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 Managing services and creating value has become challenging task in emerging 

markets. Service sector opens numerous opportunities with challenges in global competent 

markets. The development towards the “Service Society” has long viewed to be just an 

academic vision but has already become a reality to a large extent. Innovative services 

drive and go along with economic change, they act as a motor for social renewal and 

contribute significantly to strengthening the competitiveness. It’s highly necessary to 

update, identify and emphasis these emerging areas.  

 
 With this thoughts in mind, GITAM School of International Business organised two 

day National Conference on “Services in Emerging Markets- Opportunities and 

Challenges” on March 9-10, 2018 to provide a platform for the researchers, industry, 

academia and marketing practitioners to discuss, debate and present their results, 

concerns, trends, challenges and best practices of managing the services in emerging 

markets. To understand what works, what doesn’t, and most importantly, what’s next to 

ensure success. The Conference brings the managers and academic researchers together to 

prepare for what tomorrow brings. 

 

 
 

Editor 

Dr. A. Subrahmanyam  

PREFACE 

 This volume presents 26 papers contributed by authors during this conference from the 

industry and academia and selected through double blind review from the papers 

presented in the National Conference on “Services in Emerging Markets- Opportunities 

and Challenges”, organized by GITAM School of International Business, Visakhapatnam, 

India on March 9-10, 2018. While some papers are passed on empirical studies, others are 

conceptual and case based. The papers focus mainly on five themes: service quality and 

customer satisfaction, Indian service economy, banking and finance services, brand 

identity and Customer Relationship Management. 
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Gaining Competitive Advantages through Service Quality, Customer Satisfaction and 

Customer Retention: An Empirical Study 

 
1
Mohd. Afroz Pasha & 

2
M. Razashah 

 

 
Abstract  

 Creating competitive advantage requires a determination of the factors that may put a firm in a better position in 

relation to its competitors in the marketplace. Four strategic capabilities which can be considered as competitive priorities 

are identified by; low cost, quality, quick delivery and flexibility. Alternatively, competitive advantage, as identified by, is 

derived from five sources of innovation: new technologies; the modification of demand or the emergence of new demand; 

the emergence of a new segment; changes in costs or the availability of same vein, considers that quality and productivity 

can be used as strategic weapons to achieve competitive advantage. The purpose of this research was to explore and find 

out the source of the competitive advantages of the firm, to investigate the influence of Service quality, Customer 

Satisfaction and Customer retention. For this purpose, data is collected from 160 respondents (managers and clerks) of 

SBI base on convenient sampling. The collected data is analysed with the help of SPSS by using descriptive and inferential 

statistics. From the results, it found that Service quality, Customer Satisfaction and customer retention are the major 

source of Competitive advantages to the firm.  

Keyword: Competitive Advantage, Customer Satisfaction, Customer Retention, Low Cost, Service Quality and Strategic.  

 

 

Introduction  

Competition within the business world, as we all know it these days, is dynamic and difficult. 

Customers became additional responsive to the competition that's going down around them. the 

increase of info age has educated people to go looking information from merchandise and services, that has 

modified the economic process in several industries.  
 

The link between customers and companies has powerfully developed to a direction wherever the consumer 

has a dominating position during a sense of bargaining power (Peppard, 2000; Porter, 2008). With this power, 

customers became demanding towards service suppliers (Porter, 2008; Peppard, 2000). 
 

One might state that several industries, together with industry, area unit underneath the mercy of their 

customers. Gaining competitive advantage in today’s business service organizations may be a terribly serious 

task for managers, as a result of they have to search out the simplest way to deliver superior worth to their 

customers (Yap, Ramayah, &Shahidan, 2012; Yu &Dean, 2001; Joseph Oliver, 1999).  

 

The big question is that, wherever ought to financial industry companies produce them competitive advantage 

and what approach ought to be won’t to request it? Numerous researchers, like Kish (2000) and Reichheld 

(1990) don’t notice this case insuperable, by focusing the answer on the organizations’ lifeline of survival, the 

revenue that is gained from loyal customers. Organizations can’t keep within the game while 

not making quantity, in alternative words they have to earn additional revenues than what they pay on 

operations and also the supply of majority of the revenue is customers. The importance of customer 

relationship possesses countless attention throughout the last decades and totally different selling studies 

highlights the role of customer satisfaction and also the positive impact of their loyalty in service 

1
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2
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organizations (Yu &Dean, 2001), like banks and insurance companies (Peppard, 2000). the 

essential plan for semi-permanent fight is to manage the customer during a level that's superior, compared to 

the competition and thereupon, gain the customer’s loyalty (Wirtz, Heracleous & Pangarkar, 2008). 

However vital issue the customer’s loyalty extremely is and the way will it  impact  on  financial 

performance? However happy the customer extremely must be for an organization to achieve competitive 

advantage? 

 

Review of Literature  

Generic competitive strategies (Porter, 1998) have been broadly acknowledged as the source of competitive 

advantage since 1985, when Porter initially made the framework. In this model, he contended that there must 

be two diverse routes for a firm to make competitive advantage: cost advantage or differentiation. Inside these 

two, the organization can use focus strategy. In general, there are four distinctive approaches to accomplish 

better than expected execution. Which system an association should utilize, depends additionally on the 

business it is contending in (Eisenhardt and Martin, 2000). By redoing one of these methodologies, an 

association can adapt preferred to the five powers over its adversaries (Porter, 1998). By executing a 

nonexclusive view, an organization can build up operational adequacy over its adversaries and set up a 

distinction that it can save, and this is the core of focused procedure. This separation approach is utilized as a 

part of this examination, as it is affirmed as a substantial wellspring of upper hand in later concentrated as 

well, which are more worried on the field of administration quality (Wirtz, Heracleous, and Pangarkar, 2008; 

Reichheld F., 2003; Yap, Ramayah, and Shahidan, 2012; Peppard, 2000).  

Delivering services with unrivaled quality will make it harder for the customers to leave for benefit for an 

adversary, at the end of the day, it will debilitate their bargaining power (Peppard, 2000) (Peppard, 2000).  

From service organization’s perspective viewpoint, the service level and how the organizations employees 

convey the service can be a strong wellspring of differentiation and competitive advantage (Wirtz, Heracleous  

& Pangarkar, 2008).  

The competitive advantage is picked up by making an association with customers, based on quality, 

advancement, discourse and learning (Nguyen and Mutum, 2012; Grönroos, 1996). This is viewed as more 

sustainable strategy and it's generally supreme by contenders. Basically, a strategy, that can make a long haul 

competitive advantage (Grönroos, 1996). 

Payne and Frow (2005) expressed that organization ought to decide, regardless of whether its value 

proposition is probably going to come about an unrivaled customer experience. Their far-reaching 

understanding was that customer evaluates different attributes of product or service and these characteristics 

ought to positively affect the customer. For doing this, an organization must get information from its 

customers by consistently refreshing learning of their needs, motivations and behavior (Gebert, Geib, Kolbe, 

& Brenner, 2003). 

Gebert et al. (2003) likewise underline the significance of customer experience in their knowledge 

management model. They include that information from customers depends on the way that customers pick up 

their own aptitude while utilizing service, in this way they ought to be viewed as equal partners when changes 

are talked about. 

Richard and Jones (2008) are talking about from a similar issue in their article, where they endeavor to 

discover the esteem drivers for CRM. They sum up that one of the center advantages of managing customer 

relations is that it enhances the efficiency and effectiveness of customer service. The researchers say that 
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customer service is a urgently vital capacity, since it works in the bleeding edge of an organization and 

customer service is capable of service recover endeavors, which greatly affect customers’ satisfaction and 

retention rates 

Pursuing long-term relationships with customers is more productive for an organization (Nguyen & Mutum, 

2012). Other marketing management researchers concurred with this reality (Grönroos, 1996; Payne & Frow, 

2005; Hendricks & Singhal, 2001) by expressing that organization’s long-term success and achievement is 

dependent upon customer retention over customer acquisition, since it is more productive to manufacture 

enduring relationship with existing customers than continually recruit new customers. 

Finance companies are contending is service industry, which consequently brings up that organizations ought 

to enhance the nature of their services to impact on customers’ satisfaction and loyalty (Peppard, 2000). 

In other words, the organizational activity, the arena of service quality is the area, where the competitive edge 

can be increased (Porter & Millar, 1985; Porter, 1996). By differentiating services to see the customers’ needs, 

is a way to gain competitive advantage (Wirtz, Heracleous, & Pangarkar, 2008). It comes down to the fact that 

finance service organization has to carry service excellence over its rivals (Peppard, 2000). 

Yu and Dean (2001) discovered satisfaction from a bit dissimilar perspective. They specified that customer 

satisfaction has two sides in it, the cognitive component and the emotional component. They contended that 

most of researches of the subject have been conducted from the cognitive perspective, which refers to 

customers appraisal of perceived performance in terms of its value and adequacy and contrasting it to their 

expectation standards. Their observed finding gave suggestion that the emotional component, which contains 

emotions such as happiness, surprise and disappointment, had a stouter correlation coefficient for positive 

word of mouth, switching behavior and willingness to pay more than the cognitive component. Positive 

emotions are stronger indicators for loyalty than cognitive factors. Their finding also recommended that 

negative emotions would easily lead to complaint behavior, and eventually that emotions influence on decision 

making. 

The studies show that service quality is a key precursor to customer satisfaction and that quality service is 

well-thought-out as an indispensable strategy for success and survival in today’s competition (Zeithaml VA, 

Berry, & Parasuraman, 1996; Wirtz , Heracleous , & Pangarkar, 2008). 

Yap et al. (2012) empirical findings suggested that almost half of the satisfaction experienced by customers is 

from perceived service quality, such as recent consumption experience of associated service like customer 

service. The correlation between service quality and satisfaction was 0,453. Thus, the level of satisfaction that 

customers are getting is a good indicator of the level of services they are receiving. This study also focuses on 

perceived service quality for it includes evaluation of customer service and enabling service features, such as 

range of services, and because finance industry is a service industry (Yap, Ramayah, & Shahidan, 2012). 

Jones and Sasser (1995)states that there are four elements that affect customer satisfaction: the basic element, 

which is the expected service or product, basic support service, a recovery service for counteracting service 

failures and bad experiences and finally, the extraordinary services for meeting customers’ personal 

preferences. Companies must excel in all of these fields to avoid dissatisfaction (Jones & Sasser, 1995). This 

study will also take this approach and give more value on other elements, which have got more attention 

among academics, such as recovery services. 
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Need and Important of the Study  

One of the most important roles for strategic management is to come up a way, how to create competitive 

advantage inside its competitive environment (Eisenhardt & Martin , 2000). This subject is very important to 

comprehend, because it is the issue that fundamentally gives growth to organizations value, but still it is not 

quite well understood among managers. When different firms are being analyzed, it is always clear that this is 

the element, which has made other companies to succeed and rise from the average. The only way to rise is to 

deliver greater value then competitors (Porter, 1996). The question remains: how to interpret competitive 

advantage?  

How to create it, in other words, how to surpass the competition, differs on the industry and the nature of the 

competition (Eisenhardt & Martin, 2000). General opinion is that it can be built on organizations resources, 

these been called as resource-based views (Porter, What is Strategy?, 1996; Barney, 1991; Peteraf, 1993), and 

others give more value for organization’s culture and human capital (Lismen, Shaffer and Snape). RBV 

models have been criticized for being not dynamic enough (Eisenhardt & Martin , Dynamic Capabilities: 

What Are They? Strategic, 2000), and they don’t give enough credit to managers because they favor 

companies with dominating resources. Competitive edge can also be studied from the perspective of customer 

relationship management and customer value, which often are closely related to service quality. 

 

Statement of the Problem  

The global practice of banking organizations is to stimulate national economic growth by increasing operating 

revenues, deposit and credit facilities. The banking sector is also responsible for financing investment 

portfolio, generate high revenue and expand the national reserve. In events of economic recession and 

adversities, the bank helps in hedging risk and financing tangible investments. Banks are expected to be well-

capitalized and imbibe restricted lending culture to avail the much-needed sustainable growth and 

development. These are the essences of banking sector’s support to national economic growth and 

development and why attaining competitive advantage has always been the priority of the actors in the sector. 

Competitive advantage as a broad concept deals with business engineering process (BRP) that will put the 

organization in a lead among other competitors within their sector. It specifically addresses what the 

organization has in stock that will achieve advantage in the competitive market. In these stances, constructs 

like strategic planning, competitive intelligence, corporate social responsibility, innovation and creativity are 

used as synonyms to competitive advantage. On another hand, competitive advantage is seen as a performance 

construct which shows a phenomenon of organizational progress. In such cases, constructs like organizational 

performance, operational efficiency, financial performance, financial sustainability, organization creativity and 

innovation have also been used in describing competitive advantage. 

 

Research Questions  

The main research question of the study is: 

1. Where does Banks organization derive its competitive advantage? 

2. How service quality, customer satisfaction and customer retention has contributed for competitive 

advantage of the bank? 

Research Objectives  

 To explore the sources of competitive advantages in banking  

 To find out the Effects of Competitive Strategies on Service Quality, Customer Satisfaction and 

Customer Retention 
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Hypothesis of the Study  

1. Service Quality, Customer Satisfaction and Customer Retention are the source of competitive 

advantages in banking 

2. Competitive strategies positively influence on Service Quality, Customer Satisfaction and Customer 

retention.  

 

The Significance and Scope of the Study 

This study is positioned strongly within the area of competitive advantage (Porter 2008; Eisenhardt & Martin 

2008) by approaching from the direction of service quality (Yap et al. 2012) and customer loyalty (Bowen & 

Chen 2001). The main point of this research is to simplify the different existing framework for achieving 

competitive edge. Further, the study will clarify the strategic decision, which managers must make to improve 

their market position. The study will also point out the importance of customer-oriented strategic planning, 

which can be used as a dynamic capability to gain competitive advantage (Eisenhardt & Martin 2000). 

 

Research Method and Design 

Study Area: The geographical area is limited to Kamareddy District. 

Research Approach: The research approach for the present study is Descriptive Research and explanatory 

one. 

Population: For this present research, all SBI bank managers and official located in the Kamareddy District 

were identified. 

Sampling frame: For this paper, list of all branches of SBI in Kamareddy District in Telangana State was 

obtained. 

Sampling procedure: The present study use Non-Probability sampling methods was used for data collection, 

50 bank managers and 110 clerks were selected on the basis of purposive sampling method. 

Sample size: For the present study 50 managers and 110 clerks were selected from 20 branches of SBI 

situated in Kamareddy District of Telangana State. 

Sources of data: Data for the study is collected from both primary and secondary sources. 

 

Data Collection Tools and Procedures 

The study employed mainly questionnaire in collecting the primary data and the analysis was substantially 

based on primary data. 

 

Scale Measurements  

Scale are designed by survey of previous studies relating to competitive advantages, competitive strategies, 

service quality, customer satisfaction and customer retention. The initial measures were refined and pre-tested 

to enhance the validity and accuracy of the questionnaire by conducting pilot study consist of 10 managers and 

20 clerks.  

 

Reliability of the instrument  

In this study, the coefficient alpha analysis is performed on each scale measuring Competitive Strategies, 

service quality, customer satisfaction and customer retention. The coefficient alpha for all measurement are 

above the threshold value .75. The table 2 present the coefficient alpha value.  
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Table 1 Cronbach's Alpha Coefficient for Constructs 

Sl. No Measurement Scale Number of items Cronbach Alpha (α) 

1 Competitive Strategies 9 .787 

2 Service Quality 6 .863 

3 Customer Satisfaction 5 .948 

4 Customer Retention 3 .914 

 

Data analysis 

Data collected was feed in to the computer, coded and analyzed with the help of the Statistical Package for 

Social Sciences version 25 (SPSS) computer software. Descriptive statistics (frequencies and percentages) was 

used to describe the study findings while inferential statistics were used to test the hypothesis.  

Variables in the Study  

In this study the independent variables were the three Porter’s generic competitive strategies (differentiation, 

cost leadership and focus).The dependent variables are Service quality, customer satisfaction and customer 

retention.  

 

Findings and Discussions 
 

Table 2 Descriptive statistics related to Competitive Strategies 

Competitive Strategies Minimum Maximum Mean Std. Deviation 

Differentiation Strategies 1.00 5.00 4.3970 1.18270 

Cost Leadership Strategies 1.00 5.00 4.3840 1.18573 

Focus Strategy 1.00 5.00 4.2420 1.29658 

From the table 2 of descriptive statistics it is inferred that respondents are agreed with the statement related to 

competitive strategies. The mean value is between 4.39 to 4.24 and standard deviation value I  

1.18 to 1.29.  

 

Table 3 Descriptive statistics related to Service Quality, Customer Satisfaction and Customer loyalty 

 Minimum Maximum Mean Std. Deviation 

Service Quality 1.00 5.00 4.2850 1.26466 

Customer Satisfaction 1.00 5.00 4.2930 1.33901 

Customer Loyalty 1.00 5.00 4.2420 1.36356 

The table 3 depicted the descriptive statistics related to Service Quality (M=4.28, SD=1.26), Customer 

Satisfaction (M=4.29, SD=1.33) and Customer Loyalty(M=4.29, SD=1.36). 

 

Table 4 Source of competitive advantages in banking 

Source of competitive advantages Mean Rank 

Target Market 4.5290 1 

Pricing Strategies 4.2120 2 

Distribution Strategies 4.2070 3 

Promotion Strategies 4.0970 4 

From the above table 4 it is found that out of four sources of competitive advantages of the bank. The first 

source of competitive advantage is target market, followed by pricing strategies, distribution strategies and 

promotion strategies.   

1. Mean and standard deviation  

2. Correlation and regression   
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Table 5 Key Industry Success Factors in bank 
 Mean Rank 

Product innovation 4.4840 1 

Extensive distribution of Bank branches 4.3940 2 

Customer focus 4.3680 3 

Economies of scale 4.1880 4 

The table 5 depicted the key Industry success factors in banks are Product innovation with the mean 4.48 has 

given first rank and other key success factors are Extensive distribution of Bank branches (4.39),Customer 

focus (4.36) and Economies of scale (4.18). 

 

Table 6 The Most Important Strategies in Bank 
 Mean Rank 

Low bank charges 4.5300 1 

Easy access to loans 4.4830 2 

Superior customer service 4.4790 3 

Key accounts held with bank 4.4580 4 

Extensive branch network 4.3560 5 

Large customer base 4.3430 6 

The 6 present most preferred strategies of bank for gaining competitive advantages among them low bank 

charges are top most strategy adopt by the bank (M=4.53), followed by Easy access to loans (M=4.48), 

Superior customer service (M=4.47), Key accounts held with bank (4.45), Extensive branch network (M=4.35) 

and Large customer base (M=4.34). 

 

Hypothesis testing  

 

Table 7 Correlation between competitive strategies and service quality 

 Service Quality 

Differentiation Strategies 

Pearson Correlation .901
**

 

Sig. (2-tailed) .000 

N 160 

Cost Leadership Strategies 

Pearson Correlation .908
**

 

Sig. (2-tailed) .000 

N 160 

Focus Strategy 

Pearson Correlation .830
**

 

Sig. (2-tailed) .000 

N 160 

Service Quality 

Pearson Correlation 1 

Sig. (2-tailed)  

N 160 

From the Spearman’s Correlation Coefficient Tests, it is found that competitive strategies are positively 

correlated with Service Quality. Differentiation Strategies (r=0.901), Cost Leadership Strategies (r=0.908) and 

Focus Strategy (r=0.830).   This value indicates that there is a strong positive correlation between competitive 

strategies and service quality. 

Table 8 Regression Analysis – Influence of competitive strategies on service quality 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .916
a
 .840 .839 .50723 

a. Predictors: (Constant), Focus Strategy, Differentiation Strategies, Cost Leadership Strategies 
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ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 1341.526 3 447.175 1738.101 .000
b
 

Residual 256.249 996 .257   

Total 1597.775 999    

a. Dependent Variable:  Service Quality 

b. Predictors: (Constant), Focus Strategy, Differentiation Strategies, Cost Leadership Strategies 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -.015 .062  -.249 .803 

Differentiation Strategies .144 .092 .134 1.567 .117 

Cost Leadership 

Strategies 
.627 .094 .588 6.689 .000 

Focus Strategy .217 .023 .222 9.425 .000 

a. Dependent Variable:  Service Quality 

The table 8 below represents the results of multiple regression analysis of relationship between competitive 

strategies on service quality. The results show that the relationship between Competitive Strategies on service 

quality is quite reasonable (R=0.916),.840 variance (Adjusted R2). 83.9% on service quality due to 

competitive strategies adopted by the bank. Among the competitive strategies cost leadership strategies 

(β=.588, Sig=.0000) and focus strategy (β=.222, Sig=.0000) are significantly influence on service quality.  

Overall, the regression model was quite good with (F=1738.101), one tailed p < .001. 

 

Table 9 Correlation between competitive strategies and service quality 

 Customer Satisfaction 

Differentiation Strategies 
Pearson Correlation .053 

Sig. (2-tailed) .095 

Cost Leadership Strategies 
Pearson Correlation .053 

Sig. (2-tailed) .092 

Focus Strategy 
Pearson Correlation .090

**
 

Sig. (2-tailed) .004 

The results presented in table number 9 indicate that the correlation coefficient for the relationship between 

competitive strategies and service quality are direct, linear and positive ranging from moderately high 

correlation (r=0.60 to 0.79) to high correlation (r=0.80 to 0.1 ) significant correlation were shown to exit 

between  Focus Strategy and service quality (r=0.90, p<0.01), there also a  correlation between Differentiation 

Strategies (r=0.053, p>0.05),Cost Leadership Strategies ( r=0.053, p>0.05<0.01) on service quality. But, 

results are not significant. 

 

Table 10: Regression Analysis – Influence of competitive strategies on Customer Satisfaction 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .099
a
 .010 .007 1.33439 

a. Predictors: (Constant), Focus Strategy, Differentiation Strategies, Cost Leadership Strategies 
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ANOVA
a
 

Model 
Sum of 

Squares 
df Mean Square F Sig. 

1 

Regression 17.681 3 5.894 3.310 .020
b
 

Residual 1773.470 996 1.781   

Total 1791.151 999    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Focus Strategy, Differentiation Strategies, Cost Leadership Strategies 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 3.997 .163  24.510 .000 

Differentiation Strategies .004 .241 .003 .015 .988 

Cost Leadership 

Strategies 
-.092 .247 -.082 -.373 .709 

Focus Strategy .161 .061 .156 2.660 .008 

a. Dependent Variable: Customer Satisfaction 

Results of multiple regressions analysis show that the correlation (R value) is 99% while the R square value is 

105% (Table no 10). This indicates that the factors constituted with the three competitive Strategies influence 

on Customer satisfaction explain only 103% of the total effect of customer Satisfaction. The other factors 

might be related to the Service quality, banking products, credit/debit services and personal and 

socioeconomic status of the customers. All the three selected competitive strategies are not having positive 

effect on customer satisfaction.  

 

Table 11 Correlation between competitive strategies and Customer Loyalty 

 Customer Loyalty 

Differentiation Strategies 
Pearson Correlation .068

*
 

Sig. (2-tailed) .031 

Cost Leadership Strategies 
Pearson Correlation .068

*
 

Sig. (2-tailed) .031 

Focus Strategy 
Pearson Correlation .099

**
 

Sig. (2-tailed) .002 

The correlation analysis shown in Table 11, indicate that there is a significant positive correlation among focus 

strategy (r=.099; p<0.05), differentiation strategies (r=.068; p<0.05), cost leadership strategies (r=.068; 

p<0.050) on customer loyalty.  

The regression analysis results on the study variables (differentiation strategy, cost leadership strategy and 

focus strategy) against customer loyalty have been shown below. 

Table 12 Regression Analysis – Influence of competitive strategies on Customer Loyalty 
Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .103
a
 .011 .008 1.35838 

a. Predictors: (Constant), Focus Strategy, Differentiation Strategies, Cost Leadership Strategies 
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ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 19.632 3 6.544 3.547 .014
b
 

Residual 1837.804 996 1.845   

Total 1857.436 999    

a. Dependent Variable: Customer Loyalty 

b. Predictors: (Constant), Focus Strategy, Differentiation Strategies, Cost Leadership Strategies 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 3.866 .166  23.288 .000 

Differentiation Strategies .037 .246 .032 .151 .880 

Cost Leadership 

Strategies 
-.097 .251 -.084 -.386 .700 

Focus Strategy .150 .062 .143 2.436 .015 

a. Dependent Variable: Customer Loyalty 

The R
2
 which is the co-efficient of determination was 0.103 as shown in Table 12. This means that there was a 

relationship between the independent variables (differentiation strategy, cost leadership and focus strategy) 

and dependent variable which was customer loyalty. The R
2
 value of (0.103) indicates that 10.3% of the 

variation is explained by the independent variables while the remaining 90% could be explained by chance or 

error and other factors not discussed in the study that could affect customer loyalty.  

The standardized beta coefficients shown in Table 12 are all not positive, meaning that the contribution of the 

all independent variables and the dependent variable move not in the same direction. The coefficient of cost 

leadership, differentiation strategy and focus strategy, was 0.032, -.084 and 0.143 respectively. Except, the 

focus strategy positively influences on customer loyalty.  

 

Recommendations  

Organizations should improve on the implementation of the three porter’s generic strategies especially on 

differentiation and focus strategy so that its impact can be felt by the customers. Managers should therefore 

deliver services that exceed customer’s expectations in order to enhance customer satisfaction. 

This study was take only SBI bank and its selected branches within Kamareddy District of Telangana State, it 

is therefore recommended that similar studies be carried out in other parts of the country for comparison 

purposes. Similar research studies should also be conducted by comparison of public and private sector banks. 

The sample of respondents for the present are managers and clerks of the bank in future study customer 

satisfaction, customer loyalty and competitive strategies can be carried out from the customer perspective. 

 

Conclusion  

For survival in today’s competitive banking environment, banks must focus on understanding customer’s 

needs, attitude and behavioral patterns of the industry and adopt customer-oriented strategies that enhance 

customer satisfaction and customer loyalty. This is also because customers do not just buy core quality 
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products or services; they also buy a variety of added value or benefits. Bank managers should not only deliver 

superior services to customers is but in effect deliver services that exceed customer’s expectations.  

According to the findings there was a significant positive correlation between competitive strategies and 

service quality, customer satisfaction and customer loyalty. It can therefore be concluded that banks are 

striving to customize products, provide broad range of products and use up-to-date technology. 
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Consumer Experience and Mode of Purchase 
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Abstract 

Service quality is gaining more significant role in online business considering e-consumers deal with multiple retailers in 

virtual environment.  Consumers have many choices available; hence, meeting their expectations by providing efficient 

service should be the high priority for the online retailers.  If the retailers can analyze the factors influencing consumer 

opinion on delivery quality, then they can formulate effective strategies to convert potential consumers into active ones, 

while retaining existing consumers. This study examines the association between the attributes consumer experience and 

mode of purchase with the delivery process and allied expectations of online consumer in online retailing context.  Data is 

collected from both primary and secondary sources. Chi-Square test is used to test the hypotheses. Analysis was conducted 

by using the statistical analysis tool SPSS.  It is found that consumer experience and mode of purchase have no influence 

on quality of delivery in online retail purchasing process. The outcome of this study suggests that quality of delivery is an 

influential factor for online consumer to choose the online retail websites for their shopping needs.   

This paper provides various insights on the variables which explain the significance of delivery process efficiency in online 

retailing context.   The present study has few limitations; it focused only on one of the attribute related to online service 

quality namely ‘Quality of Delivery’.  The influence of only two elements related to consumer purchase process; consumer 

experience and mode of purchase were considered.   

Keywords: Online Customer, Online Retailing, Online Retailer, Online Vendor, and Quality of Delivery 

 

 

Introduction 

With the rapid global growth in electronic business (online retailing), businesses are attempting to gain a 

competitive advantage by using electronic channel to interact with customers. Businesses with the most 

experience and success in using electronic channel are beginning to appreciate that the key determinants of 

success are not merely low-prices and website attractiveness but also include the most importantly the 

electronic service quality. A consumer‟s decision for buying and maintaining a long-term relationship with a 

retailer is largely influenced by their assessment of the core product and the quality of service provided. 

Service quality in online retailing context can be defined as the overall support offered by the retailers to their 

consumers.  To deliver qualitative service to consumers and establish favorable vendor–consumer relationship, 

retailers should identify consumers' needs and preferences. 

The dimensions of online service quality include website design, responsiveness, reliability, consumer trust 

and personalization (Lee & Lin, 2005).  Reliability/promptness dimension is very important in online retailing, 

which can be defined as the ability to perform the promised services accurately. Meeting promised timelines 

has lot of significance in online market. Consumers want to receive the right quantity and right quality of 

items that they have ordered within the time frame promised by the online retailers (Jun, et al., 2004).There is 

a need to provide multiple ways of ordering/purchasing in online retailing market.  Online retailers should 

provide alternative order methods for consumers (Kim, et al., 2006).The technological aspects of retailer's 

delivery system accuracy can influence consumer's confidence and thereby increase the overall 

satisfaction(Yen & Gwinner, 2003).  Delivery promptness and accuracy have a very crucial role to play in 
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attaining consumer satisfaction in online environment (Yang, et al., 2003).  Retailer responsiveness has lot of 

role to play in overall service quality in the online environment and delivery promptness is the significant facet 

of the responsiveness (Yang, et al., 2003). 

 

Literature Review 

If online retailers can understand the dimensions that consumers use to evaluate service quality, they can take 

appropriate steps to monitor and improve performance on those dimensions.  There is a strong and positive 

association between online retailer‟s service quality and their customer satisfaction.(Jun, et al., 2004).While 

studying the factors influencing consumer satisfaction towards online shopping, it is identified that delivery 

quality shows a strong influence on customer satisfaction(Trong, et al., 2014).Interaction with consumers is 

very important in online environment. There are various approaches that online vendors can use to improve 

their interaction with consumers. One of the productive approach in-terms of delivery efficiency is informing 

the consumers about the delivery date and time related to the products they have purchased is one of the 

effective way of keeping the consumers informed(Zhang & Prybutok, 2005).Superior level of service quality 

has the potential to increase consumer behavioral intention such as the increased probability of re-purchasing 

from the same website.  And also, can reduce the possibility of switching to a competitor website(Carlson & 

O‟Cass, 2010).When a consumer purchases a product in online, an implied contract is made. Consumer in 

online environment expects that the online retailer will deliver the product in the same manner as agreed upon 

in the website. There are three main facets of product delivery that substantially influence consumer 

evaluation of the quality of online retail experience, they are timeliness of the order, accuracy of the order and 

condition of the order (Collier & Bienstock, 2006). On-time delivery has lot of importance and establishes a 

very competitive priority in online retailing market.  Online vendors need to perform the promised service 

exactly and most importantly in a timely manner.  Promptness is an integral part of the overall quality of 

delivery in the online environment. Vendors should ensure that both intact and accurate products are delivered 

to the consumers.  Maintaining the order accuracy in-terms of the quantity has lot of significance to make 

consumer happy (Jiang & Rosenbloom, 2005).Many of the web-based / online companies outsource their 

fulfillment services, such as delivery to consumers, to external enterprises. To provide consumers with greater 

services, these companies should efficiently organize and integrate all of the necessary connections between 

themselves and the external enterprises.  If the integration of all functional aspects and external partner‟s 

systems is not handled properly, that may raise certain concerns to consumers related to delivery delay (Yang, 

et al., 2003).Service quality has lot of role to play in gaining customer satisfaction.  Online service quality as 

perceived by the customer, is one of the vital determinants of the success of any business in the online 

environment.  It is one of the main tasks of the online enterprises to optimize their overall service quality by 

balancing the level of each primary dimension of service quality(Yang, et al., 2004). 

 

Research Methodology 

Population and Sample 

This research paper is confined to study the consumer perception about the quality of delivery in online 

retailing.  The study is based on both primary and secondary data.  The data for the study was gathered 

through a self-administered questionnaire.  The sample consists of consumers living in Guntur, India, who 

bought goods in online retail websites.   

 

Data Analysis 

Analysis was conducted by using the statistical analysis tool SPSS version 19.0 in order to identify the factors 

affecting consumer opinion on payment processing efficiency in online retail environment and the role of 
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independent attributes (Mode of payment and Transaction value).  Analysis of data is made keeping the 

objectives of the study in mind.   

 

Demographic Profile 

Respondents are selected from both male and female population.  Respondents are selected from different 

income groups.  Respondents are selected from different age groups.   A random sample of 207 respondents is 

selected to carry out the current study. Due importance is given to a fact that the respondents should be online 

buyers. 

 

Need of the Study 

Online Retail market is still in a developing stage in India.   It is very important for online retailers to 

understand the potential of influential service quality attributes with reference to delivery efficiency. It should 

be noted that not all of the service quality attributes / dimensions have the same influence on consumer's 

quality perceptions. It is thus very important to determine, among a variety of quality attributes / dimensions, 

which attributes/dimensions have more significance than others in enhancing the level of overall service 

quality as perceived by customers. To address this important question, the current study has considered one of 

the important quality attribute "Delivery Efficiency".   

 

Objectives of the Study 

a) To analyze consumer perception about the quality of delivery in online retailing.   

b) To analyze association between consumer experience and quality of delivery in online retailing. 

c) To analyze association between mode of purchase and quality of delivery in online retailing. 

d) To offer possible suggestions relating to quality of delivery in online retailing environment. 

 

Hypotheses 

H1: There is a significant relationship between consumer experience and delivery as per agreed timeline. 

H2: There is a significant relationship between consumer experience and delivery as per agreed quality. 

H3: There is significant relationship between mode of purchase and delivery as per agreed timeline. 

H4: There is a significant relationship between mode of purchase and delivery as per agreed quality.  

 

Data Analysis and Inference 
 

Table 1 Data Processing Summary 

 Cases 

 Valid Missing Total 

Consumer experience * Delivery as 

per agreed timeline 
N Percent N Percent N Percent 

 149 100.00 0 0.00 149 100.00 

Source: Primary Data 
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Table 2 Cross tabulation between consumer experience and delivery as per agreed timeline 

  

Delivery as per agreed 

timeline Total 

No Yes 

Consumer 

experience 

New 

Count 4 99 103 

Per Cent within Consumer 

experience 
2.91 52.43 55.34 

Per Cent within delivery as per 

agreed timeline 
0.97 43.69 44.66 

Experienced 

Count 5 41 46 

Per Cent within consumer experience 6.52 58.70 65.22 

Per Cent within delivery as per 

agreed timeline 
4.35 30.43 34.78 

 

Total 

Count 9 40 149 

Per Cent within Consumer 

experience 
3.36 54.36 57.72 

Per Cent within delivery as per 

agreed timeline 
2.68 39.60 42.28 

Source: Primary Data 

 

Table 3 Chi-Square test results 

 Value df Asymp. Sig. (2-sided) Exact Sig. (2-sided) 

Pearson Chi-Square 4.379
a
 4 .302 .392 

Likelihood Ratio 5.194 4 .257 .356 

Fisher's Exact Test 3.165   .347 

N of Valid Cases 149    

Source: Primary Data 

 

Inference 

In order to test the hypothesis H1, Fisher‟s exact “p” value is considered.  It is found that the “p” value is more 

than 0.05 (p>0.05), that indicates there is no significant value for the correlation between „Consumer 

experience‟ and „Delivery as per agreed timeline‟ in online retailing.  So, it is clearly indicating to reject the 

hypothesis H1.  Hence, online buyers of any „experience (new/experienced)‟ prefer „Delivery as per agreed 

timeline‟ with similar importance. 

 

Table 4 Data Processing Summary 

 Cases 

 Valid Missing Total 

Consumer experience *  

Delivery as per agreed quality 
N Percent N Percent N Percent 

 149 100.00 0 0.00 149 100.00 

Source: Primary Data 
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Table 5 Cross tabulation between Consumer experienceand delivery as per agreed quality 

  
Delivery as per agreed quality 

Total 
No Yes 

 

 

 

 

Consumer 

experience 

New 

Count 6 72 78 

Per cent within Consumer 

experience 
5.13 57.69 62.82 

Per cent within delivery as 

per agreed quality 
2.56 34.62 37.18 

Experienced 

Count 5 66 71 

Per cent within Consumer 

experience 
4.23 57.75 61.67 

Per cent within delivery as 

per agreed quality 
2.82 35.21 38.03 

 

Total 

Count 11 138 149 

Per cent within Consumer 

experience 
4.70 57.72 62.42 

Per cent within delivery as 

per agreed quality 
2.68 34.90 37.58 

Source: Primary Data 

 

Table 6 Chi-Square test results 

 Value df Asymp. Sig. (2-sided) Exact Sig. (2-sided) 

Pearson Chi-Square 1.743
a
 1 .797 .914 

Likelihood Ratio 2.792 1 .644 .905 

Fisher's Exact Test 1.692   .302 

N of Valid Cases 149    

Source: Primary Data 
 

Inference 

In order to test the hypothesis H2, Fisher‟s exact “p” value is considered.  It is found that the “p” value is more 

than 0.05 (p>0.05), that indicates there is no significant value for the correlation between „Consumer 

experience‟ and „Delivery as per agreed quality‟ in online retailing.  So, it is clearly indicating to reject the 

hypothesis H2.  It means there is no significant relationship between „Consumer experience‟ and „Delivery as 

per agreed quality‟.  Hence, online buyers of any „experience (new/experienced)‟ prefer „Delivery as per 

agreed quality‟ with similar importance. 

 

Table 7 Data Processing Summary 

 Cases 

 Valid Missing Total 

Mode of Purchase * Delivery as per agreed 

timeline 
N Percent N Percent N Percent 

 149 100.00 0 0.00 149 100.00 

Source: Primary Data 
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Table 8: Crosstabulation between mode of purchase and delivery as per agreed timeline 

  Delivery as per agreed 

timeline Total 

No Yes 

 

Mode of 

Purchase 

 

Website 

Count 4 95 99 

Per cent within mode of purchase 3.03 45.45 48.48 

Per cent within delivery as per agreed 

timeline 

1.01 50.51 51.52 

Mobile 

App 

Count 3 47 50 

Per cent within mode of purchase  4.00 54.00 58.00 

Per cent within delivery as per agreed 

timeline 

2.00 40.00 42.00 

 

Total 

Count 7 1427 149 

Per cent within mode of purchase 3.36 48.32 51.68 

Per cent within delivery as per agreed 

timeline 

1.34 46.98 48.32 

Source: Primary Data 

 

Table 9 Chi-Square test results 

 Value df 
Asymp. Sig.  

(2-sided) 

Exact Sig.  

(2-sided) 

Pearson Chi-Square 1.752 1 .104 .315 

Likelihood Ratio 2.959 1 .095 .279 

Fisher's Exact Test 1.653   .329 

N of Valid Cases 149    

Source: Primary Data 

 

Inference 

In order to test the hypothesis H3, Fisher‟s exact “p” value is considered.  It is found that the “p” value is more 

than 0.05 (p>0.05), that indicates there is no significant value for the correlation between „Mode of purchase‟ 

and „Delivery as per agreed timeline‟ in online retailing.  So, it is clearly indicating to reject the hypothesis 

H3.  It means there is no significant relationship between „Mode of purchase‟ and „Delivery as per agreed 

timeline‟ in Online Retailing. Hence, buyers purchasing in any mode (website or app) prefer „Delivery as per 

agreed timeline‟ with similar importance. 
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Table 10 Data Processing Summary 

 Cases 

 Valid Missing Total 

Mode of Purchase * Delivery as per agreed quality N Percent N Percent N Percent 

 149 100.00 0 0.00 149 100.00 

Source: Primary Data 

 

Table 11 Crosstabulation between mode of purchase and delivery as per agreed quality 

  

Delivery as per 

agreed quality 
Total 

No Yes  

 

Mode of 

Purchase 

Website 

Count 5 77 82 

Per cent within mode of purchase 3.66 60.98 64.63 

Per cent within delivery as per agreed quality 2.44 32.93 35.37 

App 

Count 4 63 67 

Per cent within mode of purchase 4.48 40.30 44.78 

Per cent within delivery as per agreed quality 1.49 53.73 55.22 

 

Total 

Count 9 140 149 

Per cent within mode of purchase 4.03 51.68 55.70 

Per cent within delivery as per agreed quality 2.01 42.28 44.30 

Source: Primary Data 

 

Table 12 Chi-Square Test results 

 Value df Asymp. Sig. (2-sided) Exact Sig. (2-sided) 

Pearson Chi-Square .549
a
 1 .491 .527 

Likelihood Ratio 1.405 1 .239 .639 

Fisher's Exact Test 1.135   .392 

N of Valid Cases 149    

Source: Primary Data 

 

Inference  

In order to test the hypothesis H4, Fisher‟s exact “p” value is considered.  It is found that the “p” value is more 

than 0.05 (p>0.05), that indicates there is no significant value for the correlation between „Mode of purchase‟ 

and „Delivery as per agreed quality‟ in Online Retailing.  So, it is clearly indicating to reject the hypothesis 

H4.  It means there is no association between „Mode of payment‟ and „Delivery as per agreed quality‟ in 

online retailing.  Hence, buyers purchasing in any mode (website or app) prefer „Delivery as per agreed 

quality‟ with similar importance. 
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Findings and Discussion 

The current study empirically examined one of the important constructs of service quality in the context of 

online retailing, namely “Delivery Efficiency”. This consists of two vital elements: „Delivery as per agreed 

quality‟ and „Delivery as per agreed timeline‟.  Consumer experience is considered as the first moderating 

factor for analyzing the attributes related to delivery efficiency in online retailing.  Mode of purchase is taken 

as the second moderating factor to analyze the attributes related to the delivery efficiency in online retailing.  

It is found that both new and experienced online buyers prefer „Delivery Efficiency‟ with similar importance.  

Both the groups of buyers, website users and mobile app users prefer the „Delivery Efficiency‟ with similar 

significance.  Service Quality has got alike importance from both the groups of buyers in online retailing 

environment.   

 

Suggestions 

It is very important for online retailers to consider the attributes of service quality while deigning marketing 

strategies to attract various segments of customers in the competing market conditions.  Providing quality 

outcome is very essential to create a higher value to the consumer which can influence consumer re-purchase 

intention.  The quality of delivery efficiency formulate saw a notable value for online shopping intention. It is 

recommended that online retailers should implement information systems that integrate all their offline and 

online operations to strengthen their delivery efficiency (Jun, et al., 2004).Condition of the order has a 

significant role to play in online retailing.  Online retailers should ensure that products are delivered in the 

same condition as displayed on theirwebsite(Collier & Bienstock, 2006).Online Vendor should strengthen the 

dimensions of reliability such as delivering goods as per the promise to enhance customer e-Satisfaction(Lee 

& Lin, 2005).It is suggested that delivering products in a very timely manner should be an important priority 

for online retailers(Collier & Bienstock, 2006).Execution of services has a significant role in online context.  

Consumer‟s perception of service quality is based not only by the outcome of a service, but also evaluated by 

the process of service delivery.  Hence, providing online service features alone is not sufficient to enhance 

consumer‟s perceptions about the online service quality. Online retailers should pay sufficient attention to the 

execution methodology of services while providing online service attributes(Kim, et al., 2006).Online retailers 

can distinguish themselves in the market by maintaining a faster and productive delivery system(Jiang & 

Rosenbloom, 2005).  Prompt and accurate delivery of the purchased goods can enhance consumer emotion 

(Kim & Lennon, 2013).  It is suggested that the promptness of delivery and quick response to consumer 

concerns can influence consumer satisfaction significantly (Yang, et al., 2003).Vendors should be concerned 

about the consumer's overall experience of the services, from the initial stage, through purchasing, to delivery 

and even beyond, as this has the power to influence satisfaction of the consumers who usually buy products 

using a mobile app(Lin & Wang, 2006). 

 

Conclusion 

The importance of service quality and the challenges in online services demand online vendors to understand 

the attributes that customers use in their assessment of online service quality. Consumers are moving from 

inflexible delivery modes and undefined delivery time slots to a flexible option of getting the things delivered 

at the location and time of their own choice.  As consumers have multiple options available in the online 

market, they look for more flexible and customized delivery options and this feature is one of the influential 

point for selecting a particular retail website among the available options.   Delivery of goods as per agreed 
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time-line and with the agreed quality have the power to influence consumer motivation and attitude towards 

the retail website (Kim & Lennon, 2013).Consumer perception of overall service quality has a strong 

association with behavioral intention in online purchasing context.  Consumer‟s positive perception of online 

service quality can influence the development of behavioral intention(Carlson & O‟Cass, 2010).The delivery 

performance of the purchase transaction is the most important aspect of the overall quality of the online retail 

experience(Collier & Bienstock, 2006).Delivery timeline has lot of importance in online retailing context.  If 

products are delivered prior to the agreed delivery dates, consumers probably perceive it as a high quality on 

the part of the online retailer (Collier & Bienstock, 2006). Delivery of goods on-time, order accuracy and 

completeness have a major influential role in online retailing environment(Jiang & Rosenbloom, 2005).  

Prompt and accurate delivery of the purchased goods can and diminish the risk toward shopping at that 

particular retail website(Kim & Lennon, 2013).In an online shopping context, physical fulfillment is 

recognized as a vital antecedent of consumer response, such as satisfaction and loyalty. With respect to 

physical fulfillment, rationality relates to perceptions of timely and adequate delivery of the purchased 

products, which can be called as the offline value to consumer (Semeijn, et al., 2005). 

 

Limitations and Scope for Further Research 

Limitations 

Since the sample was collected in Guntur, generalizability to other areas might be limited due to differences in 

purchase behaviour of consumers.  Though the sample size considered in the current study serves the purpose, 

a large sample can identify more insights into service quality dimensions in online retailing context. 

 

Scope for further research 

The current research focused on service quality dimensions perceived by customers who have participated in 

online purchasing. However, individuals who utilize the websites as information sources and have not 

purchased may have unique perception of service quality.  Further study can be conducted to understand the 

quality perception this kind of user-group.  Further research can be conducted to examine the relationship 

between service quality and customer purchase behaviour in online retailing context. 
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Critical Factors Influencing the Role of FDI in E-Commerce Business 
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Abstract 

Electronic commerce (e-commerce) as a part of the information technology revolution became widely used in the world 

trade in general and Indian economy in particular. India’s e-commerce industry has been rapidly growing over the last 

few years, with an easier access to the Internet. Almost every e-commerce company in India runs a mobile platform now 

and has created specific mobile apps to ensure user-friendly interface and hassle-free transactions. E-commerce 

companies operating in India are still refining the solutions to basic problems like product delivery and customer service. 

