\ Interdisciplinary
3 research

Director — Consultancy & Corporate Training
Kristu Jayanti College

Bengaluru




Agenda

 Introduction

« 3S

e Stages

« Case study

* Thoughts (Examples)
» Challenges

« Funding Agencies

 Wrap-up



Project - Dubai International Airport




What ?

Integrates information, data,
techniques, tools, perspectives,
concepts or theories from two or
more disciplines or bodies of
specialized knowledge.

Can be done by teams or by
individuals.

Advances fundamental
understanding or solves problems
whose solutions are beyond the
scope of a single discipline or area
of research practice.



Solicited
interdisciplinary
research

« Dynamics of Integrated Socio-
Environmental Systems

« Ecology and Evolution of
Infectious Diseases

« Growing Convergence
Research

« Research on Emerging
Technologies for Teaching and
Learning

« Smart and Connected
Communities




Society
Orientation

e The Future of Work at the
Human-Technology
Frontier

« National Artificial
Intelligence Research
Institutes

 Understanding the Rules
of Life



STEM based

Science,

Technology,

Engineering,

Mathematics



I Stages

1. Problem Identification and Framing:

Define the research problem or question that requires an
interdisciplinary approach.

Understand the complexity and interconnectedness of the
issue.

2. Team Formation:

Assemble a diverse team of researchers from different
disciplines.

Foster collaboration and communication among team
members.

3. Literature Review and Synthesis:

Explore existing research across disciplines related to the
problem.

* Synthesize knowledge from various sources to identify
gaps and opportunities.



I Stages

4. Conceptual Integration:
* Develop a shared understanding of key concepts and ;
terminology.
* Identify common ground and areas of divergence.
5. Methodological Design:
* Choose appropriate research methods and techniques. ?

e Adapt or combine methods from different disciplines.

6. Data Collection and Analysis:
* Collect data using interdisciplinary approaches.

* Analyze data using methods that bridge disciplinary
boundaries.




I Stages

7. Interpretation and Synthesis:

Interpret findings considering multiple
perspectives.

Synthesize results to address the research
problem comprehensively.

8. Communication and Dissemination:

Communicate findings to both disciplinary
and interdisciplinary audiences.

Publish research in journals that appreciate
interdisciplinary work.




Transformative
research

Methodology

(process)

participatory

Epistemology

(relationship to the researched)

collaborative

Ontology
(nature of reality being studied)

multi-faceted

Axiology (values)
change, social justice




Case
Example




Brands of Faith




Research
Perspective

- Reflect Brands (Commerce Stream)

* Reflect Faith (Anthropology)

« Reflect feelings on Faith (Psychology)

« Understanding Faith on Mind set (Neuroscience)
« Estimating the longitudinal values ( Economics)

« Design values of Faith infrastructure
(Engineering)




Brainstorming of the core values
Marketing and Consumer Behavior:

Understanding the motivations of consumers: What drives
individuals to purchase Brands of Faith products? Is it
religious devotion, cultural identity, convenience, or a
combination of factors?

Marketing strategies and effectiveness: How do retailers
target specific religious communities? Are their
marketing strategies culturally sensitive and ethical? How
do they measure the success of their campaigns?

Branding and product development: How do brands
represent and cater to the specific values, beliefs, and
practices of different religious groups? What are the
ethical considerations in branding and product
development for religious audiences?




Social and Cultural Impact:

 Impact on religious identity and practice: Do Brands of Faith
products reinforce or challenge traditional religious beliefs and
practices? How do they influence the way individuals express
and experience their faith?

e Cultural appropriation and commodification of religion: Are
Brands of Faith products respectful and inclusive of diverse
religious traditions? Do they contribute to the commodification
of religious symbols and practices?

« Social and economic implications: What are the broader social
and economic implications of the Brands of Faith market? Does
it contribute to social cohesion or division within communities?




Legal and Regulatory Issues:

Trademark and intellectual property rights: How are religious
symbols and iconography used and protected in Brands of Faith
products? Are there legal and ethical concerns regarding the
appropriation of religious imagery for commercial purposes?

Consumer protection and fair advertising: Do Brands of Faith
products adhere to consumer protection laws and ethical
advertising practices? Are there concerns about misleading
advertising or exploitation of religious sentiments?

Freedom of religion and expression: How do Brands of Faith
products navigate the complex relationship between freedom of
religion, freedom of expression, and commercial interests?




Qualitative
Research Design

* Interviews: Conduct in-depth interviews with consumers from different
religious communities to understand their motivations, experiences, and
perspectives on brands of faith products. This allows for rich and detailed
data.

* Focus groups: Bring together small groups of individuals from similar
religious backgrounds to discuss their views on brands of faith products.
This facilitates group dynamics and shared perspectives.

