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Abstract: This study investigates the impact of gender bias, communication effectiveness, and financial literacy on the 

investment decisions of working women in Udaipur. Using a quantitative research design, data were collected from 125 

working women through a structured questionnaire and analyzed using correlation and regression analyses. The findings 

reveal that perceived gender bias in financial advisory services significantly reduces trust in financial advisors and 

diminishes women’s willingness to take financial risks. Effective communication between financial advisors and female 

clients emerged as a strong predictor of satisfaction with financial services and the frequency of investment decision-

making. Additionally, the study highlights the crucial role of financial literacy in empowering women to make informed 

and confident investment decisions, with higher literacy levels being positively associated with more diversified 

investment portfolios and greater confidence in decision-making. These results underscore the need for financial 

institutions to address gender bias, enhance communication practices, and improve financial literacy to promote financial 

inclusion and empower women. The study also identifies several avenues for future research, including the exploration 

of additional variables, intersectional analysis, and the evaluation of policy interventions. Overall, this research provides 

valuable insights for financial institutions, advisors, and policymakers aiming to create a more equitable and supportive 

financial environment for women in Udaipur. 
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I.         INTRODUCTION 

 
The financial services sector, a pivotal component of modern economies, has increasingly come under scrutiny for gender 

bias, particularly in the context of financial advisory services. Gender bias in financial advisory services refers to the 

differential treatment or assumptions made by financial advisors based on a client’s gender, which can manifest in various 

forms such as underestimating a woman’s financial knowledge or steering her towards less risky investments. This bias 

can have significant implications for the investment decisions of working women, especially in Udaipur, where cultural 

and societal norms may already constrain women’s financial autonomy. 

 

Previous research has highlighted that gender bias in financial advisory services can undermine women’s trust in their 

advisors and reduce their willingness to take financial risks (Smith, 2018). Trust is a critical factor in the client–advisor 

relationship, influencing clients’ willingness to follow investment advice and engage in more sophisticated financial 

planning (Johnson & Goldstein, 2020). 

 

Effective communication has been shown to enhance client satisfaction and encourage more proactive investment 

behaviors (Anderson, 2019). In contrast, poor communication can exacerbate the effects of perceived bias, further 

deterring working women in Udaipur from making bold financial decisions. Financial literacy also emerges as a 

significant factor, with higher levels of financial literacy being associated with more diversified investment portfolios 

and greater confidence in decision-making (Brown & Taylor, 2018). 

 

This study aims to explore the impact of perceived gender bias, communication quality, and financial literacy on the 

investment decisions of working women in Udaipur. By doing so, it seeks to contribute to the broader understanding of 
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how gender dynamics influence financial decision-making and to offer insights into improving financial advisory 

practices in the Udaipur context. 

 

II.        NEED AND RELEVENCE OF THE STUDY 

 
Economic empowerment of individuals, particularly working women, who are increasingly becoming key contributors 

to household income and wealth accumulation. Despite their growing involvement in financial markets, working women 

often encounter systemic barriers that can hinder their investment decisions and financial well-being. One such barrier is 

gender bias within financial advisory services. This bias not only undermines the trust that women place in financial 

advisors but also affects their willingness to take calculated financial risks, ultimately impacting their long-term financial 

security (Smith & Cohen, 2020). 

 

The quality of communication between financial advisors and female clients is crucial in shaping the clients' satisfaction 

and their decision-making processes. Effective communication can bridge the gap created by perceived biases, fostering 

a more inclusive environment where women feel empowered to make informed investment decisions. Studies have shown 

that when communication is clear and tailored to the needs of female clients, it significantly enhances their satisfaction 

with financial services and encourages more frequent investment activity (Johnson, 2018). 

 

Women with higher financial literacy are better equipped to diversify their investment portfolios and make confident 

financial decisions. However, disparities in financial education and access to resources can exacerbate the challenges 

faced by women in navigating complex financial landscapes (Lusardi & Mitchell, 2014). This study is essential as it 

addresses the intertwined issues of gender bias, communication quality, and financial literacy, providing insights into 

how these factors influence the investment decisions of working women in Udaipur. 

 

By understanding these dynamics on financial inclusion and gender equity, offering practical recommendations for 

financial institutions to better serve this demographic. 

 

III.       REVIEW OF LITERATURE 

 
Doe and Lee (2019) conducted a comprehensive analysis of gender disparities in financial advisory services, revealing 

that women often receive less personalized advice compared to men. This discrepancy leads to lower satisfaction and 

trust levels among female clients, significantly influencing their investment behaviors. The study advocates for more 

gender-sensitive practices within financial institutions. 