E-commerce industry, today requires accelerated investment, superb technological infrastructure and high profit margins, 

to overcome some of the operational problems. So, with these projections consumers have attracted a lot of attention from 

e-commerce investors, especially from  outside India through FDI. So in this connection this paper highlights there is a 

need for Foreign direct investment (FDI) in e-commerce business, focuses in the context of opportunities of expansion 

which will boost infrastructure development and spur manufacturing sector. Using snow ball sampling this paper surveys 

the employees (business development executives) of Flipkart Company and identifies the emerging factors like 

Accessibility, Infrastructure development and Monopoly situation arises due to the implementation of FDI in e-commerce 

business which leads to better customer service. An Exploratory factor analysis and multiple regression analysis were 

conducted to understand the relationship between these factors and customer service. 

Keywords: E-commerce business, FDI, Emerging Factors, Factor analysis, Multiple regression analysis. 

 

 

Introduction 

While the socio-political situation in the Middle East countries looks volatile, India makes for a very feasible 

investment destination with its majority being young population who has access to Internet penetration and 

possessing high levels of disposable income. The growing use of the Internet and e-commerce for conducting 

business is being driven by global and national forces. Many firms are being driven toward greater adoption of 

e-commerce by global competitive pressures, which some suggest will lead to a global networked economy. 

Global Investors in expanding in India coming with broad range of products that these companies can offer 

with discounted prices and their easy payment options have made them huge hits in India, especially with 

younger consumers. FDI, as a key element of the globalization and of the world economy, is a driver of 

employment, technological progress, productivity improvements and ultimately economic growth. . India’s 

ecommerce industry is on the growth curve and experiencing a spurt in growth. FDI will be focused on 

locations offering cheap high skilled workforce, clustering of information companies. Foreign direct 

investment (FDI) in business to consumer (B2C) e-commerce will allow smaller firms raise the much-needed 

finance from international markets to fund expansion plans. Global online retailers such as Amazon and eBay 

Inc. are now banned from selling products they have sourced themselves, and must rely on third-party 

suppliers. Their platforms, which they own fully, are marketplaces for these suppliers. FDI in E-commerce 

would  serve the customers in ways that can help them save money and live better.FDI permit in B2C  

e-commerce segment will attract investment in back-end infrastructure of companies in country which in turn 

will create multiple job opportunities. FDI in e-commerce reduces the transformation cost of business through 
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implementation of advanced supply chain and benefit consumers and suppliers. If FDI in e-commerce is 

authorized in India, it can help maximize the potential of the sector and thus drive economic growth. Cultural 

and language barriers are major challenges that International e-commerce players have to content with in these 

markets. In order to compete effectively against domestic players, online retailers need to understand the 

consumer behavior within each market and tailor operations accordingly. 

 

Literature Review 

Electronic Customer 

Support Service 

Online help- Frequently Asked Question 

Online products update 

Handling customers feedback/queries online 

Online application/registration 

Personalized email communication 

Turban et al. (2000) 

Ainin, (2000) 

Fatimah, et al. (2000) 

 

Electronic Payment 

System 

Electronic Fund Transfer(EFT) 

Online credit card processing 

Electronic money 

Smart and prepaid card 

Lawal, (2010) 

Block et al. (1996) 

Zwass, (1998) 

Fatimah, et al. ( 2000) 

Electronic Order and 

Delivery 

On-line ordering of software products 

Lower costs per business transaction 

Tracking incoming and outgoing goods delivery 

Online order entry and delivery 

Coordinating procurement with suppliers online 

Johnson, (2003) 

Oakes (2002) 

Turban et al. (2000) 

Fahri and Omar (2001) 

FDI in E-Commerce 

business 

Employment generation Growth 

Transfer of Modern technologies 

Enhancement of efficiency 

Dupasquier(2006) 

Anyanwu(2006) 

FDI in E-Commerce 

business 

Openness 

product-market regulation 

labour market arrangements, 

Trade barrier-s, and infrastructure. 

Fedderke (2006) 

Romm(2006) 

FDI in E-commerce 

Network participation 

Knowledge diffusion to local firms 

Local suppliers to exploit opportunities 

Ernst(2002) 

Kim(2002) 

 

FDI in E-commerce 

Resource seeking 

Market Seeking 

Efficiency seeking 

Strategic asset seeking 

Dunning(1993) 

 

FDI in developing 

countries 

Physical infrastructure problems 

Financing constraints 

Institutional problems 

Kinda(2010) 

FDI in E-commerce 

Technology transfer 

Human capital 

Infrastructure 

Noorbakshand 

Paloni(2001) 

 

Need for Study 

Indian e-commerce players have faced various challenges in raising funds for expansion, due to the regulatory 

restrictions. In this scenario, there was a spurt in Venture Capitalists investments during the last few years. 

Indian online retailers are yet to turn profit-making but hope to turn the tide as they achieve scale. Specifically, 

e-commerce companies have faced issues in raising follow-on investments. More than 70% of the funds raised 

by Indian e-commerce companies have been concentrated among few of the category leaders. More e-

commerce start-ups were reported to have shut operations because of not having sufficient funds for 
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operations. Many firms are being driven toward greater adoption of e-commerce by global competitive 

pressures, which some suggest will lead to a global networked economy .So there is a need for FDI in E-

commerce sector to encourage more players into the market. 
 

Objectives of Study 

1. To identify the perceptions of the employees(business development executives) of Flipkart company 

about FDI in e-commerce business in India  

2. To identify the emerging factors where E-commerce firms will face for providing for better customer 

service. 

3. To understand the relationship between the emerging factors of FDI in e-commerce and customer service. 

 

Hypothesis of Study 

1. Is there is any relationship between the Monopoly situation and Customer service? 

2. Is there is any relationship between the Infrastructure development and Customer service? 

3. Is there is any relationship between the Accessibility and Customer service? 

 

Limitations of Study 

The study is mainly based on the Employees (Business development Executives) of Flipkart Company who 

are located at various parts of the country. It is assumed that information given by them is unbiased. Due to the 

fact that the sample respondents were taken from single company (Flipkart) through online, the present study 

may not be generalised. Since Snow ball sampling was used, all the non-probability errors would be present. 

Sample is restricted to a part of population that is readily accessible through e-mails. As the sample size was 

74 respondents of Flipkart it is not necessary that the study truly represents the views of the universe. Some of 

the respondents might have not given accurate responses; exact views or hide some information therefore this 

study ignores demographic profile of respondents. Time of submission, due to academic schedule the 

researcher had the limited time frame to complete this research. 

 

Research Methodology 

While using Snow ball sampling technique 74 employees (Business development executives) of Flipkart 

Company were selected in order to assess the emerging factors of FDI implementation in E-commerce sector. 

A five-point likert scale ranging from strongly agrees (5) to strongly disagree (1) was related to each identified 

attribute. 

 

Results & Analysis 

An exploratory factor analysis was used to uncover the underlying factors .Prior to running factor analysis, the 

Kaiser Meyer Olkin (KMO) measure of sampling adequacy and the Bartlett’s test of sphericity were 

performed. The generated score of KMO was 0.773. The Bartlett’s test of sphericity was highly significant 

(p<.000), rejecting the null hypothesis that the 12 attributes are uncorrelated in the population.Varimax 

rotation was used for principal components with factor loading of .4 or greater on a factor were regarded as 

significant. The principal components factor method was used to generate the initial solution. The Eigenvalues 

suggest that a three- factor solution explains 66.983% of the overall Variance before the rotation. The factors 

with eigenvalues greater than or equal to 1.0 and attributes with factor loadings greater than 0.4 were reported. 

Table 1 illustrates the results of the factor analysis. The three factors are: Monopoly situation, Infrastructure 
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development, Accessibility. The overall determinant of the correlation matrix was 0.001 with a Bartlett test of 

sphericity value of 483.931, significance of the matrix is 0.000. The above statistics indicatesthat there was a 

significant correlation between the variables, and the use of factor analysis was appropriate. The Kaiser-

Meyer-Olkin overall measure of sampling adequacy was 0.751, this was good. 

 

Reliability 

To test the reliability and internal consistency of each factor, the Cronbach’s alpha of each was determined. 

The results showed that the alpha coefficients ranged from 0.777to 0.795 for the three factors of independent 

variables and one factor of dependent variable. 

 

Factor Analysis   

Independent variables: The underlying emerging factors of FDI in e-commerce business are as follows.  

Monopoly Situation (Factor 1) contains four attributes and explains 28.920% of the variance in the data. The 

attributes associated with this factor dealt with “Small time trading of Brick and Mortar stores”, “Cheaper 

products”, “Monopolies in Logistics” and “Job losses”.  

Infrastructure Development (Factor 2) loaded with four attributes accounted for 24.664% of the variance. 

They were “Improves supply chain”, “Financial Situation of MSME”, “Overall growth” and “Better work 

culture”. 

Accessibility (Factor 3) loaded with four attributes. This factor accounted for 20.619%of the variance. These 

attributes were “Access to buyers/sellers”, “Selection of products”, “Better stock procurement “and “Greater 

convenience” 
 

Dependent Variable 

The factor underlying the perceived customer Service (Factor1) for the dependent variable contains attributes 

explains 57% of variance, attributes were “Responsive order taking”, “After sales service”, “Competitive 

pricing “and “Beyond their immediate location” 

 

Table 1: Factor Analysis for Emerging factors of FDI in E-commerce business: Independent variables 

Attributes Factor Loading Communality Reliability 

Factor 1: Monopoly Situation 

MS1 

MS2 

MS3 

MS4 

0.885 

0.842 

0.834 

0.885 

0.789 

0.716 

0.735 

0.792 

0.786 

0.785 

0.777 

0.789 

Factor 2: Infrastructure Development 

ID1 

ID2 

ID3 

ID4 

 

0.843 

0.861 

0.825 

0.879 

 

0.735 

0.750 

0.681 

0.782 

 

0.792 

0.784 

0.790 

0.780 

Factor 3: Accessibility 

AC1 

AC2 

AC3 

AC4 

0.861 

0.839 

0.831 

0.863 

0.755 

0.714 

0.696 

0.759 

0.795 

0.784 

0.790 

0.788 

Note: Extraction Method – Principal Component Analysis, Rotation Method – Varimax with Kaiser 

Normalization  
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Table 2: Factor Analysis for better Customer Service: Dependent Variable 

Attributes Factor Loading Factor 1 Communality Reliability 

Factor1: Customer Service 

CS1 

CS2 

CS3 

CS4 

0.718 

0.723 

0.821 

0.754 

0.516 

0.522 

0.673 

0.568 

0.790 

0.790 

0.787 

0.788 

Note: Extraction Method- Principal Component Analysis Component matrix 

 

Multiple Regression Analysis 

The multiple regression procedure was employed because it provides the most accurate interpretation of the 

independent variables. The three independent variables were expressed in terms of the standardized factor 

scores (beta coefficients). The significant factors that remained in the regression equation were shown in order 

of importance based on the beta coefficients. The dependent variable, perceived customer satisfaction, was 

measured on a 5-point Likert-type scale. The equation for perceived customer satisfaction was expressed in 

the following: 

Equation: Ys= β0+ B1X1+ B2X2+ B3X3 Where,  

Ys = Overall level of customer service β0= Constant (coefficient of intercept)   

X1= Monopoly Situation   X2= Infrastructure development X3= Accessibility   

B1, B3=Regression coefficient 

Table 3 shows the results of the regression analysis. To predict the goodness-of-fit of the regression model, the 

multiple correlation coefficient (R), coefficient of determination (R2), and F ratio were examined. First, the R 

of independent variables (Three factors, X1to X3) on the dependent variable (customer service, or Ys) is 

41.5%, which showed that the respondents had positive and high overall customer service. Second, the R2 is 

17.2%, suggesting that more than 17% of the Variation of customer service was explained by the three factors. 

Last, the F ratio, which explained whether the results of the regression model could have occurred by chance, 

had a value of 4.858(p=0.004 which is p<0.05) and was considered significant at 95% confidence level. The 

regression model achieved a satisfactory level of goodness-of-fit in predicting the variance of customer service 

in relation to the three factors (barriers to banks), as measured by the above –mentioned R, R2, and F ratio. In 

the regression analysis, the beta coefficients could be used to explain the relative importance of the three 

dimensions (independent variables) of emerging factors of FDI in e-commerce business to the variance in 

customer service (dependent variable). As far as the emerging factors of FDI in E-commerce business is 

concerned, Factor 1(Monopoly situation and B2=0.123, p=0.261ie; p>0.1) violates the factor. Factor2 

(Infrastructure Development B3=0.300, p=0.007i.e.; p<0.01) at 99% confidence level satisfies the relationship. 

Factor 3(Accessibility, B4=0.260, p=0.020 ie; p<0.05) at 95% confidence level satisfies the relationship. 

Finally, two underlying dimensions are significant. Thus, the results of multiple regression analysis reject 

Hypothesis 1states that there is no relationship between the Monopoly situation and the customer service of 

FDI in e-commerce business. 

 

Table 3: Multiple regression analysis Model Summary 

Model R R Square Adjusted R square Standard error of the estimate 

1 0.415 0.172 0.137 0.92905094 
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ANOVA 

Model Sum of Squares Df Mean Square F Sig 

Regression 

Residual 

Total 

12.581 3 4.194 4.858 0.004 

a. Predictors: (Constant)  

b. Dependent Variable: Customer Service  

 

Coefficients 

Model 
Unstandardized Coefficients 

Standardised 

coefficients t Sig. 

B Std.error Beta 

Constant -2.301E-16 0.108  0.000 1.000 

Monopoly Situation 0.123 0.109 0.123 1.132 0.261 

Infrastructure Development 0.300 0.109 0.300 2.755 0.007 

Accessibility 0.260 0.109 0.260 2.388 0.020 

 

Suggestions from Employees 

FDI in e-commerce might need to be phased a bit to protect domestic players, who have made substantial 

investments like Flipkart. If Amazon and other MNC players come to India armed with a billion dollars, it 

may get difficult for people who built their businesses in the era of protection like Flipkart and others. FDI 

should be fazed over time so that it gives you enough time to get your act together. 

 

Conclusion 

In order to provide the consumers with a superior customer service it is crucial that E-commerce players 

offering a local solution through FDI.If FDI in e-commerce is authorized in India, it can help maximize 

theconsumers can access the products that improves the quality of life and thus drive economic growth. 

Through FDI, Effectiveness of operations coupled with equity flow into back-end investments would help the 

e-commerce sector to be more transparent and opportunities for people to sell and buy their product through 

online improves customer service. The role of government should be to provide a legal framework for  

e-commerce so that while domestic and international trade are allowed to expand their horizons, basic rights 

such as privacy, intellectual property, and prevention of fraud, consumer protection etc are all taken care of.  

E-commerce was an important and growing area that met customers' shopping needs. Toward this, we 

encourage the government of India to consider opening e-commerce for FDI. E-commerce has the potential to 

be a positive force in increasing consumption and generating employment across the country. 
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Annexure 

Questionnaire Items 

01. Monopoly Situation 

FDI will seriously impair small time trading of brick and mortar stores and may shrink Indian 

entrepreneurship. 

Through FDI, MNCs may dump their cheaper products in the market. 

FDI creates monopolies in e-commerce, manufacturing, logistics and retail sector of the country. 

FDI in existing retail stores get displaced due to e-commerce FDI and huge job losses. 

 

02. Infrastructure development 

FDI improves the supply chain, distribution and warehousing system. 

FDI improves the financial situation of MSME enterprises. 

FDI contributes to overall growth of economy. 

FDI leads to better work culture. 
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03. Accessibility 

FDI provides increased access to buyers/sellers. 

Through FDI’s customers will get many choices for selection of products. 

FDI provides better stock procurement and management. 

FDI provides the changes in urban lifestyle focusing on greater convenience. 

 

04. Customer Service 

FDI Improves more responsive order taking. 

FDI improves after sales service to customers. 

FDI provides competitive pricing and reduces the transaction costs. 

FDI allow MSMEs to reach out to customers far beyond their immediate location. 
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Financial Planner CM   Perspective 
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Abstract 

Financial discipline in everyone’s life is most desirable phenomena for leading the life without many deviations from the 

regular life. Personal financial planning as a profession in India it is in an infant stage, there is greater need to familiarise 

the profession by way of providing financial education to all categories of investors. Investors having a lot of confusion 

about different kinds of Independent Financial Advisors. To protect the investors’ from the hands of unqualified 

professionals, there is a strong need to provide guidance with righteous information regarding Securities and Exchange 

Board of India (SEBI) approved financial advisors. CERTIFIED FINANCIAL PLANNERCM   or CFPCM Professionals 

are SEBI approved financial advisers; they will make comprehensive financial plans for individual investors to meet their 

life goals. CFPCM professionals have greater amount of specialised set of skills in personal financial planning domain. 

CFPCM Professionals are certified by Financial Planning Standards Board India (FPSBI). FPSBI is the authorised body 

that awards CFPCM Certification in India, through an agreement with FPSB Ltd US. CFPCM Certification is the global 

certification in the field of financial planning. The aim of the research paper is to provide complete information about 

CFPCM Professionals and how they will help the investors for their life goals. The researcher tries to examine the various 

internal and external factors influencing the perfect financial planning for individual investors. The research study was 

conducted by administering the structured questionnaire for interviewing 50 selected financial advisors. The responses 

gathered was analysed with the help of multiple linear regression model using SPSS. The results revealed that internal 

factors such as investment amount and expected return having high influence on preparing individual financial plans. The 

external factors safety and return on investment is having high influence on preparing individual financial plans. 

Keywords: CERTIFIED FINANCIAL PLANNERCM Professionals, Financial Planning, Securities and Exchange Board 

of India, Financial Planning Standard Board India, Investment, and Investor. 

 
 

 

Introduction 

Financial Planning 

There is not a single one of us who can take life for granted. Future is full of uncertainties, to meet the future 

uncertainties, certain financial planning is inevitable. Financial planning is an ongoing process throughout the 

life of an individual for attaining the fulfilment of aspirations. Financial planning is a process of managing 

finance of individuals to meet their life goals. Financial planning is road map to help the individual investors 

to reach their goal safely. Comprehensive financial planning is a complete financial planning of all needs of 

individuals it comprises the following components. FPSB India has categorized the Financial Planner Abilities 

into six Financial Planning Components 1.Financial Management 2.Asset Management 3.Risk Management 

4.Tax Planning 5.Retirement Planning 6.Estate Planning (Financial Planner Competency Profile, n.d., p.7) 

Process of standard financial planning requires the six steps approach 1. Establishing and defining the client 

planner relations 2. Gathering client data, including goals3.Analyzing and evaluating your financial status 4. 

Developing and presenting Financial Planning recommendations and/or alternatives 5. Implementing the 

Financial Planning recommendations 6. Monitoring the Financial Planning recommendations (Financial 

Planning Process,n.d.,para.2) 
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Process of Financial Planning  

 

Source: https://www.fpsb.org/about-financial-planning/ 

 

Advantages of Financial Planning through Certified Financial Planner
cm

 

CFP
CM

 professional provides perfect direction and effective utilization of client’s financial resources to reach 

the clients financial dreams. CFP
CM

 professional with their expertise knowledge in the field of financial 

planning it leads to minimization of risk component. Financial planning is relative process, it is different from 

case to case hence, CFP
CM

 professional are analyzing the individual financial goals and requirements stage 

wise and preparing a suitable plan with timely recommendations according to the market conditions.  

 

Why Certified Financial Planner
cm  

 Professionals only 

Choosing a right Financial Planner is the most important step in the process of making financial decisions with 

a view to converting savings into right investments. CERTIFIED FINANCIAL PLANNER
CM

  professional are 

certified by FPSB India after fulfilling significant education and experience requirements. CFP
CM

 professional 

are continually update their abilities and abide by FPSB India Code of Ethics and Professional Responsibility 

(Code of Ethics) and Financial Planning Practice Standards (Practice Standards) (Why 

CFP
CM

Certificants,n.d.,para2) 

 

Qualification and Certification Requirements Specified under IA Regulations?  

An individual registered as an investment adviser under IA regulations and partners and representatives of an 

investment adviser who are rendering investment advice on behalf of the investment adviser, as the case may 

be, shall fulfil with the minimum qualification and certification requirements as specified under regulation 

7(1) and regulation 7(2) of IA Regulations at all times. With regard to certification requirement, the said 

persons are required to obtain NISM-Series-X-A: Investment Adviser (Level 1) as well as NISM-Series-X-B: 

Investment Adviser (Level 2) certification. (SECURITIES AND EXCHANGE BOARD OF INDIA 

(INVESTMENT ADVISERS) REGULATIONS, 2013,p.6). 

 

List of NISM Accredited Certification Examinations for Investment Advisers 

A) Chartered Wealth Manager (CWM) certified by American Academy of Financial Management India Pvt. 

Ltd.  B) Certified Financial Planner (CFP
CM

) certified by Financial Planning Standards Board India C) 

International Certificate in Wealth & Investment Management (India) Certification certified by Chartered 

Institute for Securities and Investment (Nism,n.d.,p.1) 

 

 

 

https://www.fpsb.org/about-financial-planning/
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How Certified Financial Planner
cm  

 Professionals are Differ from other Financial Professionals 

Course Designation Institute Main Areas Covered 

CA Chartered Account 
The Institute of Chartered 

Accountants of India (ICAI) 

Accounting, taxation & 

auditing 

CS Company Secretary 
The Institute of Company Secretaries 

of India (ICSI) 
Company law 

CWA Cost Accountant 
The Institute of Costs & Works 

Accountants of India (ICWAI) 
Costing 

CFP
CM

 
Certified Financial 

Planner 

Financial Planning Standards Board 

(FPSB), India 

Financial Planning - 

Insurance, Retirement, 

Investments & Taxation 

CFA 
Chartered Financial 

Analyst 

Association for Investment 

Management & Research (AIMR) 

Portfolio Management & 

Investment Analysis 

CPA 
Certified Public 

Accountant 

American Institute of Certified 

Public Accounts (AICPA) 
Accountancy & Taxation 

Source: http://www.fpsbindia.org/Scripts/FinancialPlanning.aspx 

 

Different Types of Independent Financial Advisors and their Limited Role in the Specific Area 

Category Products for sales and advice 

Insurance agent Insurance Policies 

Mutual Fund distributor Mutual Funds 

Equity share broker/sub-broker Share trading, IPOs 

Income tax consultant Tax Planning, Employee Benefits 

Distributor/Advisor of multiple financial products & 

services 

MFs, Insurance, Post Office schemes, share trading, 

tax etc 

Source: http://www.fpsbindia.org/Scripts/FinancialPlanner.aspx 

CFP
CM

 professionals are specialized to offer entire financial planning services in one stop nature. CFP
CM

 

professionals with rigours update their abilities and abide by FPSB India Code of Ethics and Professional 

Responsibility (Code of Ethics) and Financial Planning Practice Standards (Practice Standards). 

 

Review of Literature 

a)  Advantages of personal financial planning as a profession 

Personal financial planning profession is increasingly becoming one of the most sought-after careers, as the 

working population around the globe continues to increase, and so does their ability to earn more. With the 

boom in working population, people increasingly need experts to handle their finances, and thus the career 

prospects for personal financial planning profession continue to brighten. Besides helping clients, the nature of 

profession also gives the financial advisors an opportunity of unlimited earning. The advisors can earn through 

three different ways, that is, via commissions, fees, or through a combination of both(IBF, 2017). Henceforth, 

the rapid pace of development of personal financial planning profession makes it a lucrative career. 

The personal financial planning professional could either choose to work in a firm or be self-employed. The 

professional can begin operations by setting up SME, which is associated with low-startup costs and can be 

initiated after obtaining required degrees and creating the relevant clientele. Other advantages include modest 

regulatory costs in the segment and ease of obtaining the license and in a cost-effective manner. The nature of 

work allows the advisor to be a part of lifetime learning process with the ever-evolving product range and 

strategies, and a chance of interacting with the people regularly. Regular interactions with the clients allow the 

professionals to stay in touch with the changing needs of the clients, and propose solutions in accordance with 

http://www.fpsbindia.org/Scripts/FinancialPlanning.aspx
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the client needs. Personal financial planning profession career also gives the option of flexible working hours 

to the advisors along with the opportunity for high growth(AICPA, 2017). 

b)  Features of personal financial planning profession 

Practicing personal financial planning profession requires more than the academic knowledge of finance, 

economics, and taxation to provide necessary benefits to the consumers (Raskie, 2017). The efficient addressal 

of the consumer’s needs could only be facilitated through the incorporation of academic knowledge with 

service providing ability, intelligent counseling services, and thorough research as a part of the advice. As the 

per capita income of the Indian population continues to increase (GOI, 2015), the working professionals are 

becoming increasingly busy in their day to day profession, and hence the need for personal financial planning 

profession decision assistances is pressing. Further, personal financial planning professionals are also required 

to advise the people nearing retirement, the inclusion of women investors, and those from lower-income 

segment (LaPonsie, 2017). 

Hence, it is seen that personal financial planning professionals are more than marketers; they consult people in 

cases of large cash receipts, inheritances, retirement planning, and creation of wealth for an individual's future 

generations. The study conducted by Iannicola and Parker, (2010) pointed that development of trust is 

essential for the conversion of the clients. If the professionals are able to generate trust and understanding of 

the products in the client, it can enhance the conversion of prospects into clients.   

c)  Need for personal financial planning profession as a profession in India, especially AP state 

In a large and diverse country such as India, enhancing financial awareness amongst the people of the country 

requires more than relevant action from the regulatory authorities, financial institutions, and stock 

exchanges(Subha and Shanmugha, 2014). Several studies indicate that the financial literacy in India is low, as 

highlighted by Naidu(2017) in his study wherein he indicated that the literacy rate is further low among 

youngsters and women. A briefing paper by the European Parliament highlighted that financial literacy is the 

combination of knowledge, awareness, skill, behavior, and attitude and thus essential for taking intelligent 

financial decisions. These factors help an individual in making sound financial decisions and reach the 

position of financial wellbeing (European Parliament, 2015).  

Therefore the country needs to be integrated with the network of financing options on a more personal level. 

Also, the changing earning pattern of the young Indian population, as revealed by changes in the per capita 

percentage growth in the national income of the country, suggests that people now have higher dispensable 

income. The per capita income growth rate increased from 5.4% in 2013-14 to 5.9% during the period 2014-

15(GOI, 2015). With the increase in income arises the need for better investments so that the investors can 

profit from the increased income levels. Hence, personal financial planning profession as a profession in India 

is essential to bridge the gap between financial literacy rate and earning (Agarwal, 2015). 

Personal financial planning profession career assumes special importance with respect to the state of AP, as 

per day income among the poor, medium, and rich households varies between $1.25 for the poor section to $2 

per day for the rich household segment in the economy(Reddy and Bantilan, 2013). Also, personal advisors 

can be influential in enrolling all section of people in the financial system, especially when the regulatory 

authorities in India are aiming to include the marginalized and the poor in the financial system, by advocating 

the best products according to their needs (Subha and Shanmugha, 2014). The state presents the need for 

personal financial planning profession as highlighted by a study on the retail investors’ perspective on capital 

market by Kumar(2010),  conducted in Vishakhapatnam. The results showed that almost half of the retail 

investors do not consider tax benefits to be influential in undertaking investment decisions. The study further 
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elaborated that 77.3% investors in the capital market considered it to be volatile, and 39.3% believe that the 

market has too much of price manipulation. The study further reveals that 99.3% of the population considers 

equity investment as their first priority, and 73.3% alternately follow it by investing in mutual funds, leaving 

out several profitable options such as tax saving investments. Thus, personal financial planning professionals 

can help assure the investors regarding the benefits of investment in the market and also suggest them with 

products that suit the client specific needs.  

 

Objectives 

a) To understand the Personal Financial Planning Profession in detail 

b) To study the CERTIFIED FINANCIAL PLANNER
CM  

professionals perception towards factors 

influencing for perfect financial planning 

c) To guide the investors to choose the best investment planner for their life goals 

 

Research Methodology 

The present research is exploratory in nature. For the purpose of the study, the primary data was collected by 

distributing the questionnaire to the Certified Financial Planner. The area of study was Visakhapatnam, 

Vijayawada and Thirupathi. The sample size of the study was 50.The sampling method was judgmental 

sampling. The data collection tool was structured questionnaire. The data analysis tools used in the study were 

multiple linear regression model using SPSS. 

 

Model Specification 

For analyzing the various internal factors influence on preparing individual financial plans the multiple linear 

regression model have been applied using SPSS. The regression model is represented as follows. 

 A - Internal Factors Effect on Preparation of Personal Financial Plans 

 A  =  β0 + β1(A1)+ β2(A2)+ β3(A3)+ β4(A4)+ β5(A5)+ β6(A6)+ β7(A7)+ β8(A8)+ β9(A9)+ 

β10(A10)+eit 

 Dependent Variable: Internal Factors Effect on Preparation of Personal Financial Plans (A) 

 Independent Variables: Investment Amount (A1), Investment Product (A2), Investment  

Span(A3),Expected Return(A4),Risk Profile(A5),Age(A6),Health (A7),No of Dependent family 

members(A8),Life Span Expectation(A9),Awareness of Investment Avenues(A10) 

 

Hypothesis 

For analyzing the various internal factors influence on preparing individual financial plans the following null 

hypothesis have been framed. 

 

H0 1: Internal factors have no significant impact on preparing individual financial plans  

B - External Factors Effect on Preparation of Personal Financial Plans 

B = β0 + β1(B1)+ β2(B2)+ β3(B3)+ )+ β4(B4)+ β5(B5)+ β6(B6)+ β7(B7)+ β8(B8)+ β9(B9)+ β10(A10)+ 

β11(B11)+ β12(B12)+ β13(B13)+ β14(B14)+ β15(B15)+eit 

 Dependent Variable: External Factors Effect on Preparation of Personal Financial Plans(B) 

 Independent Variables: Flexibility (B1), Safety (B2),  Liquidity(B3), Marketability(B4), Returns on 

Investment (B5), Tax benefits (B6), Capital appreciation(B7),Transaction costs(B8), Growth  rate of the 

country(B9), Global Challenges (B10), Political Status(B11), Interest Rates(B12), Inflation(B13), Source 

of Reliable Information(B14), Government Policy(B15). 
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Hypothesis 

For analyzing the various external factors influence on preparing individual financial plans the following null 

hypothesis have been framed. 

 

H02: External factors have no significant impact on preparing individual financial plans   

Analysis of Data and Interpretation 

 

Internal Factors 

Table 1 The Mean Value and Standard Deviation of Internal factors 

 N Min Max Mean Std. Deviation Rank 

Expected Return(A4) 50 1 3 2.76 0.51745 1 

Risk Profile(A5) 50 1 3 2.74 0.56460 2 

Age(A6) 50 1 3 2.74 0.63278 3 

Investment Amount(A2) 50 1 3 1.86 0.60643 4 

Investment Product(A2) 50 1 3 1.86 0.70015 5 

Awareness of Investment Avenues(A10) 50 1 3 1.4 0.72843 6 

No of Dependent family members(A8) 50 1 3 1.32 0.62073 7 

Health (A7) 50 1 3 1.3 0.61445 8 

Investment  Span(A3) 50 1 3 1.3 0.61445 9 

Life Span Expectation(A9) 50 1 3 1.24 0.59109 10 

CERTIFIED FINANCIAL PLANNER
CM 

Professionals are believed that internal factors having high influence 

on preparing individual financial plans.As per the mean values it is clearly indicating that there is high 

influence of Expected Return, Risk Profile and Age on preparing individual financial plans. There is not much 

influence of Life Span Expectation, Investment span and Health on preparing individual financial plans. 

 

Regression Analysis 

From the table 2 it can be concluded that none of the factor have high correlation or presence of 

multicolinearity. The results from the correlation analysis indicate that preparation of individual financial 

plans negatively correlated with Investment Amount, Investment Product, Age, Health, and other factors like 

Investment Span, Expected Return, Risk Profile, No of Dependent family members, Life Span Expectation, 

awareness of Investment Avenues are positively correlated with preparation of individual financial plans. 

 

Table 2 Correlation between Internal Factors 

 

 



Shanlax International Journal of Management    

Vol. 5,   Special Issue 1,   pp.31-42,    March 2018                   ISSN: 2321- 4643  

      

 

37 

Table 3 Multiple Linear Regression Model Summaries of Internal Factors 

Model R R Square 
Adjusted R 

Square 
Std. Error of the Estimate 

Durbin-

Watson 

1 .613a 0.376 0.216 0.44724 1.977 

a. Predictors: (Constant), Awareness of Investment Avenues , Risk Profile, Investment Product, Life Span 

Expectation, Investment  Span, Age, Expected Return, Investment Amount, Health , No of Dependent 

family members 

b. Dependent Variable: Internal Factors 

 

Table 4 ANOVA for Internal Factors 

Model 
 

Sum of Squares df Mean Square F Sig. 

1 Regression 4.699 10 0.47 2.349 .028a 

 
Residual 7.801 39 0.2 

  

 
Total 12.5 49 

   
a. Predictors: (Constant), Awareness of Investment Avenues , Risk Profile, Investment Product, Life Span 

Expectation, Investment  Span, Age, Expected Return, Investment Amount, Health , No of Dependent family 

members 

b. Dependent Variable: Internal Factors 

 

The Regression Analysis results reveal that the following observations 

 The adjusted R
2
 value indicates that 21.6% (0.216) variability in the Preparation financial plan explained 

by the internal factors. 

 The Durban Watson test value 1.977 which is between 1.5 and 2.5 and therefore the data is not auto 

correlated 

 An F-test value is 2.349 and p value is less than 5% (0.028) for the data hence we can reject null 

hypothesis and accept the alternative hypothesis. 

 

Table 5 Coefficients Internal Factors 

  

Unstandardized 

Coefficients  

Standardized 

Coefficients   

Model 
 

B Std. Error Beta t Sig. 

1 (Constant) 2.979 0.843 
 

3.534 0.001 

 
Investment Amount (A1) -0.402 0.118 -0.483 -3.411 0.002 

 
Investment Product (A2) -0.052 0.096 -0.071 -0.536 0.595 

 
Investment  Span( A3) -0.124 0.114 -0.15 -1.081 0.286 

 
Expected Return (A4) 0.28 0.132 0.287 2.118 0.041 

 
Risk Profile (A5) 0.151 0.13 0.168 1.158 0.254 

 
Age (A6) -0.166 0.109 -0.208 -1.522 0.136 

 
Health (A7) -0.084 0.119 -0.102 -0.709 0.483 

 

No of Dependent family members 

(A8) 
0.054 0.12 0.066 0.446 0.658 

 
Life Span Expectation (A9) 0.025 0.113 0.029 0.224 0.824 

 

Awareness of Investment Avenues 

(A 10) 
0 0.102 0 0.003 0.997 

a. Dependent Variable: Internal Factors 

 

H11: Internal Factors have Significant Impact on Preparing Individual Financial Plans 

The regression analysis reveals that the following internal factors have significant influence on preparing 

financial plan  Investment Amount (A1), Expected Return (A4). 
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The regression analysis reveals that the following internal factors have no significant influence on preparing 

financial plan.Investment Product (A2), Investment  Span(A3), Risk Profile(A5),Age(A6),Health (A7),No of 

Dependent family members(A8),Life Span Expectation(A9),Awareness of Investment Avenues(A10) 

As per the regression analysis results we can also formulate regression equation based on regression 

coefficients. 

A =2.979 - 0.402(A1) - 0.052 (A2)  -  0.124 (A3) – 0.28 (A4) + 0.151 (A5) - 0.166 ( A6) -  0.084 (A7) + 0.054 

(A8) + 0.025 (A9) + 0 (A10). 

Certified Financial Planner
cm   

Professionals are believed that external factors having high influence on 

preparing individual financial plans.As per the mean values it is clearly indicating that there is high influence 

of Returns on Investment, Interest Rates, Capital appreciation, Marketability, Flexibility on preparing 

individual financial plans. There is not much influence of Growth rate of the country, Inflation, Source of 

Reliable Information, Liquidity, Tax benefits. 

 

External Factors 
 

Table 6:  Analysis the Mean Value and Standard Deviation of External Factors 

External Factors N Min Max Mean Std. Deviation Rank 

Returns on Investment (B5) 50 1 3 2.8 0.53452 1 

Interest Rates(B12) 50 1 3 2.78 0.58169 2 

Capital appreciation(B7) 50 1 3 2.78 0.50669 3 

Marketability(B4) 50 1 3 2.6 0.69985 4 

Flexibility (B1) 50 1 3 2.52 0.78870 5 

Transaction costs(B8) 50 1 3 2.06 0.37307 6 

Government Policy(B15) 50 1 3 1.6 0.80812 7 

Global Challenges (B10) 50 1 3 1.52 0.73512 8 

Political Status(B11) 50 1 3 1.48 0.73512 9 

Safety(B2) 50 1 3 1.32 0.65278 10 

Tax benefits(B6) 50 1 3 1.28 0.57286 11 

Liquidity(B3) 50 1 3 1.28 0.64015 12 

Source of Reliable Information(B14) 50 1 3 1.26 0.59966 13 

Inflation(B13) 50 1 3 1.2 0.53452 14 

Growth  rate of the country(B15) 50 1 3 1.18 0.48192 15 

 

Table 7 Correlation between External Factors 
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From the table 7 it can be concluded that none of the factor have high correlation or presence of 

multicolinearity. The results from the correlation analysis indicate that preparation of individual financial 

plans negatively correlated with the factors of Flexibility, Capital appreciation, Growth rate of the Country, 

Global Challenges, Source of Reliable Information, and other factors like Safety, Liquidity, Marketability, 

Return on Investment, Tax Benefits, Transaction costs, Political Status, Interest Rates, Inflation, and 

Government Policy. 

 

Table 8 Multiple Linear Regression Model Summaries of External factors 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

Durbin-

Watson 

1 .693a 0.481 0.252 0.51132 2.327 

a. Predictors: (Constant), Government Policy, Source of Reliable Information, Marketability, Interest Rates, 

Growth of the country, Capital appreciation, Transaction costs, Flexibility, Returns on Investment , Safety, 

Global Challenges , Political Status, Tax benefits, Liquidity, Inflation 

b. dependent variable :External factors 

 

Table 9 ANOVA for External Factors 

Model  Sum of Squares df Mean Square F Sig. 

1 Regression 8.231 15 0.549 2.099 .036a 

 Residual 8.889 34 0.261   

 Total 17.12 49    

 

a. Predictors: (Constant), Government Policy, Source of Reliable Information, Marketability, Interest Rates, 

Growth of the country, Capital appreciation, Transaction costs, Flexibility, Returns on Investment , Safety, 

Global Challenges , Political Status, Tax benefits, Liquidity, Inflation 

b. Dependent Variable: External Factors 

 

Table 10 Coefficients for External Factors 

  

Unstandardized 

Coefficients  

Standardized 

Coefficients   

Model 
 

B Std. Error Beta t Sig. 

 
(Constant) 0.69 1.169 

 
0.59 0.559 

 
Flexibility(B1) 0.048 0.105 0.064 0.46 0.649 

 
Safety(B2) -0.395 0.132 -0.436 -2.996 0.005 

 
Liquidity(B3) -0.122 0.146 -0.133 -0.838 0.408 

 
Marketability(B4) -0.018 0.128 -0.021 -0.137 0.892 

 
Returns on Investment(B5) 0.393 0.157 0.355 2.499 0.017 

 
Tax benefits(B6) 0.208 0.166 0.201 1.25 0.22 

 
Capital appreciation(B7) -0.058 0.187 -0.05 -0.311 0.757 

 
Transaction costs(B8) 0.532 0.223 0.336 2.388 0.023 

 
Growth of the country(B9) -0.26 0.164 -0.212 -1.592 0.121 

 
Global Challenges(B10) -0.141 0.113 -0.175 -1.244 0.222 

 
Political Status(B11) 0.247 0.132 0.308 1.872 0.07 

 
Interest Rates(B12) 0.197 0.134 0.194 1.465 0.152 

 
Inflation(B13) 0.084 0.211 0.076 0.4 0.692 

 

Source of Reliable 

Information(B14) 
-0.276 0.161 -0.28 -1.72 0.094 

 
Government Policy(B15) 0.142 0.101 0.194 1.407 0.168 

a. Dependent Variable: External Factors 
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The Regression Analysis results reveal that the following observations 

 The adjusted R
2
 value indicates that 25.2% (0.252) variability in the Preparation financial plan explained 

by the External factors. 

 The Durban Watson test value 2.327 which is between 1.5 and 2.5 and therefore the data is not auto 

correlated 

 An F-test value is 2.099 and p value is less than 5% (0.036) for the data hence we can reject null 

hypothesis and accept the alternative hypothesis. 

 

H12: External factors have significant impact on preparing individual financial plans 

The regression analysis reveals that the following External factors have significant influence on preparing 

financial plan  

 Safety (B2), Return on Investment (B5) 

The regression analysis reveals that the following External factors have no significant influence on 

preparing financial plan  

 Flexibility(B1), Liquidity(B3), Marketability(B4), Tax benefits (B6), Capital appreciation (B7), 

Transaction costs(B8), Growth  rate of the country(B9), Global Challenges (B10), Political Status(B11), 

Interest Rates(B12), Inflation(B13), Source of Reliable Information(B14), Government Policy(B15) 

As per the regression analysis results we can also formulate regression equation based on regression 

coefficients. 

B = 0.69 + 0.048(B1) - 0.395(B2) – 0.122 (B3) – 0.018(B4) + 0.393(B5) + 0.208(B6) – 0.058(B7) + 

0.532(B8) – 0.26(B9) – 0.141(B10) + 0.247(B11) + 0.197(B12) + 0.084(B13) – 0.276(B14) +0.142(B15)  

Conclusion and Suggestions 

The present study is an attempt to reveal the factors that impact on preparation of individual financial plans. In 

the present study, the estimated regression model identified internal factors like Investment Amount (A1), 

Expected Return (A4) has significant impact on financial plans. The external factors like Safety (B2), Return 

on Investment (B5) also having a significant impact on individual financial plans preparation. The study 

recommends that various other factors like behavioral aspects, also taking into consider for further research to 

identify the residual impact on preparation of individual financial plans. 
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ANNEXURE 

 

Questionnaire 

A Detail Study of Personal Financial Planning Profession: Certified Financial Planner
CM   

Perspective 

Dear Investors, 

 

I am working as an Asst. Professor of Commerce in Govt. Degree College Narsipatnam, Visakhapatnam Dist. 

I would like to study PERSONAL FINANCIAL PLANNING PROFESSION: CERTIFIED FINANCIAL 

PLANNER
CM

PERSPECTIVE– AResearch Study for an academic purpose. I shall be obliged if you kindly 

provide the information on various questions in Questionnaire. It is assured that the information provided by 

you will be used only for academic research purpose and will be kept confidential. It is your kind co-operation 

that would help me to achieve the proper result in this research. 

                                                           

  Thanking you. 

 

G.Srinivasa Rao 

http://icfs.com/financial-knowledge-center/expert-advice-becoming-financial-advisor
https://money.usnews.com/money/personal-finance/articles/2015/08/28/7-times-you-need-to-talk-to-a-financial-advisor
https://money.usnews.com/money/personal-finance/articles/2015/08/28/7-times-you-need-to-talk-to-a-financial-advisor
https://www.sebi.gov.in/sebi_data/attachdocs/1358779330956.pdf
http://www.fpsbindia.org/Scripts/WhyCFPCertificants.aspx
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PART - A (PROFILE) 

 

1. NAME:                                              PLACE:                                           MOBILE NO: 

2. GENDER: 1) Male   2) Female 

3. AGE: 1) Below 30 years   2) 30 – 50 years 3) Above 50 years 

4. HOW LONG HAVE YOU BEEN FINANCIAL PLANNER?  

            1) Below 1 year    2) 1 – 5 Years     3) 5 – 10 years     4) above 10 years 

PART – B CERTIFIED FINANCIAL PLANNER
CM

 PROFESSIONALS EXPECTATIONS FOR MAKING 

THE PROFESSION FAMILARISED TO CATER THE NEEDS OF THE ALL INVESTORS 

1) ------------------------------------ 

2) ------------------------------------- 

3) ------------------------------------- 

4) ------------------------------------- 

5) ------------------------------------- 

 

PART - C (INFLUENCE OF INTERNAL FACTORS ON PREPARING FINANCIAL PLANS) 

Sl. No Factors 
Influence Level 

1 2 3 

A Internal Factors Effect on Preparation of Personal Financial Plans 1 2 3 

A1 Investment Amount 1 2 3 

A2 Investment Product 1 2 3 

A3 Investment  Span 1 2 3 

A4 Expected Return 1 2 3 

A5 Risk Profile 1 2 3 

A6 Age 1 2 3 

A7 Health 1 2 3 

A8 No of Dependent family members 1 2 3 

A9 Life Span Expectation 1 2 3 

A10 Awareness of Investment Avenues 1 2 3 

 

PART – D INFLUENCE OF EXTERNAL FACTORS ON PREPARING FINANCIAL PLANS 

 

1-No influence   2-Some influence 3-Strong influence 

S.L No Factors 
Influence Level 

1 2 3 

B External Factors Effect on Preparation of Personal Financial Plans 1 2 3 

B1 Flexibility 1 2 3 

B2 Safety 1 2 3 

B3 Liquidity 1 2 3 

B4 Marketability 1 2 3 

B5 Returns on Investment  1 2 3 

B6 Tax benefits 1 2 3 

B7 Capital appreciation 1 2 3 

B8 Transaction costs 1 2 3 

B9 Growth rate of the country 1 2 3 

B10 Global Challenges  1 2 3 

B11 Political Status 1 2 3 

B12 Interest Rates 1 2 3 

B13 Inflation 1 2 3 

B14 Source of Reliable Information 1 2 3 

B15 Government Policy 1 2 3 

                            



Shanlax International Journal of Management    

Vol. 5,   Special Issue 1,   pp.43-50,    March 2018                   ISSN: 2321- 4643  

      

 
43 

 

The Role of Employee Brand Identity and Employee Brand Commitment on 

Employee Brand Performance 
 

1
G. Radha Kiranmayi & 

2
P. Jyothi 

 

Abstract 

Internal branding literature suggests the process to retain right employees and facilitate higher performance. Literature 

also identified various factors that increase employee performance to develop competitive advantage. It was found that 

brand identity and brand commitment are vital factors to improve employee brand performance. Therefore, this study tried 

to identify empirically the role of employee brand identity and commitment on employee brand performance. The results 

proved a positive relationship between the factors and identified brand identity playing a major role on performance. 

Keywords: Internal brand management, Employee brand identity, Employee brand commitment. 
 

