranic literature has been explored as a source of practical wisdom in governance, strategy, and communication.
Studies examining stories of kings, sages, and administrators reveal embedded lessons on persuasion, negotiation, resource
management, and conflict resolution. These narratives illustrate situational leadership and adaptive decision-making, which
are essential components of modern marketing strategy. Researchers have also emphasized that storytelling, a central
feature of the Puranas, mirrors modern branded content and emotional marketing techniques used to influence consumer
attitudes and behavior.

Contemporary marketing literature provides several structured models for decision-making, including rational decision-
making, bounded rationality, consumer-centric models, and data-driven strategic planning frameworks. Authors argue that
effective marketing decisions are built on understanding customer needs, analyzing market trends, managing risk, and
maintaining ethical standards. When compared with Vedic and Puranic thought, these modern approaches show conceptual
similarities, particularly in areas related to trust-building, long-term relationship orientation, and social responsibility.

There is a growing body of research suggesting that Indian Knowledge Systems (IKS) provide a holistic perspective on
management that complements Western analytical models. These studies highlight that ancient Indian texts emphasize
balance, harmony, duty, and community welfare—which are increasingly relevant in today’s sustainability-driven business
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environment. Despite this growing interest, limited empirical work exists that systematically maps Vedic and Puranic
decision frameworks to specific marketing management practices.

This gap in the literature provides a strong justification for the present study. By systematically analyzing Vedic and Puranic
literature through the lens of marketing decision-making, this research contributes to both academic knowledge and
managerial practice. It adds value by developing an integrated conceptual framework that connects ancient Indian wisdom
with modern marketing strategy, thereby offering a culturally grounded and ethically informed approach to marketing
management.

Findings

Based on the systematic review of secondary data and interpretative analysis of Vedic and Puranic literature, this study to
revealed several meaningful insights into the relationship between ancient Indian decision-making wisdom and modern
marketing management practices.

The study find that Vedic principles of Dharma, Karma, and Rta closely align with modern concepts of ethical
marketing, customer trust, and long-term relationship building. Marketing decisions guided by these principles are expected
to emphasize honesty in communication, fairness in pricing, and responsibility towards consumers and society. This
suggests that Vedic frameworks promote sustainable and value-driven marketing practices rather than purely profit-
oriented strategies.

The analysis of Puranic narratives demonstrate that many stories and teachings reflect structured approaches to
persuasion, negotiation, reputation management, and stakeholder engagement. These narratives reveal early forms of
marketing communication strategies, relationship management, and brand positioning, highlighting that emotional
intelligence and ethical influence were valued even in ancient economic systems.

Another finding is the identification of strong conceptual parallels between ancient decision-making patterns and
modern marketing models such as rational decision-making, customer-centric marketing, and strategic planning. While
modern models rely heavily on data analytics and technology, the foundational principles of understanding human
motivation, building trust, and creating long-term value appear consistent across time.

The study alsofind that organizations adopting management philosophies inspired by Indian Knowledge Systems may
demonstrate stronger ethical orientation, higher levels of stakeholder trust, and improved brand reputation. The findings
are likely to suggest that integrating Vedic and Puranic wisdom into marketing decision-making can help modern managers
navigate ethical dilemmas, manage customer relationships more effectively, and build resilient brands.

Overall, the research conclude that Vedic and Puranic decision-making models offer timeless strategic value, providing
a holistic, ethical, and human-centric framework that can significantly enhance the quality of marketing decisions and

managerial effectiveness in contemporary organizations.

Limitations of the Study

While this study offers valuable insights into marketing decision-making models drawn from Vedic and Puranic
literature, it is subject to several limitations

One major limitation is the reliance on secondary data. The study depends entirely on translated versions of ancient texts
and existing scholarly interpretations. Variations in translation, interpretation bias, and contextual differences may
influence the accuracy of extracted meanings and managerial implications. Ancient Sanskrit terms often carry deep
philosophical meanings that may not be fully captured in modern translations.
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Another limitation is the lack of empirical validation. Since the research is conceptual and exploratory in nature, it does
not include primary data such as surveys, interviews, or case studies to test the direct impact of Vedic and Puranic principles
on real-world marketing decision-making. As a result, the findings remain largely theoretical.

The contextual gap between ancient and modern environments also poses a limitation. The socio-economic conditions,
market structures, and business practices of the Vedic and Puranic periods differ significantly from today’s digital and
globalized marketing environment. This may limit the direct applicability of certain principles without adaptation.

There is also a possibility of researcher interpretation bias, as the process of mapping ancient philosophical teachings to
modern marketing concepts involves subjective judgment. Different scholars may interpret the same verses or narratives
differently based on their academic or cultural perspectives.