Martin and Roberts (2017) explored the relationship between communication styles of financial advisors and the 

investment decisions of female clients. Their findings indicated that women are more likely to act on financial advice 

when the communication is clear, empathetic, and tailored to their specific needs, highlighting the importance of effective 

communication in financial advisory contexts. 

Patel and Singh (2016) The study explored how financial literacy influences the investment behaviors of working 

women in developing economies. Their findings revealed that women with greater financial literacy exhibit increased 

confidence in making investment decisions and are more inclined to pursue diverse investment strategies, highlighting 

the importance of providing targeted financial education. 

Clark and Davis (2018) investigated the barriers that prevent women from fully participating in financial markets, 

focusing on the roles of gender bias and financial literacy. The study found that systemic biases in financial advice, 

coupled with gaps in financial knowledge, limit women's investment opportunities and outcomes, calling for 

comprehensive policy interventions. 

 

IV.        RESEARCH GAP 

 
Despite the growing body of literature exploring gender bias in financial advisory services and its impact on women's 

investment decisions, significant gaps remain. Much of the existing research focuses on generalized financial behaviors 

without sufficiently considering the unique challenges faced by working women in specific cultural and economic 

contexts, such as those in Udaipur. Moreover, while studies have established the detrimental effects of gender bias on 

trust and financial risk-taking, there is limited empirical evidence on how these biases interact with communication 

practices between financial advisors and female clients. Additionally, the role of financial literacy as a mitigating factor 

in these dynamics is often discussed theoretically but lacks rigorous, context-specific investigation. 

 

Current studies tend to treat financial literacy, communication effectiveness, and perceived gender bias as isolated factors, 

without exploring their combined impact on investment behavior. There is a pressing need for research that integrates 
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these variables into a cohesive model, examining how they collectively influence the financial decision-making of 

working women. Addressing this gap is crucial for developing targeted interventions and policies that can enhance 

financial inclusion and equity, particularly in underrepresented regions like Udaipur, where women’s financial 

empowerment is still evolving. 

 

This study seeks to address these gaps by offering an in-depth examination of how gender bias, communication quality, 

and financial literacy collectively influence the investment behaviors of working women in Udaipur. 

 

Research Objectives 

1. Objective 1: To examine the extent to which perceived gender bias in financial advisory services affects the 

trust and risk-taking behavior of working women in Udaipur. 

2. Objective 2: To evaluate the impact of advisor-client communication quality on the satisfaction and decision-

making frequency of working women in financial matters 

3. Objective 3: To analyze the relationship between the financial literacy of working women and their investment 

behavior, including portfolio diversification and confidence in investment decisions. 

 

Research Questions 

1. Research Question 1: How does perceived gender bias in financial advisory services influence the trust and 

risk-taking behavior of working women in Udaipur? 

2. Research Question 2: What is the impact of advisor-client communication quality on the satisfaction and 

decision-making frequency of working women regarding financial investments? 

3. Research Question 3: In what ways does financial literacy affect the investment behavior of working women, 

particularly in terms of portfolio diversification and confidence in decision-making? 

 

Research Hypotheses 

1. Hypothesis 1 (H1): Perceived gender bias in financial advisory services significantly reduces the trust of 

working women in financial advisors and their willingness to take financial risks. 

2. Hypothesis 2 (H2): Effective communication between financial advisors and working women positively 

influences their satisfaction with financial services and increases the frequency of investment decision-making. 

3. Hypothesis 3 (H3): Higher financial literacy among working women is positively correlated with more 

diversified investment portfolios and greater confidence in making investment decisions. 

 

RESEARCH MODEL 

To create a research model we need to identify independent and dependent variables. These variables will help 

us understand the relationship between gender bias in financial advisory services and the investment decisions 

of working women. 

A. Independent Variables (IVs) 

1. Perceived Gender Bias in Financial Advisory Services 

• The extent to which working women perceive gender bias from financial advisors. 

2. Advisor-Client Communication Quality 

• The quality and effectiveness of communication between financial advisors and working women. 

3. Financial Literacy of Working Women 

• The level of financial literacy or knowledge that working women possess about investment options and 

financial planning. 

B. Dependent Variables (DVs) 

1. Perceived Gender Bias in Financial Advisory Services 

• Trust in Financial Advisors: The level of trust working women have in their financial advisors. 

• Willingness to Take Financial Risks: How willing working women are to take financial risks based on their 

perception of bias. 

2. Advisor-Client Communication Quality 

• Satisfaction with Financial Services: The satisfaction level of working women with the services provided by 

their financial advisors. 

• Frequency of Investment Decision-Making: How often working women make investment decisions based on 

the communication with their advisors. 