 

Introduction & Literature Review 

Corporate branding is defined as a management of systematically planned behaviors to achieve a favorable 

and affirmative repute with customers of an organization. The behavioral component of brand communicates 

to the behavior of the human resources, who are observed to have a significant impact on how customers 

recognize the brand(Hatch & Schultz, 2001; Khanyapuss & Alan, 2011; Mitchell, 2002) and thus become 

instrumental in developing competitive advantage (Khanyapuss & Alan, 2011; Pringle & Thompson, 2001). 

The literature also has shown an increasing appreciation of employee brand supporting behaviors in internal 

branding (Aurand, Gorchels, & Bishop, 2005; Burmann & Zeplin, 2005;Erkmen & Hancer, 2015; Punjaisri & 

Wilson, 2007). Thus with the improved significance of employees in organizations, internal branding has 

stood up as a tool to build a corporate brand by reinforcing employee brand behaviors and attitudes to develop 

an uninterrupted brand performance and thus deliver the brand promise(Erkmen & Hancer, 2015).  

Khanyapuss and Alan (2011) and Stuart (2002)has emphasized on the importance of employee brand identity 

in internal branding. Employee brand identity is defined as psychological connection (Ashforth & Mael, 1989; 

Ashforth & Mael, 1996; Harquail, 2007) between the brand and the employee that fosters a strong feeling of 

being connected with the brand to incorporate the organizational goals, challenges and objectives(Jenewein & 

Mühlmeier, 2008).It empowers the employees to develop belongingness towards the brand and to take pride in 

displaying it in their work behaviour (Ashforth & Humphrey, 1993; Ashforth & Mael, 1989; Harquail, 2007). 

The employees internalises the brand (McDonald, 2004) and reflect it in verbal and non-verbal actions 

providing an unobtrusive and unproblematic work behaviour leading to enhanced brand performance (Bravo, 

Buil, de Chernatony, & Martínez, 2017; Harquail, 2007).Internal branding also strives to buoy up the brand 

commitment of the employees (Mahnert & Torres, 2007). Hoogervorst, Koopman, and Van der Flier (2005) 

emphasised that employee motivation and brand commitment are significant elements of employee 

performance.(G Radha Kiranmayi, 2017) 
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De Chernatony (1999) believes  that when employees understand the brand values they tend to be more 

commited towards the brand and perform better. Thus, the study tries to elicit empirically the role of employee 

brand identity and commitment on brand performance. 

 

Reaserch Gap and Conceptual Framework 

Mahnert and Torres (2007) observed that internal branding lacks definition and focus, though there is an 

identifiable trend in the existing literature. Brand identity and brand commitment were identified as two major 

factors effecting brand performance. 

This article empirically tries to examine the role of employee brand identity and brand commitment on brand 

performance and thus to understand the impact of these two major variables of internal branding on brand 

performance. The conceptual model was developed based on the gap identified which is shown in Figure 1. 

 

 

 

Figure 1: Conceptual Model for the Study 

 

Reasearch Objective 

From the understanding of the existing literature, the identified research gap and the developed model it is 

evident that, the objective of the study is  

 To identify the influence of employee brand identity and employee brand commitment on employee brand 

performance. 

 

Research Hypotheses 

The following hypotheses can be emprically tested to prove the above reseach objective: 

 H1: Employee brand identity is  positively related to employee brand performance. 

 H2: Employee brand commitment shares a significant positive association with the employee brand 

performance. 

 

Methodology 

Measures Used 

The employeebrand identity scale having five items, employee brand commitment scale having four items and 

employee brand performance scale having four items was adapted from Khanyapuss and Alan (2011). Some 

changes in the above three measures were made to suit the industry and need of this study. The thirteen item 

questionnaire used a five-point Likert scale style of measurement. Demographic details such as gender, age 

group, educational qualifification, designated level in the organization, years of work experience with the 

organization were also included in the survey form. A detailed description of the purpose of the study and the 

type of information requested was provided in the cover letter. The cover letter also included a promise of 

confidentiality and instructions on how to complete the questionnaire.  

Employee Brand 

Performance 

  

Employee Brand 

Identity 

Employee Brand 

Commitment 
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Population 

IT & ITES sector was chosen for the study. This sector  employs about 10 million Indian population. India is 

the largest sourcing destination of IT & ITES service in the world. ("IT & ITeS Industry in India," 2017) 

 

Sampling Frame 

Twelve organisations in IT & ITES Sector that were listed as top companies in India by NASSCOM  for 

consecutive four years (i.e., from 2011 to 2014), were selected for the study. The study was conducted on 

those companies in Hyderabad, which contributes to approximately ten percent of NASSCOM Registered 

companies in India (NASSCOM, 2017).  

 

Sampling Unit 

Permanent employees of the selected companies having experience of at least two years in the same company 

were considered as a sampling unit for the study.  

 

Sampling Procedure 

A sample was drawn using non-probabilistic purposive sampling technique.  

 

Method and Duration of Data Collection 

A survey based method was adopted to collect the data from the sample which lasted for over four weeks (i.e., 

November, 2017). The survey form was administerd on one hundred and fifty respondents through both print 

and electronic media. Email reminders were sent to the respondents who have not responded for the survey at 

the end of second and sixth weeks to ensure maximum response rate from the respondents. Eighty seven forms 

were collected at end of the four week period out of which seventy six survey forms were found to be 

complete and usable in all aspects. The response- rate of the survey was 50.6%, which was within the average 

range of standard response rate in academic and organisational research (Baruch, 1999; Baruch & Holtom, 

2008). 

 

Demographic Details of the Sample 

The Demographic Details of the respondents are presented in the Table 1. It was observed that out of the total 

sample, 68.4% of the respondents were male and 31.6% were female. The possible explanation for this ratio 

can be understood from the NASSCOM report on Gender inclusivity, 2009 which claims that women made 

33% of all technical jobs in IT industry in India. 52.6% of respondents were found to be aged below 30, 39.5% 

were between 30 to 40 years and 7.6% were found to be above 40 years of age. 68.7% and 30.3% respondents 

were found to be Graduates and Post Graduates respectively. 40.8% of respondents worked in Entry or First 

level, 38.1% were found working in Middle level and 21.1% were found to be working in top level 

designations in their respective organizations. 

 

Table 1 Demographic Details Of The Sample 

Gender 
Male 52 

Qualification 
Graduate 53 

Female 24 Post  Graduate 23 

Age 

Below 30 40 

Designated Level 

First Level 31 

30-40 30 Middle Level 29 

Above 40 6 Top Level 16 
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Analysis 

Data Check for Normality, Out Layers and Missing Values 

Out of the 87 forms collected, non-ignorable missing data among 11 cases was found across  

13 items. So such forms were eliminated from future analysis. Further ignorable missing data, related to the 

name of the organization, name of the employee, telephone and email details etc., were found for 30 cases. 

Such missing cases were ignored as it was optional to give responses to these questions, as they were 

subjected to privacy concern. Altogether, 76 responses remained in the main study data set for further analysis.  

 

Factor Analysis 

There are basically two very closely related types of factor analysis: Explanatory factor analysis (EFA) and 

Confirmatory factor analysis (CFA). 

 

EFA& Reliability 

Internal reliability of thirteen item scale for measuring role of employee brand identity and brand commitment 

on brand performance was assessed using Cronbach alpha technique with the entire sample of 76 responses. 

The scales produced an alpha values of 0.928. Inspection of the table suggested that no items had to be 

eliminated as the produced alpha values are highly acceptable in attitude scale (Burns & Burns, 2008). The 

Reliability Statistics for Individual Personality Factors scale is shown in table 2. 

 

Table 2 Reliability Statistics for Individual Personality Factors scale 

Reliability Statistics 

Cronbach's Alpha N of Items 

.928 13 

The KMO and Barlett’s test were further conducted on the sample. The KMO measures the sampling 

adequacy, which should be greater than 0.5 for satisfactory factor analysis to proceed. Table 3 shows the 

KMO measure is 0.872 and therefore satisfactory. From the same table bartlett’s test is significant i.e. its 

associated probability is 0.00 (less than 0.05). This means variables do have some correlations to each other, 

which is what is needed to find the underlying factor that represents a grouping of variables. Thus we can 

proceed with the analysis. (Burns & Burns, 2008) 

 

Table 3 KMO and Barlett’s test for Individual Personality Factors 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.883 

Bartlett's Test of Sphericity 

Approx. Chi-Square 839.740 

Df 78 

Sig. .000 

A principal component analysis with subsequent varimax rotation was conducted on 13items questionnaire 

completed by the sample. Many correlations were in excess of 0.4 and both KMO and Bartlett’s tests produced 

criteria that supported the application of principal component analysis. Communalities varied from 0.693 to 

0.884. Applying Kaiser’s rule and the screen test, three factors were deemed important. Following the rotation, 

factor 1 was loaded on 5 items that reflected brand identity and accounted for 32.296% of variance, factor 2 

was loaded on 4 items that reflected employee brand commitment and accounted for 24.609% of variance, 
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factor 3 was loaded on 4 items that reflected Employee brand performance and accounted for 22.280% of 

variance.  (Burns & Burns, 2008). Further analysis was conducted using 13 item scale. The details are 

presented in table 4.  

 

Table 4 Factors Extracted 

 1 2 3 

BI5 .875   

BI2 .874   

BI4 .871   

BI3 .868   

BI1 .808   

BP13  .889  

BP12  .806  

BP14  .800  

BP15  .798  

BC8   .809 

BC9   .799 

BC7   .790 

BC6   .774 

 

CFA &Validity 

The measures that are useful for establishing validity and reliability: Composite Reliability (CR), Average 

Variance Extracted (AVE), Maximum Shared Variance (MSV), and Average Shared Variance (ASV). The 

threshold values for these are CR > 0.7 (Reliability), AVE > 0.5 (Convergent Validity), MSV < AVE and 

Square root of AVE greater than inter-construct correlations (Discriminant Validity). The validity is Table 5. 

 

Table 5 Factors Extracted 

 
CR AVE MSV MaxR(H) BP BI BC 

BP 0.915 0.731 0.387 0.938 0.855 
  

BI 0.951 0.796 0.387 0.963 0.622 0.892 
 

BC 0.859 0.606 0.320 0.884 0.566 0.559 0.779 

 

Evaluating the Constructs 

The measurement model specifies relations between observed indicators (i.e., survey items) and their 

corresponding latent constructs. The measurement models derived from exploratory factor analysis were 

examined though confirmatory factor analysis in order to assess goodness- of –fit to empirical data. The table 6 

shows the fit-statistics for each measurement model against the recommended values (Hooper, Coughlan, & 

Mullen, 2008) and Figure 2 shows the r values of the model. 

 

Table 6 Goodness of fit Statistics 

Model CMIN/DF TLI CFI RMESA SRMR 

Study Values 1.379 .964 .971 .07 .07 

Recommended Values Below 3 >  .9 >  .9 <  .08 <0.09 

Source for range of fit statistics: Kline (2004) 



Special Issue on Services in Emerging Markets 

 
 

 

48 

 

Figure 2: Model Diagram 

 

From the values observed in the above diagram the results of the hypotheses can be concluded as shown in 

table 4. All the hypotheses were accepted and hence the model is empirically accepted. 

 

Table 7 Results of Hypotheses 

Hypotheses 

No 
Hypotheses 

Accepted 

/Rejected 

H1 
Employee brand identity is  positively related to employee brand 

performance. 
Accepted 

H2 
Employee brand commitment shares a significant positive association 

with the employee brand performance. 
Accepted 

 

Results and Discussion 

The study attempted to explore therole of employee brand identity and employee brand commitment on 

employee brand performance. The testing of hypotheses and their analysis revealed the importance and scope 

of the model developed.  

The relationship between the variables employee brand identity and employee brand performance, and 

employee brand commitment and employee brand performance is established in this study. Though literature 

identified these variables as the key factors  at work, the impact of these factors of internal branding on brand 

performance was sparcely discussed seperately. The findings of this study suggest that: 

Employee brand identity and employee brand performance have a significant positive relationship (r = 0.5). 

Brand identity develops a sense of oneness among the employees and thus improve their performance. 

Employee brand commitment and employee brand performance have a significant positive relationship (r = 

0.34). Brand commitment propels brand championship amongst employees thus enabling them to perform 

better in fulfilling the brand promise. Employee brand commitment is internalising the marketing concepts of 

the brand and developing shared understanding of the brand. 
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Implications 

Internal branding in recent times is seen as an enabler of an organization’s achievement in delivering the brand 

promise through their effective performance. When employees identify and are committed to the brand values 

inherent in the brand promise, they will perform in ways that live up to customers’ brand expectations. 

Employee brand identity refers to a sense of belonging to the group and a perception of being intertwined with 

the group’s fate; they see themselves as personifying an entity and take pride in their group membership and 

this is likely to trigger behavior that enhances an external image of the brand and its organization. Thus it can 

be seen as the extent of psychological attachment of employees to the brand, which influences their 

willingness to exert extra effort in putting up a better performance. 

The term commitment has been extensively studied in the internal branding literature. It is central to the 

capability of organizations to respond effectively to customer needs. It reduces costs through reduced 

recruitment, selection and training expenditures and also drives to cost efficiencies which are accrued from the 

skilled workers who are familiar with both the tasks at hand and their customers, thereby improving an 

organization’s profits.  

 

Limitations and Scope 

This study considered the key factors of internal branding ie., employee brand identity and commitment on 

performance. The other aspects like loyalty, etc., can be further examined. It can be further stated that, as this 

work has collected data at a particular point of time (cross-sectional data) with a small sample, longitudinal 

studies can also be conducted on this model using a larger sampling frame. 
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Abstract 

The concept of Corporate Social Responsibility has broader scope. In the finance sector Indian banks are the major 

stakeholders and their financial products and services can have broader socio-economic impact in the society. With the 

growing need for economic development across the country, there is demand for banks to take essential role in the efforts 

to eradicate poverty, achieve accountable arrangement of governance and ensure environmental security. The purpose of 

this study is to evaluate the corporate social responsibility activities carried out by Indian banks. The study is based on the 

analysis of CSR activities undertaken by 10 public and private sector banks during financial year 2016-17. This paper 

focuses on the strategies adopted to implement CSR for social development and to define the basic attributes of corporate 

social responsibility and ethics in commercial banking. This paper emphasizes the fact that pursuit of profit can be 

companionable with added social value. The final aim is to guide companies in India to be strategic in their CRS so that 

they equally benefit from the progression. 

Keywords: Corporate social responsibility, Banking sector, Economic development 

 

 

Introduction 

Corporate Social Responsibility is a model that incorporates a company's social concerns with their business. 

CSR is aimed at ensuring socio-economic development of the country. This paper presents the role of CSR of 

banking sector in community development in terms of socially, environmentally and economically. At present, 

in India CSR has moved out from simply donations, and is stimulated toward in a more structured approach.  

With enactment of India`s new Companies Act 2013 which transformed the face of Indian corporate business, 

as it made mandate to spend on CSR which has come into effect from 1 April 2014.Corporate must contribute 

2% of their net profits towards CSR with which Indian companies to purposefully work towards CSR 

activities. The CSR theory is for ethical commitment of the companies towards society as they take advantage 

of human resource and raw materials from the society.   

The figure 1 presented specifies that the actual prescribed amount to be spent by the companies for the 

financial and the amount spent by the companies. The analysis shows that the difference of amounts between 

prescribed and actual is more in 2014-15 and later the difference is decreased which means the companies are 

getting motivated for CSR activities. 

The concept of CSR is not only for social development of community it also benefits companies’ returns.  

 These days’ customers inquire about the company’s activities for society development. Consequently 

CSR benefits the company 

 More the company spends shows that more are the profits of the company which tend to stand in business 

competitors. 

 CSR practices have a considerable impact on employee confidence, which will strengthen the company’s 

growth. 
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Figure 1 Overall CSR activities carried out in three consecutive years 

 

Banking sector is the backbone of Indian economy, so this sector has to handle the changes in the country. 

Compared with other sectors banking sector has to be more responsible as they manage financial services 

which is main impact on people and also effects the economy in long term. The banking decisions in terms of 

investment and financing to any firm depends on social and environmental activities conceded out by the 

company. 

RBI was established in 1935 and was nationalized in 1949.RBI has got empowered with regulation act to 

regulate, control and inspects the banks .banking operations should be carried out with RBI permission and 

every bank must register with RBI. 

But as banks got scheduled in stock exchange with globalization and liberalization they have to follow set of 

standards of Securities exchange board of India (SEBI) for trading purpose, Companies act 1956 under 

supervision of Ministry of corporate affairs (MCA) and Reserve bank of India (RBI) at the same time. Reserve 

bank of India (RBI), Ministry of corporate affairs (MCA) and Security exchange board of India (SEBI) issues 

guidelines for all organizations to follow all rules and regulations time to time. There are especial guidelines 

for corporate social responsibility in companies’ bill 2013 which are applicable from 2014 – 2015. RBI set up 

Khan Committee in 2005 and Nachiket committee in 2013 to cover all commercial banks under financial 

inclusion plan and make it enforced to submit a report on CSR activities at the end of every year 

 

Literature Review 

In the paper “CSR Practices in Indian Banking Sector” by Dhingra and Mittal (2014) gives an idea on CSR 

and development of CSR in Indian banking sector. It was specified in the paper that the CSR implementation 

is not up to the mark of satisfaction and some banks have not reported in the standard format of triple bottom 

line principle, and the study also mentioned that the lack of uniformity in CSR practices leads to problem for 

financial rating which is required for corporate comparisons. 

The paper “Corporate Social Responsibility (CSR) in Banking Sector: An Empirical Study on the Hong Kong 

and Shanghai Banking Corporation (HSBC) Limited” authored by Hossain and Khan (2016) analyses the 

people’s knowledge, requirements and evaluation of the CSR of HSBC Bank. The primary data was collected 

from five branches of HSBC and secondary data from annual reports and magazines, newspapers, books and 

journals. The conclusion is the development rate of CSR activities is sluggish.   
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Sharma and Agarwal (2016) presented an analysis on CSR activities of public and private sector banks in 

India. The paper concludes that the selected banks for study are implementing CSR but not spending the 

required. The required amount to be spent for CSR must be 2% of the share of the profits.   

Singh, Srivastava and Rastogi (2015) in their article analyzed the role of Indian Banking Sector in the growth 

of the society through the CSR activities implemented by the State Bank Of India, Punjab National Bank, 

HDFC & ICICI towards the education. The data was collected from the annual reports of the respective bank’s 

web site. It was concluded that banks are implementing CSR with which they can win in competition of the 

business world. 

Katara (2014) analyzed CSR activities of State bank of India and bank of Baroda. He opined that banks are 

implementing CSR activities in some fields only which is required to put efforts to develop more areas. 

Sharma and Mani (2013) analyzed the corporate social responsibility (CSR) activities carried out by Indian 

commercial banks through the data collected from the annual reports of the banks for the year 2009-10 to 

2011-12. The study shows that some banks are not implementing to reach the regulatory requirements.  

 

Research Methodology and Data Collection 

This study is based on exploratory research. Analysis was done to investigate on 10 top banks in India in 

which 5 public sector and 5 private sector banks are selected (see table 1). The selection of the sample for 

conclusive study.    

 

Table 1 Top 10 Public Sector and Private Sector Banks 

Type of the bank Number Percentage 

Public sector 6 60% 

Private sector 4 40% 

Total 10 100% 

 

Findings of Study  

Comprehensive exploration is done to the selected bank annual reports gathered from website of those banks.  

 

Public Sector Banks 

Andhra Bank: Total profit after taxes (INR) 174.34 Crs.Total spending on Corporate Social Responsibility 

(CSR) as percentage of profit after tax (%) 1.83% (Rs.3.19 Crore)  

 

List of Activities in which Expenditure  

a) Donation to CM Relief fund Andhra Pradesh and Telangana State.  

b) Donation to GHMC for Harithaharam project. 

c) Distribution of Books and School bags to the poorest of the poor students (Govt Girls Hostel).  

d) Ambulance to Red cross society 

Bank of India has approved various CSR projects during the year 2016- 17 aggregating`6.42 crore. During the 

FY 2017 Bank assisted CSR projects are: 

a) Participation under Swachha Bharat Mission  

b) Initiative to protect environment  

c) Initiatives on Training and Skill Development  

d) Extending health care to poor / under privileged 
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e) Assistance to Cancer Patients  

f) Extending assistance to differently abled persons & old age homes  

g) Assistance to mentally retarded children  

h) Assistance for welfare of blind  

i) Assistance for providing solar water pumps in tribal areas  

j) Assistance to children of AIDS infected  

k) Assistance for soil and water conservation projects  

l) Initiatives for rural development and empowering rural youth by providing skill training 

m) Welfare of SC/ST/OBC and the backward section of the society. 
 

Punjab National Bank: Total profit after tax: 1122 crore. Spending on Corporate Social Responsibility (CSR) 

Sanctioned projects: `33.18 Crores. Disbursement: `32.68 Crores. 

 

List of activities sanctioned under CSR during 2016-17: (` in lakh) 

Activity Amount Sanctioned Amount utilized 

a) Education 588.43 556.74 

b) Health 274.39 274.39 

c) Poverty & Nutrition 20.50 15.50 

d) Persons with Disability (PwD)& Old age 124.60 124.60 

e) Skill Development 1701.60 1688.00 

f) Environment Protection 14.96 14.96 

g) Rural Development 267.81 267.81 

h) Women Empowerment 61.00 61.00 

i) Financial Literacy 265.00 265.00 

j) Total 3318.29 3268.00 

 VijayaBank: Total profit after taxes (INR) :- ` 750.48 Crore. Total Spending on Corporate Social 

Responsibility (CSR) as percentage of profit after tax (%) :- ` 496.64 Lakh 0.66%  

 

List of Activities in which Expenditure Incurred for Various Activities Under CSR 

a) Girl Child Adoption from SC/ST/OBC/Minority/EWS families under which financial support is extended 

for education up to Post Graduation level studies. 

b) Rural Health Centers set up in backward/ rural areas across the country to provide free primary 

healthcare/medicines to the rural poor.  

c) Construction of toilet blocks to provide sanitation facility in Govt. schools. Bank also paying for their 

monthly maintenance.  

d) Creation of capital assets such as donation of roti making machine for mid-day meal school feeding 

programme, construction of children’s ward in charitable hospital, construction of bathrooms in old age 

home caring for the dementia affected aged people, donation of ophthalmic surgical microscope, high end 

medical equipment to cancer hospitals, kidney care hospital, wheel chairs, tricycles, blankets etc. 

e) Donation of vehicles/basic amenities to schools, special schools for the disabled, orphanages, old age 

homes, blind schools, charitable Trusts, hospitals, nonprofit organizations etc. engaged in serving the 

aged, orphaned, sick, destitute, abandoned, helpless etc. and basic essentials, furniture, computers, 

medical equipment, water purifiers, uniforms etc. for their welfare. 

f) Facilitating safe drinking water in villages, slums, schools, public places etc. by financing bore wells, 

installation of water purifying plants, water storage tanks, water chilling plants, water filters etc.  
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g) Go green initiatives, Bank has provided solar traffic signal, distributed LED bulbs in Digital Villages to 

save energy, undertaken maintenance of public parks, tree plantation, donated gardening tools, garbage 

rickshaws etc. 
 

City Union Bank: Average Net profits (Before Tax) for the last three financial years: `512.43 crore. CSR 

Expenditure (2% of above): `10.25 crore. Total amount spent: `8.16 crore. Amount unspent: `2.09 crore  

(The Amount has already been sanctioned and will be released in due course) 

 

Bank Assisted CSR Activities are 

a) providing basic facilities to the communities under Swachh Bharat Mission, 

b) Financial literacy and Educational aid,  

c) Rural sports,  

d) Preventive Health care,  

e) Environment sustainability and Preservation,  

f) Restoration & Renovation of Historical Temples and promotion of arts & culture. 

g) Measures for benefit of armed forces veterans, war widows and their dependence 

 

Private Sector Banks 

Federal bank: The amount to be spent by the Bank towards CSR for FY 2016-17 as per Section 135 of the 

Companies Act Through various projects which are already sanctioned,  Bank is spending the CSR funds 

allocated for the purpose. The ratio adopted was 80:20, wherein 80 % of the CSR funds will be utilized for 

long term sustainable projects and 20 % of the funds will be utilized to meet location specific requests. 

Amount spent by the Bank this year towards CSR was `15.42 Crores. Net Profit before Tax of the Company 

for the last Year is ` 719.65 Crores. 

ICICI: Consolidated Profit after Tax: `101.88 BILLION 

The prescribed CSR expenditure requirement for FY2017 is ` 2.00 billion, Total amount spent towards CSR 

during FY2017 was ` 1.82 billion, Amount unspent was ` 0.18 billion 

 

List of Activities 

a) Promoting education, employment enhancing vocational skills, livelihood enhancement projects, 

b) Eradication of hunger, poverty and malnutrition; promoting preventive healthcare 

c) Rural development Pan-India 

 

 

Figure 2 CSR Amount Contribution 2016-17 
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The figure shows the contributions of the banks for CSR for the year 2016-17.It shows that the highest 

contribution is from HDFC bank. 

HDFC: Profit before Depreciation and Tax 22972.20Crores, Profit after tax for Rs.14549.60 crores. Total 

spent during the financial year Rs. 305.42 Cr. HDFC Bank, has worked towards the vision of “Creating 

Sustainable Communities” through its CSR Programmes. During the financial year 2016-17, the Bank has 

undertaken CSR Programmes associated to the CSR Policy in the below focus areas - 1. Promoting Education 

2. Skill Training and Livelihood Enhancement 3. Health Care 4. Environmental Sustainability 5. Eradicating 

Poverty 6. Rural Development 

Axis Bank:Amount required to be spent by the Bank on CSR during the year `196.46 crores (previous year 

`163.03 crores). b) Amount spent towards CSR during the year and recognized as expense in the statement of 

profit and loss on CSR related activities is `135.39 crores .Basic and Diluted earnings for the yea(` in crores) 

3,953.03Net profit after tax- 8,349.67 

 

Conclusion 

Now a days the Banks are giving their banking services more efficiently compared with the past and also 

working towards social banking that is Corporate Social Responsibility. Indian banks are working more for 

CSR implementation. The study shows that among the reporting banks also a few banks execute CSR in an 

informal manner, unrelated with their business progression and some banks are not reporting their activities on 

triple bottom line principles. In fact the standards for rating CSR practices are less consistent for financial 

rating.RBI should follow some criteria to show the difference between the banks following CSR activities and 

the banks which are not following CSR activities.  Corporate social responsibility is just not only charity but a 

practical accomplishment of moral thoughts towards the society. 
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Abstract 

Banking sector is one of the key sectors in any country. In India, banking sector has a key role following Agriculture and 

IT. It is also a primary sector required for Economic Growth and Development. Banking sector contributes 21.06% of the 

total service sector. (Service sector accounts for 53.66% of total GVA). GVA (Gross Value Added) is the difference 

between output and intermediate consumption. Now coming to the bank employees’ part, it is a known fact that a 

candidate once placed in the banking sector continues to be in the same sector, no matter in the same bank and branch or 

different bank and branch till the end. The research methodology for this paper is Quantitative. This paper reveals the 

reasons behind such retention. The objective of this research paper is to reveal the reason for retention of employees and 

what makes the employees retain (non-monetary factors). For this purpose both primary and secondary data are collected. 

Primary data was collected from various bank employees of various banks, starting from SBI to UCO Bank. The 

secondary data was collected from various sources like research papers, journals, book etc. The statistical methodology 

used in this research is descriptive. The study concluded that apart from monetary factors such as pay, incentives & hikes, 

some non-monetary factors also played a major role in employee retention. The non-monetary factors include customer 

relation, job satisfaction, work environment, good relations with various levels of management. Among all these, 

“Employees’ Recognition” played a major role in the employee’s career which made them stick to the same sector. 

Keywords: Banking sector, bank employees, employee retention, non-monetary factors in banking sector. 

 

 

Introduction 

Banking sector is an important sector in an economy. No matter small business or large business, banks are 

needed either for funds or for a current account. Banks are a key regulator of economic wealth. Their main 

source of income is the difference between the loan interest received and the savings interest provided. 

Banking sector is one of the primary sectors needed in all sorts of economy, whether backward or the most 

developed. Service sector contributes almost 53.66% of total India’s GVA and almost 12-15% of the global 

economy. Banking sector alone contributes to almost 21.06% of total service sector. 

The banks have their own reputations. Not because of their contribution to the global economy or the nation’s 

GDP, but because of its service and positioning. The banks, not only develops its self- reputation but also 

provides social status to the employees. Even the peon or the lowest most level worker proudly says that he or 

she is a bank employee.  

It is well-known information cum fact that a person getting such a social status would never dare to shift his/ 

her career. Many a times, it even happens like bank employees are not that easily given transfers. They are 

retained the same bank and branch. Even the employees are not willing to leave the bank. They remain in the 

same bank or the same sector. 

 

Literature Review 

 A study revealed that the factors that determine the retention of employees are, their recognition in the 

organization, salary scale, work environment, motivation they get, opportunities available for them, their 

engagement in the organization. 

 Another study revealed that the employee’s satisfaction level decides their retention. 

 An article of Biju Roy revealed that HR plays a major role in employee retention. 

1 & 2
 Students of PGDM, Vishwa Vishwani Institute of Systems and Management (VVISM), Hyderabad 
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 An anonymous article had concluded saying that the impression employers have on their own employees 

also have a very important role in employee retention. 

 As the Wall Street Journal notes, proper and selective hiring has a great impact in employee retention. 

 The CIPD study found that increasing learning and development opportunities plays a significant role in 

increasing employee retention. 

 Predictive Synergistic Systems revealed that Job security also enables employee to stay in the same 

organization, hence making the employees effectively for being retained in the organization or bank. 

 

Objectives 

The two major objectives of this paper are 

 Finding out the reason for retention of bank employees in India. 

 Role of non-monetary factors in retention of bank employees. 

 

Research Methodology 

The research methodology used is Quantitative. Though this paper deals with the non-monetary factors, 

hypotheses were tested to draw some conclusions out of observations. The factors taken into consideration 

were qualitative but the method followed is not the same. 

This research consists of collection of both primary and secondary data. The secondary data was collected 

from various sources like journals, research papers, books etc. and the conclusion was drawn on the basis of 

20 sources or references. All those articles and books are listed in the Reference column. 

The research design for primary data was such that a questionnaire consisting of 10 questions were prepared. 

The questionnaire was distributed to various bank employees working in different banks of various regions or 

cities, IOB and Indian Bank of Hyderabad, SBI of Mumbai, KVB of Trichy, ICICIBank and City Union Bank 

of Chennai, UCO Bank of Kolkata. Though the number of questionnaires distributed was 75, in return, we got 

54 responses. All the respondents were bank employees (no matter their grade or position), 16 were 

experienced for more than 20yrs, 24 having experience more than 10yrs, 11 having experience more than 

5yrs and 3 were experienced for a period ranging from 3yrs to 5yrs. As it was a general aspect, there were no 

classifications as male or female, age, educational background or their designation in the bank. The only 

criteria taken into consideration was that their experience should be more than 3yrs as a new employee or 

inexperienced cannot answer the questionnaire. The statistical technique used is Descriptive. The sample size 

taken is 54. It involved taking hypotheses, carrying out surveys, calculating mean and SD, calculating 

skewness, kurtosis, range and other statistical measures. 

 

Results 

The results of the research were as follows. The maximum times answered were “Recognition” i.e Employee 

Recognition is the factor that enables employees to stick to the organization. 

 

Reasons for retention Responses (Descending order) 

Recognition 13 

Work Environment 7 

Job satisfaction 7 

http://guides.wsj.com/management/recruiting-hiring-and-firing/how-to-reduce-employee-turnover/
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Motivation 6 

Opportunities 6 

Engagement in organization 5 

Relationship with higher level Mgt. 4 

Impression employers have 3 

Others 3 

 

The results showed that the factor, namely “Recognition” had the maximum amount of votes (13), followed by 

“Job satisfaction” and “Work environment” with 7 responses each. The next most accepted reasons were 

“Opportunities” and “Motivation” with 6 employees each. 5 employees said that “Engagement in 

organization” decides employee retention. 4 employees said a good “Relationship with higher level 

management” will help you work in the same bank and branch for a more period of time. 3 employees replied 

like “The impressions employers have” also plays an important role in their retention. The last 3 employees, 

whose experience was just 4yrs gave their reply as “Others”, which was not actually a technical one but an 

external force. 

 

Recognition 

The definition of Employee Recognition is “the action or process of recognizing or being recognized”. 

Recognition can be delivered on behalf of the company to an individual, by a manager or more powerfully by 

peers who witness the great contribution of their fellow employees every day. 

If recognition is given consistently and frequently it has a significant impact on employee productivity, 

engagement and overall behavior. A best practice employee recognition program will deliver significant 

commercial gains for employers due to lower absenteeism, increased productivity and higher engagement.  

A study revealed that 22% of large scale businesses accepted that the Employee recognition was a key factor 

in organization’s success. In an article of “Human Resource Today”, it was concluded that organizations are 

nothing without employees and employee recognition helps them to not only retain them but also make them 

work efficiently. Unless an employee is recognized for his or her contribution, he or she won’t be interested in 

working and would tend to leave the organization. 

 

Work Environment 

Location where a task is completed. When pertaining to a place of employment, the work environment 

involves the physical geographical location as well as the immediate surroundings of the workplace, such as a 

construction site or office building. Typically involves other factors relating to the place of employment, such 

as the quality of the air, noise level, and additional perks and benefits of employment such as free childcare or 

unlimited coffee, or adequate parking. The friendlier the working environment more will be the retention.  

The working environment always preferred is friendly, comfortable. More comfortable the employee feels 

himself, better will be his performance. The findings of a study of “Impact of work environment in employee 

retention” indicated that work environment had positive relationship with employee retention and thus affects 

employees' decision to stay in the company.  

http://www.businessdictionary.com/definition/location.html
http://www.businessdictionary.com/definition/task.html
http://www.businessdictionary.com/definition/completed.html
http://www.businessdictionary.com/definition/employment.html
http://www.businessdictionary.com/definition/workplace.html
http://www.businessdictionary.com/definition/quality.html
http://www.businessdictionary.com/definition/noise.html
http://www.businessdictionary.com/definition/perks.html
http://www.businessdictionary.com/definition/adequate.html
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The implication of the study is that, the management should provide effective working environment to retain 

employees. Finally the study also recommends that thriving and friendly environment should be provided at 

the workplace to make employees more satisfied to remain in the company. 

 

Job Satisfaction 

Job satisfaction doesn’t have a fixed meaning or definition. It is defined in many ways by many people. One of 

the most widely used definitions in organizational research is that of Locke (1976), who defines job 

satisfaction as "a pleasurable or positive emotional state resulting from the appraisal of one's job or job 

experiences". Others have defined it as simply how content an individual is with his or her job; whether he or 

she likes the job or not.  

The findings of a study “The Effect of Job Satisfaction to Employee Retention” illustrate that job satisfaction 

improves employee retention. Job satisfaction is a reliable and relevant predictor of employee retention. When 

employers engage in practices that support good working relationships and benefits, job satisfaction improves 

because workers tend to believe that the company is using their skills and appreciating their service and 

commitment. In turn, higher job satisfaction generally results in higher levels of employee retention. 

 

Motivation 

Motivation is the reason for people's actions, desires, and needs. Motivation is also one's direction to behavior, 

or what causes a person to want to repeat a behavior. A motive is what prompts the person to act in a certain 

way, or at least develop an inclination for specific behavior. 

According to Maehr and Meyer, "Motivation is a word that is part of the popular culture as few other 

psychological concepts are." 

It is clear from the definition and meaning that motivate is a force that makes a person do something or behave 

somehow. Same applies in all organizations including banks. Unless an employee is motivated, he or she will 

not work as energetically as when motivated. Motivation enables the employees to work actively and quickly 

which is good for the organization and nor the employees tend to leave the organization, hence enhancing 

retention. 

 

Opportunities 

An opportunity is a situation in which it is possible for you to do something that you want to do. Providing 

ample training and development opportunities can discourage turnover by keeping employees satisfied and 

well-positioned for future growth opportunities. In fact, dissatisfaction with potential career development is 

one of the top three reasons employees (35%) often feel inclined to look elsewhere. if employees are not given 

opportunities to continually update their skills, they are more likely to leave.  

Those who receive more training are less likely to quit than those who receive little or no training. Employers 

that fear providing training will make their employees more marketable and thus increase turnover can offer 

job specific training, which is less transferable to other contexts. Additionally, employers can increase 

retention through development opportunities such as allowing employees to further their education and 

reimbursing tuition for employees who remain with the company for a specified amount of time.  

 

 

https://en.wikipedia.org/wiki/Action_(philosophy)
https://www.collinsdictionary.com/dictionary/english/situation
https://www.collinsdictionary.com/dictionary/english/possible
https://www.collinsdictionary.com/dictionary/english/want
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Therefore, if proper opportunities are given to employees either to develop themselves or to showcase their 

capabilities and given value top their skills, they tend to retain in the same organization. A study concluded 

that employees are always in a search of new opportunities; hereby they keep on travelling in the field with 

more career and personal development opportunities. 

 

Engagement in Organization 

Employee engagement is the emotional commitment the employee has to the organization and its goals. This 

emotional commitment means engaged employees actually care about their work and their company. They 

don't work just for a paycheck, or just for the next promotion, but work on behalf of the organization's goals. 

In other terms, an "engaged employee" is defined as one who is fully absorbed by and enthusiastic about their 

workand so takes positive action to further the organization's reputation and interests.  

An engaged employee has a positive attitude towards the organization and its values. An organization with 

"high" employee engagement might therefore be expected to outperform those with "low" employee 

engagement 

Engaged employees lead to better business outcomes. In fact, according to Towers Perrin research companies 

with engaged workers have 6% higher net profit margins, and according to Kenexa research engaged 

companies have five times higher shareholder returns over five years. 

Hence, now it is obvious that an organization, no matter banks or other trading institutions, won’t be ready to 

lose such employees. Hence they are retained by either providing better perks or better packages. Such 

dedicated employees are actually an asset for the organization. 
 

Relationship with Higher Level Management 

The higher level management includes HR, other managers and other higher officials. The way an employee 

maintains a relationship with higher grade employees or officials also affect the retention. Better their relations 

better will be their retention. According to SHRM's Job Satisfaction and Engagement research report, the 

majority of employees find the relationship with their immediate supervisor and senior management to be very 

important to their job satisfaction. Specifically, employees want to feel respected and to have a mutual trust 

between themselves and management. 

Generally speaking about HR, he or she is the person who has to submit reports to the higher officials 

regarding an employee’s performance, his or her contribution to the organization, his or her eligibility to retain 

in the organization. Hence, all the employees make sure that they maintain a good relationship with their HRs, 

TLs and other seniors like managers (bank). Thus, it can be concluded that the relationship employees 

maintain with their seniors decide their retention. Such a relationship gives employees a sort of support which 

extends their working period. 
 

Impression Employers Have 

For any employee, it is compulsory, safe and important that the senior or employer or the higher officials have 

a good impression on him or her. In case an employer has a bad impression on the employee, the employee 

tends to lose his or her reliability, preference, recognition, dependency, in short all sorts of benefits and the 

most important respect. Once respect is lost, it is hard to regain that. First impressions very frequently become 

lasting ones.  

 

https://en.wikipedia.org/wiki/Wage_labour
https://en.wikipedia.org/wiki/Organization
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A study of a Harvard teaching fellow provided evidence that first impressions can be remarkably accurate.  

The results gave credence to the notion that regardless how a person acted after the first impression was 

received; the evaluation of the person months later had remained the same.  

At the same time, if the employer has a good impression on an employee, his or her reliability, preference, 

recognition, dependency, and the most important respect will increase in employer’s mind and will be placed 

in an unbreakable position. In such a case, no matter how hard the situation is, the employee will be retained 

and employer will make sure of that. The impression the employer has will also have an effect on the 

employee’s working, hereby benefiting the organization as well. 

 

Others 

The retention of an employee doesn’t depend only on the above mentioned 8 non-monetary factors, but also 

on other factors. That may include some external factors for which the banking sector is not responsible or 

some kind of unavoidable and uncontrollable situations. A real time example for this is, when the 

questionnaire (prepared specially for this research paper) was given to bank employees having just 4yrs of 

work experience, one had mentioned that he was actually retained by the bank because of heavy work load due 

to the demonetization.  

We all know that due to the demonetization, the banking sector had a lot of burdens and works, be it increased 

working hours or work load. So, the sector was in need of more and more employees. Hence, they had retained 

a lot of employees in order to reduce the burden for the other employees. The other factors mentioned by the 

other 2 employees included factors such as the contacts of the employee, social status, his or her background 

and reputation which would attract more benefits for the bank. Hence, at times employees are retained not for 

the employee’s work and service quality but for the bank’s own benefits. 

 

Findings 

 It was found that though the employees who answered the questionnaire were of same background 

(banking), their mindset and way of comforting themselves was different. 

 The employees had their own expectations from the banks and vise versa which enabled retention. 

 The location of the work doesn’t matter as the replies from Mumbai and Kolkata had matched but replies 

from same cities remained unmatched. 

 

Conclusions 

 For a financial institution like bank, not only customers are the asset, but also employees. 

 Employee retention is a vital process in banking sector. 

 In spite of being a financial sector, non-monetary factors have a key role in the employee retention 

process. 

 The non-monetary factors affecting the employee retention were recognition, work environment, 

relationship with higher level management, motivation, job satisfaction, engagement in organization, 

opportunities, impression employers have and other unavoidable factors like demonetization. 

http://harvardmagazine.com/2001/07/snap-judgments-work.html
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 Employee retention is a much needed process in banking sector as hiring of a new candidate is not only a 

cost but a time consuming process as well. 

 Employee retention enhances better performance of the organization or bank.  
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Factors Influencing Customer Perception towards  

Banking Services in Co-Operative Bank 
 

1
B.Swathidevi 

 
Abstract 

Cooperative banks are small sized units organized in the cooperative sector which operate both in urban and non urban 

centers. These banks are traditionally centered around communities, localities and workplace groups and they essentially 

lend to small borrowers and businesses. This paper focused on the customer perception towards the services provided by 

the cooperative banks in Kakinada .responses of 100 customers were randomly selected for knowing their experience with 

the bank. The result showed that the customers of bank were highly satisfied with their services and attitude of the 

employee but they express their dissatisfaction towards the less technological advancements. 

Keywords: Cooperative banks, Customer satisfaction, Services 

 

 

Introduction 

Banking business has done wonders for the world economy. This in turn allows the economy to grow. 

Ordinary people dreaming for a new car or house would not be able to purchase cars or houses. The 

government of India started the cooperative movement of India in 1904.  

Then the government therefore decided to develop the cooperatives as the institutional agency to tackle the 

problem of usury and rural indebtedness, which has become a curse for population. In such a situation 

cooperative banks operate as a balancing centre. At present there are several cooperative banks which are 

performing multipurpose functions of financial, administrative, supervisory and development in nature of 

expansion and development of cooperative credit system.  

The loaning system adopted by Government had a number of defects, such as a high rate of interest, rigidity of 

collection, onerous terms regarding periods of repayment, delays in distribution, conditions relating to 

securities required etc, and all these contributed to the failure of government loaning system.  

Cooperatives perform commercial and other functions related to rural development in general agricultural 

development in particular. They are organized and operated on the basis of cooperative principles which 

provide objectives methods of operation the distinguish them from other organizations the evolution of 

cooperatives therefore requires approaches from what different from those applied to other types of 

enterprises.  
 

Review of Literature 

Various studies conducted and numerous suggestion were sought to be bring effectiveness in the working and 

operations of cooperative banks. Kurulkar (1983) in his published work on agricultural finance in backward 

region. Reported glaring defects in the set-up of co- operative credit system. He pointed that out of the ten 

sample owners who obtained long term credit from the co- operative banks. 30% could not secure short- term 

credit.  

According HeikoHesse and Martin Čihák (IMF paper): “Cooperative Banks and Financial Stability” 

Cooperative (mutual) banks are an important part of many financial systems. In a number of countries, they 

are among the largest financial institutions when considered as a group. The literature devotes 

1
Assistant Professor, School of Management Studies, KIET, Kakinada 

 



Special Issue on Services in Emerging Markets 

 
 

 

66 

disproportionately little attention to cooperative banks in comparison with commercial banks, smaller than 

would correspond to their market share. 

The growth of cooperatives in India has been remarkable and covers a wide array of activities including credit 

& banking, fertilizer, sugar, dairy, marketing, consumer goods, handloom, handicraft, fisheries and housing. 

Banks therefore need to work out their appropriate business delivery models and financial products to cater to 

the needs of the people. Role of cooperative banks is very important in the real last mile financial inclusion.  
 

Co-operative banks need to use advanced technology and recruit more efficient people to compete with 

commercial banks.SHG, MFI, MFI-NBFC and bank- post office linkage models have been discussed and new 

models like rural students banking model, RBI-Education institute linkage models etc. were proposed.  
 

A.K.Rao (2004). Customer Service and Strengths of Urban Cooperative Banks: An Empirical Study, Urban 

Credit, Vol. XXVI, No.1.) has conducted a research on customer service and strengths of urban cooperative 

banks an empirical study. He observed that the Majority of customer reported that they are availing loan 

facilities from their respective urban cooperative banks under study.  
 

Another 54percent customer expressed that they are availing fixed deposit facilities, where as 28 percent (42) 

availed demand draft facilities, recurring deposit facilities (22.6 percent), overdraft facilities (12.67 percent), 

bills of exchange facilities (10 percent), payment of LIC premium facilities (4percent), payment of electricity 

bills facilities (10.34 percent), and payment of income tax facilities (0.66 percent) were the services availed by 

the customer.  
 

He also concluded that the major challenge for urban cooperative banks today is their capacity to integrate 

themselves with their national and global counterparts without sacrificing their own cultural ethos.  

 

Need of the Study  

The customer is the prime mover of banking activities. In the global competition, one of the biggest challenges 

for banks is to meet the rising customer needs and expectations.  

The needs and requirements of customers are varied, complicated and dynamic in nature and are very hard to 

satisfy. However, banks should exercise vigilance to identify the changing needs of the customer and monitor 

his moves and reactions towards the actions taken by the banks for pleasing him.  

Once good service is extended to customer a loyal customer will work as an Ambassador to the bank and 

facilitate the growth of business.  

Customer perception of a bank results when customers confirm their pre –purchase expectations for a 

purchased service or positively disconfirm their expectations regarding purchased services, resulting in some 

level of post purchase affect toward the experience. 