« Ethnography: Conduct immersive research within specific religious
communities to observe how brands of faith products are used and
integrated into everyday life. This provides valuable context and
understanding of the cultural nuances.




Hypothesis -Motivations:

« H1: Consumers purchase Brands of
Faith products primarily due to
religious devotion and a desire to
express their faith.

« H2: Convenience and ease of
access are the main drivers for
purchasing Brands of Faith
products, rather than religious
devotion.




Marketing strategies:

« H3: Retailers targeting specific
religious communities utilize
culturally sensitive marketing
strategies that resonate with their
beliefs and values.

« H4: Marketing messages for
Brands of Faith products often
appeal to emotional triggers
related to faith and identity,
leading to increased purchase
intent.




Product development:

« H5: Brands of Faith products are
designed to cater to specific
religious rituals and practices,
reflecting traditional symbols and
iconography.

« H6: Innovation and secular design
elements are increasingly
incorporated into Brands of Faith
products, attracting a broader
audience beyond the target religious
community.




Religious identity:

« H7: Brands of Faith products reinforce
traditional religious beliefs and practices
within specific communities.

« H8: The use of Brands of Faith products
can lead to a more individualized and
personalized expression of faith,
potentially deviating from traditional
norms.




Cultural appropriation and
commodification:

« H9: Brands of Faith products contribute to the
cultural appropriation of religious symbols and

practices, potentially disrespecting certain
traditions.
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« H10: Retailers effectively balance the
commercialization of religious products with

respect for cultural sensitivities and religious
beliefs.
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Social and economic
implications:

« H11: Brands of Faith products
contribute to social cohesion
within religious communities by
providing shared symbols and
experiences.

« H12: The market for Brands of
Faith products can exacerbate
social division by emphasizing
religious differences and creating
economic inequalities.




Trademark and intellectual
property:

« H13: Retailers adequately protect
and respect religious symbols and
iconography used in Brands of
Faith products, avoiding legal
disputes.

« H14: The use of religious symbols
for commercial purposes often
leads to legal challenges and
trademark infringement issues.




Consumer protection and fair
advertising:

« H15: Marketing for Brands of Faith products
adheres to ethical advertising practices and
avoids misleading consumers about the religious
significance or benefits of the products.

« H16: Consumers are susceptible to misleading
advertising claims and exploitation of religious
sentiments in the Brands of Faith market.



Freedom of religion and
expression:

« H17: The commercialization of religious products
represents an expression of religious freedom
and individual choice.

« H18: The dominance of Brands of Faith products
can restrict religious expression and limit the
freedom of individuals to practice their faith
outside the commercial realm.



Organisation
Chart




Project Lead:

Oversees the entire
research project,
manages budget and
deadlines, ensures ethical
conduct, and acts as the
primary point of contact
for sponsors or
stakeholders.




Consumer Behavior
& Marketing:

« Researchers: Conduct
surveys, interviews, and
focus groups to understand
consumer motivations,
attitudes, and behavior
regarding brands of faith
products.

« Marketing Experts: Analyze
market trends, evaluate
marketing strategies, and
assess their effectiveness.




Social & Cultural
Impact:

Sociologists/Anthropologists:
Investigate the social and
cultural implications of brands
of faith products on religious
identity, communities, and
cultural appropriation.

Religious Studies Experts:
Provide insights into specific
religious traditions, symbols,
and interpretations related to
the products.



Legal & Regulatory:

Law Experts: Examine
intellectual property rights,
consumer protection laws, and
regulations relevant to brands
of faith products.

Business Ethics Specialists:
Address ethical considerations
in marketing, product
development, and potential
exploitation of religious
sentiments.



Additional Roles:

« Data Analysts: Analyze quantitative data from surveys
and market research.

* Qualitative Researchers: Analyze interview transcripts
and focus group discussions.

 Report Writers: Compile research findings, write reports,
and prepare presentations.

« Research Assistants: Support researchers with data
collection, administrative tasks, and literature reviews.




Considerations:

Team size: Adjust the team size

(I based on project scope and
nanen budget. Smaller projects might
ARNANE have researchers covering

multiple domains.

Inclusivity: Ensure diverse

e perspectives are represented in
ﬂ/ the research team, considering
® 0 0 . .
aaa religious backgrounds and

cultural sensitivities.

Expertise: Recruit researchers
with relevant expertise in specific
areas (e.g., marketing, religion,
law).