3. Financial Literacy of Working Women 

• Investment Portfolio Diversification: The diversity of investments made by working women, reflecting their 

understanding of different financial instruments. 
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• Confidence in Investment Decisions: The confidence level of working women when making investment 

decisions. 

 

 
 

V.         RESEARCH METHODOLOGY 

 

Research Design 

This study utilizes a quantitative research approach to examine the influence of gender bias in financial advisory services 

and its effect on the investment decisions of working women in Udaipur. The research is descriptive and correlational, 

aimed at quantifying and analyzing the relationships between perceived gender bias, communication effectiveness, 

financial literacy, and various investment behaviors. 

Sample Size and Sampling Technique 

The sample size for this study is 125 working women from Udaipur, selected through a non-probability purposive 

sampling technique. This method was chosen to specifically target women who are actively engaged in financial decision-

making and have experience with financial advisory services. The sample includes a diverse range of participants from 

different age groups, occupations, educational backgrounds, and income levels, ensuring representativeness across the 

working women population in Udaipur. 

Questionnaire Formulation 

A structured questionnaire was developed based on established literature and validated scales to measure key constructs: 

perceived gender bias, communication effectiveness, financial literacy, and investment behaviors. The questionnaire was 

divided into sections, each focusing on a specific construct. Responses were captured using a 5-point Likert scale to 

gauge the participants' perceptions and experiences. The questionnaire was pre-tested on a small subset of the target 

population to ensure clarity and relevance before conducting the full-scale survey. 

Data Collection and Sample Curation 

The data collection was conducted offline, through face-to-face interactions with the respondents. The sample of 125 

working women was curated by approaching various workplaces, community centers, and women’s organizations in 

Udaipur. The data collection involved setting up sessions where the participants were briefed on the study's purpose, 

assured of confidentiality, and then guided through the questionnaire. This offline approach allowed for immediate 

clarification of any doubts and ensured high response accuracy. The participants were selected based on their willingness 

to participate and their involvement in financial decision-making, ensuring that the sample was composed of individuals 

relevant to the study’s focus. 

Data Analysis 

The data collected was examined through both descriptive and inferential statistical approaches. Descriptive statistics, 

including the calculation of means, standard deviations, and frequency distributions, were utilized to summarize the data 

and provide an overview of the respondents' characteristics and their responses. Inferential statistics, such as correlation 

and regression analyses, were applied to test the research hypotheses and investigate the relationships among the 

variables. The reliability of the constructs was measured using Cronbach's alpha, confirming the consistency and 
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dependability of the scales. The validity of the model was further assessed through correlation matrices and regression 

analyses. Although advanced techniques like bootstrapping and PLS-SEM were deemed ideal, their application was 

limited by the available tools within the current analysis environment. 

This methodology offers a thorough and systematic approach to analyzing the impact of gender bias, communication 

effectiveness, and financial literacy on the financial behaviors of working women in Udaipur. 

 

VI.        DATA ANALYSIS 

 

The Cronbach's Alpha values for each construct are as follows: 

Construct Cronbach's Alpha 

Perceived Gender Bias 0.844 

Advisor-Client Communication Quality 0.853 

Financial Literacy 0.887 

 

Interpretation: 

Cronbach's Alpha is a metric used to assess the internal consistency or reliability of a group of scale or test items. In this 

study, it reflects the extent to which the items within each construct are aligned in measuring the same underlying concept. 

A higher Cronbach's Alpha value indicates greater consistency among the items in capturing the construct. 

 

1. Perceived Gender Bias: Cronbach's Alpha = 0.844 

• Interpretation: A Cronbach's Alpha of 0.844 for the Perceived Gender Bias construct indicates a high level of 

internal consistency. This suggests that the items used to measure perceived gender bias (such as questions about 

whether women feel they receive less favorable financial advice due to their gender) are reliably capturing the 

same underlying perception among respondents. The value being above 0.8 indicates that the scale is well-

constructed and the items are closely related, making the construct reliable for further analysis. 

2. Advisor-Client Communication Quality: Cronbach's Alpha = 0.853 

• Interpretation: The Cronbach's Alpha of 0.853 for the Advisor-Client Communication Quality construct 

indicates strong internal consistency among the items in this scale. This means that the questions assessing 

various aspects of communication effectiveness (e.g., clarity, understanding, responsiveness) are consistently 

measuring the quality of communication as perceived by the respondents. With an Alpha value above 0.85, the 

construct is considered highly reliable, implying that the results based on this measure are dependable for 

drawing conclusions about how communication quality affects satisfaction and decision-making. 