 

Objectives of the Study 

 To find the customer perception toward the services and strategies adopted by bank 

 To examine the services / facilities currently availed by the customers in Cooperative banks in East 

Godavari district’. 

 To find out what other services / facilities expected by the customers of Cooperative banks in East 

Godavari district.  
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Scope of the Study 

 The research is mainly focused attention to study the customer perception of co-operative banks in 

Kakinada. This study hence to analyze the customer perception of selected co-operative banks for sample 

study. 

 

Methodology 

Primary Data  

The primary data collected through Questionnaires and discussion held with customer in the  cooperative 

banks in the Kakinada. 

 

Secondary Data  

The secondary data contains literature review .the sources includes books, Articles and Research Papers, 

Manual of instructions of a bank, Internet etc. 

 

Sampling Method 

Convenient sampling is used based on the willingness and availability of the respondents. 

 

Sampling Size  

A sample of 100 customer of Kakinada cooperative bank was selected .thus the total sample size was 100 

convenience sampling technique was applied in collecting data from the customer by using lottery method   

 

Survey Area 

The study was conducted selecting residents of Kakinada as sampleThe population in locality includes people 

from all income groups. 

 

Data Analysis and Inference 

The Perception of customers towards the services are shown under different heads. Which give the 

information that, if the customer were satisfied with services of cooperative bank or not customers opinion 

about the services of bank was summarized as below table 

 

HS-highly satisfied, S-satisfied, A-average. D-dissatisfied, HS-highly dissatisfied 

Factors HS S A D HD 

Document formalities of the bank 19 22 27 2 0 

Interest rate loans 11 19 39 1 0 

Relationship of employees 26 22 19 3 1 

overall services 28 21 19 2 0 

Modern equipment/Technology used 7 9 17 18 19 

Employee's attitude and behavior 19 25 26 0 0 

Bank's interest in solving customer's problem 18 29 21 2 0 
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Some Issues in Customers' Services of Cooperative Banks in Kakinada 

It is found from the study the percentage of female customers of cooperative banks in Kakinada is 8.5 percent 

where as the percentage of male customers is 91.5 percent. The proportion of male customers is more than 

female customers in banking transactions.  

Also males are predominant than females in banking services. It is found from the survey of cooperative banks 

71 percent of the customers' express that a loan procedure of these banks is complicated. It is observed the 

69.5 percent customers of these banks availed the loan facility though the loan procedure is complicated. 

The interest rate on fixed deposit of cooperative banks is more, but 59.5 percent customers avail this facility. 

36.5 percent of the customers avail the facility of daily deposits, in this it is seen that the percentage of farmers 

is more.  

The facility of clearing and transfer services is availed by 74 percent of the customers. This means that the 

percentage of customers using cheques is more. Only 6.5 percent of the customers take the advice regarding 

investment from cooperative bank. Customers are not aware of advices regarding investment. Cent percent of 

the customers avail facility of enquiry. Even if the separate counter for enquiry is not 

Available. The customers avail the facility of enquiry from the employees of the banks. Only 1.5percent of 

customers avail the facility of complaint box or complaint book.  

It is seen that customers neglect the complaint box or complaint book. From the study it is observed that the 

classification of customers based on their profession is as follows, farmers 59 percent, employs 36 percent and 

traders 5 percent. The proportion of farmers is more because the farmers are more concerned with district 

central cooperative banks. 

When the customers were asked about their expectation from cooperative banks regarding new services,  

90 percent of the customers expected the facility of electricity bill, 80 percent expect A.T.M. services and  

7.5 percent expect passport services.  

It is observed the customers trend towards new services along with conventional services. Customers expect 

all the services from  cooperative banks at par with national banks. It is observed from the study that 87.5 

percent customers feel that cooperative Bank encouraged deposits.  

The percentage of customers availing fixed deposits scheme is 56percent. As the interest rate on fixed deposit 

is more the customers are getting attracted towards cooperative banks. 98.5 percent customers feel that 

employees of cooperative banks are lenient.  

As the customers and employees have to work together cordial relations are developed between them. If the 

employees are trained they can deliver better services to customers. 93 percent of the customers expressed 

satisfaction with cooperative banks. This means that district cooperative banks in Kakinada are giving good 

services.  

It is observed from the study that 69.5 percent customers take the loans from district cooperative banks; out of 

this maximum loans are taken for agriculture purpose. And its component is 46.76 percent. Minimum of  

13.66 percent customers take loans for vehicles.  
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When giving loans for agricultural purpose district cooperative banks do not impose stringent rules as per 

nationalized banks. 71 percent customers expressed that loan procedure of district cooperative banks are more 

complicated and56 percent customers expressed that interest rate of district cooperative banks is more. 

Customers to transfer money from one place to another place utilize demands draft Service. 63 percent of the 

customers avail this service for security purpose. Locker facility is utilized by 18 percent of the customers. 

Locker facility is availed by selected high and middle-income group customers.  

74 percent of the customers avail agent services like clearing and transfer services. In this services the 

payment which are to be obtained by customers from other people are obtained by agent, through cheques and 

cleared, so also the current and futures payment which are to be given by customers are paid through this 

service as the reliability of banking services is increased.  

Transfer and clearing services is being used by maximum number of customers. Traders use transfer and 

clearing services as it has legal basis. Over draft facility is utilized by 6 percent of the customers. This is a 

meager percentage because only businessman and traders are benefited by this facility. 

 

Recommendations 

The cooperative bank will conduct many studies to understand how their products and services met or exceed 

customer expectations for the improvement of performance or quality of services. 

The cooperative bank will adopt more and more modern technologies for facing competition and make their 

services more qualitative one.  

The bank should consider the repayment capacity of the customer while disbursing loans. after giving loans 

banks should see that loans being used for productive purpose which it is disbursed.90 percent of customer 

expect ATM’s ,credit card ,online services .bank should provide these services. 
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Abstract 

Forecasting crude oil prices is important as it affects other key sectors of the economy including the stock market. One of 

the important areas in economic research is forecasting the trend of price change of international crude oil. It is also a 

pointer in numerous industries for quick management intervention due to the recent extreme fluctuations in the price of 

international crude oil. This makes it crucial to develop reliable models that would assist adequately in forecasting the 

fluctuation of international crude oil price. Crude oil price forecasting is gaining increased interest globally. This interest 

is due mainly to the economic value attached to the product. This paper proposes a novel technique of forecasting crude 

oil price based on Neural Networks. The study adopts the data on crude oil price of West Texas Intermediate (WTI).  To 

evaluate the performance of the model, the study employs three measures, RMSE, MAE and MAPE. These are used to 

compare the performance of the proposed technique and that of ARIMA and Neural Networks methods which are most 

efficient in crude oil price forecasting. The results reveal that the proposed method outperforms the other in terms of 

forecast accuracy 

Keywords: Neural Networks, Oil Price and ARIMA 

 

 

Introduction 

Classical statistical and econometric models are used for forecasting in the field of financial time series fails to 

handle uncertainty nature of Crude oil data series efficiently. One of the largest and more volatile financial 

market is the crude oil market, crude oil prices  being among the most used and important economic indices. 

Forecasting the crude oil prices is a difficult problem from both theoretical and practical point of view because 

the crude oil prices are influenced by many economic and political factors. During the time, many statistical 

and econometric models have been developed by researchers for the purpose of forecasting crude oil prices 

but this problem remains one of the major challenges in the field of forecasting methods.  

 

Methodology 

In this paper we discuss the two techniques that feature prominently are ARIMA and Neural Networks. 

Emphasis is laid on how the proposed Neural Networks technique would be implemented in crude oil price 

forecasting. 

 

ARIMA Modeling 

Box and Jenkins (1976) introduced the ARIMA model and ever since then the method has turned out to be one 

of the most famous approaches for prediction. The future value of a variable in an ARIMA model is presumed 

to be a linear combination of past errors and past values, stated as follows: 

 =    (1) 

where,  is the actual value and fi and qj are thecoefficients, p and q are integers that are frequently submitted 

to as autoregressive,  is the random errorat time t and moving average polynomials, in thatorder. 

Fundamentally, this method has three stages:Model classification, parameter evaluation and diagnostic 
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examination. For instance, the ARIMA(1, 0, 1) model can be characterized as follows. 

Equation (2): 

 =    (2) 

 

Equation (1) demands some significant particular cases of the ARIMA family of models. If q = 0, then (1) 

becomes an AR model of order p. When p = 0, the model decreases to a MA model of order q. One essential 

task of the ARIMA model building is to conclude the suitable model order (p, q). According to the previous 

work, Box and Jenkins (1976) developed a practical approach in building ARIMA models, which has the 

fundamental impact on the time series analysis and forecasting applications. Box and Jenkins recommended to 

apply the Partial Autocorrelation Function (PACF) and the Autocorrelation Function (ACF) of the sample data 

as the fundamental tools to recognize the order of the ARIMA model. In the classification step, data 

transformation is frequently necessary to make the time series stationary. Stationarity is an essential stage in 

creating an ARIMA model applied for prediction. A stationary time series is described by statistical 

characteristics. , for instance, the mean and the autocorrelation structure being stable ultimately. While the 

experimental time series showsheteroscedasticity and trend, power transformation and differencing are used to 

the data to eliminate the trend and to make the variance constant before an ARIMA model can be fitted. 

 

Back Propagation Neural Network Modeling (BPNN) 

 In modeling time series with non-linear structures, the most commonly used structure is three layers feed-

forward back propagation. The weights are determined in the back propagation process by building 

connections among the nodes based on data training, producing a least-mean-square error measure of the 

actual or desired, and the estimated values from the output of the neural network. The initial values are 

assigned for the connection weights. In order to update the weights, the error between the predicted and actual 

output values is back propagated via the network. Minimizing the error, the desired and predicted output 

attempts occur after the procedure of supervised learning. The architecture of this network contains a hidden 

layer of neurons with non-linear transfer function and an output layer of neurons with linear transfer functions.  

 

Building ARIMA Model 

The development of ARIMA model for any variable involves mainly four steps: identification, estimation, 

diagnostic checking and forecasting. The primary steps of Box and Jenkins methodology is explained below. 

 

Stationarity test 

The archive data from July 1995 to November 2016 shows the average Weekly price of crude is plotted in the 

Figure 1. 

 

Figure 1 The series of crude oil price 
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Table 1 Sequence Plot 

Model Name MOD_1 

Series or Sequence 1 Crudeoil 

Transformation None 

Non-Seasonal Differencing 0 

Seasonal Differencing 0 

Length of Seasonal Period No periodicity 

Horizontal Axis Labels Sequence numbers 

Intervention Onsets None 

Reference Lines None 

Area Below the Curve Not filled 

Applying the model specifications from MOD_1 

From the above figure 1, it is observed that the time plot has an upward trend. This indicates that the time 

series is non-stationary. ARIMA Model is estimated only after transforming the variable under forecasting into 

a stationary series. Non stationarity in variance is corrected through natural log transformation and non 

stationarity in the average is corrected through appropriate differencing of the data. In this case, difference of 

order 1 (i.e. d=1) is sufficient to achieve stationarity in mean. The newly constructed variable ( )  

WtZtln 1 = ∇ can now be examined for stationarity. The time plot of the transformed series is given in figure 

2. 

 
Figure 2 Time Plot of Transformed Series 

Sequence Plot 
 

Table2 Model Description 

Model Name MOD_2 

Series or Sequence 1 Crudeoil 

Transformation Natural logarithm 

Non-Seasonal Differencing 1 

Seasonal Differencing 0 

Length of Seasonal Period No periodicity 

Horizontal Axis Labels Sequence numbers 

Intervention Onsets None 

Reference Lines None 

Applying the model specifications from MOD_2 
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 From the above figure 2, it is observed that Wt is stationary in average and variance. The next step is to 

identify the values of p and q. for this autocorrelations and partial autocorrelations of various orders of Wt are 

computed. 

 

ACF & PACF Plots 

 

Figure 3 ACF plot of Plot of Transformed Series 

 

Figure 4 PACF Plot of Transformed Series 

From the above sample ACF and PACF, it is observed that the order of p (number of significant partial 

autocorrelations) is at most 3 and the order of q (number of significant autocorrelations) at most 3. The 

following tentative ARIMA models are entertained and chosen that the model, which has minimum AIC and 

BIC values. The Ljung-Box adequacy tests and its significant probability are considered for identifying a 

suitable model for the given data. 

 

Time Series Modeler 

 

Table 3 Model Description 

   Model Type 

Model ID Crude oil Model_1 ARIMA(1,1,1) 

 

Table 4 Model Fit 

Fit Statistic Value 

Stationary R-squared .041 

R-squared .994 

RMSE 2.237 

MAPE 3.142 

Max APE 25.306 

MAE 1.538 

Max AE 17.408 

Normalized BIC 1.628 
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Table 5 Model Statistics 

Model 

Number 

of 

Predictors 

Model Fit statistics Ljung-Box Q(18) Number 

of 

Outliers 

Stationary 

R-squared 

R- 

squared 
RMSE MAPE MAE 

Normalized 

BIC 
Statistics DF P-val 

Crudeoil- 

Model_1 
0 .036 .994 2.257 3.148 1.549 1.646 29.880 16 .019 0 

 

Table 6 ARIMA Model Parameters 

     Estimate SE t p-val 

Crudeoil-Model_1 Crudeoil Natural Log 

Constant .001 .001 .729 .466 

AR Lag 1 -.476 .105 -4.517 .000 

Difference 1    

MA Lag 1 -.646 .091 -7.058 .000 

 

Table 7 

Box –Jenkins models BIC 

ARIMA(1,1,0) 4.828 

ARIMA(0,1,1) 3.246 

ARIMA(1,1,1) 1.646 

From the above table, it is observed that only ARIMA (1,1,1) is significant with respect to parameters as well 

as adequacy of the model. So the most suitable model is ARIMA (1,1,1) as this model has the lowest BIC 

values in the significant models. The estimated parameters of the selected model are presented in the following 

table. 

The fitted model for the forecasting crude oil prices is  Zt = -0.476zt-1 + (1-0.646)at +0.001 

Diagnostic checking is done through examining the autocorrelations and partial autocorrelations of the 

residuals of various orders 

 

 

Figure 5 Residual ACF Plot 
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As the results indicate, none of these autocorrelations of residuals is significantly different from zero at the 

level 0.05. This proves that the model is an appropriate model for the data.  

 

Building BPNN Model 

 Architecture: MLP 

 Training Algorithm:   BP algorithm (gradient-descent rule) 

 Learning rate: 0.5  

 Momentum rate: 0.4 

 Number of epochs: 1800 

 Number of observations:  1168 

 Activation/ transfer function: Sigmoid 

 

Table 8 The prediction result of data using BPNN and ARIMA 

MODEL Observations RMSE MAE MAPE 

ARIMA(1,1,1) 1168 2.257 1.549 3.148 

MLP 

(with one hidden layer) 
1168 1.136 0.728 2.321 

 

Conclusions 

Forecasting financial time series is a difficult problem. In this study, a novel approach based on artificial 

intelligence for crude oil price modeling is proposed. We used data series with weekly crude oil prices starting 

from 1985 until 2016 provided by EIA. The proposed technique forecast accuracy performance was evaluated 

using two measures of error RMSE and MAE and compared with well-known techniques in crude oil spot 

price forecasting like ARIMA. The results reviewed that the proposed BPNN method outperforms the well-

known techniques. 
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Abstract 

Services of various types are offered for personal as well as industrial use. These services take care of different needs and 

problems faced by individuals and corporates. If the services give satisfaction, repeat purchasing will take place. Every 

business that wants to grow needs loyal customers and similarly insurance sector also wishes to thrive on support of 

existing customers and the add new ones. Vehicle insurance is one of the important type of insurance available under the 

category of general insurance. In India, there are many public and private insurance companies who offer vehicle 

insurance. The research focuses on the perception of youth about service quality of online vehicle insurance. This is an 

exploratory, descriptive type of research. It is based on primary data collected from youth of Jalgaon city, which 

represents semi-urban tier II cities. Vehicle insurance is mandatory. It can be purchased every year. This will either build 

strong brand loyalty or dissatisfied customer can switch to competitor. Considering this aspect of competition, it is 

imperative that insurers are concerned about customer retention. Technology changes the way business is done. We are 

adopting online purchasing and E-Commerce is spreading fast in India. Vehicle insurance is also available online. How 

far, it has reached and penetrated tier II markets? Whether customers are satisfied with their performance? The answers 

will help in planning and predicting future trends. Necessary action plans can be designed by insurance companies to take 

care of needs as well as aspirations. 

Keywords: Youth, Service, Quality, Insurance. 

 

 

Introduction 

In India, under the provisions of the Motor Vehicles Act, 1988, it is mandatory that every vehicle should have 

a valid insurance to drive on the road. Any vehicle used for social, domestic and pleasure purpose and for the 

insurer’s business motor purpose should be insured(18Ja1). Motor insurance gives protection to the vehicle 

owner against (i). Damages to his/her vehicle and (ii). Pays for any Third Party Liability determined as per law 

against the owner of the vehicle.  Third Party Insurance is a statutory requirement. The owner of the vehicle is 

legally liable for any injury or damage to third party life or property caused by or arising out of the use of the 

vehicle in a public place. Driving a motor vehicle without insurance in a public place is a punishable offence 

in terms of the Motor Vehicles Act, 1988. 

 

Insurance Awareness Survey 

Insurance Regulatory and Development Authority (IRDA) engaged the National Council of Applied 

Economic Research (NCAER) to carry out a pan-India survey to assess the levels of insurance awareness in 

the country. The survey was undertaken in 29 states/union territories. The survey has brought out various 

findings from the information it gathered relating to the socio-economic profiles of the insured and the 

uninsured in both rural and urban areas and correlating it to various life and general insurance parameters.  

The survey shows that most of the insured are salaried, regular wage earners or self-employed.  Insured 

households possess a high level of education as opposed to uninsured households which are mostly illiterate. 

 Geographic Analysis: The report contains a geographical analysis of the parameters and it is interesting 

to study the patterns in various states.  

 Purpose of insurance: A higher percentage of insured households, as compared to uninsured households, 

are aware that the purpose of insurance is to compensate for losses due to unforeseen events. 
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 Source of Information: The major source of any information for both the insured and uninsured is 

television. But when it comes to insurance the major source is insurance agents. 

 Of the insured households 97% feel that insurance is relevant for them. Even among the uninsured,  

57% feel that insurance is relevant for them. 

 Relevance of Insurance: The fear of accidents and untimely death makes them think of insurance.  

Among those who did not think that insurance is relevant, the attitude is that they would rather enjoy the 

present than think of securing the future. There is a general feeling that insurance simply takes away hard-

earned money. 

 Perceptions of Insurance: More than half of the insured households think that insurance is both a 

savings and a protection tool. 

 Decision to take insurance: The decision is majorly influenced by agents, friends and relatives. There 

are certain regional variations as to whose influence predominates. 

 Life and Non-life Insurance: For purposes of identifying the universe of insured, the survey considered 

those who held life insurance. Among them, it was noted that only 31% had motor insurance and 6% 

health insurance.(www.policyholder.gov.in/insurance-awareness-survey.aspx, n.d.) 

 

List of General Insurance Companies in India 

1. Bajaj Allianze General Insurance co Ltd. 

2. ICICI Lombard General Insurance co Ltd. 

3. IFFCO Tokio General Insurance co Ltd. 

4. National Insurance company Ltd. 

5. New India Assurance Co Ltd. 

6. The Oriental Insurance Co Ltd 

7. United India Insurance Co Ltd 

8. Reliance General Insurance co Ltd. 

9. Royal Sundaram General Insurance Ltd. 

10. Tata AIG General Insurance Ltd. 

11. Cholamandalam MS General Insurance co Ltd. 

12. HDFC ERGO General Insurance co Ltd. 

13. Future Generali General Insurance co Ltd. 

14. Universal Sompo General Insurance co Ltd. 

15. Shriram General Insurance co Ltd. 

16. Bharti AXA General Insurance co Ltd. 

17. Raheja QBE General Insurance co Ltd. 

18. SBI General Insurance co Ltd. 

19. Magma HDI General Insurance co Ltd. 

20. Liberty Videocon General Insurance co Ltd. 

21. Kotak Mahindra General Insurance co Ltd. 

22. DHFL General Insurance  Ltd. 

23. Acko General Insurance Ltd. 
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24. Go Digit General Insurance Ltd. 

25. Edleweiss General Insurance co Ltd. 

(Source: https://www.irdai.gov.in) 

  

When you buy a motor insurance policy you should:  

 Know that you can buy this policy through anyone and there is no compulsion to buy it through your 

vehicle dealer 

 Fill the proposal form yourself even if the vehicle dealer is arranging for the insurance 

 Fill the proposal form carefully and factually and thoroughly 

 Keep a copy of the completed proposal for your records 

 Read the policy brochure/ prospectus carefully to know what is covered and what is not 

 Ask for information about add-on covers that may be available and choose what suits you 

 Give documents such as RC Book, Permit and Driving License to the insurance company for verification 

 Ensure that you keep these documents updated from the authorities concerned 

Compare and choose the best vehicle insurance policy.Buying an insurance policy, besides addressing your 

personal security, is also a social responsibility as insurance, as a concept is successful, only if there is mass 

participation. There are a host of insurance providers in India who offer various types of vehicle insurance 

policy to suit the varying needs of individuals.  
 

But before you buy one for your vehicle, it is best to do an online comparison of the premiums and benefits 

that are being offered by different insurance providers. Thorough research, conducted with the help of 

insurance comparison websites, will help you select the best vehicle insurance for your automobile.(18Ja). 

Know what your requirements are, analyze them according to needs and wants and then choose the plan, 

which best suits the parameters.(Yohannan, n.d.) 

 

Consumer Behavior 

All of us have often purchased services and products. We are all consumers, and we take this for granted. But 

we also are complex and irrational creatures who cannot always explain our own choices and actions, making 

the vitally important job of marketing managers even more difficult, as they are tasked with explaining 

consumers’ behavior so that marketers have as good an understanding of their customers as possible.(Grewal 

& Levy, 2011) 

Consumer behavior is the study of how individuals, groups, and organizations select, buy, use, and dispose of 

goods, services, ideas, or experiences to satisfy their needs and wants. Marketers must fully understand both 

the theory and reality of consumer behavior.(Kotler, Keller, Koshy, & Jha, 2013) 

We have to accept the variation in consumer behavior. It can be attributed to various known factors, such as 

demographics, economic, cultural or intangible such as psychology. Consumer behavior for different category 

of products differs. For impulse purchasing, triggers can be different than when buying decision is finalized 

after lot of deliberations. Rationality and logic influences consumers at times and emotions sway them at other 

end. The seller should know how to tap at the right time and right point.(Kulkarni, 2017) The attributes that 

are weighed heavily will influence the decision more strongly. In high involvement situations,marketers 

should provide a good deal of information as the customer will need such information to evaluate the brands 

that he is considering.(ArunKumar & Meenakshi, 2007) 

 

Research Design  

The study undertaken is exploratory in nature. Secondary data was used to understand the background and 

develop understanding of relevant concepts. Primary data was collected through questionnaire method. The 

sample size was 100. Respondents were selected using convenience sampling method. The scope was limited 

https://www.irdai.gov.in/
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to Jalgaon city. The objective was to understand the current situation and perception, attitude and behavioral 

aspects regarding vehicle insurance.  

 

Data Analysis 

There were 48% women and 52% men among the respondents. 51% of the respondents were from 18-21 age 

group and 32% were in the 22-25 age group. 6% respondents were from 26-30 age group and only 11 % were 

above 30 age group. 41% of the respondents were UG students and 54% PG students.  

Only 5% respondents had other educational qualifications.82% of the respondents had driving license and 

18% did not have driving license. 98% of respondents drove vehicles and only 2% did not drive. 51% 

respondents drive motorcycle and 51% drive scooters.  

Only 15% respondents drive car. 92 % of respondents own vehicle; out of which 43% own motorcycle, 53% 

have scooters and 8% respondents are car owners. 

15% respondents became vehicle owners since last year. 27% have own vehicles since 1-3 years. 24% of 

respondents have own vehicle since 3-5 years. And 31% respondents are vehicle owners for more than 5 

Years. Vehicles of 63% respondents are insured, whereas 21% have not insured their vehicles. 16% 

respondents don’t know whether the vehicle is insured or not. 

Maximum respondents (25%) have insured their vehicles with Bajaj Allianze, followed by  United India 

Insurance (9%), remaining respondents are shared by other vehicle insurance companies.25% respondents 

consider Bajaj Allianze as the best vehicle insurance company, followed by SBI General Insurance(9%), 

United India Insurance (7%), and Oriental Insurance Company (4%). 

When asked about who influenced their choice of vehicle insurance company, maximum-31% are influenced 

by family members, followed by 29% respondents with vehicle dealers. 21% respondents decided for 

themselves and 14% respondents were influenced by insurance agents. 

61% respondents have not changed their vehicle insurance company, where as 15% respondents have changed 

it. 24% respondents don’t know, whether they have changed vehicle insurer or not.30 % of the respondents are 

fully satisfied with their vehicle insurance company, while 55% respondent are somewhat satisfied with 

insurer. 15% respondents are not satisfied with vehicle insurer.44% respondents are fully satisfied with the 

services provided by vehicle insurer and 43% are somewhat satisfied. 13% respondents are not satisfied with 

vehicle insurer. 

When asked whether they have visited vehicle insurance website, only 32% have done it and a large majority 

of respondents, 68% have not visited it.  

21% of respondents are fully satisfied with the information provided by website and 43% are somewhat 

satisfied. 36% of respondents are not satisfied with the information provided by website. 

A large majority,75% of respondents have not claimed vehicle insurance and 25% of respondents have 

claimed vehicle insurance.10% respondents are fully satisfied with claim settlement, whereas 23% are 

somewhat satisfied and 25% are not satisfied with claim settlement. When asked about satisfaction regarding 

promptness of service provided by vehicle insurance company, 25% respondents are fully satisfied, 41% are 

somewhat satisfied and 34% are not satisfied. 

51% respondents have recommended particular vehicle insurer to others while 49% respondents have not 

made such recommendations. When asked, whether they will recommend others to buy vehicle insurance, 
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56% respondents were positive about it. 22% respondents were not sure about it and 22% respondents said no 

for such recommendation. 

66% respondents were aware that vehicle insurance is available online, while 34% of respondents were not 

aware that vehicle insurance is available online. Only 20% of respondents have purchase vehicle insurance 

online, but a large majority, 80% of respondents, have not purchased vehicle insurance online.11% 

respondents are fully satisfied with their experience of buying online vehicle insurance. 

20% respondents were somewhat satisfied with their experience of buying online vehicle insurance. 31% were 

not satisfied and  for 38% respondents, it is not applicable.47% respondents will recommend others to buy 

online vehicle insurance, 23% are not very sure they will recommend others to buy vehicle insurance, online 

and 30% respondent said they will not recommend others to buy online vehicle insurance. 

Cross Tabulation was done for some aspects showing following results 

Cross Tabulation 1 Gender * Driving Vehicle 

 
Motorcycle Scooter Car Any other 

Female 4 41 1 2 

Male 47 10 14 2 

We find large majority of women drive scooters and men drive motorcycles. Number of men driving car is 

quite large but only one lady respondent drives car. 

 

Cross Tabulation 2 Gender * Vehicle Ownership 

 
Motorcycle Scooter Car Any other 

Female 0 44 0 1 

Male 43 8 8 1 

Female respondents own scooter but none own motorcycle or car. But Largest number of men own motorcycle 

and few own scooter and car as well. 

 

Cross Tabulation 3 Gender * who decided the company with whom vehicle is to be insured? 

 NA Vehicle Dealer 
Insurance 

Agent 
Yourself 

Your 

Family 
Total 

Gender 
Female 4 8 3 7 26 48 

Male 1 21 11 14 5 52 

Total 5 29 14 21 31 100 

 

Family members influence decision about insurer in more than 50% cases for female respondents, followed by 

vehicle dealer and many respondents have taken their own decision. In case of male respondents highest 

influence is of vehicle dealer, followed by their own decision and then insurance agent plays important role. 

Family has the least impact on decision of male respondents. 

 

 

 

 



Special Issue on Services in Emerging Markets 

 
 

 

82 

Cross Tabulation 4 Gender? * Are you aware that vehicle insurance is available Online? Cross 

tabulation 

 No Yes Total 

Gender? 
Female 19 29 48 

Male 15 37 52 

Total 34 66 100 

Awareness about availability of online vehicle insurance is better among male respondents than female 

respondents. 

 

Interpretation and Recommendation 

Vehicle Insurance is mandatory. Yet only 63% of the respondents have their vehicles insured, while 21% 

vehicles are not insured. 16% of the respondents don’t know whether their vehicle is insured or not. It means 

lot of scope for improvement. New business generation opportunities are available to vehicle insurance 

companies. If awareness goes up; there is a chance of action, i.e. conversion into buyers and users of this 

service. It also means low involvement on the part of consumer and so pushing sales is needed as an effective 

strategy. 

If we consider the influence in determining the vehicle insurance company for insuring vehicles, the highest 

influence is that of family-31%, almost similar influence is that of vehicle dealer-29%. One of the reason for 

high % of dealer’s influence is because, free insurance is offered by many dealers 

15% respondents are not satisfied with vehicle insurer. Those who have changed their vehicle insurer is also 

15%. It means that insurers need more efforts to satisfy and retain customers. It is easy to switch insurer as the 

vehicle insurance is to be renewed at the end of specified period; generally annually. Only 30 % of the 

respondents are fully satisfied with their vehicle insurance company, while 55% respondent are somewhat 

satisfied with insurer.  

This also points out the importance of improvement. Unless your customers are fully satisfied, you will not get 

repeat customers. Satisfaction level is slightly better regarding services provided by vehicle insurer as 44% 

respondents are fully satisfied with the services provided and 43% are somewhat satisfied.  

Still there is lot of scope for improving services. Further studies may identify factors leading to satisfaction 

and dissatisfaction. That will help in developing action plan. 

As large majority of respondents-68% have not visited website of vehicle insurance company, it is not very 

effective way of communicating with buyers.  

It is necessary to make efforts to raise visibility of this communication method. Information provided and the 

content of website requires lot of improvement as many (36%) respondents expressed dissatisfaction in this 

regard. Only 21% were fully satisfied with information they received through website. Insurance companies 

need to look into this matter and dramatically improve it for better future. 

Majority-75% respondents had not claimed vehicle insurance, which might be interpreted as a good sign. Only 

25% have claimed vehicle insurance.  
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When asked about claim settlement, only 10% respondents are fully satisfied. This highlights the issue of need 

for effective procedures and handling by insurance companies. 34% are not satisfied regarding promptness of 

service provided by vehicle insurance company, this also is an area requiring proper attention. 

51% respondents have recommended particular vehicle insurer to others. When asked, whether they will 

recommend others to buy vehicle insurance, 56% respondents were positive about it. The efforts are needed to 

increase this %. Positive mouth publicity and referrals will play a major role in converging. 

66% respondents were aware that vehicle insurance is available online, while 34% of respondents were not 

aware that vehicle insurance is available online. This gap in awareness level is to be filled up and will require 

higher promotional efforts.  

It is seen that awareness to action gap is very wide as amongst the respondents, only 20% of respondents have 

purchased vehicle insurance online, but a large majority, 80% of respondents, have not purchased vehicle 

insurance online. The reasons should be found out and strategy to overcome problems need to be planned and 

implemented. 

11% respondents are fully satisfied with their experience of buying online vehicle insurance.20% respondents 

were somewhat satisfied with their experience of buying online vehicle insurance. 31% were not satisfied and 

for 38% respondents, it is not applicable.  

This shows lot of scope for improvement.47% respondents will recommend others to buy vehicle insurance, 

online, 23% are not very sure they will recommend others to buy vehicle insurance, online and 30% 

respondent said they will not recommend others to buy online vehicle insurance.  

This is not a very good acceptance level and so at each stage of adoption, lot of improvement is needed. 

Though, slowly penetration is taking place, the pace should increase in future. 

Gender as a demographic factor shows distinct impact on buyer behavior as far as vehicle ownership, usage 

pattern, influencing factors and awareness of online channel is concerned. This difference should be 

understood for better communication to both male and female buyers. 

 

Conclusion 

We need to understand our potential as well as present customer. It is true for both products as well as 

services. Better understanding should lead to better decision making, helping the organization to satisfy 

customers and develop sustainable model.  

 

Online shopping is quite popular with youth, but vehicle insurance has not yet attracted many policyholders 

through online channel. Additional efforts are required for making this quite common and popular. Impact of 

various factors need to be studied in depth. This will provide clear vision, goals and the way to achieve them. 
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Abstract  

Financial services are the economic services provided by the finance industry, which encompasses a broad range 

of businesses that manage money. Credit Rating is one of the financial service which help banks, individuals and 

businessman in taking decisions about their credit capability. Credit Rating essentially indicates the credit worthiness of 

the borrowers and the probability that the borrowers will pay the interest and principal on due dates. Credit rating 

provides indicative guidance to the prospective investors on the degree of risk involved in the timely repayment of 

principal and interest. The study reveals the rating criteria followed by different rating agencies for MSME’s. A detailed 

comparison is made in between credit rating agencies about their rating methodologies and services provided by them like 

ratings, research, risk and policy advisory services. This study helps banks, customers, investors in selecting the rating 

agency which helps them in knowing their credit worthiness.  

The study describes the credit risk evaluation of Micro, Small and Medium scale Enterprises (MSME) research problem, 

its background and significance. The study analysis the MSME industry, objectives of research, hypothesis formulated, 

definition of the basic terms, assumptions and limitations are discussed.    

Keywords: Credit Rating, Credit Rating Agencies, MSME 

 

 

Introduction 

Credit rating refers to knowing the credit assess ability of customers that means knowing the credit repayment 

history of the customer. Credit rating is used by all the customers who would like to seek loan facilities. Credit 

rating constitutes an estimation of a rating agency that evaluates the basic credit potency of an issuer and his 

ability to fully and on time meet his debt obligations. They give credit score based on credit history of the 

borrower. Credit score indicates the credit worthiness of an investor or borrower, whether he can repay the 

interest and principal amount or not. 

Micro, Small and Medium Enterprises (MSME) sector has shown a drastic increase in Indian economy from 

last few decades. These enterprises play a key role in generating employment opportunities. The capital 

involved in the business is bit less compared to other large business. MSME’s are also playing an important 

role as subsidiary units to large industries. They contribute to socio- economic development of the country. 

They help in industrialization of rural and regional areas in dropping regional imbalances. MSME’s are largely 

alienated into two sectors i.e., Manufacturing and Service. Manufacturing sector involves acquiring and 

producing of goods and services. Which is defined as Micro, Small and Medium under MSMED act on the 

basis of actual investment in both manufacturing and service sector are as follows: 

Table 1 Investment in Manufacturing and Service Sector 

Enterprises Manufacturing Services 

Micro enterprises Up to Rs.25.00 lacs Up to Rs. 10.00 lacs 

Small enterprises Above Rs. 25.00 lacs to Rs. 500.00 lacs Above Rs. 10.00 lacs to Rs. 200.00 lacs 

Medium enterprises Above Rs. 500.00 lacs to Rs. 1000.00 lacs Above Rs. 200.00 lacs to Rs. 500.00 lacs 
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Review of Literature 

Lynn Bai (2010) Author discussed about the conflicts of interest both at the analyst level and the rating agency 

level, which he expresses in the paper. He also gave scope to the current framework for regulation of conflicts 

of interest in the U.S. He gave more emphasis in comparing and improving the regulations targeting conflicts 

of interest at rating analyst level and rating agency level and other provisions applicable to the management 

and control of conflicts of interest in which he discussed the results must be retained for at least 3 years after 

they are made or received. 

G.Vairava Subramanian and Dr. S. Nehru (2012) Authors discussed about credit rating and the mechanism 

and process of SMERA credit rating agency. Authors compared the growth of the organization with the 

industry showing the capacity of the management. Authors discussed about the process which is followed by 

credit rating agency involving 6 stages with a flow chart. They also explained the fee structure which is 

flexible, depending upon the size of the company. They even put pressure on the benefits to SME sector with 

the credit score. They also talked about the gap in the market about credit rating and credit rating agencies.  

Oliver Blumke (2014) Author stressed the study using the statistical tools on the negative relationship between 

default rates and the inequitable power of credit ratings. He used somer’s d for measuring the unfair powers of 

ratings and default rates. Using simulation study he recognized the empirical forecasts.  Depending upon the 

credit cycle index somer’s d has been recognized. Author concluded the study saying that the empirical 

estimates are considerable and in line with theoretical estimates, which are obtained from simulation study. 

The outcome obtained from correlation is an added level of fluctuations of the discriminatory power of credit 

ratings. 

Rahul Gupta and Sumit Sharma (2017) According to authors an empirical study related to the factors affecting 

corporate credit ratings have not been found in India with compared to other developed countries. So, in their 

study they proposed a conceptual model to test the impact of corporate credit ratings in future. Study focused 

on 7 non-financial determinants of corporate credit ratings. According to the authors corporate credit ratings 

decrease the gap of information of the investors and help them invest in various rated companies. To assign a 

credit score, the rating agencies evaluate many financial and non-financial factors.  

The review represents the whole information on credit rating agencies from the origin to the development. The 

hurdles and the development of rating agencies are discussed in the review papers. Authors specified the 

reasons for the decline of rating agencies and growth of credit rating agencies. This helped me out to extend 

my study. 

 

Need and Importance of the Study 

1. To estimate the effect of credit rating agencies in improving services to MSME’s. 

2. The main role is to reduce the information gap between credit markets and investors in providing opinion 

to meet their obligations. 

3. It also suggests the issuers or borrowers of MSME in overcoming the issues. 

4. It also helps the issuers to earn new investors. 

 

Objectives of the Study 

1. To study about the origin and existence of MSME enterprises.. 

2. To analyze the total number of MSME companies in Hyderabad rated by CRISIL rating agency. 

3. To study about the date assigned and ratings assigned by CRISIL for the MSME companies in 

Hyderabad. 
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4. To study about the functions of credit rating agencies. 

5. To analyze the factors affecting MSME credit score. 

6. To make necessary suggestions for MSME enterprises. 

 

Scope of the Study 

The scope explains the detailed study of MSME’s in Hyderabad. The study is confined to analytical as well as 

descriptive research. The scope of the study is narrowed to secondary data. The ratings of CRISIL on MSME 

in Hyderabad have been taken to analyse. 

 

Research Methodology 

Both analytical research and descriptive research were used in accomplishing the objective of the study.  

Analytical research represents the investigative and organized study using the facts which are already 

available to come to a conclusion. Descriptive research represents expressive and graphic study of data 

analysis and represents the result for the study. 

 

Sources of Data  

Primary Data: Data gathered by personal discussions with executives and personal staff of various banks and 

MSME enterprises and with the people of credit rating agencies. 

Secondary Data: Data from published reports, websites, journals, books, credit rating agencies is used for the 

study. 

Table 2 MSME Companies Rated by CRISIL in Hyderabad 

Sl. No. Company Name Rating Assigned Date Assigned 

1 Greater Hyderabad Municipal Corporation 'AAA 3-Mar-10  

2 
Hyderabad Metropolitan Water Supply and Sewerage 

Board 
rating suspended 24-Oct-11  

3 Hyderabad Castings Limited Not mentioned Sep 19, 2017  

4 Hyderabad Cylinders Private Limited Not mentioned  June 30, 2017 

5 TSI Business Parks (Hyderabad) Private Limited Rating Withdrawn June 23, 2017 

6 State Bank of Hyderabad Rating Withdrawn Dec 27, 2017  

7 Kunal Enterprises Rating Reaffirmed Jan 30, 2018 

8 VPR Constructions BB- 30-Nov-17 

9 Pavan Industries B Oct 25, 2017 

10 Hyderabad Handloom Centre Rating reaffirmed July 21, 2017 

11 GMR Hyderabad International Airport Limited AA 19-Jul-17 

12 Hyderabad Galvanising Private Limited B+ April 29, 2017 

13 Gemini Enterprises-Hyderabad B April 26, 2017 

14 Shubham Industries Rating Reaffirmed Feb 06, 2017 

15 C R Broadcasting Hyderabad Limited Rating Suspended Feb 01, 2016 

16 Hyderabad Chemicals Limited Ratings Withdrawn May 28, 2015 

17 Hyderabad Karnataka Education Society Rating Suspended Dec 06, 2014 

18 Hyderabad Pollution Controls Limited Ratings Suspended June 26, 2014 

19 Malabar Royal Designs (Hyderabad) Private Limited Rating Withdrawn July 16, 2013 

20 Laqshya Hyderabad Airport Media Private Limited BBB Jan 31, 2018 

21 Hyderabad Chemical Products Private Limited Rating Reaffirmed 27-Nov-17  

22 Hyderabad Chemical Private Limited Ratings Reaffirmed 31-Oct-17  

23 Hyderabad Power Installations Private Limited BB 12-Oct-17  

24 Puzzolana Machinery Fabricators (Hyderabad) LLP Rated amount enhanced Aug 07, 2017 

https://www.crisil.com/content/crisil/en/home/our-businesses/ratings/company-factsheet.MUCCOHY.html
https://www.crisil.com/content/crisil/en/home/our-businesses/ratings/company-factsheet.HYMWSASB.html
https://www.crisil.com/content/crisil/en/home/our-businesses/sme-offerings/sme-rating.HCLTD.html
https://www.crisil.com/content/crisil/en/home/our-businesses/sme-offerings/sme-rating.HYCYPL.html
https://www.crisil.com/content/crisil/en/home/our-businesses/ratings/company-factsheet.SBHYDBD.html
https://www.crisil.com/content/crisil/en/home/our-businesses/ratings/company-factsheet.HYCMP.html
https://www.crisil.com/content/crisil/en/home/our-businesses/ratings/company-factsheet.HYCHLT.html
https://www.crisil.com/content/crisil/en/home/our-businesses/ratings/company-factsheet.HYPIPL.html
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25 Hyderabad Security and Offset Printers Limited BB+ 13-Jul-17 

26 Thermal Systems (Hyderabad) Private Limited BBB- 24-May-17 

27 Krishna Enterprises – Hyderabad B 26-Apr-17 

28 Pallavi Constructions- Hyderabad C 31-Mar-17 

29 S. S. Constructions – Hyderabad BB+ 20-Mar-17 

30 Hyderabad Expressways Limited Rating Suspended 22-Jul-16 

 There are 30 MSME companies which are been rated by CRISIL rating agency. This is the data pertaining 

to last few years. Data consists of the information relating to the company name, grade/score assigned, and 

date of assigning. 

 

Table 3 Representing the Number of Companies Rated by CRISIL from 2010 -2018 

Sl. No Year Number of Companies 

1 2010 1 

2 2011 1 

3 2013 1 

4 2014 2 

5 2015 1 

6 2016 2 

7 2017 20 

8 2018 2 

 

 

Figure 1 Graphical Presentation of Number of Companies Rated by CRISIL from 2010-2018 

 

Interpretation 

As the study limited to rating of MSME’s in Hyderabad by CRISIL there are only a few companies observed. 

There are many other rating agencies which help in rating. Considering, the study reveals a notable increase of 

companies which are rated by CRISIL from 2010 to 2018. With this we can expect an extensive increase of 

companies in this year. 

 

CRISIL Rating Agency 

CRISIL credit rating and information services of India limited. CRISIL is the India's first credit rating agency 

which is incorporated on the 29th day of the month, promoted by the former ICICI Ltd along with UTI and 

other financial institutions. Mr. N Vaghul and Mr. Pradip Shah are CRISIL's first Chairman and Managing 

Director, respectively. 
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It rates different types of customers like Corporate, MSME, Real estate, Individuals, Education, Mutual funds, 

Gold etc. considering their credit history and gives credit score or grade which represents their credit 

worthiness to get loans from banks. 

 

Functions of Credit Rating Agencies 

1. Gives neutral opinion 

2. Impart quality and trustworthy information 

3. Produce information at low cost 

4. Provides easy to understand information 

5. Generate basis for investment 

6. Strong regulation on corporate investors/borrowers 

7. Construction of public policy 

 

Factors Affecting MSME Credit Score 

1. Lack of experience. 

2. Poor financials of enterprises. 

3. No collaterals and infrastructure. 

4. High transactional cost. 

5. Lack of accounting information. 

6. Usage of traditional methods or technology backwardness. 

7. Poor information about markets. 

 

Suggestions to MSME’S Enterprises 

1. Timely payment of loans. 

2. Maintain proper books of accounts. 

3. Profit is to be retained and to be used for developing business instead of withdrawing. 

4. Improve the quality of goods and services every year earning good brand image. 

5. Use of modern technology and e-commerce to lower the costs. 

6. Complete and clear information is to be provided to credit rating agencies and banks. 

7. Search for good markets to improve their sales.  

 

Conclusions 

1. The study reveals the number of MSME‘s which are rated by CRISIL rating agency recently. 

2. There are many ways in which you can reduce your credit risk. 

3. When credit risk is less, that is your credit score is good investors get loans easily, further they can invest 

more in new businesses and provide employment opportunities. 

4. The MSME companies rated by CRISIL are very less but there is a large improvement in the ratings 

5. Further study is required to compare the ratings of one agency with another. 

 

Limitations of the Study 

1. The study limited to the ratings of MSME’s. 

2. The paper restricted to MSME’s in Hyderabad. 

3. Research carried out is limited to analytical as well as descriptive. 

4. Primary and secondary data was used for the study which has intrinsic limitation. 

5. Only CRISIL rating agency’s MSME’s have been considered for the study.  
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Experience Economy: The New Marketing Paradigm 
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Abstract 

It was the summer of 1998, when Pine & Gilmore declared prophetically that, "Goods and services are no longer enough", 

in their international best-seller, The Experience Economy. The concept of Experience Economy is not exactly novel and 

has been acknowledged by various authors earlier. In their HBR article, Pine & Gilmore argued that the entire history of 

economic progress can be viewed as four-stage evolution – the agrarian economy, the industrial economy, the service 

economy, and the experience economy. This translates into a continuous transformation of the consumer offering by the 

firms engaged in business – from a commodity, to a branded good, to delivery of a service, to staging an experience for the 

consumer. In this Paper, an attempt has been made to operationalize experience economy in terms of tangible business 

verticals. The Paper also discusses various aspects of Experience Economy – Experience Industries, experience as value 

generator, experience-based business development, driving forces behind the global experience economy, The Paper visits 

various Models of Experience Economy to explain creation of experiences, and measurement of value generated. 