Collaboration: Foster
communication and collaboration
between teams to ensure a
holistic understanding of the
research topic.
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Examples

« ldentify the discipline
« ldentify the Primary Hypothesis




The
thoughts

Disciplinary
Grounding

Disciplinary Humility

Advancement
Through
Integration

[
y—
=

=

=
oy
—

-

-

~

=
oot
=)

<9
an)

Ajpruungy .v\'.ll:uud!aséq

Different Research
Methods

Disciplinary Humility

Collaboration
ACross
Disciplines




 This project involved
scientists from
biochemistry,

The Human
Genome
Project:

 molecular biology,
* genetics, and

« statistics to map the
human DNA sequence.




Vande Bharat
trains to life

« Engineers of STEM team
« Cost Accountants
 Medical professionals

« Government Officials

* Nutrition Professionals

e Customer Research team




Personalized
learning:

Combining cognitive
science, data analytics,
and education to tailor
learning experiences for
individual needs.




Digital citizenship
education:

« Integrating ethics,
sociology, and computer
science to prepare future
generations for

responsible online

participation.




Closing the digital
divide:

* Interdisciplinary collaborations
between engineering, policy, and
economics to ensure equitable
access to technology.




Climate change mitigation
and adaptation:

« Combining engineering, ecology, and economics
to develop and implement sustainable solutions.




Circular economy
development:

* Integrating materials
science, business models,
and policy to reduce
waste and maximize
resource reuse.
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sciences to create sustainable and

planning, engineering, and social
equitable urban environments.

Building smart and
resilient cities

« Collaboration between urban
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Combating misinformation
and promoting health literacy:

« Combining public health, communication studies,
and data science to address the spread of
health misinformation.




Integrating
mental
health into
primary
care:

 Collaboration

between psychology,
medicine, and public
health to improve
access to mental
health services.



Social Inequality
and Justice:

Interdisciplinary research
involving sociology, Law,history,
and economics to dismantle
systemic racism and its social
impact.




Promoting access to
justice for
marginalized
communities:

 Collaboration between law, sociology, and
data science to address inequalities in the

justice system.



Ethical
considerations of
artificial intelligence

* : Integrating philosophy,
computer science, and
law to develop ethical
frameworks for Al
development and use.
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Preparing society for automation:

« Combining economics, education, and public policy to address the workforce impacts of
automation and prepare individuals for future jobs.



Addressing pandemics and
emerging infectious
diseases:

* Interdisciplinary research
combining medicine, epidemiology,
and social sciences to improve
global preparedness and response.
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Promoting peace and
conflict resolution:

* Integrating psychology, political
science, and international
relations to develop effective
strategies for peacebuilding and
conflict resolution.



Global food security and
sustainable agriculture:

Collaboration between agriculture,
economics, and climate science to
ensure access to nutritious food for
all.




Culturally sensitive
business practices
in diverse markets:

« Utilizing management
techniques, economic
analysis, and
understanding of cultural
nuances to develop
successful business
models in diverse
markets.

« A study on People going
to Religious tourism
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Language barriers in
international
negotiations:

« Employing communication skills,
negotiation strategies, and
language technology to bridge
communication gaps and
facilitate successful international
collaborations.



Arts-based approaches
to organizational
change management:

* Integrating artistic expression
and storytelling with management
strategies to promote positive
and impactful organizational
change.




Engineering sustainable
supply chains with fair labour
practices:

« Combining engineering design,
economic models, and ethical
considerations to develop
sustainable and socially responsible
supply chains
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Financial literacy through interactive storytelling

« : Leveraging the power of narrative and interactive technology to increase financial literacy
and economic empowerment.

« Commerce, Economics, Computer science



Designing educational
experiences for global
citizenship:

* Integrating historical
understanding, language fluency,
and cultural awareness into
curriculum development. (History,
Language, Education)




Combating disinformation
through media literacy and
critical thinking:

« Utilizing educational approaches,
language analysis, and technological
solutions to foster informed and
responsible media consumption.
(Education, Language, Engineering)
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Disaster preparedness
and relief efforts:

* Integrating knowledge from
engineering, logistics,
communication, and cultural
anthropology to improve disaster
response and recovery.
(Engineering, Management,
Language, Anthropology)




Education for peace
and conflict
resolution:

« Combining pedagogical
tools, communication
skills, and cross-cultural
understanding to promote
peaceful conflict
resolution and global
citizenship. (Education,
Language, Arts)




Promoting access to clean
water and sanitation:

« Utilizing engineering design,
economic models, and community
engagement to deliver sustainable
solutions for clean water access.
(Engineering, Economics,
Management)




Challenges

Different Jargon and Terminology

Varying Research Methods and Assumptions

Balancing Diverse Perspectives

Risk of Superficiality




Funding Agencies

« DST

* Niti Ayog
 RBI

- ADB

« ICSSR




 Think Intersectional, Think

Interdisciplinary: Where Innovation
Takes Flight

* |t's Not a Leap, It's a Journey
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Thank you
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