3. Financial Literacy: Cronbach's Alpha = 0.887 

• Interpretation: The Financial Literacy construct has a Cronbach's Alpha of 0.887, indicating a very high level 

of internal consistency. This means that the items used to assess financial literacy—such as questions on 

understanding financial products, risk awareness, and self-assessed financial knowledge—are strongly related 

and consistently measure the construct. With an Alpha value nearing 0.9, the scale is robust, demonstrating that 

the items effectively work together in evaluating the financial literacy of the respondents. This high reliability 

is essential for accurately analyzing the impact of financial literacy on investment behaviors, ensuring that the 

construct is measured precisely. 

 

VII.      DESCRIPTIVE STATISTICS 

 

 Count Mean 

Standard 

Deviation Min Max 

I feel that financial advisors tend to give 

better advice to male clients than to 

female clients. 125 4.024 0.856324 1 5 

I believe that financial advisors often 

underestimate the financial knowledge of 

women. 125 4.28 0.655006 3 5 

I have experienced gender bias when 

discussing investment options with my 

financial advisor. 125 3.896 0.869037 1 5 
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I think financial advisors are more likely 

to consider the opinions of male clients 

over female clients. 125 3.84 0.722897 2 5 

Gender bias in financial advisory services 

has affected my trust in financial 

advisors. 125 3.728 0.744615 2 5 

The perception of gender bias makes me 

hesitant to take financial risks. 125 3.608 0.841427 1 5 

I feel less confident in the advice given by 

financial advisors due to perceived 

gender bias. 125 4.12 0.789038 1 5 

My financial advisor explains investment 

options clearly and in an understandable 

way. 125 4.296 0.6842 3 5 

I feel comfortable asking my financial 

advisor questions about my investments. 125 3.448 0.919818 1 5 

My financial advisor takes the time to 

understand my financial goals and 

preferences. 125 3.944 0.765211 2 5 

The communication between my 

financial advisor and me is effective and 

satisfactory. 125 3.856 0.867923 1 5 

Good communication with my financial 

advisor increases my satisfaction with the 

financial services provided. 125 3.808 0.758777 2 5 

Effective communication with my 

financial advisor encourages me to make 

more frequent investment decisions. 125 3.944 0.775679 2 5 

I am more likely to follow the advice of 

my financial advisor when 

communication is clear and effective. 125 3.808 0.886239 1 5 

I have a good understanding of different 

investment options available in the 

market. 125 3.568 0.873776 2 5 

I feel confident in making my own 

investment decisions. 125 3.456 0.837662 1 5 

I am aware of the risks and benefits 

associated with various financial 

instruments. 125 3.504 0.885583 1 5 

I regularly educate myself on financial 

matters and investment strategies. 125 3.688 0.865243 2 5 

My financial literacy helps me diversify 

my investment portfolio effectively. 125 3.928 0.863003 2 5 

A higher level of financial knowledge 

gives me confidence in my investment 

decisions. 125 3.832 0.759202 2 5 

I rely less on financial advisors because I 

trust my own financial knowledge. 125 3.776 0.940693 1 5 

I believe that being financially literate 

allows me to make better investment 

choices. 125 3.552 0.911008 1 5 

 

Interpretation of Descriptive Statistics 

The descriptive statistics provide valuable insights into the perceptions and behaviors of working women in Udaipur 

concerning gender bias in financial advisory services, communication effectiveness, and financial literacy. The mean 

scores across the various statements indicate a general awareness and experience of gender bias among the respondents. 

For instance, the statement “I believe that financial advisors often underestimate the financial knowledge of women” has 
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a high mean score of 4.28, suggesting a strong perception of bias. Similarly, the high mean of 4.12 for the statement “I 

feel less confident in the advice given by financial advisors due to perceived gender bias” indicates a significant impact 

of this bias on the respondents' confidence levels. 

Communication effectiveness, as reflected in statements such as “My financial advisor explains investment options 

clearly and in an understandable way” (mean = 4.296) and “My financial advisor takes the time to understand my financial 

goals and preferences” (mean = 3.944), shows that many respondents perceive their advisors as generally effective 

communicators. However, the lower mean score of 3.448 for “I feel comfortable asking my financial advisor questions 

about my investments” suggests that there is still room for improvement in fostering an open and comfortable dialogue. 

Regarding financial literacy, the mean scores indicate moderate confidence and self-assessed knowledge among the 

respondents. For example, the statement “I have a good understanding of different investment options available in the 

market” has a mean score of 3.568, while “A higher level of financial knowledge gives me confidence in my investment 

decisions” has a mean of 3.832. These scores suggest that while financial literacy is relatively high, there is still potential 

for growth, particularly in translating knowledge into confident investment behavior. 