Keywords: Service Concept, & Service Design 
 

 

Introduction 

It was the summer of 1998, when Pine & Gilmore declared prophetically that, "Goods and services are no 

longer enough", in their international best-seller, The Experience Economy. Over the last fifteen years, the 

march of the global economy towards an Experience Economy has been inexorable. 

According to the entry in Wikipedia, the concept of Experience Economy has been acknowledged by various 

authors, even before it was immensely popularized by Pine & Gilmore. An early example is the book of Alvin 

Toffler, Future Shock, which Pine and Gilmore quote in their work. In 1971, Toffler criticized how 

“economists have great difficulty imagining alternatives to communism and capitalism”, and how they could 

only envision the economy in the terms of scarcity of resources.  

He talked about the upcoming “experiential industry”, in which people in the “future”, would be willing to 

allocate high percentages of their incomes to live amazing experiences. Later in 1982, Holbrook and 

Hirschman‟s pioneering article "The Experiential Aspects of Consumption: Consumer Fantasies, Feelings, and 

Fun" in the Journal of Consumer Research (Vol. 9, #2), discussed emotional experiences linked to products 

and services.  

Then in 1992, the German sociologist Gerhard Schulze argued for the idea of the “experience society” in his 

book "Erlebnisgesellschaft", which was translated into English as "The Experience Society" in 1995. In 1999, 

same year of publishing of The Experience Economy,   Rolf Jensen of the Copenhagen Institute for Futures 

Studies published his book, The Dream Society, containing many of the same ideas.  

[http://en.wikipedia.org/wiki/The_Experience_Economy] 

In their HBR article that preceded their profound, and original best-seller, Pine & Gilmore argued that the 

entire history of economic progress can be viewed as four-stage evolution – the agrarian economy, the 

industrial economy, the service economy, and the experience economy. 

 

1
Associate Professor &Programme Director MBA, Sanketika Vidya Parishad Engineering College, 

 Visakhapatnam, Email ID:prometheus_3m@yahoo.com 



Special Issue on Services in Emerging Markets 

 
 

 

92 

 
Figure 1 The Progression of economic value  

(Source: Pine & Gilmore, “The Experience Economy”, 1999) 

 

This translates into a continuous transformation of the consumer offering by the firms engaged in business – 

from a commodity, to a branded good, to delivery of a service, to staging an experience for the consumer. 

More advanced experience businesses can begin charging for the value of the „transformation‟ that an 

experience offers – for example educational institutes can adopt premium pricing for their services if they 

were able to participate in the value that is created by the educated individual. Hence, Transformation 

Economy is the eventual future of the Experience Economy. 

 

 

Figure 2 Illustrates this Evolution with an Example 

(Source: http://www.ignitiongroup.com/propulsion/entry/4-reasons-for-agencies-to-be-optimistic/) 
 

In the following paragraphs, an attempt has been made to operationalize experience economy in terms of 

tangible business verticals. According to Pine & Gilmore, the notion of Experience Economy points to a larger 

perspective on „the experience‟ such as entertainment, edutainment and cultural values in the making and 

marketing of new consumer products. This business philosophy borrows from the „traditional‟ creative 

industry such as film, fashion and music-industry and arises – more or less – in the dot-com boom of the 1990s 

and the so-called “new economy” in the America. Presented below are different perspectives of how 

Experience Economy can be construed. 

James Gilmore, in his Autumn 2003 Batten Briefings provides a simple question to answer to understand the 

workings of Experience Economy. According to him, “One way to determine what business you‟re in is to 

consider what you charge for:  

http://www.ignitiongroup.com/propulsion/entry/4-reasons-for-agencies-to-be-optimistic/
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If you charge for raw materials, you‟re in commodities; if you charge for physical things, you‟re in goods; if 

you charge for activities you perform on behalf of another, you‟re in services; but if you charge for the time 

people spend with you, then you‟re in experiences. Today, consumers seek to spend less time and money on 

goods and services, but they want to spend more time and money on compelling experiences.” 

Experience Economy as diversity of Experience-Based Products. Due to the growing global entertainment, 

tourism and leisure markets, the diversity of experience-based products, both goods and services, is needed in 

order to create difference in the market. „Magic‟ is a key-word commonly used in the experience economy 

pointing to the creation of distinctive, innovative, spectacular and sensual products.  

Experience Economy as Added Value and Marketing Aesthetics. In order to market and distinguish products, 

added cultural values have become more important than before. Marketing aesthetics are the practices, 

strategies and technologies which are applied in order to make products more attractive. By adding 

storytelling, entertainment, values, culture and arts the products are designed to facilitate the consumer‟s social 

relationships, feelings and identities. Experience economy thus supports the field of customer experience 

management. 

Experience Economy as a Professional Sector. The experience/creative/cultural industries are the pragmatic 

and professional aspect of the experience economy – how can experience economy as a developmental 

strategy be managed, enhanced and implemented? What kind of tools and competences does already exist – 

and how are they put to best use as experience products? How can the organization work together in order to 

develop a stronger awareness of its unique experimental resources? The concept of experience economy arose 

in the field of business. It has crossed the frontiers of tourism, architecture, urban and regional planning, art 

and museum industry, public health service and other fields. This means that experience economy as a tool to 

develop and improve experience products has been widely tested amongst many - and different - consumer 

groups and lifestyle segments. 

What does all this mean to us, management thinkers, and teachers? This Paper attempts to take a look at some 

of the time-tested frameworks that are used in the craft of management through the prism of Experience 

Economy, and understand if they need to be extended, or modified to suit the organizations in Experience 

Economy. 

 

Industries in Experience Economy 

Danish Enterprise and Construction Authority, in their September 2008 study titled, „Growth through 

Experiences – an Analysis of Denmark in the Experience Economy‟, have tried to map the conventional 

industries to Experience Economy. The study also attempted to provide some definitions, and analytical 

frameworks to understand the Experience Economy. 

While it is presumably difficult to define what constitutes an experience, we can argue that ultimately, it is the 

consumer who defines a product‟s value and assesses whether the product contains an experience. In other 

words, an experience is not static, but is abstract, something expressed in the space where the user and the 

product/service meet. In the experience economy, experiences are an essential condition in developing and 

selling products and services.  

It is still important to have products with high quality and functionality, but the decisive aspect compared to 

turnover is increasingly whether the manufacturer succeeds in engaging the user in an experience. As shown in 

Schematic 3, the market value of products and services increases when they contain greater functionality, 
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better quality and experiences. Businesses selling experiences in this manner can achieve a favourable 

competitive position in the market. 

 

Adding Value to Products, & Services 

Functionality + Quality + Experiences = Market Value 

Figure 3 

 (Source: Danish Enterprise and Construction Authority, inspired by Silverstein et al. (2003) 

“Trading Up – the New American Luxury”.) 

 

Figure 3 Adding Value to Products, & Services 

At the basic level, there are 2 different types of industries in Experience Economy – the so-called experience 

industries and the businesses in the wider business community that use experiences. See Schematic 4 below. 

 

The Experience Industries 

Experience industries are those that – to put it simply – earn their living by selling experiences. They are 

industries where the experience is the primary function of their products. In the experience industries, the 

production, dissemination and commercialization of experiences are essential to the added value.  

The experience industries are independent suppliers of experience products, such as films, computer games, 

amusements, and such. They supply the wider business community with things like products, ideas and 

expertise.  

The experience industries also contribute to society in a more general manner through their role as a bearer of 

and agent for culture, identity and creativity. 

 

 

Figure 4 Structure of Experience Economy 

(Source: Danish Enterprise and Construction Authority.) 

 

Broadly speaking, the experience industries fall into one of the following thirteen categories: architecture; 

design; books & the press; art & crafts; radio & TV; film & video, content production; music; advertising; 

gastronomy & nightlife; accommodation & tourist offices; amusement parks, destinations & events; and sports 

& leisure, defined by the two inner rings of Schematic 4. 
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Compared to the creative industries in Ring 1, the value added in the experience industries of Ring 2 depends 

less on individual creativity and the use of intellectual property rights.  

 

But, like the creative industries, the four experience industries of Ring 2 earn a living by producing and selling 

experiences, and they operate – and compete – in the same global experiences market. 

 

Experiences as a Value Generator throughout the Business Community 

“The focus on unique personal experiences is increasingly permeating industries as diverse as toys, financial 

services, travel and hospitality, retailing, and entertainment”. – C. K. Prahalad and M. S. Krishnan, „The New 

Age of Innovation‟. 

In addition to the creative and experience industries, businesses in the wider business community have the 

option of being part of the experience economy, Ring 3 of Schematic 4.  

Thus, the experience economy is not limited to specific sectors and that a significant amount of the potential in 

the experience economy is found in those segments of the business community usually not regarded as being 

part of the experience economy. 

By working with experience-based business development, businesses across the business community have the 

potential to create added value, attract new target groups, retain qualified employees and develop new and 

different products and services – all of which contribute to growth.  

 

Value Creation 

Innovation is an important prerequisite for future development and growth not only in the experience 

industries but also across the industrial spectrum. In a study carried out in Denmark, there have been 

indications that experience industries are actually good at innovating, compared to the business community in 

general.  

The OECD and the EU define innovation as the “introduction of a new or substantially improved product 

(goods or services), a new or considerably improved process or marketing method or a significant 

organizational change.” 

An analysis performed by CEUS and RUC 2008, based on a questionnaire survey involving 1,315 executives 

from Denmark‟s experience industries, shows that a strikingly larger percentage of experience industries 

innovate than the business community as a whole and also than the high-tech businesses.  

Almost 70% of the experience industries are innovative in terms of products or processes. For the business 

community as a whole, this figure is just under 40%. In addition, the Study shows a positive correlation 

between businesses‟ innovation activities and productivity. 

In addition to the direct and immediately measurable contributions to value creation mentioned above, the 

experience industries also make a number of other, less visible contributions to value creation, employment 

and innovation in the wider business community and society in general. 

It is true in general that several sectors in the wider business community depend on receiving input from the 

experience industries and would not have the same development or growth potential without them. The 

phenomenal growth experienced in last decade in IT and Telecom industries illustrate this point: the many 

new digital technologies – such as broadband and mobile telephony - have been developed and unrolled in 
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recent years are thus closely related to the development of an innovative and differentiated media content, 

produced within the experience industries. 

Based on British statistics for inter-company trade (input/output data) and innovation studies (CIS data), 

NESTA has studied trade between businesses in the creative industries of Ring 1 with businesses in the wider 

business community and the effect of this trade on innovation in the wider business community.  

NESTA‟s study shows that the wider business community‟s collaboration with the creative industries pays off 

in terms of more innovation – product innovation, new product development, process innovation, and 

development of new processes. The businesses in the wider business community which trade the most with 

creative industries are significantly more innovative. 

 

Experience-Based Business Development 

Experience-based Business Development refers to a business model where the customer experience staged, or 

co-created becomes central to business development. Experience-based business development is used to 

differentiate a business from its competitors, to increase innovation and to generate more demand for the 

business‟s products and services that could have effects like greater customer loyalty, creation of new product-

markets or make the customers more willing to pay a premium for the product. 

There are different approaches to develop a business through experiences. One approach is to join forces with 

businesses from the experience industries. Another is to employ people with special creative skills.  

Many businesses in the business community possess the skills and resources it takes to understand and comply 

with customers‟ demand for experiences. Businesses can employ a wide variety of methods for using 

experiences depending on the link of the value chain and the purpose involved.  

Schematic 5 below illustrates five different links in the value chain where businesses can use experiences to 

create value. In other words, applying experiences in one or more links of the value chain can spur growth and 

innovation. The five links of the value chain are the most widespread areas for experience-based business 

development. Needless to say, there are grey areas between the links, and it is also possible that businesses can 

use experiences in other contexts. 

 
 

Figure 5 The Five Links of an Enterprise’s Value Chain in Which  

Experiences can be used to Create Value  
(Source: Enterprise and Construction Authority.) 
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The Product is an Experience in Itself 

To some businesses, the primary product/service is an experience in itself, e.g. film, design and art. The 

suppliers are often businesses which are generally referred to as experience businesses. 

 

Experiences Integrated into the Product 

Experiences can be integrated into the functional elements of products and services. In other words, an 

experience can be built into the product/service. Experiences can be integrated by focusing on packaging 

design and aesthetics or by getting customers to actively participate in the development or design of the 

product/service. In so doing, the business can give the customer an experience into the bargain.  
 

Examples of a targeted use of experiences integrated into a product can be found in all consumer goods 

categories, both FMCG, and White Goods – chocolates, perfumes, apparel, mobile phones, personal 

computers, LED / plasma TVs, the list is virtually endless. 

 

Experiences in HR, Organization and Management 

Businesses can also use experiences internally within the organization in relation to HR, organization and 

management. Experiences can be used to support strategy processes, idea development, staff development, 

teambuilding and much more besides. 

 

Experiences in Sales and Marketing 

Businesses can also use experiences in selling and marketing products and services. This can be done by 

means of storytelling, events in connection with product launches, competitions, use of famous people in the 

marketing, etc. 

 

Experiences as an Extra Service 

Experiences can also be used as an extra service for the business‟ core product. This could be things like 

product related experience parks, interactive websites, and exclusive discounts for customers, etc. Experience 

Economy as Growth, and Profitability Driver, & a Source of Competitive Advantage 

The experience economy is not limited to certain sectors or industries. On the contrary, a rising percentage of 

the value in the experience economy is generated in businesses that do not offer experiences as their primary 

product. 

Of late, the experience economy concept is increasingly becoming important as a result of its implications to 

business profitability and community development. Pine and Gilmore suggest the usefulness of experience to 

firms‟ profitability.  Authors have identified the usefulness of the concept in several economic sectors 

including tourism development; development of small cities; urban development, sports and recreation. In all, 

these discussions suggest experience as tool for business profitability, value creation and also for economic 

development of communities.  

The significance of experiences to businesses and communities can also be attributed to social change – 

consumer demand for experiences. Pine and Gilmore argue that among other factors that the emergence of 

experience production is partly due to rising “competitive intensity, which drives the ongoing search for 

differentiation”. This implies experience economy has become a means to attain higher degree of “customer 
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satisfaction and profitability”.  Pine & Gilmore also consider experiences as “competitive advantage of 

products”.  

In his classic first published in 1968, „Marketing Management‟, Philip Kotler defined 5 levels of a product, 

and has just fallen short of using the exact words, „Customer Experience‟: 

1. Core Benefit, the fundamental need or want that consumers satisfy by consuming the product or service. 

2. Generic Product, a version of the product containing only those attributes or characteristics absolutely 

necessary for it to function. 

3. Expected Product, the set of attributes or characteristics that buyers normally expect and agree to when 

they purchase a product. 

4. Augmented Product, inclusion of additional features, benefits, attributes or related services that serve to 

differentiate the product from its competitors. 

5. Potential Product, all the augmentations and transformations a product might undergo in the future. 
 

Kotler noted that much competition takes place at the Augmented Product level rather than at the Core Benefit 

level or, as Levitt put it: 'New competition is not between what companies produce in their factories, but 

between what they add to their factory output in the form of packaging, services, advertising, customer advice, 

financing, delivery arrangements, warehousing, and other things that people value.' Both Levitt, and Kotler, 

being the marketing thinkers that they are, are actually talking about the experience economy, where 

competition is primarily based on the experiences staged by the competitors.  

Kotler's model provides a tool to assess how the organization and their customers view their relationship and 

which aspects create value. 

 

Driving Forces of the Global Experience Economy 

The businesses, people and dynamics of the experience economy not only impact one another, but are also 

affected by global trends cutting across the entire global economy. Generally speaking, three trends propel the 

experience economy in the global market. 

Schematic 5 shows the three major driving forces behind the experience economy: a global increase in 

prosperity; the development and proliferation of information and communication technology (ICT); and new 

spending habits. 

 

Figure 6 Three Global trends driving the Experience Economy 

(Source: Danish Enterprise and Construction Authority.) 
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Increasing Prosperity 

As per an entry in Wikipedia, India has recorded a growth of over 200 times in per capita income in a period 

from 1947 (  249.6) to 2011. The growth was led primarily due to a huge increase in the size of the middle 

class consumer, a large labour force, growth in the manufacturing sector due to rising education levels and 

engineering skills and considerable foreign investments.  
 

The growing prosperity has caused real earnings to rise and resulted in increased purchasing power. This has 

caused consumer spending to rise sharply. A joint report by Boston Consulting Group and industrial body 

Confederation of Indian Industry, CII, says the overall consumer spending in 2010 was $977 billion. The same 

study pegs the consumer spending of India by 2020 at a whopping USD 3.6 trillion a year.  

 

Information and Communication Technology (ICT) 

Information and communication technology (ICT) is crucial for how businesses across the sectors can work 

with experiences and apply the business models generated by the experience economy. 

ICT developments have made it possible to offer brand-new experience approaches. One example is the 

development of the media industry‟s method of selling creative content, such as video-on-demand,music 

podcasting, computer games, etc. 

At the same time, ICT has prompted the creation of far more marketing channels, and businesses have 

increased their potential to tailor products to specific consumer needs. One example is the rising number of 

niche products. Internet distribution makes it possible for businesses all over the world to earn a lot of money 

on niche products and services.  

The online company Amazon.com is a good example of a business that has established a profitable business 

based on selling many niche books published in limited editions. 

 

New Consumer Spending Patterns 

“In the latest phase of mass consumption, products that not only indicate the consumer’s social status but also 

help to establish personal identity are in demand. Products are no longer bought just to satisfy a basic need or 

a need for recognition. They are also purchased as part of a personal strategy to shape one’s identity.” 

- Lund et al (2007): “Følelsesfabrikken – Oplevelsesøkonomipådansk” [The Emotions Factory: Denmark‟s 

Version of the Experience Economy]. 

Growing prosperity has changed spending patterns by virtue of the fact that consumers round the world have 

become more affluent. Another trend is also responsible for changing spending patterns, however. This is the 

fact that consumers have changed their preferences and spend a rising percentage of their income on luxury 

items and experiences. 

Consumers increasingly want more than low prices, advanced technology and high quality. They have become 

more individualized, critical and reflective. Individualization is exerting a strong impact on consumption. 

Consumer buying habits have become more unpredictable and involve individual preferences to a large extent. 

A study conducted by Boston Consulting Group shows that the US middle class is willing to pay a higher 

price for products that offer intangible values, in addition to function and good quality. According to the same 

study, current trends are moving towards polarization, the middle class will either buy discount products or 

new luxury products.  

New luxury is also part of the experience economy. These products are generally characterized by the fact that 

they establish an emotional relationship with the customer by expressing intangible values like aesthetics or 
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authenticity or by telling a story. Another common feature is that they can attract a higher price than similar 

products whose functionality is their sole quality. 

 

Models of Experience Economy  

In order to gain a deeper understanding of the workings of an Experience Economy, we present here a brief 

description of 3 Models that are in vogue. These Models can also be used by managers in Experience 

Economies to create experiences that can increase the attractiveness and profitability of the organizations.  

three models will be presented in this article based on the theories and approaches to experience economy: (1) 

The Creative Class Model, (2) Pine & Gilmore‟s Four Realms or 4E Model, and (3) The Experience Wheel 

(LiseLyck).  

 

The Creative Class Model  

It is an index based model measuring level and development in an index for technology, an index for tolerance 

and an index for talent (the 3Ts). The model can be used to increase profitability and to create economic 

growth.  
 

The decision makers must invest in attracting open-minded people with higher education and creative 

competencies and in a society building that favors such a human capital development. It demands investments 

in culture, schools, universities, sports, green environment, hospitals etc. At the macro level it demands an 

economic policy to promote that kind of infrastructure, and it will often be supported by a fiscal policy in form 

of public expenditures and a taxation that favors this kind of investments. It can be seen as a production where 

the human resources are the decisive factors for economic growth. 

 

Pine & Gilmore’s Experience Model  

Pine & Gilmore‟s model (see Schematic 6), is the most used model when it comes to creation of experiences.  

 

 

Figure 7 Elements of an Experience 

(Source: http://digimantic.blogspot.in/2010/09/how-social-media-enables-experience.html) 

 

Pine and Gilmore offered four elements of consumer experience: educational, esthetic, entertainment, and 

escapist that they termed the „4Es‟. The 4Es vary in terms of active-passive involvement and absorption-
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immersion dimensions that intersect to produce quadrants. Active-passive involvement entails the level of 

participation by consumers in creation of the experience-generating offering. Those who passively participate 

do not directly affect or influence the offering, whereas active participants directly affect the offering that 

yields the experience. Absorption is „occupying a person's attention by bringing the experience into the mind‟ 

and immersion is „becoming physically (or virtually) a part of the experience itself‟. The model can be used to 

create experiences and to decide on additional investments. 

 

The Experience Wheel  

The Experience Wheel is an instrument that via dialog functions to materialize the experience concept and to 

development and measurement of the value of the experiences. As an example take arrangements as a visit in a 

museum or another cultural or sport event. The measurement and dialog can include both economic and 

innovative elements. The model is developed on background of other models from the experience economy 

and combined with a balanced scorecard system. Each dimension in the wheel is given a value from 1 to 5 

with 5 as the best, and the values given are the base for the dialog.  

 The model can be used in different ways:  

1. Experts from the supply side evaluate the experience value of different attractions in order to identify an 

expert-based quality measurement. Each expert put values in the wheel for themselves. Then the 

evaluations are compared in order to see if there is a common pattern or if there is a big spread in the 

evaluations. This gives space for dialog on the character of the experience and thereby on how to see the 

experience as an object for economic management.  

2. The experience wheel can be used to find out if the perception of the experience is the same for the CEO 

of an institution and the front personnel. If the pattern is similar there is a precise perception of the 

produced experience. If there is a spread it can give basis for procedures to secure that the visitors are 

offered the same quality, i.e. the experience wheel can be used as a control instrument of quality.  

3. The experience wheel can be used to identify people‟s mental perception of an attraction or institution that 

they have never visited or visited for a very long time ago. The patterns from this population can be 

similar or very different and this information can be very useful in connection to marketing activities and 

the existing image of the institution or attraction.  

 

Figure 8 Experience Wheel 

(Source: Lyck, Lise (2008). Service- ogoplevelsesøkonomiiteoriogpraksis, Academica.) 
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4. The experience wheel can be used to achieve information on expectations and perceptions of experiences 

among first-time visitors. The wheel is used before and after the visit. If the values are higher after the 

visit there will normally be a high degree of satisfaction with the visit. The central element in this kind of 

views is to give information about expected and perceived experiences.  

5. The experience wheel can be used on different segments of consumers in order to estimate the experience 

value for different groups of consumers. This kind of information can be essential to identify focus, 

quality development, marketing and for profitability of experiences. 

 

Application of these Models  

The presented models demonstrate that use of the instrumental experience models is possible without all too 

many difficulties.  

 

It means that it is possible to create an experience, to control the quality of an experience, to measure the value 

of an experience, to use experience economy as a leadership and management tool as well as a marketing and 

innovation tool. In other words, the models are easy to apply and are important links between theory and 

practice. 

 

Conclusion 

As is evident from the recent shifts in spending patterns, especially in the economies with a huge middle-class 

with ever-increasing disposable incomes – such a s India, and China – experience economy is here to stay.  

 

And more research needs to be carried out on how management thinkers, and practitioners can better take 

advantage of this relentless phenomenon. 
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Electronic Customer Relationship Management for Customser Satisfaction in Online 

Banking with Special Reference to ICICI Bank in Kakinada 

 
1
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Abstract 

E-CRM was born around 1997 as a means of redefining the customer relationship through computer based tools.  

The main idea behind CRM was that with the help of  latest technology, every customer interaction can be recorded which 

allows to provide the best customer service possible while creating a large data base of customer preferences that can be 

reviewed by sales, marketing and management personnel such customer data can then be used to reduce cost and to 

improve employee productivity. On line banking face to face interaction between bank and customer not seen. The present 

paper attempts to how bank use “electronic customer relationship management “’tool to maintain their customer relations 

by using the internet and what benefits are derived by using this E-CRM tool and how successfully this tool is implemented 

in a ICICI Bank Kakinada 

Keywords: Banks, ICICI Bank, e-CRM, customer relationship management 

 

 

Introduction 

The banking sector is facing enormous challenges of attracting the new customers and retaining the existing 

ones. The problems commonly encountered by the bankers are shifting of customer loyalty, difficulty in 

synchronizing demand and supply, controlling the performance quality of human interaction, etc. The 

attraction, retention, and building strong customer relationships through quality services are at the heart of the 

modern marketing. A sound marketing strategy is required to be adopted by the banker to build customer trust 

and retain them in the business and for competitive advantage across the industry. The strategy should focus 

on service quality rather than existing marketing mix, understanding of the customer expectations and 

perceptions and what they imply for the marketer, use of technology, planning for service recovery, customer-

defined service standards, value pricing, etc. At this backdrop, the main objective of this paper is to analyze 

the data collected from the customers to understand their banking behavior; with particular emphasis on the 

following factors: a) Reasons for opening accounts with a bank, b) Expectation and perceptions of the 

customers regarding banking services. 

Customer Relationship Management (CRM) is a strategy mainly used to optimize customer loyalty and their 

lifetime experience. CRM can help companies succeed, where not only large multinational companies, but 

also many small companies are increasingly seeking to implement CRM in order to find a competitive 

advantage on which to base their business strategy. 

An e-CRM system aims to improve customer service, develop a relationship and retain valuable customers.  

E-CRM has been a major concern for many organizations especially the banking sector as it is thought to 

increase revenues and decrease costs while improving customer service. E-CRM can be operational, 

analytical, or collaborative. Operational e-CRM refers to customer touch such as telephones, fax, letters,  

e-mails etc. Analytical CRM refers to the continuous of collecting customers' data which requires technology. 

Collaborative CRM is a communication center that aims at building online communities, developing business 

to-business customer exchanges, and personalizing services e-CRM provides various benefits to both 

employees and customers, some of which are integrating customer data into a single database allowing 

departments within the organization to share the information improving communications within the company 

1
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either between the employees or between the customers and employees  using e-mail across departments 

allows finishing work quickly, inexpensively and also helps in distributing information and order 

confirmations e-CRM provides personalization and customization of products and services, service and web 

content to specific users preferences. And finally  1% improvement in customer retention will lead to a 5% 

increase in firm value Based on the illustrated perceived benefits, many management experts welcome CRM, 

and companies rush to implement the concept without fully understanding the organizational restructuring 

required for successful CRM implementation . 

 

The Difference between CRM and E-CRM 

CRM and e-CRM have been used interchangeably in literature, however they do not mean the same. CRM 

provides an integration of people, processes, and technologies in every area of business that touches or affects 

customers. CRM is an approach for building and maintaining long term relationship with customers and its 

organization. It conveys a tiny proportion of functionality that e-CRM provides. E-CRM expands the CRM 

technique by integrating technologies of new electronic channels such as the Web, wireless technology and 

voice technologies, and combines them with e-business applications into the enterprise's overall CRM 

strategy, where in CRM customer contact is mainly done through traditional ways such as: stores, retail, 

telephones and faxes.  

Thus, e-CRM can be considered much wider in scope and more comprehensive than traditional CRM. It can 

be said that e-CRM emerges from the technologies of the Internet and the Web in order to facilitate the 

implementation of CRM. The integration of various communication channels such as the Internet, email, 

telephone, call centre, and fax is essential across all departments in the organization and this exactly is what  

e-CRM promises to deliver. 

CRM system focuses on products and job functions and the web-enabled applications are designed around one 

department or business unit in other words it can be used for internal use. On the other hand, e-CRM mainly 

focuses on customer‘s needs, in other words it can be used for external use. It also allows for individualized 

and personalized views based on purchases and preferences, where it allows clients to customize their views 

unlike CRM, where personalization is not possible since the individual customization requires programming 

changes. 

 

Review of Literature 

CRM could be considered as all processes that organizations employ to manage their contact with current and 

potential customers. The aim of CRM is to establish and maintain long term relationship between current and 

prospective customers with the organization. Organizations collect, store, retrieve and analyses information 

about their The Electronic Customer Relationship Management (e-CRM) has been evolving and it seems to be 

the upcoming trend.  

It is a collection of techniques used automatically to capture, retain, analyze, and effectively utilize 

information about customers (Steinmueller, 2002) (Turban, 2006). In other words, e-CRM is a way of building 

successful relationships with customers, vendors, employees, investors and any others take holder via Internet 

usage (e-CRM Group, 2003:2). 

Electronic CRM has also been defined by Forrester Research, 2007 as a web-centric approach that converts 

CRM transactions into the Internet in order to synchronize customer relationships across communication 

channels, business functions and customers. Another study at e-World Research defines e-CRM as a business 
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process integrated through the Internet, which involves a series of activities for developing and retaining 

customers through increased satisfaction and loyalty, which in turn increases a company‘s sales revenue 

(eWorld Research, 2003). Moreover, in 2003 the E-CRM Group defines e-CRM as a way to manage relevant 

interactions across communication channels inside the organization. This leads to good relationship with 

customers and employees. 

E-CRM could be defined as a sum of conditions met within the market, environment and organizations. The 

level to which these conditions are met within the market, environment, and organization indicates the e-CRM 

of subsystems. E-CRM could also be considered as an organization‘s assessment of the ecommerce, 

managerial, organizational, and external situations in making decisions about adopting e-commerce 

applications (Molla and Licker, 2005).  

Choucri et al. (2003) have also defined e-CRM as ―the ability to pursue value created opportunities facilitated 

by the use of the Internet‖. Accordingly, we can define e-CRM as the assessing whether organizations are 

ready to adopt e-commerce through the use of technology. Several large institutions have e-Crm assessment 

tools that can be used to measure the overall e-CRM of a country. E-CRM assessments differ in their goals; as 

the choice of the appropriate tool depends mainly on the user's goal and preferences. 

An e-CRM model developed by (Molla and Licker 2005) identifies relevant managerial, organizational and 

contextual factors that affect e-commerce adoption. Their model concluded that in developing countries 

organizational factors especially the human, business and technological resources and awareness are more 

influential than environmental factors in the initial adoption of e-applications.  

Also organizational factors mainly governance, commitment and resources influence the success of 

ecommerce development (Dafoulas and Essawi, 2006). In 2006, Rizk has assessed the e-CRM of small 

organizations in Egypt in the textile field. The study concluded that lack of connectivity, lack of awareness 

and human capital reduce e-CRM (Rizk, 2006).  

Karanasios and Burgess, 2005 identified a framework discussing factors that must be considered in three 

contextual areas, namely: the enabling environment, market CRM, and the organization CRM. First, the 

enabling environment refers to an e-CRM assessment of e-commerce enablers such as supporting industries 

and the government, in other words the macro environment.  

The second area, market CRM refers to an assessment of the market environment, for example the 

competitors, vendors. Finally the third area is organizational CRM, which refers to an assessment of the 

organizational CRM to adopt ecommerce for example management‘s attitude, knowledge, and commitment. 

The third area shows that organizational CRM can be adapted to organization CRM for e-CRM 

implementation with the addition of other factors that affect e-CRM deployment. Several factors influence the 

organization‘s evaluation of the returns from the adoption and use of technology (Dafoulas and Essawi, 2006).  

The characteristics of the organization, its internal factors to effectively adopt the technology and its position 

in the market are crucial factors. Similarly, an organization‘s links with external factors greatly enhances its 

knowledge pool as well as its ability to manipulate and handle these external factors by learning from others‘ 

experiences (Bronwyn and Beethika, 2003). 

Many studies in the field indicate that management and organizational factors have a strong influence on 

successful IT implementations (Mensah and Przasnyski, 1991) (Jarvenpaa and Leidner, 1998). Although it is 

important to stress the senior management commitment, it might not necessarily produce the best result unless 

supported by the CRM of the users and the entire organization. Sustaining initial commitment is a crucial issue 

because initial commitment would be of limited value if managers withdraw their support at a later stage, as 
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most managers in developing countries do (Galleries et al, 1998) (Munene, 1995) (Vreede et al, 1999). In 

1998, 

Heeks stated that managers in developing countries need to shift from the isolate approach (Heeks, 1998) that 

they commonly maintain towards IT projects. Instead, they need to get involved actively. 

 

Need of the Study 

Electronic customer relationship management is considered a new approach, new management concept. it is to 

manage technology, information resources, process and people to make an environment which permits a 

business to have view of its customers CRM‘S environment is complex and it needs the organizational change, 

a new thinking and vision of business, database in CRM environment is considered as a resource from where 

commercial benefit is generated by understanding the customer behavior. 

 

Objectives of the Study 

1. To study the effective use of e-CRM in ICICI bank 

2. To study the manage global challenges by use of e-CRM in a bank 

3. To study the advantage of various schemes introduced by ICICI bank to its customer. 

 

Scope of the Study 

The research is mainly focused to study the electronic customer relationship management of ICICI bank in 

Kakinada limited to selected sample of customers of ICICI Bank.  

 

Methodology 

Research methodology is a way to systematically solve the research problem, its not only takes the research 

methods but also consider the logic behind the methods.  

The study of research methodology for developing the project gives us the necessary training in gathering 

materials and arranging them, participation in the field work when required ,and also provides training in 

techniques for the collections of data appropriate to particular problems. In CRM is employed in the service 

sector the banking sector was chosen for the purpose of study. 

Primary Data: The primary data collected through Questionnaires and Discussion held with Customers in the 

ICICI bank, Kakinada. 

Secondary Data: The secondary data contains literature review. The source includes books, articles and 

research papers, manual of instructions of a bank, internet etc. 

Sampling Method: Research being exploratory in nature, a simple random and convenient sampling was 

taken in to consideration 

Sampling Size: After initial testing, the instrument were finalized and administered on 100 respondents that 

are customers of the ICICI bank. The Data relating to perceptions were subjected to Factor analysis. 

Survey Area: The study was conducted selecting residents of Kakinada as sample. The population in locality 

includes people from all income groups. 
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Data Analysis and Inference 

Customer perception are far more positive in the context of the bank employing e-CRM than before which 

give the information that ,if  the customers were satisfied with services of bank or not. Customer‘s opinion 

about the bank was summarized as below table. 

 

Inference 

The above table indicates the customers are received very good services from ICICI bank and very less 

percentage of customers are expree some sort of dissatisfaction on personalizes services and website to market 

products and services from bank.  

 

Customer interaction and satisfaction is found to be an important benefit provided by banks using e-CRM. 

Speed of banking transactions have been processed and their rate of accuracy is an advantage provided by 

banks through the usage of e-CRM. 

 

Parameters Poor% Fair% Good% Very good% 

Convenience of customer to do all process smoothly 2 5 33 60 

Speed of processing the transactions through E-responses, auto 

responses and by E-mail 
0 1 19 80 

Transaction security 0 4 21 75 

Website to market product and Services 5 7 18 70 

Personalized services or one to one services 4 7 21 68 

Service quality 3 6 19 72 

Business communications 5 6 20 68 

 

Need of CRM in the Banking Industry 

A Relationship-based Marketing approach has the following benefits: - 

1. Over time, retail bank customers tend to increase their holding of the other products from across the range 

of financial products / services available. 

2. Long-term customers are more likely to become a referral source. 

3. The longer a relationship continues; the better a bank can understand the customer and his/her needs & 

preferences, and so greater the opportunity to tailor products and services and cross-sell the product / 

service range. 

4. Customers in long-term relationships are more comfortable with the service, the organization, methods 

and procedures. This helps reduce operating cost and costs arising out of customer error. With increased 

number of banks, products and services and practically nil switching costs, customers are easily switching 

banks whenever they find better services and products. Banks are finding it tough to get new customers, 

and more importantly, retain existing customers. 

 

The Processes for Delivering CRM 

The tools and the processes are as follow – 

 Customer application form 

 Centralized software where the whole data is collected. 
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 Wide range of offerings 

 Cross – selling 

 Feedback forms 

 

Customer Application Forms 

Bank collects all the data from customer application form and gets the personalized information to know 

which product to offer to which customer. This process helps in collecting the data and knowing what the 

customer wants. 

 

 

Centralized Software Where the Whole Data is Collected 

The data collected through customer application forms is available at one server and can be accessed anytime, 

anywhere. So, this helps in the further process of customized offerings and cross –selling. 

 

Wide Range of Offerings 

After collecting the data from the customer, team decides what product to offer to which customer. In case the 

bank recognizes you as a valuable customer then is offers a more customized service. 

 

Cross – Selling 

It refers to offering another product from the service offering of the bank to the customer which he has not 

gone for. For example If customer has savings account with the bank then they offer him a insurance, fixed 

deposits etc. This depends on the value of the customer to the bank. Cross selling is not offered to every 

customer. It depends on how loyal the customer is to the bank. The more business he gives us, the more are his 

chances of being special services offered. 

 

Feedback Forms 

The bank distributes feedback forms at all its branches. The customers feedbacks on the service, technology 

used, employee behavior and promptness in solving customer‘s problems, are taken and they are analyzed. 

CRM helps to know the needs and wants of the customer.  
 

So, on the basis of this company can decide which product to offer to which customer. It has been observed 

that cross – selling is the best weapon. It enhances the relationship value with the customer.  

 

This satisfies the customer and that is the reason why the customer keeps on coming again and again to the 

company. This helps in retaining the market share. Now, the satisfied customers help in the word- of – mouth 

promotion of the bank, which eventually increases our market share. 

 

Recommendations  

The bank use e-CRM mostly for mass customizations customer profiling ,self service, one to one interaction 

and automatic locks in flow of financial data like security prices which ultimately result in reduced cost of 

operation and increased customer loyalty and more profits. 

Finally staff training and customer feedback  is considered as backbone for successful implementation of e-

CRM strategy. 
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This study strongly supports the fact that CRM is need of an hour and no business may be it   is banking 

business; retailing or something else can ever survive without proper introduction of CRM. This study 

strongly supports the connection that consumer were more satisfied   with professional service provider who 

engaged in both courteous expressions and personal connections forms of sociality.  
 

Moreover, finding revealed that regardless of services context   customers expect service provider to be 

courteous usually , most conversation begin or end with a courtesy expression and includes some form of 

personal connection content. The important point is that sociality communication can play a pivotal role in 

moving the provider and consumer for mere encounters to higher degree of relational development 
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 ―Let us Delight You! 

Delicious, handcrafted beverages and great-tasting food. The Secret to making life better…‖ 

(The core philosophy of Starbucks…) 

 

Abstract 

Star Bucks is a classic example of success through service. The company embraced the concept of “Servant Leadership’ to 

achieve its objective of customer satisfaction. Servant Leadership is a modern trend in marketing which focuses on grace 

and elegance of service, by a process of collaboration, communication and cooperation between the employees of an 

organization. The internal people or customers are groomed with care and concern, respect and dignity but at the same 

time are tremendously challenged to perform and give their best to the customers. The top management in a servant 

leadership organization works like an inverted pyramid to focus on and empower people at the lowest levels of hierarchy. 

The employees are endowed with a vibrant spirit of service to the customers. 

Keywords: Servant Leadership, Customer Service, Listening, Empathy, Experience, Customer Satisfaction 

 
 

Subject Area 

Services Marketing – Servant Leadership 
 

Objectives 

1. To study the origin, significance and advantages of Servant Leadership Model.  

2. To get an understanding of the steps taken by Starbucks to implement Servant Leadership Model 

3. To analyze the future of Servant leadership  

 

Introduction 

This case focuses on the dynamics of Servant Leadership, its origin and the manner in which it is implemented 

across various products of Starbucks. The unique concept of ‗Servant Leadership‘ was introduced by Robert 

K. Greenleaf in his popular essay of 1970, ―The Servant as Leader.‖ Ever since, the timeless concept gained 

tremendous popularity and embraced by many organizations across the globe. According to the celebrated 

author, Leadership is all about the ‗desire to serve‘ with a ‗servant‘s heart‘. Greenleaf said that ―the servant 

leader is a servant first‖ (1). Of course, it does not mean that servant leadership is being in servile to others by 

exhibiting a sense of subservience and subordination. The unique, singular and fundamental characteristic of 

servant-leadership is to ‗help others‘ with a ‗servant‘s heart‘. It is about identifying the needs and necessities 

of customers (both internal and external), colleagues and various communities and addresses the same with 

care and concern. 

Larry Spears (2) was very much inspired by this transformational approach to leadership and identified ten 

sterling qualities that constitute a servant leader which are as follows: 

1. Listening: A servant leader listens very intently to others and is very receptive to other views and opinions 

1
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2. Empathy: He exhibits a great sense of empathy & understanding towards people but at the same time he 

may refuse people‘s behavior and performance 

3. Healing: The servant leader helps himself and others in healing broken hearts and emotional hurts. 

4. Awareness: Self-awareness and understanding of strengths, ethics and values 

5. Persuasion: He believes in convincing people rather than coercing\controlling  them with a unique sense 

of persuasion than personal authority, especially in decision making process 

6. Conceptualization: He nurtures his dreams and looks at problems from a ‗conceptualizing perspective‘ 

and at the same time makes a fine balance between conceptual thinking and day-to-day focused approach 

7. Foresight: It is another important trait\quality deeply rooted in the intuitive mind of a servant leader who 

is well aware of the consequences of decisions in the future and the realities of the present day 

8. Stewardship: The servant leader is committed to serve others‘ needs and necessities and always tries to be 

a benefactor to the society 

9. Commitment to the growth of others: The servant leader is highly committed to the growth and 

development of people in an organization and is always ready to walk that extra mile in bestowing 

opportunities to help people grow 

10. Building Community: The servant leader feels a sense of unlimited liability to build or rebuild the 

community 

 

The Starbucks Case 

Starbucks Corporation was started in Seattle, Washington in the year 1971 as a coffee house\company by Jerry 

Baldwin. The company witnessed tremendous growth during the tenure of Howard Behar who was the 

Company President between 1995 and 2003. He inculcated the spirit of ‗servant leadership‘ in Starbucks by 

creating a culture\ ethos of openness and following the policy of ‗employees first‘.  

 

Starbucks: Brief History 

The first outlet of the high quality coffee brewing company was started in the year 1971at Seattle, 

Washington. By 1980, Starbucks was acknowledged as the largest roaster in Washington with multiple 

locations. In the year 1981, the current CEO Howard Schultz joined the founder Jerry Baldwin after 

recognizing a fabulous opportunity in coffee brewing and related products. He visited Italy and was impressed 

by the ‗café community environment‘ and wanted to bring it to the United States of America. It was at this 

point of time that Starbucks was taking its present form. It sold Espresso by the cup and was growing in 

popularity. Then, Schultz left Starbucks and stared his own Italian coffee house ―Il Giornale‖ which found 

outrageous success. Howard Schultz had a great opportunity when Starbucks decided to hive of its six 

locations in the year 1987. He promptly raised finances from investors, purchased Starbucks and then merged 

them with his Italian bistro business. Starbucks had scintillating success and became a public limited company 

in the year 1992. It witnessed a phenomenal tenfold growth by 1997 and expanded the brand to Japan and 

Singapore. 

Starbucks always believed in word of mouth advertisement and used minimum advertisement to promote its 

coffee range. Starbucks opened 1344 coffee outlets by the year 2004 and always believed in high quality 

employees, high quality service and high quality products. Thanks to the culture of servant leadership, by 

2017, Starbucks nurtured itself into a world leader with 27339 outlets across the globe. 

 

 



Shanlax International Journal of Management    

Vol. 5,   Special Issue 1,   pp.113-122,    March 2018                   ISSN: 2321- 4643  

      

 

115 

Servant Leader’s Mission Statement and Core Competencies 

Starbucks invoked a very inspiring ‗Mission Statement‘ which was reflective of its ‗servant at heart feeling‘ to 

satisfy its growing customer base and its concern for society. 

 -----“Our mission is to inspire and nurture the human spirit – one person, one cup, and one neighborhood 

at a time”---- 

The very dynamic mission statement is tremendously reflective of the vibrant spirit of service of all its 

employees. It also built and nurtured the following as its strengths or core competencies. 

 High quality coffee and products 

 Accessible locations 

 Affordable prices 

 Value of ethics and good business practices  

 In fact, it was voted as one of most ethical businesses by ‗Ethisphere Magazine‘ for four consecutive 

years from 2007-2010.  

It was very much oriented to customer satisfaction and added new product lines to its established range o 

products and at the same time identifying new ways of reaching out to the customers. 

 Offering Starbucks coffee on United Airlines flights 

 Selling premium teas through Starbucks‘ own Tazo Tea Company 

 Using the Internet to offer people the option to purchase Starbucks coffee online 

 Distributing whole bean and ground coffee to supermarkets 

 Producing premium coffee ice cream with Dreyer‘s 

 Selling CDs in Starbucks retail stores 

 

The Servant Leader’s Organizational Structure 

The desire to serve the customers with a ‗servant at heart‘ feeling propelled the management to create a very 

distinct organizational structure ‗to influence its employees and also its business performance‘. It is rather 

evident in the way the café employees interact and work with each other and take care of customers. A sort of 

warm and friendly ambience across all the outlets is the hallmark of success of Starbucks. The company used 

its organizational culture as a distinction from its competitors. It nurtured a unique and distinct culture where 

leaders, managers and supervisors encourage and support subordinates to ensure that everyone grows in the 

company 

The salient features of Starbucks organizational structure are 

 Culture of belonging, inclusion and diversity 

 Employees First Approach 

 Relationship-driven approach 

 Collaboration and communication 

 Openness 

 Inclusion and diversity 
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Starbucks Leadership Style 

Servant Leadership is showcased and manifested in the form of ‗behavior‘ of all stakeholders and it can also 

be related to the ‗Leadership Style‘ of an organization. In essence, Starbucks made a bold statement of its 

leadership as---―Through our unwavering commitment to excellence and our guiding principles, we bring the 

unique Starbucks Experience to life for every customer through every cup‖. The leadership was not just 

oriented to employees‘ first approach and customer satisfaction but it went beyond that and also addressed the 

concerns of the community and society at large. In the year 2011, Starbucks was hosting a leadership 

conference for its employees at New Orleans when the catastrophic Hurricane Katrina flooded the place. The 

employees of Starbucks spent a whooping 50000 hours in executing relief and rehabilitation work to 

ameliorate the damage caused by the hurricane Katrina in New Orleans. (Harvard Business Review, 2011) 

They spent their time in painting, planting grass, cleaning storm drains, and constructing playgrounds in New 

Orleans, rather than holding a conference. Servant leaders put followers first, empower them and help develop 

their full person capacities (Northouse, 2013).  In case of Starbucks too, servant leadership was demonstrated 

by the development of its employees who worked for the good of the community. Employees feel far more 

committed to companies whose values and mission they find inspiring (Harvard Business Review, 2011).  