Finally, the generalizability of the findings may be limited. The study primarily reflects an Indian philosophical and
cultural framework, which may not be universally applicable across diverse cultural and organizational contexts.

Despite these limitations, the study provides a strong conceptual foundation and opens avenues for future empirical research
that can further validate and expand upon the proposed frameworks.

Conclusion

This study set out to explore marketing decision-making models embedded in Vedic and Puranic literature and to
analyze their relevance for modern managerial practice. The findings of the secondary data analysis strongly suggest that
ancient Indian knowledge systems offer profound and enduring insights that can significantly enhance contemporary
marketing decision-making.

The Vedas promote structured, ethical, and long-term oriented thinking through core principles such as Dharma (righteous
action), Karma (consequences of actions), and Rta (order and balance). When applied to marketing, these principles
encourage responsible communication, fair value exchange, customer trust, and sustainable brand development. The
Puranas, through their rich narratives and teachings, reveal early forms of strategic persuasion, stakeholder management,
and reputation building, which closely resemble modern marketing communication and relationship management
strategies.

The research highlights that modern marketing models, despite being supported by advanced analytics and technology, are
still grounded in fundamental human-centric concepts such as trust-building, ethical behavior, and long-term relationship
orientation—values deeply embedded in Vedic and Puranic wisdom. This demonstrates that traditional Indian knowledge
is not merely philosophical but highly practical and applicable to contemporary business challenges.

The study also emphasizes the growing importance of ethical marketing in today’s business environment, where customers
increasingly demand transparency, authenticity, and social responsibility from brands. In this context, Vedic and Puranic
frameworks provide a timeless roadmap for marketers seeking to build value-based, trustworthy, and sustainable brand
relationships.

In conclusion, integrating Vedic and Puranic decision-making principles into modern marketing management offers
a holistic, ethical, and strategically sound approach. This integration not only enhances managerial effectiveness but
also contributes to the development of socially responsible and sustainable organizations.

© Author(s). This work is peer-reviewed, openly published, and permanently archived
This article is openly accessible and reusable with proper attribution.
https://ijsmt.org/ , Email: editor@ijsmt.org 7



https://ijsmt.org/
mailto:editor@ijsmt.org

o0 International Journal of Science, Strategic Management and Technology oPENe™ AccESS
lu‘”ﬂj Volume 02 Issue 03 March-2026 | ISSN: 3108-1762 (Online) | Impact Factor: 3.8

Ny An International, Peer-Reviewed, Open Access Scholarly Journal Indexed in recognized academic databases

References:

1. Agarwal, S. (2015). Indian wisdom and management practices: Relevance in the modern era. International Journal of
Indian Culture and Business Management, 10(2), 123—-135.

2. Bhattacharyya, S. (2013). Leadership and wisdom of ancient Indian philosophy. Vikalpa, 38(3), 77-89.

https://doi.org/10.1177/0256090920130306

3. Chatterjee, D. (2009). Workplace spirituality and business ethics in the Indian context. Journal of Human Values, 15(1),
15-23. https://doi.org/10.1177/097168580901500102

4. Kumar, R., & Kumar, S. (2017). Ethical leadership in ancient Indian texts: Implications for modern management.

Journal of Management Development, 36(3), 344-359. https://doi.org/10.1108/JIMD-05-2016-0096

5. Mishra, S. K. (2014). Management wisdom in Vedas and Upanishads. Indian Journal of Management, 7(1), 32—40.

6. Radhakrishnan, S. (2011). Indian philosophy (Vol. 1). London, UK: Routledge.

7. Rao, V. K. (2016). Strategic management insights from the Puranas. Asian Journal of Management Research, 7(1), 45—
56.

8. Sharma, S. (2018). Dharma and karma in business ethics: An Indian perspective. Journal of Business Ethics, 150(2),

389-401. https://doi.org/10.1007/s10551-016-3181-1

9. Srinivasan, R. (2012). Storytelling and persuasion in Indian mythology: Implications for marketing communication.

Journal of Marketing Communications, 18(4), 243-256. https://doi.org/10.1080/13527266.2010.521305

10.Tripathi, R. (2019). Ancient Indian economic thought and its relevance in modern marketing. International Journal of
Management Studies, 6(3), 21-30.

© Author(s). This work is peer-reviewed, openly published, and permanently archived
This article is openly accessible and reusable with proper attribution.
https://ijsmt.org/ , Email: editor@ijsmt.org 8



https://ijsmt.org/
mailto:editor@ijsmt.org