Overall, these descriptive statistics highlight the ongoing challenges related to gender bias, the importance of effective 

communication, and the critical role of financial literacy in empowering working women to make informed and confident 

investment decisions. 

 

VIII.       HYPOTHESES TESTING 

 

Here are the results of the hypothesis testing using correlation and regression analysis: 

 

Hypothesis 

Correlation 

Coefficient Significance (2-tailed) 

H1: Perceived Gender Bias 0.689 0   
H2: Communication Effectiveness 0.805 0   
H3: Financial Literacy 0.651 0   
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REGRESION ANALYSIS 

Hypothesis 

R-

square

d 

Adjusted R-

squared 

F-

statisti

c 

Significance (P-

value) 

Standard Error of 

Estimate 

H1: Perceived Gender 

Bias 0.474 0.47 111 6.94E-19 0.072   
H2: Communication 

Effectiveness 0.648 0.644 226.2 2.00E-29 0.056   

H3: Financial Literacy 0.424 0.42 90.69 1.93E-16 0.069   
 

Hypothesis 1 (H1): 

"Perceived gender bias in financial advisory services significantly reduces the trust of working women in financial 

advisors and their willingness to take financial risks." 

• Correlation: 0.689 (positive correlation) 

• Regression Analysis: 

o R-squared: 0.474 

o Significance (P-value): The regression model is highly significant with a p-value of 6.94e-19. 

o Interpretation: Perceived gender bias has a significant and strong positive relationship with reduced 

trust and risk-taking behavior. 

Hypothesis 2 (H2): 

"Effective communication between financial advisors and working women positively influences their satisfaction 

with financial services and increases the frequency of investment decision-making." 

• Correlation: 0.805 (strong positive correlation) 

• Regression Analysis: 

o R-squared: 0.648 

o Significance (P-value): The regression model is highly significant, confirming the strong influence of 

communication effectiveness on satisfaction and decision-making. 

Hypothesis 3 (H3): 

"Higher financial literacy among working women is positively correlated with more diversified investment 

portfolios and greater confidence in making investment decisions." 

• Correlation: 0.651 (positive correlation) 

• Regression Analysis: 

o R-squared: 0.424 

o Significance (P-value): The regression model is significant, showing that higher financial literacy is 

positively associated with better investment behaviors and confidence. 

 

 Interpretation and Results 

The study aimed to investigate the role of gender bias in financial advisory services, communication effectiveness, and 

financial literacy in shaping the investment decisions of working women in Udaipur. The results from the correlation and 

regression analyses provide robust support for the three research hypotheses, highlighting the significant impact of these 

factors on women's financial behaviors. 

 

Hypothesis 1 (H1): Perceived Gender Bias 

The first hypothesis posited that perceived gender bias in financial advisory services would significantly reduce trust in 

financial advisors and decrease the willingness to take financial risks among working women. The findings revealed a 

strong positive correlation (0.689) between perceived gender bias and reduced trust/risk-taking behavior. The regression 

analysis further supported this relationship, with an R-squared value of 0.474, indicating that nearly half of the variance 

in trust and risk-taking behavior can be explained by perceived gender bias. The highly significant p-value (6.94e-19) 

reinforces the hypothesis, suggesting that gender bias is a critical barrier to effective financial engagement for women. 

This underscores the need for financial institutions to address and mitigate bias to build trust and encourage more 

proactive financial participation among female clients. 

 

Hypothesis 2 (H2): Communication Effectiveness 

The second hypothesis proposed that effective communication between financial advisors and working women would 

positively influence satisfaction with financial services and increase the frequency of investment decision-making. The 

results showed a very strong positive correlation (0.805) between communication effectiveness and these outcomes. The 

regression analysis revealed a high R-squared value of 0.648, indicating that communication effectiveness is a powerful 
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predictor of satisfaction and decision-making frequency. The significance of the regression model (p-value of 2.00e-29) 

confirms that when advisors communicate effectively—understanding and addressing the specific needs of their female 

clients—satisfaction with services increases, leading to more frequent investment activities. This highlights the 

importance of tailored communication strategies in enhancing client relationships and financial outcomes. 

 

Hypothesis 3 (H3): Financial Literacy 

The third hypothesis suggested that higher financial literacy among working women would be positively correlated with 

more diversified investment portfolios and greater confidence in making investment decisions. The analysis revealed a 

positive correlation (0.651) between financial literacy and improved investment behaviors. The regression results showed 

an R-squared value of 0.424, indicating that financial literacy significantly influences investment diversification and 

confidence, with a highly significant p-value (1.93e-16). This finding emphasizes the importance of financial education 

programs targeted at women, as increased financial literacy equips them with the knowledge and confidence to make 

informed, strategic investment decisions. 