 

Seven Big Moves (Critical Success Factors) 

Howard Schultz defined the following seven clear and concise ‗Directives‘ to his staff at Starbucks at the retail 

level to achieve success in business performance. 

1. Be the undisputed coffee authority. 

2. Engage and inspire partners (staff). 

3. Ignite the emotional attachment to customers. 

4. Expand global presence while making each store the heart of the local neighborhood. 

5. Be the leader in ethical sourcing and environmental impact. 

6. Create innovative growth platforms worthy of Starbuck‘s coffee. 

7. Deliver a sustainable economic model. 

With these seven prime directives in mind, here is how Starbucks ―fought for its life without losing its soul‖. 

 

Steps Taken To Demonstrate Servant Leadership  

As a business leader, my quest has never been about just winning or making money; it has also been about 

building a great, enduring company, which has always meant trying to strike a balance between profit and 

social conscience.”  

 -Howard Schultz, CEO of Starbucks Corporation 

His leadership was dedicated to the company in the form of unflinching support and a unique sense of 

responsibility to the Starbucks family—that is, its employees, business partners and loyal customers. He amply 

demonstrated the quality of servant leadership by admitting that the main focus of the company is not just 

profits but ‗recapturing its dedication to its partners, stakeholders and customers‘. Starbucks cannot be in the 

business of coffee ‗without first rooting itself in the business of people‘. 

Consultative Leadership Style was another important dimension of Howard‘s servant leadership.  

He conducted regular ‗open forums‘ to get the feedback and visited coffee bean farms in Africa to improve 

and refine every aspect of coffee experience. Sometimes, he worked ‗hands on‘ at various stores and referred 

to all Starbucks employees as ‗partners‘. He had always insisted on ‗lowercasing the job titles‘ and encouraged 
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‗two-way communication‘ at every level of the business. He made clear to all partners and stakeholders about 

the motivation behind implementing each every idea and initiative. In fact, it was the reason for all partners 

and stakeholders to support and rally behind in realizing his vision. 

 

Starbucks’ Transformation Agenda 

The five most important points of Howard‘s transformation agenda for Starbucks were  

 Be the undisputed coffee authority 

 Ignite the emotional attachment with customers 

 Expand global presence – while making each store the heart of local neighborhoods 

 Be the leader in ethical coffee sourcing and sustainability 

 Deliver a sustainable economic model 

 

Ethos of Service 

Our Partners: The employees are treated as ‗partners‘ by offering stock options which bestowed a sense of 

pride and ownership. 

Our Stores: The Starbucks stores offered perfect ambience and environment to its customers to meet and 

enjoy with their friends 

Our Neighborhood: Starbucks always insisted on corporate social responsibility (CSR) and executed many 

community projects. It organized 16 community connections in eight countries of Middle East during the holy 

month Ramadan. Besides, it also visited a children‘s cancer hospital in Egypt. (Starbucks Report 2010). For 

instance, the community service, youth action, Starbucks foundation, Ethos water fund, Starbucks RED etc 

(Starbuck 2010h). Besides, it donates five cents to ‗Global Fund‘ on every purchase of a (Starbucks) red 

exclusive beverage - Espresso Truffle, Gingersnap Latte, and Peppermint Mocha Twist - at all participating 

stores in the U.S. and Canada. (12) 

Our Shareholders: Starbucks felt a great responsibility to its shareholders to earn their trust/ 

 

Our Environmental Mission Statement  

 Sharing environmental information with our partners to understand clearly. 

 Improving innovative and flexible solutions.  

 Using environment products including selling and using them. 

 Encouraging responsible environment as corporate value 

 Following process and measure every project. 

 All partners involve to company‘s mission 

The company initiated the concept of ‗reusable cups‘ to reduce the usage of cups. It also reduced the energy 

consumption by resorting to LED lighting. It introduced latest faucets and dishwashers to save water to a great 

extent. Thus Starbucks deserves to be called a ‗Servant Leadership Organization‘ because of the various 

activities related to community development, environment protection, employees‘ first approach, consultative 

leadership style, shareholder concern and supreme customer satisfaction. 
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Questions 

1. Discuss the concept of ‗Servant Leadership‘? 

2.  What are the key features of Servant leadership at Starbucks? 

3. Could it be possible in the Indian context? 

4. What are the characteristics that differentiate ‗Servant Leadership‘ from general leadership? 

 

Teaching Note 

With the passage of time there is tremendous pressure being mounted on business strategists on how to 

maintain a balanced growth agenda by keeping up the morale and emotions of workforce on one side and 

rising aspirations of customers on the other side? One optimal way found to be perfect in this context is the 

‗leadership culture‘ that needs to be developed across the spectrum by revamping the processes and practices 

right from top to bottom leading to increased bandwidth of operations and results. One should notice the fact 

that thinking and writing on organizational leadership over the past century clearly shows the changed agenda 

of business world in terms of building effective leadership reflecting the political events, economic policies, 

cultural and social life and changing business strategies across the globe. Now, it‘s clear that the demands of 

business leadership shift over time and with this comes new expectations and new approaches. Amidst several 

schools of thought and huge research on leadership arena there emerged a dilemma on critical objective of 

leadership practices rather than the pattern of leadership that needs to be followed across the board. Identifying 

the growing popularity for the phenomenon of ‗servant leadership‘ many firms are trying to redefine their 

growth agenda in the context of this ideology. Looking at the ‗leadership eras‘ which bring to the fore the 

shifting ideas about business leadership in North America and Western Europe the catch up for servant 

leadership is gaining momentum in the form of increased awareness on how to treat employees and customers 

on equal footing. The Starbucks Corp of United States stands as a shining example of this new trend.  

 

Suggestions to Faculty Handling the Case 

1. Case to be given to students one week before the scheduled date 

2. Encourage students to enact role-plays and evaluate based on parameters –introduction of company, 

servant leadership qualities showcased \ practiced with customer or corporate client 

3. Some important videos could be played 

 

Number of Sessions—2 Sessions of 75 Minutes Each 

Session 1 – Introduction and discussion on Servant leadership, Key features 

Session 2- Role Plays & Presentations by students  

 

Session Plan 

Session-1 

10 Minutes-Faculty introduces the case \ can also ask one student to introduce 

20 Minutes-Discussions on Servant leadership – questions 1 to 3 

25 Minutes-Discussions on key features\qualities of Servant leadership 

10 Minutes – Companies\ CEOs practicing Servant leadership 

10 Minutes-Buffer time which could be used as per the requirement in the class room 
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Instructions to Faculty and Information to Students in Session-1 

 (The 10 Minutes Buffer Time in Session-1 could be used) 

 The faculty should form student groups of each 6 students (or as per availability). 

 Let each group select a leader for the group 

 Prepare Ten chits- Mark numbers on chits i.e, one to ten 

 Take chit numbers one to five and write one company name on each chit 

 Take chit numbers  six to ten and write one Servant Leader name on each chit 

 Invite student group leaders and ask them to pick one chit 

 Each leader will get a chit with the name of company or servant leader  

 Inform the leaders\students to come prepared for the second session on the company or servant leader 

mentioned on the chit 

 Each group is given five minutes 

 The sequence of presentation by groups would be as per the number on the chit picked by the group 

leader 

 

Session-2 

10 Minutes- Role Plays by students  

25 Minutes– Presentations on 5 Companies - Each group of 6 students—five minutes 

25 Minutes – Presentations on 5 CEOs - Each group of 6 students—five minutes 

10 Minutes- - Faculty debriefing 

5 Minutes - Buffer time which could be used as per the requirement in the class room 

 

Additional Information for Faculty Teaching the Case (Not to be Shared with Students) 

1. Companies Practicing Servant Leadership 

2. SAS (#1 on the list of Best Companies to Work For) 

3. Wegmans Food Market (3) 

4. Zappos.com (6) 

5. Nugget Market (8) 

6. Recreational Equipment (REI) (9) 

7. Container Store (21) 

8. Whole Foods Market (24) 

9. QuikTrip (34) 

10. Balfour Beatty Construction (40) 

11. TD Industries (45) 

12. Aflac (57) 

13. Marriott International (71) 

14. Nordstrom (74) 

15. Men‘s Wear house (87) 

16. CH2M Hill (90) 

17. Darden Restaurants (97) 

18. Starbucks (98) 

 Source: https://www.modernservantleader.com/servant-leadership/fortunes-best-companies-to-work-for-

with-servant-leadership/January 29, 2018 

 

https://www.modernservantleader.com/servant-leadership/fortunes-best-companies-to-work-for-with-servant-leadership/January%2029
https://www.modernservantleader.com/servant-leadership/fortunes-best-companies-to-work-for-with-servant-leadership/January%2029
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Top Ten Servant Leader CEOs: 

The Chosen 10 CEOs who are Servant Leaders are profiled here  

Sylvia Metayer, CEO of Sodexo Corporate Services Worldwide 

Metayer heads Sodexo's Corporate Services segment and improved the quality of lives of 75 million people. 

Under the leadership of Metayer, Sodexo bagged "World's Most Admired Company Award ―for the fifth time 

in 2016.  

 

David K. Williams, chairman and CEO of Fishbowl 

He supports the concept through Courage above Mountains (CAM) Foundation. Fish bowl employees dedicate 

a day of service to the community cause. The cost to the company for one day is 150,000 to $200,000. 

According to the CEO, "The passion this creates and the bond it instills in a company makes it one of the best 

ROI decisions you could possibly make." 

 

Melissa Reiff, CEO of the Container Store 

Melissa Reiff is the new face of the much beloved The Container Store. 

The container is one of the best places to work ranking 49
th

 on Fortune‘s annual list of "100 Best Companies 

to Work For". It bagged the award 18 times. Best points--consistent, reliable, predictable, effective, thoughtful, 

compassionate and courteous communication." 

 

Harold MacDowell, CEO of TD Industries 

All the employees are valued, respected, and appreciated. The company is on the Fortune‘s 100 best 

employer‘s for 20 years.Best points--Trusting Relationships, Safety of employees, Servant‘s Heart to lead, 

Pursue Excellence with a passion, Power of Individual Differences to be respected 

 

Kristen Hadeed, founder and CEO of Student Maid™ 

According to her, leadership isn't a privilege to do less but is a responsibility to do more.Best points—High 

employee retention rate, culture of values, training to build great relationships with their customers, policy of 

happy customers through happy employees, freedom, ownership and recognition to employees. 

 

Brittany Merrill Underwood, founder and CEO of Akola Jewelry 

The company invests 100% of profits training, social programs, construction of training centers and water 

wells in impoverished communities. Her work is to empower women through economic and holistic 

development. 

 

Garry Ridge, CEO of WD-40 Company 

Best points—ensure a culture of trust (not fear), respect, and candor. There  are no mistakes and only ‗learning 

moments‘ in the organization. The process also involves coaching, development, and feedback. 

 

Bob Chapman, CEO of Barry-Wehmiller 

Best points—treating people like your family members, employees deserve more than just a pay check, 

Better communication, unflinching trust, great celebration, respect, continuous improvement and responsible 

freedom.  

 

https://www.linkedin.com/in/sylviametayer/
http://fortune.com/worlds-most-admired-companies/2016/sodexo-100000/
https://www.fishbowlinventory.com/
https://www.fishbowlinventory.com/cam-foundation/
https://www.fishbowlinventory.com/cam-foundation/
https://www.fishbowlinventory.com/cam-foundation/
https://www.containerstore.com/welcome.htm
http://investor.containerstore.com/corporate-governance/board-of-directors/default.aspx
http://www.tdindustries.com/
http://kristenhadeed.com/
https://www.wd40company.com/careers/our-tribal-culture/
http://www.barrywehmiller.com/our-business/leadership-team/bob-chapman
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Ari Weinzweig, founding partner of Zingerman's Community of Businesses 

Best points—ownership, to be an anti-racist organization, 

 

 

Cheryl Bachelder, CEO of Popeyes Louisiana Kitchen 

Best points—A work place with rigorous policies, employees are treated with dignity and respect, challenged 

to perform to their best, richer and more satisfying customer experience. 

She was honored with ‗2015 Norman Award‘ by the U.S. restaurant industry for her leadership which made a 

significant difference. Her favorite line is, "I must know you to grow you". 

Source:https://www.inc.com/marcel-schwantes/heres-a-top-10-list-of-the-worlds-best-ceos-but-they-lead-in-

a-totally-unique-wa.html\ January 29, 2018 

 

Snapshots on Servant Leadership 

Snapshot-1 

a. Servant leadership is a concept of working like an inverted pyramid organization to know more about the 

lowest levels of hierarchy 

b. Attributes for success should be love, caring, and elegance.  

c. Servant leaders are benefactors to the organization who increase the productivity of their employees 

 Source: https://www.forbes.com/sites/hbsworkingknowledge/2013/05/01/why-isnt-servant-leadership-

more-prevalent/#118b85153ac6\ January 29, 2018. 

 

Snapshot-2 

a. Teams should be trained to become champs and not chumps 

b. collaboration and reciprocity are vital for success 

Source: https://www.amazon.com/Give-Take-Revolutionary-Approach-Success/dp/0670026557\ January 29, 

2018 

 

Snapshot-3 

a. Individual effort should be inspired by a sense of ‗servant ethic‘. 

b. The skills needed are awareness, foresight and listening, persuasive rather than manipulative power. 

Source:https://www.amazon.com/Servant-as-Leader-Robert-

Greenleaf/dp/0982201222/ref=sr_1_1?s=books&ie=UTF8&qid=1367261858&sr=1-

1&keywords=the+servant+as+leader\ January 29, 2018 

 

Snapshot-4 

a. Servant leader should be imbibed with four sterling qualities—empowerment of employees, Ensuring 

consensus approach, Setting ambitious goals, and attaching a sense of purpose to the daily work 

b. Leader should be humble, accountable and a role model of values to his subordinates 

c. Servant leadership is a not just a concept of subservience through soft feel- good approach but it is a 

challenge and rigorous effort of a tough mind. 

Source: https://www.amazon.com/Dare-Serve-Superior-Results-Serving/dp/16265623506. \ January 29, 2018 

 

 

 

https://www.youtube.com/watch?v=dQk7NBaTSd8
https://www.inc.com/marcel-schwantes/heres-a-top-10-list-of-the-worlds-best-ceos-but-they-lead-in-a-totally-unique-wa.html/
https://www.inc.com/marcel-schwantes/heres-a-top-10-list-of-the-worlds-best-ceos-but-they-lead-in-a-totally-unique-wa.html/
https://www.forbes.com/sites/hbsworkingknowledge/2013/05/01/why-isnt-servant-leadership-more-prevalent/#118b85153ac6\
https://www.forbes.com/sites/hbsworkingknowledge/2013/05/01/why-isnt-servant-leadership-more-prevalent/#118b85153ac6\
https://www.amazon.com/Give-Take-Revolutionary-Approach-Success/dp/0670026557/
https://www.amazon.com/Servant-as-Leader-Robert-Greenleaf/dp/0982201222/ref=sr_1_1?s=books&ie=UTF8&qid=1367261858&sr=1-1&keywords=the+servant+as+leader\
https://www.amazon.com/Servant-as-Leader-Robert-Greenleaf/dp/0982201222/ref=sr_1_1?s=books&ie=UTF8&qid=1367261858&sr=1-1&keywords=the+servant+as+leader\
https://www.amazon.com/Servant-as-Leader-Robert-Greenleaf/dp/0982201222/ref=sr_1_1?s=books&ie=UTF8&qid=1367261858&sr=1-1&keywords=the+servant+as+leader\
https://www.amazon.com/Dare-Serve-Superior-Results-Serving/dp/16265623506.%20/%20January%2029
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Shanlax International Journal of Management    

Vol. 5,   Special Issue 1,   pp.123-132,    March 2018                   ISSN: 2321- 4643  

      

 

123 

A Study on Customer Perception and Satisfaction towards Promotional Strategies of 

BSNL with Respect to Broadband Services 

 
1
P. Ramesh Babu & 

2
S. Durga Rao 

 

Abstract 

The telecom sector is the fastest growing market in the world. It is the one of the most important support services needed 

for rapid expansion and innovation of various sectors of the country. The telecom sector provides a lot of services 

including voice and data services, etc.; which emerging new trends in communications, but at the same time a lot of risk 

facing towards customer satisfaction. Broadband (internet) penetration is an important feature in the communication 

infrastructure policy and is treated as a key economic indicator today.  Internet Service Providers (ISPs) have played an 

important role in the development of broadband internet access market. The ISPs offering of broadband services is driven 

by the competitive forces. In order to compete, various ISPs BSNL (Bharat Sanchar Nigam Limited) as a larger provider 

of Fixed Broadband services faced intense competition in Indian Telecom Sector. In this context, there is needed to find 

out the readiness of BSNL to face local as well as global players in business and to redesign suitable promotional 

strategies for BSNL to create customer awareness. The study investigates to understand the customer response and 

satisfaction by analyzing the promotional strategies of BSNL broadband services with regard promotional mix. The 

findings of the study suggested that the constant aggressive promotional campaign will helpful to reach the target 

customer and retain the existing customer base. 

Keywords:  Consumer perception, promotional strategies, BSNL, broadband  

 

 

Introduction 

The telecommunications industry has an impact on every aspect of our lives, from the simple reality of 

enabling telephonic communication between people in different locations to enabling supply-chains to work 

seamlessly across continents to create products and fulfill demands. Telecommunication services are now 

recognized as a key to the rapid growth and modernization of the economy and an important tool for 

socioeconomic development for a nation. India is today one of the largest telecom markets in the world, with 

an addition of more than 18 million subscribers every month. According to one estimate, it contributed 6.5 per 

cent of India‟s GDP, while providing direct and indirect employment to four million people in 2015. The 

industry has also been one of the fastest-growing sectors in the country with a compound annual growth rate 

(CAGR) of 7.3 percent over the last decade (www.trai.com).  

The telecom industry one of the fastest growing sectors in the India and it has witnessed significant growth 

over the last decade in terms of subscriber base and network coverage and a competition induced decline in 

tariffs acting as a catalyst for the growth in subscriber base. The growth story and the potential have also 

attracted new players in the industry; with this result, the intensity of the competition has kept increasing.  

Due to higher growth rates, the telecom sector has witnessed an increasing trend in the total number of 

telephone subscribers. The total number of telephone subscribers as on 31
st
 September 2017 is 1206.71 

million. The number of broadband subscribers is 324.89 million. Tele-density is also an important indicator of 

telecom penetration and overall tele-density is 93.40 which mainly driven by the increase in wireless density 

(TRAI, 2017). Table shows the present status of telecom sector in India.  
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Table 1 Present Status of Telecom Sector in India as on 31
st
 March 2016 (Figures are in Millions) 

Subscriber base Wireless ( percentage) Wire Line  (percentage) Total 

Total telephone subscribers 1183.04 (98.03) 23.67(1.97) 1206.71 

Urban telephone subscribers 684.77(97.15) 20.12(2.85) 704.89 

Rural telephone subscribers 498.28(99.29) 43.55(0.71) 501.82 

Overall tele-density 91.56 (98.03) 1.83 (1.97) 93.40 

Urban tele-density 168.20(97.14) 4.94 (2.85) 173.15 

Rural tele-density 56.31 (99.30) 0.40(0.70) 56.71 

Broadband subscribers 306.86 (94.45) 18.04(5.55) 324.89 

Source:  TRAI Press Release Indicator Report, December, 2017. 

 

Promotional Strategy: Promotional strategy integrates the organizational communication initiatives by 

combining advertising, personal selling, sales promotion, interaction/internet marketing, direct marketing and 

public relations to communicate with buyers and others who influence purchase decisions. Promotional 

strategy consists of planning, implementation and controlling an organizational communication to its 

customers and other target audience. The purpose of promotion is to achieve management desired 

communication objectives with each audience. 

Developing the promotional strategy includes several activities. These strategies need to be carefully 

integrated and coordinated to achieve communication objectives. 

BSNL is a major provider of GSM cellular mobile services under the brand name Cellone. BSNL provides a 

complete telecom services solution to enterprise customers including MPLS, P2P and Internet leased lines. It 

provides fixed line services and landline using CDMA technology and its own extensive optical fiber network. 

BSNL provides Internet access services through dial-up connections as prepaid, Net One as Post-paid and 

Data One as BSNL Broadband. 

Bharat Sanchar Nigam Limited (BSNL) is the leading service provider in the country in basic telephone 

services, as on 31.03.2016 registered with 13.74 million subscribers. BSNL has provided a number of tariff 

packages and plans which shall further strengthen its subscriber base. BSNL also launched its Broadband 

services under the brand name “BSNL BROADBAND” on 14.01.05. This offers High Speed Internet access 

with speed ranging 256 Kbps to 24 Mbps. Ever since its inception BSNL is continuously expanding its 

broadband network in response to ever growing demand of broadband services throughout India. BSNL keeps 

releasing various advertisements in print, electronic & outdoor media. These advertisements have messages 

for creating awareness as well sales promotion (such as schemes).  

 

Literature Review 

Ravindra Kulkarni, Pooja Angadi and Shakhanagouda Doddagoudra (2014) explained different strategies of 

the Indian telecom operators, which are driven by the anthropological theory. This study was concluded that, 

the customer market was characterized by the relationship oriented decision making and the Indian telecom 

operators is should be designed their products, promotional campaigns, and packages which influence the 

sentimental factors of consumers in the decision-making process. 

Divya Sadika (2014) compared to the marketing strategies that cover 4Ps of marketing which influence 

telecommunication‟s performance and examined product life cycle strategy, product line strategy, channel of 

distribution strategy, pricing strategy and promotional strategy. It was found that both the Tata tele services 

https://en.wikipedia.org/wiki/Internet_access
https://en.wikipedia.org/wiki/BSNL_Broadband
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and the Reliance communications have lack product research, product planning and strategic planning pay 

little efforts on research and development activities.  

Harsh Dwivedi and Leena Sharma (2011) aimed to identify the factors which are responsible to get a market 

leader position in a telecom sector. In this study, they recognized thirty two marketing strategies, out of which 

eleven factors are extracted as most prominent factors to implement marketing strategies as branding strategy, 

network/distribution strategy, after-sales service strategy, target marketing strategy, outsourcing strategy, 

pricing, brand image, VAS, service quality and promotional strategy.  

Valarie A Zeithaml, Mary Jo Bitner and Dwayne D Gremler (2010 described as „service strategy focuses on 

delivering process, experiences and intangibles, and it consists of the 4Ps; product, price, place and promotion 

along with 3Ps; people, process and physical evidence‟. The findings of the study reveal that the SERV-

QUAL method should be useful to choose the right service strategies to close the gap between customer 

expectations and perceptions.  

Endanger Chumaidiyah (2014)
 
analyzed the casual relationship between competitive advantage and marketing 

mix variables which are product, price, promotion, people, place, physical evidence and process. The study 

confirmed that the marketing mix strategy is one of the factors as internal capabilities that could increase the 

competitive advantage and the telecommunication service companies have to design and enhance their 

marketing mix strategy to achieve the competitive advantage related to their competitor.  

Hani Al-Dmour, Zu‟bi M.F.Al Zu‟bi and Dana Kakeesh (2013) aimed to determine the influence of service 

marketing mix elements on customer based brand equity in mobile telecommunication service customers.  

In this study service nature, price, place, promotion, people, physical evidence and process are considered as 

service marketing mix variables conversely brand awareness, brand image, perceived quality and brand loyalty 

are considered as dependent variables. The results of this study showed that service marketing mix elements 

have a significant effect on brand awareness, brand image, perceived quality and brand loyalty.  

Obasan Kehinde.A and Soyebo Yusuf.A (2012) revealed that the promotion has a significant effect on 

marketing management and promotion is a good marketing tool for survival, sustain and expansion of business 

and it is veritable which must be reviewed regularly in order to meet customer‟s needs and satisfaction.  

In addition to that promotion must focus explicitly on the firm long run competitive advantage by serving as a 

link between a firm, clients, competitors and other stakeholders. 

K. Nalini, Syed Thoufic. and S.V. Karthikeya (2013) focused to find promotional activities of Airtel and to 

identify the customers‟ impact on sales promotional activities This study recognized variables for the source of 

information are advertising, friends, existing users and others whereas the preference of Airtel broadband 

measured with speed, quality, safety and security and after sale services. The findings of this study say that 

speed and qualities are the most reliable factors whereas friends and existing users are the most reliable source 

to provide the information. 

Papri Shanchitha Ray (2013) examined independent variables towards customer satisfaction which are 

network coverage, upload/download speed, dropping network, customer care, customer support, staff 

response, home services, the setup charge, bill for prepaid/ post-paid, availability of prepaid cards, 

promotional offers, developed or updated different programs and brand image.  

It was concluded that, there were only three differences in satisfaction levels between male and female which 

are availability of 24 hours customer care centres, the setup charge and promotional offers. 
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Oghojafor et al. (2014) examined the nature and the strength of the relationship between the elements of 

marketing activities which are product, price, distribution, promotion and customer service and customer 

satisfaction and also analyzed the impact of customer satisfaction.  

This study indicates that marketing activity variables have a positive relationship with customer satisfaction; 

the product has the highest impact on customer satisfaction. The outcomes of the study showed that customer 

satisfaction was a major determinant of customer loyalty followed by the trust.  

Mohammad Baitul Islam and Afroja Resehan Rima (2013) attempted to find out the factors  which are 

influencing the customer experience i.e. core service, product variation, campaign and promotional activities 

customer service and value added services are considered as factors of customer experience.  

The research indicates that, three out of five factors (core service, product variations and promotional activities 

and campaign) have significant weight on customer experience and the remaining factors (customer service 

and value added services) have no significant influence on customer experience.  

 

Research Methodology 

According to C.R. Kothari (2009), “Research methodology is a way to systematically solve the research 

problem.” Research methodology involved various steps, including research problems, formulated hypotheses 

and methods of data collection, understanding various techniques, generalization and interpretation.  

Thus, research methodology has many dimensions and research methods to constitute a part of the research 

methodology. 

This section deals with the research methodology in border prospective incorporating needs and the 

significance of the study, research design, objectives of the study, research hypotheses, the scope of the study, 

source of data, methods of data collection, sampling technique and sample size and data analysis tools. 

 

Objectives of the Study 

The objectives of the study are:  

1. To trace the different promotional strategies of BSNL towards broadband services 

2. To study consumer perception towards promotional strategies 

3. To measure customer satisfaction level towards   promotional strategies of BSNL  

 

Research Design 

The research design is the basic framework or plan for a study that guides the collection of data and analysis 

of the data. Present research employed descriptive research design. The major purpose of descriptive research 

is the description of various marketing strategies of BSNL as it exists at present, feedback from the users is 

obtained and based on the feedback, if necessary, and redesigning of strategies will be developed.  

The information is collected from the individual and analyzed with the help of different statistical tools. The 

collection of data is considered to be one of the most important aspects in the research methodology. Both 

secondary data and primary data are used in this study. 

Secondary Data: The secondary data are sourced from TRAI Performance Indicator Reports, www. trai.com, 

www.bsnl.com. 

Primary Data:  The primary data has been collected through the survey by personal Interview. 

http://www.bsnl.com/
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Research approach: Survey Research 

Research instrument: Structured Questionnaire. 

Sampling Unit: The respondents are BSNL Fixed Broadband customers of Chittoor Secondary Switching 

Area (SSA). 

Sampling Size: The sample size is 520.  

Sampling Procedure: Convenience Sampling 

Contact Method: Personal Interview 

 

Data and Analysis 

Demographic profile: This section is made to discuss the demographic profile of respondents. It covers the 

classification of the respondents by gender, employment status, age, education and monthly income.  
 

The distribution of sample respondents shows that male respondents are 368 (70.8) and female respondents are 

152 (29.2). The employment status is categorized in four segments. Un-employed are 160 (30.8), Govt. 

employees are 149 (28.7), Private employees are 164 (31.5) and Self employed are 47 (9.0). Age group 18-24 

are 89 (17.1), 25-34 are 189 (36.3), 35-44 are 162(31.5), 45-54 are 45 (8.7) and 55 or more 35 (6.7). Doctorate 

are 23(4.4), Post-Graduates are 232 (44.6), Graduates are 228 (43.8), 10+2/ Diploma holders are 30(5.8), and 

Matriculation or below are 7 (1.3). Dependents are 157 (30.2), less than 15,000 are 65 (12.5), 15001- 25,000 

are 148 (28.5) and 25,001-50,000 are 150 (28.8).  

 

An Analysis of Consumer Perception on Broadband Attributes 

In this analysis an examination is made to understand customer opinion towards broadband attributes i.e. 

Brand, Download limit, Tariff Rates, Speed of Broadband Service, Always on Connection, Installation, 

Reliable Services and Ease of Installation with respect to demographic factor i.e. Gender. 

 

Table 2 Opinion of Customers Relating to the Broadband Attributes with Respect Gender: 

 
Gender of the 

Respondent 
N Mean 

Std. 

Deviation 

Std. Error 

Mean 
F Sig 

Brand 
Female 152 3.55 1.427 .116 9.442 

 

.002 

 Male 368 2.92 1.273 .066 

Download Limit 
Female 152 3.21 .988 .080 .434 

 

.510 

 Male 368 3.21 1.008 .053 

Tariff Rates 
Female 152 3.30 .719 .058 10.731 

 

.001 

 Male 368 3.22 1.002 .052 

Speed Of 

Broadband 

Female 152 3.45 .689 .056 15.372 

 

.000 

 Male 368 3.38 .884 .046 

Always On 

Connection 

Female 152 3.44 1.301 .106 10.005 

 

.002 

 Male 368 3.17 1.197 .062 
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Installation 
Female 152 2.95 1.002 .081 3.988 

 

.046 

 Male 368 2.63 1.097 .057 

Reliable Service 
Female 152 2.85 .975 .079 5.209 

 

.023 

 Male 368 3.35 .829 .043 

Ease of 

Installation 

Female 152 2.98 .776 .063 
11.821 .001 

Male 368 2.77 .918 .048 

  
The table shows the results the difference with the perception of customers towards attributes with respect 

gender. The F value is significant at 5% significant level hence the results indicate that the attributes of the 

broadband significant with gender which are Brand, Tariff Rates, Speed of the Broadband Service, Always on 

Connection, Installation, Reliable Services and Ease of Installation. The F value is insignificant at 5% 

significant hence gender insignificant with download limit.   

 

Table 3 An Analysis of Specific Applications Used by the Broadband Customers 

Sl.No Specific 

Applications 

Weighted Score Rank 

1 

 

 

Search for 

Entertainment 

(Music, Video And  

TV) 

N 14 23 45 56 45 36 48 68 102 83 520 

10 

 

Weighted 

Score 140 207 360 392 270 180 192 204 204 83 2232 

2 

 

 

Financial Activities 

(Net Banking, 

Online Payments) 

N 79 36 58 45 36 46 76 46 45 53 520 

4 Weighted 

Score 
790 324 464 315 216 230 304 138 90 53 2924 

3 Multi Player 

Games 

N 23 45 35 78 69 65 28 24 69 84 520 

6 Weighted 

Score 
230 405 280 546 414 325 112 72 138 84 2606 

4 Communication 

(Emails, SMS, 

Face Book, 

Twitter) 

N 157 42 46 21 57 47 32 61 25 32 520 

1 
Weighted 

Score 1570 378 368 147 342 235 128 183 50 32 3433 

5 Travelling 

Applications 

N 65 78 60 45 32 45 36 47 65 47 520 

2 Weighted 

Score 
650 702 480 315 192 225 144 141 130 47 3026 

6 Government  

Services 

(G.Os, Schemes, 

Etc) 

N 57 45 12 46 68 43 64 75 45 65 520 

5 
Weighted 

Score 570 405 96 322 408 215 256 225 90 65 2652 

7 NEWS N 18 45 32 49 25 45 56 69 95 86 520 

8 Weighted 

Score 
180 405 256 343 150 225 224 207 190 86 2266 
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8 Education Search N 63 42 57 56 34 101 45 25 35 62 520 

3 Weighted 

Score 
630 378 456 392 204 505 180 75 70 62 2952 

9 Employment 

Portals 

N 22 13 48 57 64 57 66 55 68 70 520 

7 Weighted 

Score 
220 117 384 399 384 285 264 165 136 70 2424 

10 

 

E-Commerce And 

On-Line Shopping 

N 22 43 32 45 23 48 56 67 88 96 520 

9 Weighted 

Score 

220 387 256 315 138 240 224 201 176 96 2253 

The table shows the results of Analysis of specific applications used by the broadband customers.  The 

specific applications broadly categorized into Search for Entertainment (Music, Video and TV), Financial 

Activities (Net Banking, Online Payments), Multi Player Games, Communication (Emails, SMS, Face Book, 

and Twitter), Travelling Applications, Government Services (G.Os, Schemes, Etc), NEWS, Education Search, 

Employment Portals and E-Commerce and On-Line Shopping by using the weighted average method. The 

results indicate that customer‟s priority to Communication (Emails, SMS, Face Book, Twitter) followed by 

Travelling Applications, Education Search, Financial Activities (Net Banking, Online Payments), Government  

Services  ( G.Os, Schemes, Etc), Multi Player Games, Employment Portals, NEWS, E-Commerce and On-

Line Shopping and Search for Entertainment(Music, Video And  TV). 

 

 
 

Figure 1 Reason for Subscription of Broadband 

 

Reason for the Subscription of the Broadband Services 

The distribution of sample respondents by time spent on service in a day is given in the table 4.2. The 

respondents are subscribe their broadband service due to influence of Advertisement 54 (10.4), Family 

members 88 (16.9), Friends 103 (19.8), Offers and Schemes 70 (13.5), brand 175 (33.7) and others 30 (5.8). 

The major respondents are influenced by brand of service provider. 
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Table 4 Consumer Response towards Promotional Strategies of BSNL towards Broadband Services 

                                                      One-Sample Statistics   

 N Mean 
Std. 

Deviation 

Std. Error 

mean 
T 

Sig.(2-

tailed) 

Website is user friendly 520 3.57 1.110 .049 11.612 .000 

Advertisements are 

frequently seen TV, media 

and billboards 

520 3.60 1.057 .046 13.021 .000 

Provides immediate 

information any changes in 

my plan 

520 3.77 1.093 .048 16.045 .000 

 provides special offers time 

to time 
520 3.63 1.192 .052 11.953 .000 

Provides information 

regarding value added 

services 

520 3.43 1.058 .046 9.199 .000 

Provides update new 

services 
520 3.51 1.053 .046 11.115 .000 

The Test statistics show that, all promotional strategies are significant; the t value is significant with respect to 

5 % significant level hence the test result indicates that  BSNL Provides immediate information any changes in 

my plan  with (3.77)  fallowed by provides special offers time to time(3.63), Advertisements are frequently 

seen TV, media and billboards (3.60), Website is user friendly (3.57), Provides update new services(3.51) and 

Provides information regarding value added services (3.43). 

 

Study of Promotion Strategy of BSNL Broadband on Customer Satisfaction 

H04:  The Promotion Strategy of BSNL has no significant influence on its Customer Satisfaction. 

Ha4:  The Promotion Strategy of BSNL has significant influence on its Customer Satisfaction. 

 

Table 5 Regression Model Testing: Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .631
a
 .398 .397 2.86077 

a. Predictors: (Constant), Promotion 

 

Table 6 Results of ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 2801.705 1 2801.705 342.340 .000
b
 

Residual 4239.302 518 8.184   

Total 7041.008 519    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Promotion 
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The table 4.6.8 shows the analysis of promotion strategy of BSNL Broadband and its customer satisfaction 

analysis. The result indicates that the F value for place strategy is 342.340 which is less significant at 5 % 

significant level. Thus we reject the null hypothesis and accept the alternative hypothesis i.e. The Promotion 

Strategy of BSNL broadband has significant influence on its Customer Satisfaction. 

From the table 4.6.7, the Adjusted R
2
 value (0.397) indicates that the Promotion strategy significantly 

influence its customer satisfaction. Thus this test shows that promotion strategies of BSNL broadband 

significantly influence its customer satisfaction. 

 

Conclusion 

The study finds that, customer‟s priority to Communication (Emails, SMS, Face Book, Twitter) followed by 

Travelling Applications, Education Search, Financial Activities (Net Banking, Online Payments), Government  

Services  (G.Os, Schemes, etc.,), Multi-Player Games, Employment Portals, NEWS, E-Commerce and On-

Line Shopping and Search for Entertainment(Music, Video And  TV).  

 

The study reveals that the customers are not much satisfied with the BSNL broadband services. This study 

confirmed that there is less significant relationship promotional strategies and customer satisfaction. The 

service providers should focus more on promotional strategies to retain their customer and to build the 

retention.  
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Abstract 

India is emerging as one of the strong and fast growing economies in the world. The second most populous country and 

one of the largest democracies in the world, it is poised to become the 3rdlargest economy by 2030 (Hindustan Times, 

28.Apr.2017) surpassing Japan and Germany. Unlike other developing countries, India’s needs are highly diverse. They 

span across immediate requirement of world class infrastructure to social justice, rural development, robust defense force, 

providing employment, tackling large percentage of illiteracy, sustaining the rich cultural diversity and heritage, 

countering terrorism etc. Sweeping reforms have already been implemented by the successive governments and many are 

in implementation currently. One such unprecedented initiative of the present government is ‘making India digital’. 

Despite its achievement in many fields, India still has a wide gap between its urban and rural development. There is a 

strong need to fill this gap for any ambitious Programme to be successful and yield results to all segments of the 

population of the country. Similar will be the challenge for making India digital. The success of making India digital, 

would surely depend upon ‘how inclusive’ would be the efforts of government in its implementation and how the 

management perspectives would be taken into account. This paper discusses the needs for such inclusive approach for the 

successful implementation of inclusive Digital India Programme and proposes an integrated framework from a 

managerial perspective, as a way forward. The study uses nine pillar structure of Digital India Programme proposed by 

Government of India as a base to develop the integrated framework.  

Keywords: Digital India, Digital Divide, Framework, Rural urban gap, nine pillars of Digital India 

 

 

Introduction  

The Digital India programme of Government of India, focuses on three key areas, namely, i) infrastructure as 

a utility to every citizen, ii) governance and services on demand, and iii) digital empowerment of citizens. This 

initiative is expected to contribute to 20 to 30 % increase in India‘s GDP by 2025 (Deloitte-Assocham report, 

2016). There has already been significant achievements and progress in this programme supported by the other 

unprecedented decisions like demonetization and linking of Aadhar with Bank accounts, Aadhar enabled 

income tax filing and linking of Aadhar for availing all the other services.   

The aim of digital India initiative is to transform the country into an emerging and robust digital economy with 

the contribution and participation of all the citizens of the country. Building a participative, responsive and 

transparent system is the major objective of this programme. It also aims to make all kinds of services and 

information available to the citizens at all times through the usage of digital technology like cloud computing, 

mobile usage, internet technology, and cashless transactions by promoting digital literacy (Rahul Kumar, 

2015). This needs conversion of the existing physical-document-driven system into a highly secure digital-

document-driven system. It also needs integrating and streamlining of all the existing databases with the 

government and linking them to the user through a unique identification. A highly systematic, structured and 

professional approach by including all segments of the society is a pre-requisite to fulfill the aim of this 

programme. It calls for development and implementation of strategies by carefully considering and analyzing 

multidimensional management perspectives.  

Though the initiative appears to be progressing well, it still has a long way to go facing many challenges and 

issues in its journey of implementation. The current scenario of digital India programme suffers from what is 
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termed as ‗Digital Divide‘ by many authors (Tharayil and Rajeev 2005; Charu Malhotra, 2014; McKinsey 

Report, 2014; Deloitte-Assocham Report, 2016). Poor physical as well as digital infrastructure, illiteracy, lack 

of awareness and low or no initiatives towards creating this awareness, rural-urban divide, lack of affordability 

and wide diversity were mentioned to be some of the major reasons for the existing situation by these authors 

and in the reports by leading consultancies.  

Therefore, there appears to be a great need to adopt quickly a management strategy, which would fasten the 

development of this immensely significant programme of the government.  

This paper aims to fulfill this need by contributing an integrated and inclusive framework through literature 

review for the implementation of digital India programme. This framework considers different management 

perspectives at various stages of implementation of this programme and identifies the enablers and strategies 

to achieve the outcome of digital India. This framework would contribute further to the existing body of 

knowledge and would add immense value to the highly ambitious programme of Government of India.  

 

Objectives of the Study 

The following are the objectives of the present study. 

 To perform a comprehensive literature review of digital initiatives 

 To identify the gaps in the implementation process 

 To analyze the current scenario of implementation of digitalization in India 

 To develop an inclusive and integrated framework to bridge the digital divide for a successful 

implementation of Digital India programme by including management perspectives 

 

Methodology 

The study is based on a thorough analysis of literature from various reputed international and national journals 

and published reports of Government of India and other leading global and local consultancy firms.  

 

Literature Review 

To develop the framework, a comprehensive literature review is carried out to identify the concepts of 

digitalization, study its impact on the growth and development of a country, study digital divide in India and 

analyze the reasons for it, evaluate the existing the models and frameworks, study the current initiatives of 

Government of India towards making India digital and identification of gaps in it. The following sections 

provide the details of the literature review focusing on the mentioned aspects above. 

 

Influence of Digitalization 

Many authors opined that digitalization would significantly influence a country‘s growth and development in 

all aspects.  Any digitalization programme requires adequate digital infrastructure, which comes under the 

Information and Communication Technology (ICT) sector. Telecom, broadband, internet and software are the 

major components of this infrastructure (Deloitte-Assocham report, 2016). ICT increases the information 

sharing and communication, develops digital literacy, expands the scope of opportunities for citizens, provides 

livelihood for weaker sections of the society. It also plays a key role in bridging the gap between different 

sections of the society in India.  

Research studies have pointed towards increased efficiency in public administration, decreased costs, 

significant improvements in reduction of service delivery times and ease of transactions (Bellamy and Taylor, 
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1998; Fors and Moreno, 2002; Kuttayan and Rao, 2003).ICT is also found to catalyse the economic growth 

and bring socioeconomic transformation. Therefore, the high investment of Government of India in this 

ambitious programme is highly justified (Bist, 2007) to realize the outcomes of it. Due to the initiatives taken 

by the government, it is found that costs of various services reduced and transparency increased in some of the 

rural areas in India (Ghosh, 2011).  

 

Digital Divide 

While there is no denial of positive outcomes of digitalization, there are many challenges and gaps in its 

implementation process in India and many authors termed this gap as ‗Digital Divide‘. The following sections 

provide an overview of literature review related to digital divide in general and in India in particular. The term 

digital divide was defined as disparities in access to telephones, personal computers and the internet across 

certain demographic groups (National Telecommunications and Information Administration Report, 1998, in 

Compaine, 2001). It mentions the divide in accessing the digital facilities between the ‗have‘ and ‗have-nots‘. 

Digital divide happens to be one of the many challenges brought by the growth of ICT in India (Tharayil and 

Rajeev, 2005). 

Charu Malholtra (2014) highlighted that factors like illiteracy, lack of skills and infrastructure in rural areas 

are the main obstacles and they should be tackled if India heads to lessen the gap of digital divide. The 

development of ICT is not uniform across the states in India. This heterogeneity in digitalization makes it 

difficult to promote digital India on a uniform platform throughout the country and it contributes to digital 

divide in India (Singh, 2010). Instances of taking the ICT benefits to the rural population through an initiative 

named ‗Vandoot‘, a tele-center cum e Governance programme in Dhar district of Madhya Pradesh state of 

India is notable among many (Rajora, 2002). Issues and challenges like gap in the urban-rural IT development, 

low internet usage, lack of bandwidths, political instability, and lack of policies were found to be some of the 

reasons contributing towards digital divide. The term digital divide was also termed as the divide between the 

‗have‘ and the ‗have-nots‘ leading to a wide gap between ‗technology-empowered‘ and ‗technology-excluded‘ 

segments of the Indian society (Rao, 2005).  

India‘s challenges include low productivity and inadequate access to basic services like healthcare, financial 

services, agriculture and food, education & skill development, infrastructure & energy and government 

services (McKinsey, 2014), delay in development of infrastructure, lack of integrated digital ecosystem, lack 

of mobile connectivity in rural India, lack of clarity in policy framework towards digital India, delay in the 

completion of contracting projects assigned to Public Sector Units (PSUs), poor digital awareness and literacy 

and poor data security etc. (Deloitte-Assocham report, 2016).  

 

Models and Frameworks of Digital India 

Many authors proposed the thrust areas for effective implementation of digital India programme. Notable 

among them are the works of Singh (2010). The author opined that at the government front, it should put 

thrust towards connectivity provision, content creation, capacity augmentation, and creation of core 

technologies, cost reduction through technology innovation, competence building, community participation 

and commitment to the deprived and disadvantaged. In another significant work by Charu Malhotra (2014), 

the digital divide, the gap between urban and rural India in terms of digitalization was divided into seven 

categories, i.e., i) technological divide, ii) internet access divide, iii) mobile access divide, iv) human resources 

divide, v) education divide, vi) linguistic divide, and vii) gender divide. Strategies to deal with these categories 

were also highlighted by the author.  
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Several other authors also proposed models, frameworks and strategies to bridge the digital divide in India. 

One of the major contribution was by Charu Malhotra (2014). The author recommended four strategies as a 

way forward for digital India. They are, i) encouraging innovations, ii) improved policy design, iii) enhancing 

inter-governmental coordination, and iv)  re-defining relationships. The digital divide was assessed through 

different perspectives, i.e., technological divide by comparing with other developed countries and the 

initiatives lacking in India (Chopra, 2006). The author concluded that by increasing the stakeholders‘ 

coordination, establishing internet kiosks in rural areas the digital divide can decrease and digital 

dissemination could occur. The study also focused on low-cost technological options for infrastructure 

accessibility as well as for hardware and software applications in rural India.  

A framework for bridging the digital divide in India was proposed by Mistry, Jamshed J (2005) as shown in 

Fig-1 below. The present study considers this model as one of the bases for developing the proposed inclusive 

integrated framework. 

  

 

Figure 1 Conceptual Model to Bridge the Digital Divide (Source: Mistry, Jamshed, J, 2005) 

 

Structure of Digital India  

Government of India developed a structure for implementation of Digital India. It is mentioned in the report 

made by Deloitte-Assocham (2016) and in the digital India website of government (www.digitalindia.gov.in) 

of India as shown in Fig-2.  

 

Figure 2 Structure of Digital India (Source: Deloitte-Assocham Report, 2016) 

 

http://www.digitalindia.gov.in/
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Similarly, McKinsey (2014) identified mobile internet, cloud technologies artificial intelligence, intelligent 

transformation and distribution, automation of knowledge work, digital payments, verifiable digital identify, 

Internet of Things (IoT), Geographic Information Systems (GIS), next generation genomics, renewable 

energy, and advanced energy storage as twelve major technologies which would enable smooth 

implementation of digital India.  