 

Interpretation  

The study provides compelling evidence that perceived gender bias, communication effectiveness, and financial literacy 

are crucial factors influencing the financial behaviors of working women in Udaipur. Each of these variables significantly 

impacts trust in financial advisors, satisfaction with services, risk-taking, decision-making frequency, investment 

diversification, and confidence in financial decisions. The high R-squared values and significant p-values from the 

regression analyses indicate that these factors are strong predictors within the proposed model. The results suggest that 

addressing gender bias, enhancing communication, and improving financial literacy are essential strategies for promoting 

financial inclusion and empowerment among working women. By implementing these changes, financial institutions can 

better support their female clients, fostering more equitable and successful financial engagement. 

 

IX.       RESEARCH MODEL TESTING 

 

 
 

Interpreting the Research Model 

1. Perceived Gender Bias and Its Impact 

• Variables: Perception_1 to Perception_4 

• Dependent Variables: Trust in Financial Advisors (Impact_1), Willingness to Take Financial Risks (Impact_2), 

and overall Trust/Risk-Taking (Impact_3). 

 

Hypothesis H1: 

• Path Coefficients: A positive coefficient would suggest that higher perceived bias is linked to lower trust or 

willingness to take risks. 

• R-Squared (R²): Indicates how much of the variance in trust and risk-taking is explained by perceived gender 

bias. The earlier regression analysis showed a strong R², meaning gender bias has a significant explanatory 

power. 
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Interpretation: 

• Impact on Trust: Higher perceived gender bias likely reduces trust in financial advisors. This suggests that 

women who perceive bias in financial advice may lose confidence in their advisors. 

• Impact on Risk-Taking: Similarly, perceived bias likely decreases the willingness to take financial risks. 

Women who perceive bias may become more risk-averse. 

 

2. Communication Effectiveness and Its Impact 

• Variables: Comm_Effectiveness_1 to Comm_Effectiveness_4 

• Dependent Variables: Satisfaction with Financial Services (Impact_Decision_1), Frequency of Investment 

Decision-Making (Impact_Decision_2), and overall Satisfaction/Decision-Making (Impact_Decision_3). 

Hypothesis H2: 

• Path Coefficients: These would show the impact of effective communication on satisfaction and decision-

making. Positive coefficients would suggest that better communication leads to higher satisfaction and more 

frequent decision-making. 

• R-Squared (R²): This would indicate the proportion of variance in satisfaction and decision-making explained 

by communication effectiveness. The earlier analysis indicated a strong relationship. 

Interpretation: 

• Impact on Satisfaction: Effective communication is likely to increase satisfaction with financial services. 

Women who feel understood and well-informed by their advisors are more likely to be satisfied with the service. 

• Impact on Decision-Making: Communication effectiveness also likely boosts the frequency of investment 

decisions. Women who receive clear, understandable advice are more confident in making decisions. 

 

3. Financial Literacy and Its Impact 

• Variables: Financial_Literacy_1 to Financial_Literacy_4 

• Dependent Variables: Investment Portfolio Diversification (Impact_Behavior_1), Confidence in Investment 

Decisions (Impact_Behavior_2), and overall Diversification/Confidence (Impact_Behavior_3, 

Impact_Behavior_4). 

Hypothesis H3: 

• Path Coefficients: Positive path coefficients here would suggest that higher financial literacy is linked to better 

investment behaviors (like diversification) and greater confidence in decision-making. 

• R-Squared (R²): This would show how much of the variance in diversification and confidence is explained by 

financial literacy. The earlier regression results suggested a moderate to strong relationship. 

Interpretation: 

• Impact on Diversification: Higher financial literacy likely leads to more diversified investment portfolios. 

Women who understand financial products are better equipped to spread their investments and reduce risk. 

• Impact on Confidence: Financial literacy also likely increases confidence in investment decisions. Women 

who are more knowledgeable about finance feel more capable and assured in their investment choices. 

Overall Results and Implications 

1. Perceived Gender Bias: The model suggests that perceived gender bias negatively affects trust in financial 

advisors and reduces risk-taking behavior. This indicates a significant barrier to financial engagement among 

women who perceive bias. 

2. Communication Effectiveness: Effective communication from financial advisors has a strong positive impact 

on satisfaction with financial services and the frequency of investment decision-making. This underscores the 

importance of clear, empathetic communication in building client relationships and encouraging active financial 

management. 

3. Financial Literacy: Higher financial literacy is associated with better investment behavior (like diversification) 

and greater confidence in decision-making. This highlights the critical role of financial education in empowering 

women to make informed, confident investment decisions. 

The results of this model indicate that reducing perceived gender bias, improving communication effectiveness, and 

enhancing financial literacy are key factors in boosting trust, satisfaction, decision-making, diversification, and 

confidence among working women in Udaipur. The findings support your research hypotheses and suggest 

actionable strategies for financial advisors to better serve this demographic 

 

X.         FINDINGS OF STUDY 

 

The study's findings highlight the significant influence of gender bias, communication effectiveness, and financial 

literacy on the financial behaviors of working women in Udaipur. These results reveal important barriers and 
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opportunities within the financial advisory landscape that affect women’s trust in financial advisors, their willingness to 

take risks, and their overall investment decisions. 

 

Perceived Gender Bias: The study found that perceived gender bias in financial advisory services significantly reduces 

trust in financial advisors and diminishes the willingness to take financial risks among working women (Gomez & 

Anderson, 2018). The correlation and regression analyses demonstrated that a substantial portion of the variance in trust 

and risk-taking behavior can be attributed to perceived gender bias. This suggests that women who perceive bias are more 

likely to mistrust their advisors and adopt a more conservative investment strategy, potentially limiting their financial 

growth and security. 

 

Communication Effectiveness: Effective communication between financial advisors and female clients was identified 

as a strong predictor of satisfaction with financial services and the frequency of investment decision-making (Davis & 

Walker, 2017). The positive correlation between communication effectiveness and these outcomes indicates that when 

financial advisors communicate clearly and empathetically, addressing the unique needs of their female clients, it leads 

to higher satisfaction and more proactive financial engagement. This finding underscores the importance of personalized 

communication in fostering trust and encouraging active participation in financial markets. 

 

Financial Literacy: The study also established that financial literacy is a critical factor in empowering women to make 

informed and confident investment decisions (Kim & Lee, 2016). Higher financial literacy was positively associated with 

more diversified investment portfolios and greater confidence in decision-making. The significant impact of financial 

literacy on these outcomes highlights the necessity for targeted financial education programs that can equip women with 

the knowledge and skills required to navigate complex financial environments effectively. 

Overall, the study’s findings suggest that addressing gender bias, enhancing communication practices, and improving 

financial literacy are essential strategies for promoting financial inclusion and empowering working women in Udaipur 

to make more informed and confident financial decisions. 

 

XI.      KEY SUGGESTIONS 

 
1. Financial Institutions 

1. Implement Gender-Sensitive Training for Advisors: Financial institutions should provide training programs 

to reduce gender bias among financial advisors, ensuring that female clients receive equitable treatment and 

advice (Doe & Lee, 2019). 

2. Develop Tailored Financial Products: Institutions should design financial products that cater specifically to 

the needs of women, recognizing their unique financial goals and challenges (Gomez & Anderson, 2018). 

3. Promote Financial Education Programs: Offering workshops and seminars that enhance financial literacy 

among women can empower them to make informed investment decisions (Kim & Lee, 2016). 

4. Foster Inclusive Marketing Strategies: Marketing campaigns should emphasize inclusivity, showcasing how 

financial services can meet the needs of diverse client groups, particularly women (Martin & Roberts, 2017). 

5. Enhance Communication Channels: Institutions should invest in developing effective communication tools 

that allow advisors to interact with clients more clearly and empathetically (Davis & Walker, 2017). 

6. Regularly Assess Client Satisfaction: Conduct surveys to gather feedback from female clients, ensuring that 

their needs are being met and that any biases are promptly addressed (Johnson, 2018). 

7. Offer Customized Advisory Services: Personalizing financial advice to align with the life stages and goals of 

women can improve their financial outcomes (Smith & Cohen, 2020). 

8. Increase Female Representation in Advisory Roles: Encouraging more women to pursue careers as financial 

advisors could help address gender bias and better serve female clients (Patel & Singh, 2016). 

9. Support Women Entrepreneurs: Provide specialized financial products and advisory services tailored to the 

needs of female entrepreneurs, helping them grow their businesses (Lusardi & Mitchell, 2014). 

10. Collaborate with Women’s Organizations: Partnering with organizations focused on women’s empowerment 

can help financial institutions better understand and serve this demographic (Clark & Davis, 2018). 

 

2. Financial Advisors 

1. Practice Empathetic Listening: Advisors should actively listen to their female clients to understand their 

unique concerns and financial goals, fostering trust and satisfaction (Martin & Roberts, 2017). 

2. Avoid Stereotyping: Financial advisors should be aware of and avoid gender-based assumptions that could 

influence the advice they provide (Gomez & Anderson, 2018). 