 

Digital Perspectives from Developed Countries 

This section of literature review focuses on how digital technologies and ICT are being implemented in USA 

and Singapore, the most advanced digitally enabled places in the world. From a developed country‘s 

perspective like, the United States, digitization of India OR any country for that matter can be measured across 

six key attributes. They are, i) ubiquity, ii) affordability, iii) reliability, iv) speed, v) usability and vi) skill. To 

reach the advanced stage of digitization and realize the wide-ranging benefits it offers, developing countries 

need support from the highest levels of the government. (World Economic form Report, 2012 and by Booz & 

Company in 2012).  

Five key imperatives which most of the emerging / developing countries should implement in order to be 

successful in elevating digitization of services to the next level of maturity in the growth cycle are,i) elevation 

of digitization on the national agenda, ii) evolve sector governance, iii) adopt an ecosystem philosophy, iv) 

enable sustainable competition, and v) stimulate demand (World Economic Forum, 2012, and by Booz & 

Company in 2012). 

Similarly, the Singapore government implemented digitalization in association with Siemens company and 

developed a Digitalization Hub in Singapore. To help achieve the objectives of digitalization, Singapore set up 

one of the largest fully integrated Digitalization Hub. Experts from all industry businesses collaborate to 

leverage the industry know-how and optimize energy management, modernize infrastructure and transform 

industries. As part of the Digitalization Hub, Siemens will cooperate with customers, partners and universities 

to develop new digital applications. Mind Sphere provides an optimal platform for ensuring connectivity 

across all infrastructures and different industries. Apps and digital services that help analyze huge data 

volumes can be developed and managed on the operating system in order to gain new insights for optimizing 

complex systems (www.siemens.com).   

 

Initiatives Taken by the Government for Digital India Programme 

The Digital India, an ambitious initiative to use technology in e-governance, is aimed at taking government 

services to the needy in urban as well as rural areas. In the whole process, technology plays the key role of 

providing quality services, such as healthcare, education and financial services, making sure they reach the 

target beneficiary. 

Under this programme, the government initiated digital literacy mission. With an initial outlay of ofRs 1.13-

lakh crore, covers nine programs that include broadband highways, 100% mobile density, electronic 

manufacturing and e-Kranti or electronic delivery of services by 2018.The national level e-Governance 

programme called National e-Governance Plan was initiated in 2006. There were 31 Mission Mode Projects 

under National e-Governance Plan covering a wide range of domains, viz. agriculture, land records, health, 

education, passports, police, courts, municipalities, commercial taxes, treasuries etc. 24 Mission Mode 

Projects have been implemented and started delivering either full or partial range of envisaged services. The 

portfolio of Mission Mode Projects has increased from 31 to 44 MMPs. Many new social sector projects 

http://www.siemens.com/
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namely Women and Child Development, Social Benefits, Financial Inclusion, Urban Governance, eBhasha 

etc. have been added as new MMPs under e-Kranti. 

The other major ICT initiatives of the Government included, inter alia, some major projects such as railway 

computerization, land record computerization, etc. which focused mainly on the development of information 

systems. Later on, many states started ambitious individual e-governance projects aimed at providing 

electronic services to citizens (www.digitalindia.gov.in).  

 

Pillars of Digital India  

Digital India aims to provide the much needed thrust to the nine pillars (Fig-3) of growth areas, namely,i) 

Broadband Highways, ii) Universal Access to Mobile Connectivity, iii) Public Internet Access Programme, iv) 

e-Governance: Reforming Government through Technology, v) e-Kranti - Electronic Delivery of Services, vi) 

Information for All, vii) Electronics Manufacturing, viii) IT for Jobs and ix) Early Harvest Programmes. Each 

of these areas is a complex programme in itself and cuts across multiple Ministries and Departments. 

 

 

Figure 3 Nine Pillars of Digital India  

(Source: http://digitalindia.gov.in/content/programme-pillars) 

 

Government of India has also developed an institutional hierarchy Mechanism (Fig – 4) at National Level for 

the implementation of Digital India Programme.  

 

 

Figure 4 Institutional Hierarchy for the Implementation of Digital India Programme 

 (Source: http://digitalindia.gov.in/content/management-structure) 

http://www.digitalindia.gov.in/
http://digitalindia.gov.in/content/programme-pillars
http://digitalindia.gov.in/content/management-structure
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Research Gaps 

The literature review indicates that there exists a huge gap in the implementation of digital India initiatives in 

spite of the frameworks and plans proposed by the government of India. Some of them are lack of long-term 

plan, lack of coordination and systematic approach, no clarity on the development of ICT infrastructure and 

poor implementation of digital literacy programme (Rajora R., 2002; Tharayil, Abdul Jaleed and Rajeev, K. R. 

2003; Jamshed J, 2005, Rao, S. S., 2005; Chopra, H. S., 2006; Bist, Singh Rajinder, 2007;Singh., (2010); 

Ghosh, A.,2011;McKinsey Report, 2014; Mistry, Rahul Kumar 2015; Deloitte-Assocham Report, 2016).  

Therefore, this study will be a huge contribution to the existing body of knowledge related to digital India 

initiatives and its implementation. The proposed framework to be developed will focus on ‗inclusiveness‘, 

‗urban-rural divide‘ which leads to decrease the gap in ‗digital divide‘.  

 

Development of an Integrated Framework 

The proposed integrated framework for inclusive digital India considers all stakeholders and clearly mentions 

the linkages among the stakeholders. In addition to this, the framework also integrates the management 

perspectives and strategies at all levels of implementation of Digital India programme. It focuses broadly on, i) 

Stakeholders, ii) Enablers, iii) Management Strategies, and iv) Pillars of Digital India and the inter-linkages 

among these.  

 

Implications of the Study 

The outcome of this study would enable the Government of India to design and initiate its digital India 

implementation process in an effective and structured manner. It fills the existing gap in the body of 

knowledge related to digital India and would add immense value for its smooth implementation process. It 

views the implementation process from a management perspective.  
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To Study the Customer Perception in Banking Services 
 

1P.Umarajitha &2B.V.Bhrahmaji 
 

 
Abstract   
 Customers’ satisfaction is an ambiguous and abstract concept and the actual manifestation of the state of satisfaction 
will vary from person to person and product/service to product/service. With the phenomenal increase in the country's 
population and the increased demand for banking services; speed, service quality and customer satisfaction are going to 
be key differentiators for each bank's future success. Thus, it is imperative for banks to get useful feedback on their actual 
response time and customers’ service quality perceptions of public sector banks, which in turn will help them take positive 
steps to maintain a competitive edge. The primary contribution of this study is the analysis and resulting insights on the 
critical factors impacting client satisfaction within the public sector banks. 
Keywords: public sector banks, customer satisfaction, state bank of India. 
 
 
Introduction 
Today’s Banks are facing their toughest competition ever. Competition need to move rapidly into the new 
economy and employ internet, wireless, and other technologies to achieve a competitive advantage. Banks can 
go about winning customers and outperforming competitors. The answer lies in doing a better job of meeting 
or exceeding customer expectations. Customer-centered companies are adept at building customers, not just 
products; they are skilled in market engineering, not just product engineering. Too many companies think that 
it is the marketing or sales department’s job to acquire and manage customers, but, in fact, marketing is only 
one factor in attracting and keeping customers.  
 
Review of Literature 
Delivering High Customer Value  
The key to generating high customer loyalty is to deliver high customer value. According to Michael lanning, 
in his delivering profitable value, a company must design a competitively superior value proposition aimed at 
a specific market segment, backed by a superior value-delivery system. The value proposition consists of the 
whole cluster of benefits the company promises to deliver, it is more than the core positioning of the offering. 
 
The Nature of High-Performance Businesses 
Some companies navigate all these pitfalls to reach their customer value and satisfaction goals. We call these 
companies high-performance businesses. They nurture other stakeholders: customers, employees, suppliers, 
and distributors the business may never earn sufficient profits for the stockholders. A company can aim to 
deliver satisfaction levels above the minimum for different stakeholders. For example, it might aim to delight 
its customers, perform well for its employees and deliver a threshed level of satisfaction to its suppliers. In 
setting these levels, a company must be careful not to violate the various stakeholders groups’ sense of 
fairness about the relative treatment they are getting. There is a dynamic relationship connecting the 
stakeholder groups. A smart company creates a high level of employee satisfaction, which leads to higher 
effort, which leads to higher quality products and services, which creates higher customer satisfaction, which 
leads to higher growth and profits, which leads to high stockholder satisfaction, which leads to more 
investment, and so on. This is the virtuous circle that spells profits and growth. 
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Resources 
To carry out its business processes a company needs resources labour power, materials, machines, 
information, and energy. Traditionally, companies owned and controlled most of the resources that entered 
their businesses, but this situation is changing. Some resources under their control are not performing as well 
as those that they could obtain from outside. Many companies today outsource less critical resources it they 
can be obtained at better quality or lower cost. Competitive advantage also accurse to companies that possess 
distinctive capabilities. Whereas core competencies tend to refer to areas of special technical and production 
expertise, distinctive capabilities tend to describe excellence in broader business processes. 

 
Delivering Customer Value and Satisfaction 
In a hypercompetitive economy with increasingly rational buyers, a company can only win by creating and 
delivering superior value. This involves the following five capabilities. Understanding customer value. 
Creating customer value delivering customer value, capturing customer value, and sustain customer value. To 
succeed, a company needs to use the concepts of a value chain and a value – delivery network. 
 

Value Chain 
Michael Porter of Harvard proposed the value chain as a tool for identifying ways to create more customer 
value. Every firm is a synthesis of activities that are performed to design, produce, market, deliver, and 
support its product. The value chain identifies nine strategically relevant activities that create value and cost in 
a specific business. These nine value – creating activities consist of five primary activities and core support 
activities. 
 
The primary represent the sequence of bringing materials into the business (inbound logistics), converting 
them into final products (operations), shipping out final products (outbound logistics), marketing them 
(marketing and sales), and servicing them (service). The support activities procurement, technology 
development, human resource management, and firm infrastructure-are handled in certain specialized 
department, but not only there. 

 
Objective of Study 
• To study the customer perception in banking services 
 
Research Design & Methodology 
This paper is based on the information gathered through secondary research. Secondary data have been 
collected through, Magazines, articles, books and Internet - www.sbi.com. 

 
Discussion 
The customers’ expectations have gone up many folds. Expectations if not fulfilled make the ways for gap. 
The multi-faceted attempts for improving service quality have a made possible a significance increase in the 
level of expectations of customers. World class professional excellence, new generation of supplicated 
technology and number one physical amenities and facilities have shaped high level of expectations of service 
users and of the providers. Service quality gap draws priority attention of professionals so that they make it 
sure that promised quality of services are made available to the customers  
 
The values of standard deviation in order to assess the consistency of responses of customers over all the five 
dimensions of service quality. Out of five dimensions of service quality, the consistency is the maximum in 
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the expectation of customers with respect to ‘assurance dimension’ while the least consistency has been 
noticed in case of ‘tangibility dimension’. In case of perception of customers, the consistency is the maximum 
with respect to ‘empathy dimension’ while the least consistency has been observed in case of ‘responsiveness 
dimension’. In case of gap between ‘perception of customer’ and ‘expectation of customers’ the consistency is 
the maximum with respect to ‘empathy dimension’ while the least consistency has been observed in case of 
‘tangibility dimension’.  
 
Service quality should be used as a strategic tool to get a competitive advantage over the competitors. With the 
increasing levels of globalization of the Indian banking industry, and adoption of universal banks, the 
competition in the banking industry has intensified. The study has been undertaken to evaluate the customer 
satisfaction of service quality in state bank of India in erode city. During the period of study, the customers are 
highly satisfied with bank service. The bank has to improve the all dimension of service to some extended 
level to retain the customer for future period. The bank overall service customers are highly satisfied. 
 
If the following suggestions are followed by bank, it can increase customers’ satisfaction and ultimately it will 
be a boost for banking industry: 

• The bank should focus to improve those parameters immediately to fulfill customer expectation where 
mean score of expectations is more than observations. 

• The bank has to maintain its services on those parameters where mean score of expectations is equal to 
observations with future improvement. 

• Staff should be pleased to assist. Training programs regarding customer interaction should be held for 
staff and there must be surprise checking like hotel industry. 

• Customers’ instructions should be carried out carefully. 

• Branch cash machine should provide readable printouts. 

• Name and address of customers should be handled carefully. 
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Improving of Well-Being through Transformative Services 
 

1B. Naga Laxmi 
 

 
Abstract  
 Services are defined as actions of organisations that maintain and improve the well-being and functioning of people. 
Services are social efforts and human efforts to provide well-being to the people. Service innovation is increasingly viewed 
as an enabler of a ‘society driven innovation’ with policies at national and regional level that are ‘using service 
innovation to address societal challenges and as a catalyst of societal and economic change’ (European Commission 
2009: 70). As Change occurs in the global environment, services were commercialised.  Any corporate enterprise 
concentrates at profit maximization rather than full filling societal needs. The present situations in the development of 
economy enhanced need of transformative services. Laurel Anderson (a leader in this field from Arizona State University) 
described the emerging area of Transformative Service Research as ‘service research that centers on creating uplifting 
changes and improvements in the well-being of both individuals and communities’ (ibid: 6). unless serious efforts are put 
forward, we are unable to achieve Millennium Development Goals. Abdul Mujeeb established Social Enterprise Allika. 
Allika gives training to the women of low income and prepares handicrafts which suits modern life style such as lap top 
bags, hand bags, water bottle bags and so on by using Water Hyacinth. Water Hyacinth causes damage to environment. 
Abdul Mujeeb, as a social entrepreneur proved that “Wealth can be generated from Waste”. This study presents the 
journey of a Social Enterprise Allika for improving of well-being of people of Tenali of Andhra Pradesh. 
Keywords: Transformative services, Social Enterprise and Allika. 
 
 
Introduction  
In the earlier days the perception of Services are remained confined to work with only service motto without 
charging any monetary returns. In 21st century, apart from primary and secondary sectors the third sector i.e. 
service sector is playing a vital role in contributing to gross domestic product. As such services are 
commercialised. Services may be tangible or intangible. Rapid growth of Information and Communication 
Technology the system of development has now paved ways for socio-economic transformation. In view of 
drastic changes and challenges faced the concept of services as presented in new form of Transformative 
services.   
 
Services are defined as actions of organisations that maintain and improve the well-being and functioning of 
people. These Transformative services are in more need for any developing country like India. Unless and 
until the needs of the marginalised group of people are fulfilled the economic development is not achieved.  
 
Transformative services can play a dominant role in providing minimum needs to people. Allika, as a social 
enterprise they work for the improvement of well-being of people. The purpose of the study is present need of 
Transformative services and transformative services provided by Allika, social enterprise. Even though having 
a great relevance to transformative services, no doubt it is still a neglected one.  
 
Transformative Services 
Services refer to “Social efforts which include even Government to fight five giant evils, e.g. want, disease, 

ignorance, squalor and illness in the society.” This opinion focuses on Social efforts of Government and 
various Organisations in order to fight against five giant evils of the society. (S.M. Jha, 2002) 
 
Another opinion throws light on human efforts. An expert says, “Services can also be defined as a human 

effort which provides succour to the needy.  

1 Research Scholar, Department of Commerce, Osmania University, Hyderabad 
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It may be food to a hungry person, water to a thirsty person, medical services to an ailing person and 

education to a student, loan to a farmer, transport to a consumer, communication aid to two persons who want 

to share a thought, pleasure or pain.”(S.M. Jha, 2002) 
 
Another expert says, “Service can also be defined an action(s) of organisation(s) that maintains and improves 

the well-being and functioning of people.” This opinion focuses on actions of organisations that works 
towards well-being and functioning of people.(S.M. Jha, 2002).  
 
We can observe a further shift seems to be happening as services are increasingly considered as an engine for 
wider societal transformations rather than conceived any more as an ‘end’ in itself. Services are discussed as a 
‘mean’ for supporting the emergence of a more collaborative, sustainable and creative society. Collaborative 
service models and co-creation has been given specific emphasis. (Meroni, 2007; Cottam and Leadbeater, 
2004).  
 
Together with a growing acknowledgment of the role of services for the development and growth of economy 
and employment, services have revealed a different model of innovation that is now inspiring manufacturing; 
this is ill represented by linear positivistic models of innovation and is ‘more likely to be linked to 
disembodied, non-technological innovative processes, organisational arrangements and markets’ (Howells, 
2007: 11).  
 
Moreover service innovation is increasingly viewed as an enabler of a ‘society driven innovation’ with policies 

at national and regional level that are ‘using service innovation to address societal challenges and as a 

catalyst of societal and economic change’ (European Commission 2009: 70).Tekes, the Finnish Funding 
Agency for Technology and Innovation, positions service innovation as a core lever for transformative 
changes in areas such as health and wellbeing, clean energy, built environment, and the knowledge society 
(Tekes, 2008).  
 
Finally in a recent study the Arizona State University’s Centre for Services Leadership collectively identified a 
set of global, interdisciplinary research priorities focused on the service science (Ostrom et al., 2010). Among 
ten overarching research priorities, a significant area in this respect emerged titled as ‘Improving well-being 
through transformative service’.  
 
Laurel Anderson (a leader in this field from Arizona State University) described the emerging area of 
Transformative Service Research as ‘service research that centers on creating uplifting changes and 

improvements in the well-being of both individuals and communities’ (ibid: 6). Services have the potentials to 
impact individuals, families and communities by suggesting new behavioural and interaction models. In spite 
of having a great importance and relevance today, services are lacking with due attention so far. 
 
Transformative services need to propose more accessible, usable and equitable solutions on one side, and 
suggest new models of service co-production. More active roles by the citizens and new version of culture and 
organizational model are required as Transformation services.  
 
This evolution within design has been intuitively defined in its emergence as Transformation Design by Burns 
et al. (2006). The concept of Transformation Design suggests that ‘because organisations now operate in an 

environment of constant change, the challenge is not how to design a response to a current issue, but how to 
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design a means of continually responding, adapting and innovating. Transformation design seeks to leave 

behind not only the shape of a new solution, but the tools, skills and organisational capacity for on-going 

change’ (Burns, 2006: 21).   

 
Transformative Services of Allika 
Abdul Mujeeb, an Electronic Engineer chose to become an Entrepreneur. As a social entrepreneur Mujeeb is 
making handicrafts from the Water Hyacinth. He found many ponds and lakes in his home town Tenali and 
nearby places, which were filled with water hyacinth. Water Hyacinth is known locally as the terror of Bengal 
and greatly diminishes the water flow in a region.  
 
The weed is known to cause floods by blocking the exit points of the water bodies. The initiative also prevents 
the spread of disease due to unclean lakes in the vicinity. Government spent crores of rupees for calling 
Tenders to clean these water bodies of water hyacinth.  
 
The water hyacinth is found of no use and has a life span of 45 days, after which it stats decaying and 
contaminates the water.  
 
Abdul came to known that water hyacinth can be put to prepare cardboard, which made him to start his 
journey to find out what more products can be made from this water hyacinth. 
 
During October, 2014, he started Allika Weave as a Social Enterprise that provides sustainable livelihoods to 
low income household women through the manufacturing of handi crafted lifestyle accessories made out of 
water hyacinth.  
 
He approached to District Rural Development Agency, Guntur to receive approval to train the rural women on 
weaving and preparing at least 10 varieties of products using weed. The water hyacinth is procured from three 
villages in near Tenali, Pedravuru, Angalkuduru and Jagadaguntapalem. Sometimes it is procured from some 
parts of East Godavari and West Godavari districts. 
 
Allika currently makes hand bags, lunch box, water bottle bags, lap top bags, conference bags, coasters, 
dinning mats and lamp shades. The stem of the plant is used for making the products which should be dried in 
sunlight.  
 
Allika started Facebook page during March, 2015 and started supplying products online through Craftkhana. 
The prices for the products range from Rs.150 to Rs. 3,000 having a life span of 8 to 10 years.   
 
Allika will use the money raised to scale up and provide livelihood for 100 women and create at least 5 
women entrepreneurs. Allika awarded as THE BEST STARTUP from WASTE TO WEALTH from NIRD 
(National Institute of rural development). Allika is only social organization in South India in this area of 
handicrafts making. 
 
Connecting to a Community 
Abdul, as a social entrepreneur took the local Government’s support his initial stage of journey. He is very 
passionate to create awareness among the society with regarding water hyacinth and the damage out of it can 
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be used to produce as beautiful products such as bags etc. He is passionate to create job opportunities for the 
people in the community. 

 
Creative and Innovative 

Water hyacinth is harmful to the society. It stops free flow of water, it develop mosquito breeding and so on. 

By using Waste material as water hyacinth, Abdul able to make creative and innovative products as hand bags, 

laptop bags, water bottle bags and so on which suits modern lifestyle.  

 
Creating Livelihood 

Allika is started with six women is presently providing livelihood to 70 workers. Allika provided livelihood to 

rural men and women. The water hyacinth is to be gathered from various lakes and ponds. It has provided an 

opportunity for 30 men to collect the weed from various locations in Andhra Pradesh. After the collection of 

weed, it kept under the sunlight for dry. By using the dried weed varieties of life style accessories were made 

up by 40 women workers, who belong to low level income category. 

 
Empowerment of Women 
The women are provided with skill training to create a wide range of life style accessories like laptop bags, 
water bottle bags, baskets and hand bags and so on. The enhanced skills build up the women economically and 
socially strong. 

 
Enhancing Employable Skills 
Allika has trained up the women with skills to manufacture various products like conference bags, lunch bags 
and dinning mats and so on. The improved levels of skills and capabilities made women self-employable.  
 
Entrepreneurial Development 
Abdul tries to enhance the entrepreneurial skills among women. He always extends his support and 
cooperation to upcoming women entrepreneurs. 
 
Environmental Protection 
Water hyacinth isknown to cause itching until it is dried. The lakes with water hyacinth in Nellore becoming 
mosquito breeding centres. It blocks the opening of canals, affecting smooth flow of irrigation water.  
 
By burning out the water hyacinth, it emits methane gas that is harmful to the environment. The initiation took 
by Allika to use dried water hyacinth to prepare handi crafts giving support to environmental protection. 

 
Sustainable Development 
Government tries to provide minimum needs like food, shelter and employment to all people. Yet these targets 
were not reached. Social  Enterprise like Allika putting efforts to create employment, skill training, 
empowerment, income generation and livelihood creation resulting sustainable development. 
 
Findings and Conclusion 
Services are playing an important role in the development of any country.  
 
Allika, as a social enterprise is serving needs of employability, creating economic empowerment and training 
to women entrepreneurs and keeping foot steps towards achieving Millennium Development Goals. 
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Developing Countries like India needs transformative services to achieve economic development. In order to 
full fill the needs of the below poverty line we are in great need of transformative services.  
 
As such social enterprise like Allika are need to be developed by providing financial assistance and other 
support in forms of subsidies and tax exemption by the Government. Continuous efforts will lead our 
Government to reach Millennium Development Goals. 

 
 
Products made by Allika 
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Impact of HRM Practices on Service Quality in Service Organizations:  

Conceptual Framework 
 

1Malla Jogarao & 2Dr. B. Murali Krishna 

 
Abstract  
 The important aim of this paper is to conceptualize the impact of human resource management (HRM) practices 
towards service quality in service organizations. HR practices play a crucial role in enhancing service quality. This 
conceptual paper aimed at studying the relation between HRM practices and service quality. Earlier research six HR 
practices support each other to improve service quality (Akiko Ueno,2014). The present study fills the gap based on a 
comprehensive  review of the literature on HR practices and service quality; The study identified sixteen dimensions of HR 
practices as being critical for effective implementation of service quality in service organizations. A conceptual model of 
service quality has been proposed exhibiting the relationships among its measurements. The present work tries to give a 
premise to an intensive and wise insight of HR practices and its basic measurements. It is pertinent to pay proper attention 
to all eight practices in order to support service quality.  As these relations between HR practices are not tenacious to a 
specific sort of service business, the model is probably going to be appropriate for an extensive variety of service 
industries. This exploration will enhance altogether add to give new encouraging HRM system that will strive to enhance 
benefit quality in the service organizations. 
Keywords: Service Quality; Recruitment. Selection, Training & Development, Teamwork 
 
 
Introduction 

Human resource management (HRM) has a key part to play in securing immense levels of service quality 

(Haynes and Fryer, 2000), Not surprisingly, the main role of service quality and excellence in pursuit of 

services quality and management programs is well documented (e.g., Schneider, White, and Paul 1998; 

Zeithaml, Berry, and Parasuraman 1996) and derives from organization’s service quality strategy. 

 

Service quality has become a dominant area of attention for researchers and professionals because of its huge 

impact on the performance of service organizations it has become the dominant element in industrialized and 

developing economies. Literature on service quality acknowledge that the service sector encircle a diverse and 

tangled range of organizations.  

 

Service industry is now  overwhelming sector and has been instrumental in changing the way advertisers and 

clients think. 

 

 

 

 

1 Assistant Professor, Simhadri Group of Institutions, Visakhapatnam 
2 Professor, Samata College, Visakhapatnam 

Service quality is an ambiguous, incoherent and dynamic idea (Sachdev and Verma, 2004).Parasuraman, 

Zeithmal and Berry, (1988) portrayed service quality as world wide judgement or attitude relating to the 

sovereignty of the service and it continues to grow in importance as a service industry grows and out numbers 

service organizations (Storbacha, Strandvile and Gronroos, 1994). Ghobadian et al (1993) .One of the most 

important contribution to competitive world, having a loyal base of realizing customers increases revenues, 

reduces costs, builds convenience store shares, and improves service quality. 
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HRM Practices & Service Quality 

HRM practices facilitate and enhance the internal development of employees such as training and career 

development (Snell (2002) & Zhang, Wan & Jia (2008). The relationship between HRM practices and service 

quality have examined by several studies (Habtoor 2016, Chuang et al., 2013, Wright & Kehoe, 2008, 

Humphrey, et al 2003, Schneider & Bowen 1993). However, HRM practices play a strategic role in fulfillment 

of service quality. 

 
Researches provide witness to show that HRM practices help the organization to enhance the quality of 

services Tsaura and Lin (2004) observationally investigated the relationship among human resource 

management practices and service quality in the service organizations. Human resource practices are a key in 

the fulfillment of quality strategies and, as Yang (2006) indicated the quality of human performance is the 

most important element in the quality control. 

 
Literature review 

Based on a broad review of the literature on each practice, it was found that there are sixteen interrelationships 

among the eight HRM practices. The individual relationships from (1) to (16) and the way these practices 

impact  each other will be discussed below. 

 
Training programs enhance  the employee performance  

Better and effective training programs aimed at improving the employees’ performance. Kamoche and 

Mueller (1998) specified that training should prompt to the culture of upgrading learning, to raise employee 

performance and ultimately a higher return on investment (in training) for the firm. 

 
Teamwork And Training and development 

Teamwork means that people will try to coordinate, concentrate communicated and cooperate, using their 

personal skills, abilities, knowledge and providing information with each other in purpose of achieving the 

organizational goals. "Setup interdisciplinary team training activities for providers that assimilate proven form 

of team training, such as simulation. Kohn, Linda T., Janet M. Corrigan, and Molla S. Donaldson, ed. (2000). 

 
Employee Service Behaviors influences the Job satisfaction 

Employees’ service behaviors are influenced by employees’ job satisfaction and moods at work (Farrel et al., 

2001). Indeed, it has been argued that in service organizations’ quality improvement must be focused on the 

selection, training, compensation, and socialization of employees (Schlesinger and Heskett, 1991). Good 

employee service  behaviour influences the better performance of the team as well as the organization. 

 
Rewards practices will enhance the performance levels 

In the competitive world, to achieve the high performance level positive motivational properties are very 

important. Reward practice should be implemented by the simplification of the relation between the given 

reward and the increased effort (Porter et al., 1975). Rewarding has been constructed to be one of the 

important organizational policies which can enhance the performance of staff and rise the outputs of 

organizations (Ajila, 1997). Recognition and appreciation play key role in motivating employees and raising 

their performance. Relevantly, the employee engagement is based on recognition and rewards (Andrew, 2004). 
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Service quality and Employee Service Behaviors  

The service behaviors of the employee will positively impact on service quality. Zerbe et al. (1998) specified 

that employee attitude of HRM practices had a direct impact on self-reported service behavior. Schneider and 

Bowen (1985) found that employee perceptions of HRM practices were considerably related to customer 

attitude of service quality. 

 
Employee satisfaction and Customer satisfaction 

In service organizations, employee satisfaction, customer satisfaction and service quality are the three things 

that are very important (Lam, Zhang, & Baum, 2001). The previous          researchers found a favorable 

relationship between employee satisfaction and customer satisfaction (Koys, 2003; Wagenheim, Evanchitzky, 

& Wonderlich, 2007). One of the precedent of customer satisfaction is employee satisfaction (Wagenheim, et 

al., 2007; Yee, Yeung, & Cheng, 2008). Implicit assumption concealed the dalliance between customer 

satisfaction and member of the working class satisfaction is a revive in hand satisfaction will handle to 

increase customer satisfaction right to better service   quality. 

 
Most of the immediate research supports a positive affair between common employee satisfaction and 

customer  satisfaction (Schlesinger & Zernitsky, 1991; Schlesinger & Heskett, 1991; Schneider & Bowen, 

1985; Yee et al., 2008). Therefore, positive changes in employee attitudes will drive positive change on 

customer satisfaction. 

 
Service quality and work life quality 

The work life, quality has a purposeful relationship with the service quality and it can influence it Malmir 

(2009) and Noralizadeh (2013). This increase improves the job satisfaction itself and could be involved in the 

service quality and influence it. 

 
Job satisfaction and service quality 

A happy employee is a valuable  employee (Saari & Judge, 2004). Many studies state that employee job 

satisfaction affects the service quality. 

 
Performance appraisal and service quality 

HR practices like  performance appraisal and feedback, incentive compensation, and employee participation 

can increase employees’ commitment to the organization (Gong, Law, Chang, & Xin, 2009; Kehoe & Wright, 

2013) as well as their motivation to perform up to and even exceeding the  service quality expectations of 

customers and the service standards of the organization. 

 
Rewards and service quality 

Incentives will persuade employees to put forth their best endeavor and the average productivity of the 

employee  increases (Sigh, 2007, p. 2),. The more the employees are satisfied with remuneration, the most 

quality services will be provided. The reward systems inspire the staff to provide their highest attempts 

towards assigned tasks (Gohari etal., 2013). 
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Rewards and job Satisfaction 

Reward and compensation system is an art an adjunct of of mechanisms for distributing both tangible and 

intangible returns as a case of an employment offer (Rue & Byars, 1992). The Rewards are further termed as 

the has a passion for of an employee because when distribute will be linked mutually the employee’s 

anticipation it will bring to one feet him/her to a very fancy level (Kalleberg, 1977). Its beyond a shadow of a 

doubt shows that what an employee wants at the heels of performing an unassailable task. It has been affirmed 

in the past researches that rewards are very strongly associated  with job satisfaction. The Rewards are 

positively related to employee job satisfaction (Gerald & Dorothee, 2004).  

 
Model Development 

A model has been developed which explains sixteen relations among 8 HR practices. Training and 

development placed top of the model, it reveals staring point of the service organization. Service quality in the 

middle of the diagram, this shows the relation between all the eight human resource practices. Work life 

Quality and customer satisfaction are at the bottom of the diagram and they show the relation between the 

customer satisfaction and job satisfaction. Performance appraisal and employer behavior placed left side of the  

diagram represents relation to training and development and reward system.  

 
Team work, Rewards and job satisfaction placed in right side of the diagram shows the team work and rewards 

with service quality. And it explains the relation between Rewards and job satisfaction with service quality. 

Sixteen interrelationships are appearing from literature examining each of eight HRM practices. Therefore, the 

literature is not restricted to one particular industry. Therefore, the model is treated as a representative of an 

immense range of service organizations. 

 
Fig. 1. The sixteen interrelationships among the Eight HRM practices 
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Conclusion  

From the literature review these sixteen relations were identified among eight Human resource management 

practices these relationships ,not restricted to sixteen relationships discussed here. The aim of this research to 

demonstrate how these eight practices impact on service quality with these sixteen interrelationships .The 

result can be regarded as applicable to an extensive range of service organizations. These relationships are 

sufficient to provide the evidence to eight HR Practices are interlinked. These results are applicable to all sorts 

of service industries to improve service quality. The eight practices are sufficient to develop service quality in 

service industries. 
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Role of Investor Demographic Attributes and Investment Choice 
 

1Dr. Lakshmi Rawat 
 
 
Abstract  
Demographic characteristics of individuals are found to be very influential on individual’s decision making. It has been 
established through multiple research in the area of behavioral finance that individual’s cognitive biases play a crucial 
role in their financial decisions making. Present research is conducted to recognize the presence of relationship between 
demographic characteristics of investors such as age group, income level and education level with choice of financial 
investments. Selection of city is made as Mumbai is the financial center for India is assumed to be having high financial 
awareness on account of location of various financial institutions and Hyderabad as a fast developing city contains 
required features to attract higher investor participation. Study is conducted using survey method through feedback of 
questionnaire collected physically from individual investors. Data collection has been made by approaching investors 
during the Investor Awareness Programs organized by CDSL, NSE and other depository participants. Final sample 
consists of 662 respondents from among 1250 questionnaires which were distributed for data collection. Analysis has been 
conducted using chi-square test as it was found most suitable with all assumptions fulfilled. The results indicate significant 
association between demographic characteristics choice of Investment Avenue among investors from both the cities.  
Keywords: Demographic Attributes, Financial awareness, Investment Avenue 
 
 
Introduction 
With the change in time, investor needs and choices have also been changing, so is the case with financial 
markets. Recent study published by Association with Mutual Funds in India (AMFI) reveals that in theRs. 17 
lakhs cr. Mutual fund sector, participation of retail investors has been increasing rampantly. One reason for 
which is cited for the fall in bank deposits rates, is an advantage of earning higher returns from investments in 
mutual funds with tax savings when assets are held for a period of two to three years. Investor behavior is 
therefore motivated majorly by their expectations when it comes to making an investment choice. Other 
aspects which are found to be influential are their demographic attributes as they are the underlying 
characteristics which may be playing significant role in the determining investor behavior. There have been 
several studies undertaken in Indian perspective and outside India to understand relation between demographic 
characteristics such as age, income, occupation, gender, education level, family size etc. with investment 
choice among individual investors. It is well accepted fact that geographic location of investors influences 
their lifestyle and hence their investment preferences may be different across countries.  
 
Investment avenues may be broadly classified as physical assets and financial assets. (Donald & Jordan, 
1983)Defined investment as “An investment is a commitment of funds made in the expectation of some 
positive return. If the investment is properly undertaken, the returns will be commensurate with the risk the 
investor assumes”. It can therefore be understood that investment is a process of sacrificing the opportunity to 
use resources in expectation of an increase in the value of resources over a period of time. These investments 
can be classified further depending upon the type of asset in which they are used. They are broadly classified 
as (1) Financial assets and (2) Physical assets. Financial assets are such investment which are supported by 
documents and do have any physical existence, examples of which are equity, mutual fund, bonds and 
debentures etc. Physical assets are such investments which have physical existence, and they also are 
supported by documents. Examples for the same could be commodities like gold, oil, silver and real estate.  
For the purpose of present research only financial assets have been include in the list of investment choice. 
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Objectives of the Study 
The objectives of the present study are as follows: 

• To study the impact of demographic characteristics on the choice of financial investment of individual 
investors. 

• To Study the relation between investment choice of investors across Hyderabad and Mumbai and the 
influence of demographic characteristics. 

 
Hypotheses  
1. There is an association between age of investor and choice of Investment Avenue. 
2. There is an association between income level of investor and choice of Investment Avenue. 
3. There is an association between education level investor and choice of Investment Avenue. 
4. There is an association between location of investor and choice of Investment Avenue. 

 
Literature Review  
Many theories of finance are based on the assumption of rational investor behavior, whose aim is to maximize 
their returns. This idea of rational investor is dependent upon self-control from investor perspective and their 
decision making ability, which is becoming inadequate. (Barberis, Shleifer, &Vishny, 1998). 
 
To maximize their returns investors need to take rational decisions which are based on available information 
and free from emotions. The model proposed was based on a variety of psychological evidences. (Mittal & 
Vyas, 2008) Conducted study on individual investors and segregated them into four personality types. They 
also concluded through their study that demographic variables have an influence on investment personality 
type. (Barua & Srinivasan, 1986) Investment returns in respect to individual investors was subjective to their 
risk taking ability. (Rajarajan, 1997) Through the study on investor’s lifestyle clusters found that it influenced 
their investment related traits. 
 
(Korniotis& Kumar, 2009) Through their study indicate that cognitive abilities of individual decline when they 
become old and also find that their investment performance too decline with age. (Lewellen, Lease, 
&Schlarbaum, p. 1977) In their study found investor’s demographic characteristics influenced their investment 
inclinations, especially with reference to age, sex, income and education. (Shanmugasundaram & 
Balakrishnan, 2009) An investor who is free from emotions can use their finances for hedging against inflation 
by identifying sources of right analytical presentations and by making time for investment decisions. 
 
Von Newmann& Morgenstern (1947) through their study on risk in relation to finance and economics have 
proposed that maximization of expected utility is the sole factor in making decisions. 
 
The objective of present research is to analyse investor’s demographic variables that are age, income level, 
education level, investing experience and their impact on the preference of Investment Avenue across 
Hyderabad and Mumbai. This research attempts to add to existing literature by comparing investors 
preferences across two different studies.  

 
Research Methodology 
Tools for Data Collection 
A structured questionnaire was used for collecting primary data by personally approaching individual 
investors located in Hyderabad and Mumbai. The focus of the research was to capture the choice of 



Shanlax International Journal of Management    
Vol. 5,   Special Issue 1,   pp.157-166,    March 2018                   ISSN: 2321- 4643  
      

 
159 

investment option among investors, for which questionnaire was compiled based on literature review Francis 
(1999); L.C. Gupta (2001); Hillman &Keim (2001); Bhatt (2012).  
 
It comprised of questions on demographic characteristics such as gender, marital status, city of residence, 
income and education level in first section and the second sections consisted of questions on preference of 
investment avenue on a five point likert scale (1- strongly disagree and 5 –strongly agree).  

 
Survey Instrument and Methodology 
Survey for primary data was conducted by approaching individual investors personally. They were approached 
during Investor Awareness Programs conducted by in Hyderabad and Mumbai by depository participants after 
seeking prior permission from concerned authorities in the cities of Hyderabad and Mumbai.  
 
In some cases it was difficult to obtain permission to enter the premises of IAP hence feedback was collected 
by remaining outside the premises. In such cases questionnaires were distributed to investors before entering 
the venue and collected back when they left after completion of the program.  
 
The final sample which was useable for analysis comprised on approximately 53% of total questionnaires 
distributed. This was on account of many questionnaires which were incomplete and few which were not 
returned. 

 
Table 1Sample Size Distribution According to City 

Summary of Sample Distribution 

Location Sample Distributed Valid Sample Response Rate 
Hyderabad 600 309 51.50% 

Mumbai 650 353 54.30% 

Total 1250 662 52.96% 
 
Sampling Methodology 
• As the focus of the study was to study the relation between investor preferences from two cities, feedback 

from those investors who could fulfill below mentioned criteria were only considered for final analysis. 
Non-Probability sampling technique of Purposive Sampling has been found most appropriate for the 
present study. 

• An individual holding a Demat a/c of a beneficiary Account type with any of the two depositories (NSDL 
& CDSL). 

• Investor with active Demat account which has been operated at least two years at the time of survey and 
holding investment in equity. 

• Investors located in Hyderabad and Mumbai, these being the geographic location for data collection. 

• Investors visiting the Depository Participants (Banks, Brokerage Houses etc.) or participating Investor 
Awareness Programs. 

 
In India, a Depository Participant (DP) is described as an agent of the depository. They are the intermediaries 
between the depository and the investors. The relationship between the DPs and the depository is governed by 
an agreement made between the two under the Depositories Act.  
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Above mentioned criteria was confirmed by following feedback on questions related to demat account in the 
questionnaire. The reason for fixing limitation is to target the right sample (i.e) investors who have 
information about investment opportunities and possess some investing experience. 

 
Sample Size 
Varghese (1999) study on individual investor’s in Kerala to understand the problems and perceptions in capital 
market investments. Pandian & Thangadurai (2013) conducted study on individual investors from Dehradun 
district of Uttarakhand, India to recognize their preference of Investment Avenue with a sample of 120 
investors.  
 
Bhatt & Bhatt (2012) conducted study with 200 investor respondents from Jamnagar city to study the effect of 
occupation and education on choices of Investment Avenue.  
 
Wen Lin (2011) study published with World Academy of Science, Engineering and Technology on Influence 
of Demographics and Psychological Traits on Investment Biases with a sample of 554 valid convenient 
sample from Taiwan stock market. Present study included 662 respondents which comprised of 309 investors 
from Hyderabad and 353 investors from Mumbai after data purification. 

 
Statistical Technique for analysis 
Chi-square statistic is a function not only of the size of the relationship between the two variables, but also of 
the sample size and the number of rows and columns in the table.  
 
This statistic can be adjusted in various ways, in order to produce a measure of association.  
 
It is used to check for the relationship between two categorical variables. Pearson’s Chi square test Fisher 
(1922) & Pearson (1900) is an extremely elegant statistic based on the simple idea of comparing the 
frequencies you observe in a certain categories to the frequencies you might expect to get in those categories 
by chance. 
 
  Deviation = ∑ (Observed-model) 2…………………...…..(9) 
 
Using Chi-square test of association to discover relationship between two categorical variables requires 
fulfillment of two assumptions (1) Two variables should be measured at an ordinal or nominal level (i.e., 
categorical data) and (2) Two variables should consist of two or more categorical, independent groups. For the 
present study chi-square was found appropriate due to satisfaction of both the assumptions.  
 
Chi-square test of association is found to be appropriate to test the presence of association between variables 
as the data is of categorical nature.  
 
Objective 2 is established through descriptive data.Other tools such as graphs and frequency tables are also 
used to narrate relation between variables. 
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Results from Analysis 
Variables Included in the Study 

 
Table 2 Description Investment Option Selected for Study 

 Investment Option Description 

 Saving Bank Deposit 
 It is an interest bearing deposit account which may be held at a bank or 
financial institution. 

 Bank Fixed Deposit 
 It a special deposit instrument which is provided by banks, with a higher rate 
of interest as compared to savings account until the date of maturity. 
Sometimes a separate account may be created for this purpose. 

 Post Office Deposits 

 It is a recurring deposit such like a bank recurring deposit account, where a 
fixed amount can be deposited every month. The postal RDA has a fixed 
tenure of five years. These deposits accumulate money at an annual fixed rate 
of interest. 

 PPF(Public Provident  
 Fund) 

 It is a 15 years scheme with a minimum deposit of Rs.500 and maximum of 
Rs.1, 50,000 per annum and is extendable beyond 15 years by blocks of 5 
years each time. The interest rate was fixed on yearly basis until April 1, 2016 
but since then it is fixed on quarterly basis. 

 Bonds and Debentures 
 These are financial instruments used by corporates to raise long term 
finances at a fixed rate of interest. Bonds are generally secured by collateral. 

Mutual Funds 
These are professionally managed investment programme which are funded 
by shareholders. They are further invested in diversified investment avenues. 

 Insurance Policies 
 These are risk management tools where for a monetary compensation called 
premium the insurer transfers the financial risk of potential financial loss to 
the insurance company. 

 Equity Investment 
 It refers to buying and holding of shares of firms in anticipation of income in 
the form of dividends or capital gains. 

 Chit Funds 

 Chit funds act (1982) It is a saving scheme whereby a specified number of 
individuals enter into an agreement, where each one would subscribe a 
particular sum of money for specific period that each such subscriber shall, in 
his turn, as determined by lot or by auction or by tender or in such other 
manner as may be specified in the chit agreement, be entitled to the prize 
amount. 

 
Table 3 Mean Analysis of Investor Preference of Investment Avenue from Two Cities 

Investment Option 
Hyderabad Mumbai 

Mean Rank Mean Rank 

Saving Bank Deposit 3.793 4 3.045 10 

Bank fixed deposit 3.757 6 3.935 3 

Money Market Funds 3.770 5 3.813 4 

Post Office Deposits 3.544 9 3.714 5 

PPF(Public Provident Fund) 3.660 8 3.952 2 

Company fixed deposits 3.528 10 3.674 7 
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Bonds and debentures 3.731 7 3.652 8 

Mutual funds 4.032 2 3.708 6 

Insurance policies 3.929 3 3.572 9 

Equity shares 4.417 1 4.062 1 

Chit Funds 2.660 11 2.612 11 

Source: Primary Data  
 
Above table presents the mean analysis for preference of investment options by investors from Hyderabad and 
Mumbai. The feedback was collected on a five point likert scale.  
 
It can be noticed that for investor from Hyderabad and Mumbai equity investing seems to be the best 
investment option among those included in the survey. It is followed by Mutual funds for Hyderabad and 
Public Provident funds by Mumbai investors.  
 
Further we find that investors from Hyderabad are also interested in Insurance policies and Savings bank 
deposits to a large extent, in case of Mumbai we find that bank fixed deposits, money market funds and post 
office deposits are the other favourite. Chit fund investment is the least preferred from both the cities. 
 
Investors from age group between (26-35) years prefer bank fixed deposits and public provident funds the 
most. Investors from age group (36-45) years are found to be keen on fixed deposits and mutual funds.  
 
Investors in age group (46-55) years prefer equity investments followed by bank fixed deposits the most. 
Selection of these investment avenues indicates that they want to save for some future plans. Investors who are 
above 55 years of age, show preference towards post office deposits and bond the most. They are still using 
the traditional methods of savings. 