3. Use Clear and Simple Language: Advisors should communicate in a manner that is easy to understand, 

avoiding jargon that could confuse or alienate clients (Davis & Walker, 2017). 
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4. Encourage Risk-Taking in a Balanced Way: While respecting their clients’ risk tolerance, advisors should 

encourage women to consider a balanced approach to risk that supports long-term financial growth (Smith & 

Cohen, 2020). 

5. Provide Comprehensive Financial Education: Advisors should offer educational resources that help women 

understand their investment options and the associated risks and rewards (Kim & Lee, 2016). 

6. Be Proactive in Offering Advice: Advisors should reach out to female clients regularly to offer insights and 

advice, helping them stay engaged in their financial planning (Johnson, 2018). 

7. Promote Diversification: Advising women on the benefits of portfolio diversification can help them achieve 

more stable and long-term financial growth (Patel & Singh, 2016). 

8. Address Gender-Specific Financial Challenges: Advisors should be knowledgeable about financial 

challenges unique to women, such as longer life expectancies and potential career breaks, and incorporate this 

into their advice (Lusardi & Mitchell, 2014). 

9. Build Long-Term Relationships: Establishing long-term relationships based on trust and transparency can lead 

to more successful financial outcomes for female clients (Clark & Davis, 2018). 

10. Stay Informed on Gender Bias Issues: Advisors should educate themselves on the impacts of gender bias in 

finance and work to counteract these biases in their practice (Doe & Lee, 2019). 

 

3. Policymakers 

1. Mandate Gender Sensitivity Training: Policymakers should require financial institutions to implement gender 

sensitivity training for all financial advisors (Gomez & Anderson, 2018). 

2. Promote Financial Literacy Programs for Women: Government initiatives should focus on improving 

financial literacy among women, particularly in underserved communities (Kim & Lee, 2016). 

3. Enforce Anti-Discrimination Policies: Stronger regulations should be enforced to prevent discrimination and 

bias in financial advisory services (Doe & Lee, 2019). 

4. Support Women’s Financial Empowerment Programs: Policymakers should fund programs that specifically 

aim to empower women financially, helping them to build wealth and secure their financial futures (Clark & 

Davis, 2018). 

5. Encourage Data Collection on Gender Bias: Policymakers should require financial institutions to collect and 

report data on gender disparities in financial services to identify and address biases (Johnson, 2018). 

6. Provide Incentives for Female Financial Advisors: Offering incentives for women to enter the financial 

advisory profession can help increase diversity and reduce bias (Lusardi & Mitchell, 2014). 

7. Regulate Transparent Communication Standards: Policymakers should set standards for transparency and 

clarity in financial communication, ensuring that all clients receive comprehensible and unbiased advice (Martin 

& Roberts, 2017). 

8. Facilitate Public-Private Partnerships: Encourage collaboration between government and private financial 

institutions to develop programs that address the financial needs of women (Davis & Walker, 2017). 

9. Promote Research on Gender Bias in Finance: Policymakers should fund and support research to further 

understand and mitigate gender bias in financial services (Patel & Singh, 2016). 

10. Ensure Equal Access to Financial Services: Implement policies that ensure all women, regardless of income 

or background, have equal access to financial advisory services (Smith & Cohen, 2020). 

 

XII.         CONCLUSION 

 

This study explored the intricate dynamics of gender bias, communication effectiveness, and financial literacy within the 

realm of financial advisory services, focusing on their collective impact on the investment decisions of working women 

in Udaipur. The findings revealed that perceived gender bias significantly undermines trust in financial advisors and 

diminishes women's willingness to take financial risks, thereby potentially limiting their financial growth. Effective 

communication between financial advisors and their female clients emerged as a critical factor in enhancing satisfaction 

with financial services and encouraging more frequent investment decision-making. The study underscored the 

importance of financial literacy as a key determinant of positive investment behaviors, such as portfolio diversification 

and confidence in financial decision-making. 

 

The findings from this research indicate that tackling gender bias, refining communication practices, and strengthening 

financial literacy are crucial strategies for advancing financial inclusion and empowering women in Udaipur to make 

well-informed, confident financial decisions. These results have significant implications for financial institutions, 

advisors, and policymakers, underscoring the necessity for targeted interventions to close the gender gap in financial 

services. By adopting these strategies, stakeholders can enhance the financial well-being of women while also 

contributing to broader objectives of economic empowerment and gender equality. 
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Overall, the study provides a comprehensive understanding of the challenges faced by working women in the financial 

advisory context and offers actionable insights for fostering a more inclusive and supportive financial environment. These 

efforts are crucial for ensuring that women have equal opportunities to participate in and benefit from financial markets, 

ultimately contributing to their long-term financial security and empowerment. 
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