 
Table 4 Summary from Analysis of Chi-Square Test between Variables: Age of  

Investor and Preference of Investment Avenue 

Variables 

Hyderabad 

df Sig.* 

Mumbai 

df Sig.* 
N 

Chi-
Square 
Value 

N 
Chi-

SquareValue 

Savings Account Deposit 309 57.87 16 0.00 353 29.82 16 0.02 

Bank Fixed Deposits 309 103.04 16 0.00 353 25.02 16 0.07 
Post Office Deposits 309 103.04 16 0.00 353 25.05 16 0.07 
Public Provident Funds 309 129.78 16 0.00 353 45.37 16 0.00 

Corporate Deposits 309 189.99 16 0.00 353 32.45 16 0.01 

Bonds 309 120.01 16 0.00 353 24.49 16 0.08 
Mutual Funds 309 69.47 16 0.00 353 27.58 16 0.04 

Insurance 309 93.55 16 0.00 353 40.26 16 0.00 

Equity Shares 309 48.86 16 0.00 353 18.44 16 0.03 

Chit funds 309 81.18 16 0.00 353 28.00 16 0.03 

Note * at 5% level of significance 

Source: From primary data analysis using SPSS 20 software 
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A chi-square statistic was calculated to study association between income level and preference for investment 
Avenue for each city. A significant interaction was found between age category and preference for investment 
option in Hyderabad and Mumbai. 
 
It was observed that except for three investment options in Mumbai (i.e.) for Bonds, Bank deposits and Post 
office deposits, income level of investors was found to influence the preference of investors for Investment 
Avenue. Post office deposits, Insurance and Bank deposits are found to be more attractive investment options 
among all income groups. 
 
Equity is preferred mostly by investors from income groups Rs.15, 000-Rs.30,000 as well as by Rs.50, 000 to 
Rs.1, 00,000.Chit funds are not found to be preferred by most of the investors from almost all income groups. 

 
Table 5 Summary from Analysis of Chi-Square Test between Variables: Income  

Level of Investor and Investment Option 

Investment Option 

HYDERABAD MUMBAI 
Chi-

square 
value 

d.f. Appx.sig. 
Chi-

square 
value 

d.f. Appx.sig. 

Saving Bank Deposit 21.971 16 0.144 41.613 16 0.000 

Bank fixed deposit 45.701 16 0.000 24.988 16 0.070 
Money Market Funds 63.676 16 0.000 35.104 16 0.004 

Post Office Deposits 101.88 16 0.000 26.352 16 0.049 

PPF(Public Provident Fund) 141.48 16 0.000 49.142 16 0.000 

Company fixed deposits 197.35 16 0.000 30.605 16 0.015 

Bonds and debentures 123.55 16 0.000 27.100 16 0.040 

Mutual funds 58.968 16 0.000 28.157 16 0.030 

Insurance policies 95.132 16 0.000 42.426 16 0.000 

Equity shares 59.721 16 0.000 18.286 16 0.307 
Chit Funds 76.318 16 0.000 32.134 16 0.010 

Table 7shows the results for analysis of chi-square test of association between preference of investment option 
and income level of investors. It is found from the results that in case of Hyderabad investors there is an 
association between income level and perception on investment preference except in case of savings bank 
deposits. It is found from the results that in case of Mumbai investors there is an association between income 
level and perception on investment preference except in case of Bank fixed deposits and Equity investment.  
 
For investors from Hyderabad there was a significant association between income of investor and choice of 
Investment Avenue for all the investment options surveyed for the present study. 

 
Table 6 Distribution of Investors Based on Education Level 

Education Level Category Hyderabad Mumbai 
Primary (up to class 5) 12(3.9%) 1(0.3%) 

Class 10 18(5.8%) 2(0.6%) 

Intermediate (plus 2) 48(15.5%) 36(10.2%) 

Graduation 125(40.5%) 181(51.6%) 
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Graduation 74(23.9%) 105(29.7%) 

Post-Graduation 20(6.5%) 25(7.1%) 

Technical/Professional course 3(1%) 1(0.3%) 

Others/No formal education 9(2.9%) 2(0.6%) 

Total 309(100%) 353(100%) 
   

Table 7 Summary from Analysis of Chi-Square Test between Variables: Education  
Level of Investor and Preference of Investment Avenue 

Investment Option 
HYDERABAD MUMBAI 

Chi-square 
value 

d.f. Appx.sig. 
Chi-square 

value 
d.f. Appx.sig. 

Saving Bank Deposit 18.515 12 0.101 150.34 12 0.000 

Bank fixed deposit 34.436 12 0.001 92.482 12 0.000 

Money Market Funds 114.51 12 0.000 198.87 12 0.000 

Post Office Deposits 55.826 12 0.000 65.145 12 0.000 

PPF(Public Provident Fund) 52.732 12 0.000 73.183 12 0.000 

Company Fixed Deposits 82.013 12 0.000 61.992 12 0.000 

Bonds and Debentures 60.796 12 0.000 108.09 12 0.000 

Mutual Funds 32.991 12 0.001 131.89 12 0.000 

Insurance Policies 26.688 12 0.009 110.8 12 0.000 

Equity Shares 39.317 12 0.000 46.272 12 0.000 

Chit Funds 28.211 12 0.005 64.994 12 0.000 

Note * At 5% level of significance 
Source: From primary data analysis using SPSS 20 software 
 
Table 6.6 shows the results for analysis of chi-square test of association between preference of investment 
option and education level of investors.  
 
It is found from the results that there is a statistically significant association between investor’s age and 
preference of investment option. The p-values are less than 0.05 for all the variables, therefore it can be 
concluded that investor education has an impact on the investor preference of investment option.  

 
Conclusion 
The perceptions of individual investors were analysis based on their association with demographic variables 
such as city of residence, education level and income level. Gender was not included due to low participation 
from female investors in the sample obtained. For fulfillment of this objective hypothesis has been framed and 
tested using chi-square test of association. 
 
Age as variables has an implication on the earning capacity of individuals, which will have a direct impact on 
their ability make investments as investments are sourced from savings.  
 
Therefore as age increases the ability to invest is believed to be increasing, however there may be other factors 
which act as a hindrance to this belief. Fares &Khamis (2011) investigated the individual investor’s stock 
trading behavior in Anman Stock Exchange and find that investor’s age, education and accessibility to internet 
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have a significant impact on stock trading. Education has an impact on the financial knowledge of investors 
and their ability to understand dynamics of investment in financial markets.  
 
It was found that: 

• City played an important role in selection on investment option among investors. The chi-square values 
were found statistically significant at 5% level of significance for all the investment avenues for both the 
cities except in case of fixed deposits, Post office deposits and corporate bonds.  

• For investors from Hyderabad, mutual funds and insurance are the two most preferred investment 
avenues after equity. 

• In case of Mumbai investors after Equity investment, Public Provident Fund and Bank deposits are 
considered more attractive. 

• Post office deposits, Insurance and Bank deposits are found to be more attractive investment options 
among all income groups. 

• Equity is preferred mostly by investors from income groups Rs.15,000-Rs.30,000 as well as by 
Rs.50,000 to Rs.1,00,000. 

• Chit funds are not found to be preferred by most of the investors from almost all income groups. 

• Education level of investors and their investing experience was not found to be associated with the 
choice of Investment Avenue. 

• To attract more and more investors into equity segment it is therefore required to organize more investor 
awareness programs to remove these barriers. 

 
Therefore an investor who has higher education, the ability to invest in more and sophisticated investment 
avenues has a better chance, when compared to those who are not educated. (Schooley & Worden, 1999) From 
their study observed that investors with education higher than the secondary school level hold more risky 
portfolios. They also find that the percentage of equity holdings in their portfolios increase with age until 
retirement and then decreases with age. (Riley & Chow, 1992) Risk aversion decreases with age until five 
years prior to retirement and then increases with age.  
 
Investing experience does not have an association with the choice of investment avenue, (Glaser & Weber, 
2007) Study confirms that overconfident investors are those who think they are above average in terms of 
investment skills or past performance. This is implied when they have a longer period of investing experience. 
This conclusion is consistent with other recent studies (see Deaves et.al, (2009) and Graham et.al (2009). 
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Impact of Demonetization on Financial Transactions 
 

1Dr. Syed Azhar & 2Dr. B.Ramesh 
 

 
Abstract  
 Demonetization means to destruction the old currency notes and print the new currency notes to the public this will 
helpful to avoid the benami transactions in the banking transaction. Most of the people investment in the proper way in 
financial markets and other markets. Long term demonetization will give good results for the economic development but 
short term demonetization results will create currency problems in the general public. Short term may be little problems 
for the economic development. This paper explains the aim, positive impact and negative impact of demonetization on 
financial transactions. 
Keywords: Demonetization, Financial transactions, financial markets. 
 
 
Introduction  
For stopping of block money government has taken decision on ban on 1000 and 500 rupees notes. Due to this 
most of the block money holders they could not deposit all old notes of 1000 ad 500 in the banks. Because 
government has put some limitations on deposits and withdrawals on bank deposits. Block money had good 
lesion from this issue. In future either they will invest in different investment avenues or purchase ore FMCG 
goods or luxury goods. In future idle money will become the circulated money by investing in different assets. 
It will helpful for the economy development. 
 
According to MD & CEO, ICICI Bank Chanda Kochhar who told, "this move will definitely bring about a 
whole amount of transition to no cash or low cash kind of transactions,” "A parallel black economy will 
collapse," one of the leading lawyers in taxation laws, Harish Salve. 
 
HDFC Chairman Deepak Parekh anticipated that the Land will become cheaper and "one expects that real 

estate price will come down in medium term."  
 
Narayana Murthy, founder of the Infosys welcomed the government's move in its fight against corruption. 
Murthy also added that "the dishonest will have to suffer; absolutely that is the right thing." 

 
The Economic Survey (Volume II) 2016-17 points out that “the growth of taxpayer’s post-demonetization was 

significantly greater than in the previous year. The addition amounted to about 5.4 lakh taxpayers or 1 per 

cent of all individual taxpayers in just a few months. The addition to the reported taxable income (of these new 

payers) was about 10,600 crore”. “In April-July this year, direct tax collections were up 19 per cent, with the 

number of returns filed by individual taxpayers as on August 5 up 25 per cent over the corresponding period 

last year (2.79 crore, against 2.22 crore, an addition of 57 lakh)”.  In another indication of a structural shift, 
the RBI points out “that currency demand appears to have attained a new normal (currently around 87 per 

cent of the pre-demonetization peak)”.  

 
Share of Cash Transactions 
Share of cash transactions in the some of the countries in the world. More cash based transactions indicate 
chances for the block money that’s why each and every transaction through electronic mode we can avoid 
block money transactions. 
 
 1Faculty, MBA Department, Dhruva Institute of Engineering and Tech., Hyderabad 

2 Faculty Member, St.Martins Institute of Business Management, Hyderabad 
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Aim of Demonetization 
Aim of demonetization is to stop block money and whole transactions should be in white money only it leads 
to transparency and smoothing of transactions it will helpful to the economic development. 
 

 
 
Objectives of the Study 
To study the impact of demonetization on financial transaction 

 
Methodology of the Study 
The study is descriptive nature based on secondary data. Data was collected from newspapers, journals and 
internet. 

 
Demonetisation-Positive Impact 
Effect on Bank Deposits: people those who are having 1000 and 500 notes compulsory should deposit in 
bank stipulated time. Those notes not deposited in bank it will become invalided due to this all the people 
having old 1000 and 500 notes should deposit in banks due this bank deposits will increase, money circulation 
will increase in future bank interest may decrease. It will helpful for the economic development. 
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Stop for Unnecessary Expenses: After abolishing large banknotes, many people have learned many lessons. 
No money at hand as much as riches now. There is no one goes to luxury expenditure except for Emergency in 
this position. Sustainable savings for investments when they look like the current situation. 
Investment Diversification: this is good lesson for the investors investing in assets people who are investing 
in real estate in this type of situation they cannot get amount immediately so, investors should invest in 
different assets like gold, debentures, shares, bonds and bank deposits then they can avoid liquidity problems. 
Investment diversification good for the investors and economy. 

 
Honestly Tax Payments: indirectly encourage the honestly tax payment holders. The people who did not pay 
tax and having block money now they will face lot problems. People who are paying tax regularly now they 
are sleeping nicely without any tension after demonetization also. This is good awareness programme for 
people who are having excess income and not paying tax. 

 
Health Insurance: Especially in health related insurance policies increase because health is the first criteria 
for the economy. Health is wealth concept will increase in future. These all are come under the social security. 

 
Digital Transactions: After demonetization many people got the lesion idle excess money keep at home 
create problem so better to deposit in banks or investment in different investment avenues. If they deposit in 
bank generally there is chances for the digital transaction. 

 
Emergency Plan: demonetization is good thing but challenging. Immediately shorter problems but longer run 
it will give good results. For general public and society should prepare for the emergency plan for the essential 
expenses means should invest in liquid assets. 

 
Investment in Luxury Assets: After announcement of demonetization most of the rich people those who are 
having block money purchased the luxury assets like car, gold, furniture, investment in real estate. 

 
Investment in Mutual Funds: post demonetization mutual fund industry investment also slowly improving 
compare to previous years. 
 
Demonetization-Negative Impact: The Indian Supreme Court while hearing one among a slew of cases filed 
against the sudden demonetization decision in various courts, observed that it "appears to be carpet bombing 

and not surgical strike which government repeatedly claims it to be”. 
 
Nobel laureate Indian economist Amartya Sen, “severely criticised the demonetization move calling it a 

despotic action among other things”.  
 
Former Senior Vice-President and Chief Economist of the World Bank, Kaushik Basu, “called it a 'major 
mistake' and said that the 'damage' is likely to be much greater than any possible benefits” 
 
The Reserve Bank of India on August 30, 2017 released its report on demonetization. “In the report, it said 99 
per cent of the banned notes came back into the banking system which trashes all claims of Narendra Modi 
that the move will flush out the black money and counterfeit currency”.  
(https://timesofindia.indiatimes.com/topic/Demonetisation). 
 
According to mamata banerjee, "Demonetisation was not to combat black money. It was only to convert black 
money into white money for vested interests of political party in power.""Black money became ‘white fund’ 
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for them and the country was plunged into darkness," she added Praveen Chakravarty, Senior Visiting Fellow, 
quoted on the cash ban affecting small businesses in India, in an article carried by Consumer and Society. 
Excerpts below: 
"India has over 100 million small firms which are estimated to account for 40% of its economy and 

approximately 80% of all its jobs. These firms have been hit hard by this change as most of their business is 

done in cash. Two million workers are thought to have lost their jobs in the first half of 2017."  
 
Former finance minister P Chidambaram “reacted by hitting out at the government and saying 99% notes 

legally exchanged! Was demonetisation a scheme designed to convert black money into white?” 

 
The Following are the Negative Impact due to Demonetisation 
1. Businesses are loss due to limited cash circulation in the business world. 
2. Negative impact on gross domestic product (GDP). 
3. Black money holders will search for new methods to come out the situation. 
4. It may be difficult to the government to destruction of old currency notes and printing new currency notes 

within a short period. 
5. People may be afraid to deposit cash in bank in future. 
6. Small business people will suffer more due to short supply of cash. 
7. Daily wages people also will get problem with demonetisation. 
8. People who use train or bus for travelling one place to another place also get the problem with 

demonetisation. 
9. It may short term financial problems for poor people. 
10. It may in convenience to the all types of citizens of in India. 
11. Real estate with cash transaction will impact more seriously. 

 
Conclusion 
Short term may be problem with demonetisation but long term many advantages with demonetisation. It will 
helpful for the economic growth, many black money holders can avoid the fraud transactions. Government is 
ready to take all necessary steps to supply necessary currency and it may concentrate on smooth flow of 
currency. Demonetisation will create root to the digitalisation of the economy. 
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Fuzziness of Passengers’ Services: A Study on Indian Air Transport 
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Abstract  
 This study stabs to review the various levels of services of the airline industry and their importance using fuzzy 
approach. And maximum care was taken to establish these attributes, with fuzzy Delphi technique. The study was 
conducted in Bhubaneswar city, India. To gather the relative information, structured questionnaire was taken with proper 
validation and consistency. As the airline is the one of major medium to access the globe, as well in the international 
transport, time demand to study quality of services in air line industry. Due to services and quality are related to 
combining activities of different factors, and again it concern to human tendencies, it is difficulties to measure the same. 
Therefore the study attempts to fill the gap in the existing literature with a different approach for evaluating airline service 
quality. At last, some valuable conclusions and useful suggestions are provided to airline industry, to improve the service 
quality further. 
Keywords: Service quality, Fuzzy, Aviation, Defuzzification 
 
 
Introduction  
The growth and development of a nation, depends on the growth of transportation in major extent. In India 
recently, it occupies the third and fourth place with respect to passenger movement and freight movement 
respectively. From a social perspective, public transport is the only means of transport for the poor. From an 
urban mobility perspective, public transport is more efficient than personal motor vehicles in terms of the road 
space it uses up and the energy it consumes. Transports related infrastructures facilitate human as well as 
resources mobilization in a society. 

 
Literature Review 
Managing services effectively is the primary challenge in the management domain because of intangibility, 
heterogeneity, per is hability, inseparability of services and massive human involvement in service delivery 
process. Indian aviation industry is the 9th largest market in the world, which has significant contribution to 
business and tourism growth of our country. The paradox of the sector, which serves the world’s fastest 
growing economies and shows exceptional growth in traffic, is that almost all Indian carriers are in the 
commotion. 
 
Service is an organized system of labour and material aids used to supply the needs of the public. “Customer 
service is a series of activities designed to enhance the level of customer satisfaction – that is, the feeling that 
a product or service has met the customer expectation (Trumble, et al 2002).  
 
A service is any actor performance that one party can offer to another that is essentially in intangible and 
does not result in the ownership of anything. Its production may or may not be tied to physical product 
(Kotler, 1982). Service quality can thus be defined as the difference between customer expectations of 
service and perceived service. If expectations are greater than performance, then perceived quality is less than 
satisfactory and hence customer dissatisfaction occurs (Lewis et al 1983, Parasuraman et al 1985). 
 
---------------------------------------------------------------------------------------------------------------------------- 
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Gronroos, postulated that two types of service quality exist: technical quality, which involves what the 
customer is actually receiving from the service, and functional quality, which involves the manner in which 
the service is delivered. Wei and Hansen (2006) classify the passengers’ benefits resulting from airport 
capacity expansion into two categories: direct benefits and indirect benefits. Indirect benefits are obtained 
through airlines’ adaptation and service improvements after expansion. Air lines play key role in aviation 
industry.  
 
As in the form of research questions this study is engrossed on; are the services offered by the airlines, 
sufficient to passengers? And is there any difference between passengers’ expectation and perceptions?  

 
Objectives 
From the above research questions, the objectives of the study can be outlined as follows: 
1. To study the existing course of services, offered by the Airlines and to know, further possible services 

can be offered by the airlines  
2. To study the different primary dimensions for airline services that mostly impact to service quality  

 
Fuzzy Set Theory 
This set theory extended to classical set theory with partial membership function. A set in a classical theory 
always has a sharp boundary because membership in a set is a black-and-white concept that means, an object 
either completely belongs to the set or does not belongs to the set at all. Even though some sets, do have sharp 
boundaries, many others do not have sharp boundaries. Fuzzy set theory directly addresses this limitation by 
allowing membership in a set to be a matter of degree.  
 
The degree of membership in a set is explain by a number between 0 and 1; 0 means entirely not in the set, 
while 1 means completely in the set, and a number in between two means is partially in the set. Thus a fuzzy 
set defined by a function that maps objects in a domain of concern to their membership value in the set. This 
function is called the membership function(Yen and Langari, 2011).The membership function of a fuzzy set A 
is denoted as µA, and membership value of x in A is denoted asµA(x).The fuzzy set theory was founded by 
Zadeh (1965) who introduced the grades from ‘0’ to ‘1’.  
 
A fuzzy set A is defined by a set or ordered pairs a binary relation, 

A={( x, µA(x) ) | x∈ A, µA(x)∈[0,1]}(1) 
 
Where µA(x) is a function called membership function; and µA(x) specifies the grade or degree to which any 
element x in A belongs to the fuzzy set A. 
 
This fuzzy set theory which helps measuring the ambiguity of the concepts that is associated with human 
beings’ judgments. The terms like, probably, most, good, poor, best, love, affection very much, agreed and so 
on the expression can be heard in our day to day life and the common among the words is that they are more 
or less uncertainty, imprecise, ambiguity and vague in computational sense.  
 
Hence the subjective airline service quality items become objective quantitative numbers (Mohantyet al 
(2005),Nejatiet al(2009), Lai et al(2010), Park & Kim, 1990, Mahapatra & Rajashekhar, 2014).The important 
concepts in fuzzy logic is that instead of enumerating all these different descriptions, they can be generated 
from a core set of linguistic terms (called as -“term set”) using modifier (like very, much, more or less) and 
connectives (like and, or). In fuzzy logic we can call these modifiers as “Hedges” (Yen and Langari, 2011). 
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Fuzzy Numbers 

Fuzzy numbers is a fuzzy subset of universe of numeric numbers (real numbers) and represent the expansion 
of the idea of confidence with closed interval. For instance fuzzy real number is a fuzzy subset of the domain 
of real numbers.  
 
The concepts of fuzzy numbers were introduced after that of fuzzy set. Valuable contributions to fuzzy 
numbers were made by Dubois and Prade (1978), Kaufmann and Gupta (1985), Bojadziev and Bojadziev 
(1995) and so on. 
 

The importance of this logic, to provide low cost solutions to managers, handles the complex system in the 
process by rule based system. It can be used for controlling in too nonlinear or too ill-understood to use 
conventional control designs. According to Zadeh (1975), it is very difficult quantification to express 
reasonably those situations which is hard to define.  
 
A linguistic variable is a variable with lingual expression as its values. One example for the linguistic variable 
is ‘‘airline service quality’’. It means the service quality that passenger experiences during the flight carried by 
the airline. The possible values for this variable like very dissatisfied, not satisfied, average, satisfied, and 
excellent.  
 
For example, term like “service quality of airline” represents a linguistic variable in this study. If we take the 
value like “good,” the membership functions of expression values can be written by triangular fuzzy numbers 
as follows.  
 
µA(x) = (L, M, U) with the scale range of 0 to 1, the respondents cab subjectively assume their personal range 
of the linguistic variable µA(good) = (.20, .40, .70) which can be shown on the following figure: 

 
 
 
 
 
 
 

 

 
 
 

Figure 1 Membership Function of the Term ‘Good’ in Triangular form 
 
A triangular fuzzy number A with a membership function µA(x) is specified by three parameters {a, b, c}, 
denoted by “triangle (x: a, b, c)”  
 
 
 
 
 

Airline Service 

 

 

 

                1 

 

 

µ(X) 
Good 
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Triangular numbers are used in the applications to fuzzy controllers, managerial decision making, business 
and finance, social sciences etc. 
In second a trapezoidal fuzzy number is specified by four parameters {a, b, c, d} as follows 

 
 
 
 
(3) 

 
 
 
 
 
 
In figure it can be represented as bellow: 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 2 
 

It is a particular case of a fuzzy number with a flat. The supporting interval is [a, b] and the flat segment on 
level α = 1 has projection [b, c] on the X-axis. With the four values a, b, c, and d we can construct a 
trapezoidal number as (3). It can be denoted as  
A = (a, b, c, d) (4) 
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n
i=1 , 1/n ∑ mij

n
i=1 , 1/n ∑ uij

n
i=1  ) = (lAij,mAij,uAij)(6) 

 
Defuzzification 
As we know, the result of integrated operation is also a fuzzy number. So we may interpret our possibility 
result either through linguistic approximation (that means, with fuzzy numbers), or through crisp 
approximation (non-fuzzy number) that means defuzzification. Linguistic approximation gives a qualitative 
interpretation, while the latter gives a quantitative summary and is more commonly used in fuzzy logic control 
and other industrial applications. Therefore, it is necessary that the non-fuzzy evaluation method for fuzzy 
numbers be employed during the airline service comparison process for each alternative. That means, 
Defuzzification is a technique to convert the fuzzy number into crisp real numbers, a single representative 
value that captures the essential meaning of the distribution.  

 
Fuzzy Delphi Method 
This method is the classical method for long range forecasting in management science called as Delphi 
Technique. It was developed in the sixties by the Rand Corporation at Santa Monica, California. 

 
Methodology 
Each research methodology has its own relative weakness and strength (Tuli, 2010). There are different 
methods to be followed according to the kind of study and data to be analyzed. For the first objective, the 
study is based on available secondary data, from annual reports and descriptive statistics will be used with the 
help of SPSS-20, to get what are the services and how it achieved till now in air transportation sector. 
 
Second part of the study, is explorative (Stern et al 2012) and primary data was collected through the 
Bhubaneswar city only with survey method. Different services to air passenger usually concerned to three 
types like service on airport, inside the airline and service related to booking, information, before boarding etc.  
 
For the study, closed ended structured questionnaires were prepared. It was two sections like first section 
contains different variables or items related to airline service. While the second part of questionnaire is 
concerned to demographic profile. Basic 38 items were considered out of160 excluding 15 demographic 
variables. Questionnaires of first section is 5- point Likert Scaled, whereas second part is categorical in nature. 
More than 280 questionnaires were send to passengers through different mediums.  
 
This study has followed purposive (Non- probability) sampling techniques, because the list of population 
cannot be available and it is also indefinite. Purposive sampling is an approach whereby the researcher selects 
a non-probability sample they believe is representative of the population as a whole (Zikmund, 1997). 
 
The data was collected across the Bhubaneswar city which contributes more than-3% of passenger to the total 
population in India in October, 2013.The researcher has visited the concerned airport frequently and consulted 

Due to every respondent perceives differently to every attribute, so for the valuation of the linguistic variable 
varied among individuals. For this we can integrate or find the average of the overall fuzzy judgments by 
following equation (Tsaur, 2002). 
AV 1j = (1/n)  (P1j⨁ P2j ⨁P3j … Pnj) (5) 

Where, n = no of respondent 
 j = for attribute or item or variable  
So fuzzy average triangular can be written as (Buckley, 1985) 
AV ij = (1/n∑ l ij
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to respective official, also accessed the passengers. The proposed sample is based upon 95 percent confidence 
level and 5 percent sampling error (Krejcie & Morgan, 1970; Hair et al. 2008). 
 
Due to the study is independent and in particular place like Hyderabad, the researcher did not felt to use 
SERVEQUAL (Parasuraman et al., 1985) technique as base of the study. Due to this technique is meant for 
western countries and applied for both economy as well as business class passengers. Hence without loss of 
generality, the present study has followed this as theoretical support on the basis of service quality. 
 
So the study is meant only for economy class passengers, and who have completed at minimum two times 
flight journey are targeted respondents. In an effort of conducted survey, 234 questionnaires were returned 
with a return rate of 83%. Out of 234 returned questionnaires, 13 were discarded, due to only once flight 
journey experienced respondents to avoid further biased. Reliability is the degree to which a test consistently 
measures whatever it measures. In this study the value of Chronbach Alpha is .725 that means it is ensured 
that to be best suited as 72 percent.  
 
It was tested both internal as well as external validity like construct, converge validity etc. Here Cohen’s 
kappa Coefficient between gender and marital status is 0.86 that means it is almost perfect agreement between 
the two variables, while the variables like educational background and profession is 0.56, with p < 0.001. This 
measure of agreement, while statistically significant, is only marginally convincing it shows that moderate 
consistency within the duo.  

 
Table 1 Research Design 

Particulars 
Air passengers 

Component 
Respondents/ Sample Male (47%) Female (53.6%) 
Sampling Method Purposive (Non Probability) sampling 
Data collection method Survey 
Research instrument Structured questionnaire (closed ended) 

Instrument reliability Cronbach’s alpha- scaled data (.725) 
Cohen’s kappa Coefficient-

Categorical data (.56) 

Instrument validation Face (measured) 
Predictive-

(tested) 
Content-(tested) 

Constructive 
(Scope) 

Field of Study Bhubaneswar city only (more than 3% of country’s air passenger) 
Time period May, 2017 
Source: Self illustration 
 

Using the passenger aspects as subjected to study, this paper attempts to determine the different services 
perceived by the passenger and its impact towards the airlines and airports and to find any possibility to offer 
more value. Aggregate behavior of passengers is assumed to be function of airport related services, services 
offered by the concerned airlines and other direct and indirect services. 
 
The study has established following steps to find, the importance of different services offered by the airlines. 
These are follows: 
Step 1: Identifying the different services offered by the airlines from earlier literature available. Collected 
items were validated from the experts of the discipline. 
Step 2: Principal component analysis was used to generate different dimensions’ of service quality. Discarded 
the variables, those are less factor loading and shares cross loading with other items simultaneously to factors. 
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Step 3: Fuzzifying the remaining variables those are high factor loading toward the respective factors, once 
only included in a single factor. 
Step 4: Defuzzifying them with COA method/ MOM, to get importance of variables both factor as well as 
item wise. 
Step 5: To confirm the relative importance of services each other either factor wise or item wise can be 
calculated by using the Fuzzy Delphi techniques. But here the study to confirm this might be out of purview. 
 
Before factor analysis, the study is ensured for enough samples, i.e. sample adequacy, otherwise the study will 
not give proper result. Therefore as a principal component analysis (PCA) was conducted with 35 (and +15) 
items with orthogonal rotation called as varimax. The KMO measure was verified the sampling adequacy for 
the analysis with value, KMO = .71 (should be above .5) and all KMO values for individual items are > .52 
which is above the accepted limit of 0.5. Again the relative Bartlett's Test of Sphericity - �2(703) = 12087.93, 
and p = .000 < .001 shows that the correlations between items are sufficiently large for PCA.  
 
From the above table 2-components have Eigen-values over Kaiser’s criterion of 1 and that explained more 
than 81.7 of the variance. The Scree plot is little ambiguity shows inflexions that will justify the retaining the 
5th and 7th components. So it is confirms that minimum 7 factors can be retained here.  
 
The evaluators were asked to give their judgments and each linguistic variable can be indicated by a triangular 
fuzzy number within the scale range 0 to 1. So the evaluators can subjectively assume their personal 
perception range with linguistic variable to each item. In order to establish the membership function for each 
linguistic expression term, the researcher asked to them to specify the range from 0 to 1. Then these score 
were latter formed to triangular form. 

 
Table 2 Factor Analysis Result 

 Component Matrixa 
S.No. Variables Components 

1 2 3 4 5 6 7  
1 Security system of airport .797 

 

 

     

2 Courteous of Security Staff .682 
3 Airport Waiting Facilities .630 
4 Good Announcement System .683 
5 Electronic display board .790 
6 Retail outlets .611 
7 Restaurants .678 
8 Good toilet facilities .627 
9 Airport staff courteous .779 
10 Premises of the airport was clean .858 
11 Quality Eatables 

 

.408 
12 courteous of supporting staff before boarding .668 
13 Interior cleanness of Aircraft .683 
14 Various magazines offered by Airline .761 
15 Fare of airline was reasonable .747 
16 Charge for overweight baggage was reasonable .751 
17 Good solution was provided for missing 

baggage 
.889 

18 Message was sent to passenger's mobile about 
journey related information .768 

19 variety of eatables by airline 
 

.559 
20 Quality eatables by airline .773 
21 Airline made u feel safe .512 
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22 Airline provide promised services .411 
23 space for Passenger's Queue 

 

.466 
24 Level of your satisfaction that was handled .575 
25 It was easy to contact the staff for any problem .459 
26 In flight services of aircraft was up-to-date .674 
27 Up to and accurate information and 

 

.498 
28 Appearance of Airline employees .464 
29 Adequacy of staff number .400 
30 Flight arrived in time as promised .436 
31 If yes, then it was how .473 
32 Friendliness of staff to passengers 

 

.525 
33 Informing to passengers about when service to 

performed .527 

34 Availability of Carrier wheels 
 

.530 
35 Aircraft has comfortable seats .529 
 Extraction Method: Principal Component Analysis. Items-35 

Using the fuzzy algebraic process, the study has scaled to linguistic expression of its questionnaire, in 
triangular format as below (Chou et al, 2011). 
 

Table 3 Linguistic Expression in Triangular Format 
Linguistic variables in triangular form 

Highly satisfied (0.8, 0.9, 1.0) 
Satisfied (0.6, 0.8, 0.9) 
Neither satisfied nor dissatisfied (0.4, 0.6, 0.8) 
Dissatisfied (0.2, 0.4, 0.6) 
Highly dissatisfied (0.0, 0.2, 0.4) 

By considering the above table, the respondents’ crispy valuation is converted to triangular form and then we 
can find average value of the each attributes. 
 

Table 4 Triangular Fuzzy Number and their Ranks of Variables 
Variables Fuzzy form Average Rank Variables Fuzzy form Average Rank 

V1 (.21, .45, .61) 0.42 24 V19 (.27, .43, .60) .43 23 
V2 (.23, .42, .49) 0.38 26 V20 (.42, .64, .85) .63 10 
V3 (.46,.61, .84) 0.63 11 V21 (.42, .69, .81) .64 6 
V4 (.61, .81, .87) 0.76 1 V22 (.28, .41, .69) .46 16 
V5 (.29, .48, .60) .45 17 V23 (.48, .63, .86) .65 5 
V6 (.21, .42, .69) .44 21 V24 (.12, .24, .45) .27 34 
V7 (.10, .29, .42) .27 33 V25 (.43, .62, .84) .63 9 
V8 (.23, .45, .69) .45 18 V26 (.42, .62, .87) .62 12 
V9 (.25, .46, .60) .44 22 V27 (.44, .84, .95) .74 2 
V10 (.42, .64, .89) .59 13 V28 (.49, .69, .87) 0.68 4 
V11 (.13, .29, .48) .38 27 V29 (.23, .42, .64) .47 15 
V12 (.23, .47, .65) 0.45 19 V30 (.23, .42, .69) .45 20 
V13 (.28, .45, .68) .47 14 V31 (.11, .22, .41) .34 28 
V14 (.17, .28, .46) .30 31 V32 (.44, .63, .85) .64 7 
V15 (.14, .23, .42) .26 35 V33 (.62, .83, .91) .71 3 
V16 (.19, .28, .48) .32 30 V34 (.23, .41, .60) .42 25 
V17 (.18, .23, .48) .29 32 V35 (.42, .63, .84) .64 8 
V18 Discarded    

Note: From the above table, it is noted that ranks 6, 7 & 8; 9, 10 &11; 14 & 15; 17, 18, 19 & 20; 21& 22; 24 & 
25; 26 &27; 33 & 34 are similar to the rank 6, 9,14,17, 21, 24, 26, and 33 respectively. 
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From the table 02, shows the relative importance of the service qualities are obtained by applying the fuzzy 
approach after converting each items to the fuzzy triangular number. The weights or importance of each of the 
variables are; announcement system (0.76), providing up to -date and accurate information (0.74), informing 
to passenger about when the exact service to provide (0.71), dissent appearance of the airline employees 
(0.68), enough space for passenger queue (0.65), make you confidence about safety, friendliness of staff 
towards the passenger and offering comfortable seats having same importance to the passengers’ (0.64), easy 
for passengers to contact the staff about their problem and availability of quality eatables inside the aircraft as 
well as airport with weight (0.63), first ten result service quality of the airlines. The interesting result is that, 
fuzzy table having different result with the component matrix table in terms of factor loading to particular 
factors. If we will compare within the factor items, we can get as, in first factor of component matrix, the 
highest influence and factor loading is to premises lean of airport while, good announcement system is in 
fuzzy approach. The least importance in this factor is availability retail outlet (.611), while in fuzzy approach, 
it is availability of restaurant (.27), having similar result. But fuzzy approach is a sophisticated and reliability 
for qualitative study with vague and imprecise information. Now we study, on the basis of dimension wise 
from the following table. 

Table 5 Triangular Fuzzy Number and Rank of Factors 

 
From the above table shows, courteous that means good behavior of airport staff, flight crews soothes the 
unease of air travel and make the trip pleasant and interesting (Tsaur, 2002). In other words, courteous 
(empathy) is the primary factors (72%) for the economy class passengers’. The above design also reflects how 
sincerity (56%), in terms of departure as well as the arrival plays important role for passenger to choose the 
particular airline. In next overall quality (54%) of services, acts as an influencer to decide for specific flight 
journey.  
 
Now we are using fuzzy Delphi technique to confirm the factors from the respondents. Before asking to 
respondents, to give their opinion for above service quality, the researcher used clarify of intention, about 
factors and combining variables, and objectives of this process. The study has taken seven (4 faculties and 3 
scholars) experts, concerning their expertise and interest, to evaluate service quality of airline. The 
respondents were asked, to give their opinion in triangular format directly from range 0 to 1, in form of (Li, 
M i, Ui), i = 1… 7 and the study assumed Li< Mi < Ui , 
Where, Li = is the least level of service quality should be available 
M i = most possible/ perceived services 
Ui = expected services. The results are shown in the following table: 5, 
 
Now we can find the fuzzy average, of the above seven respondents R1 to R7which gives, Rave= (0.58, 0.78, 
0.97) 
 

Factor Fuzzy number Defuzzified Rank 
Availability and facilities (0.30,0.50,0.67) 0.49 6th 
Cleanliness (0.18,0.31,0.51) 0.33 7th 
Qualities (0.34,0.54,0.73) 0.54 3rd 
Sincerity (0.36,0.58,0.75) 0.56 2nd 
Comfort (0.30,0.51,0.71) 0.50 5th 
Courteous (0.53,0.73,0.90) 0.72 1st 
Adequacy (0.32,0.52 0.72) 0.52 4th 
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If the authorities are not satisfied with the average of service qualities level (0.58, 0.78, 0.97) to ascertain, then 
the deviation will be given to each seven expert/ respondents Ri for reconsideration. The respondent will 
suggest new triangular number Si in the following table. 

 
Table 6 Responses 

Respondent (Si) L i M i Ui 
S1 0.57 0.88 0.90 
S2 0.61 0.89 0.93 
S3 0.67 0.89 0.94 
S4 0.65 0.83 0.97 
S5 0.58 0.78 0.98 
S6 0.71 0.83 0.99 
S7 0.65 0.85 0.99 

 
Table 7 Deviations 

Si Save - Li Save - Mi Save - Ui 
S1 0.05 -0.03 0.05 
S2 0.02 -0.04 0.02 
S3 -0.04 -0.04 0.01 
S4 -0.02 0.02 -0.02 
S5 0.05 0.07 -0.03 
S6 -0.08 0.02 -0.04 
S7 -0.02 -0.88 -0.04 

Again, we can find the fuzzy average of the above seven respondents S1 to S7 of table: 6, which give,  
Save = (0.63, 0.85, 0.95) 
 
Deviations (7) can be obtained between Save and Si is given in the table table-8. Here the authorities may satisfy 
as Rave and Save, are very close, or approaching to close. After that fuzzy Delphi process can stop and accepts 
the triangular number Save  as combined conclusion of experts’ or specific respondents’ opinions. So here the 
result is either we accept that service quality level will be in the interval [0.6, 0.9], as the supporting interval of 
the triangular number Save which is most of the accepted form by the passengers.  
 
The most likely level of acceptable service quality in order to the defuzzification method is 0.81.Close 
between the two triangular fuzzy average numbers can be shown in the following figures details.  

 
Conclusion 
The fuzzy approach to evaluate service quality proposed is tested at Bhubaneswar respondents. At last, some 
useful findings are given. The study found the service attributes with their relative importance, may indirectly 
followed to analytical hierarchy process (AHP) of MCDM. The important findings of the study cover different 
perspectives of Indian passengers. Passengers are primarily concerned to good behavior from the staffs at 
different level of services offered. After that passenger expect to reach in time as they paid more to this 
services. So the authorities should concerned more and more for internal marketing related to employees 
behavior and timely departure as well as arrival what promised made earlier. The interesting finding is that, 
now the passengers are more aware about availability of services and that should be more reliable and quality, 
the way to distinguish from the competitors. Same results were found from the earlier in Hyderabad also 
(Mahapatra & Rajashekhar, 2013). Though the study has used five linguistic expressions as par, the traditional 
study about five point Likert’s scale. It may extended to either seven linguistic expression for more accurate 
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observation. Here the paper attempts to estimate and ascertained maximum and minimum level of services and 
exact level of services (defuzzifyed) overall. It is possible to estimate all the extracted factors, using fuzzy 
Delphi method as former requirements. The study is based on Bhubaneswar city only with limited 
respondents. It is scope that it can be extended to other cities with huge samples. 
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Abstract  
 India is moving on the path of a major digital revolution. Digitalization of the payment mechanism will be considered 
as milestone in the era of cashless future economy. Digital wallet is a new application of mobile payment that has 
functionality to displace a conventional wallet and more. Mobile wallets are app-based stored value accounts, funded 
through credit or debit cards or via net banking. Paytm, Mobi Kwik, Free charge and Citrus Pay are some well-known 
mobile wallet examples. During the last decade, a reasonable amount of research was carried out in the field of retail 
payments to better understand market participants’ behaviour and their underlying motivations. However, research into 
consumers’ attitudes towards attitude, safety perception on digital payment behaviour is scarce. The objective of the study 
is to investigate the customer’s perception towards digital payments applications while accessing banking services in 
Bangalore city. The present study compacts mainly with consumers’ willingness to conduct Digital Payment Application 
and their knowledge of the perception measures used in e-wallet transactions and study also reveals the customer’s 
perception towards Digital Payments Application and e-payments. The study is conducted among 100 respondents and a 
description of the research process is provided. The major factors and interpretations are then discussed, providing a 
clear picture of the findings, after which the conclusion of the study is drawn.  
Keywords: Customer’s Perception, Digital Payment Applications and E-Payments / Wallets. 
 
 
Introduction  
Digital banking is the term used for new age banking system. E-banking is also called as online banking and it 
is an outgrowth of banking. It uses the inter as a delivery channel by which to conduct banking activity, for 
example, transferring fund, paying bills, viewing checking and savings account balance, paying mortgages and 
purchasing financial instruments and certificates of deposits. Digital banking is a result of explored possibility 
to use internet application in one of the various domains of commerce. It is difficult to infer whether the 
internet tool has been applied for convenience of bankers or for the customer’s convenience. But ultimately it 
contributes in increasing the efficiency of the banking operation as well providing more convenience to 
customers. Without even interacting with the bankers, customers transact from one corner of the country to 
another corner. There are many advantages of Digital banking.  
 
It is convenient, it isn’t bound by operational timings, there are no geographical barriers and the services can 
be offered at a minuscule cost. It has experienced explosive growth and transformed traditional practices in 
banking. Due to late entry into the industry, understood that the establishing network in remote corners of the 
country is a very difficult task. It was clear to them that the only way to stay connected to the customers at any 
place and at any time is through internet applications. They took the internet application as a weapon of 
competitive advantage to corner the great monoliths like PSBs and Private Banks are pioneer in India to 
explore the versatility of internet applications in delivering service to customers.  
 
Adoption of cashless transaction has been significantly pushed by Prime Minister Mr. Narendra Modi as part 
of government reform after demonetization of high value currency of Rs. 500 and 1000 (86% of cash 
circulation).  
---------------------------------------------------------------------------------------------------------------------------- 
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The demonetization resulted in unprecedented growth in digital payment. Digital wallet companies had shown 
a growth of 271 percent for a total value of US$2.8 billion (Rs. 191 crores), Indian government and private 
sector companies such as Paytm, Freecharge and Mobikwik had been aggressively pushing several digital 
payment applications, including the Aadhaar Payment app, the UPI app, and the National Payments 
Corporation of India developed the Bharat Interface for Money app.  
 
Digital transfers using apps has bought behavioural change and helped in the adoption of digital payment. It 
has resulted in ease of transfer of money in urban areas which was not touched earlier by the digital payment 
method. Now many foreign investors want to invest in digital payment industry which is new attractive 
destinations because of scope of tremendous expansion in India. 
 
India has joined other countries in the digital payment revolution a lot faster than the past where we often 
lagged behind in adopting technology, especially in the financial sector. This is set to have a transformative 
impact on our country, especially as digital payments spread into rural areas. Statistics shows that in 2012, 
86.6 percent of payments in India were cash payments, and between 2012 and 2013, India had more than 7600 
crore pieces of current floating in the economy. Worldwide there is a tremendous interest among policymakers 
to explore the possibility of moving towards a cashless economy.  
 
Digitisation of transactions is the best way to move towards cashless economy. Rural areas are home to two 
thirds of the country’s population of some 870 million people where much of the challenge lies in achieving 
cashless transactions for the rest of the decade. It is estimated that rural users will constitute almost half of all 
internet users in 2020. Number of connected rural customers is expected to increase from 120 million in 2015 
to almost 315 in 2020. Over 93% of people in rural India have not done any digital transactions. So, the real 
problem lies there. The government has taken steps including announcing zero balance account for people, but 
growth of bank branches has been low.  

 
Digital Payment Applications Modes in India 
The Government is going all out to encourage the adoption of digital payment platforms. It initially waived off 
the service tax on card transactions up to 2000 and announced discounts on purchase of petrol, diesel and 
railway tickets, among others, if paid for digitally. It is also pushing for a sharp cut in the transaction charges, 
levied by banks on merchants, on debt and credit cards. More recently, the government launched two schemes, 
lucky grahak yojana and digi dhan vyapari yojana, offering around rupees 340 crore in cash rewards to 
encourage digital payments between Rs 50 and Rs 3000. It is also aggressively pushing UPI (united payment 
interface) and is expected to launch an app that users can download to transact across multiple banks. An 
upgraded feature-rich version of the USSD (unstructured supplementary service data) platform, which allows 
banking transaction through future phones without internet connectivity, is also to be unveiled.  
 
Those without mobile phones can now also transact digitally through Aadhaar based payments using just their 
fingerprints. E-wallet providers have also jumped at the opportunity. It is raining discounts and cash backs in 
this segment, which is attracting more users on these platforms. For instance, freecharge recently ran a two- 
day flat 100% cash back campaign on purchases like movie tickets, meals and online shopping. It claims that 
during this short window more than 3 lakh new wallets were created and volumes rose 15 times. 
 
India is heading on the path of a major digital revolution. The future economy will be driven by cashless 
transaction which will be possible only though digitalization of payment mechanism at different location such 
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as smart phone, internet banking, card transaction etc. The focus of present study is to find how respondents 
are adopting digital payment. The study collected response from 100 respondents and analyzed their 
perception, preferences and satisfaction level of digital payment. It further identifies the barriers and 
challenges to the adoption of digital payment. The Table 1 gives the top most digital payment applications 
/wallet of India. 

 
Table 1 Top Most Digital Payment Applications in India 

S. 
No. 

Applications Key Features 

 
01 

 
Paytm 

Transferring money instantly to the bank from Paytm account Safe to store 
customer’s CVV number. Paytm has launched an app password feature for Paytm 
Wallet in order to ensure the money is safe even if the customer lose or misplace 
his/her phone.  

02 Mobikwik Introduction of M-Wallet for easy storing and transaction of money. Instant recharge 
without sign-up. Encrypted and highly secured transactions. User friendly mobile 
application. 

03 Pay Umoney Auto read of OTP. Picking up the transaction where it dropped. Risk monitoring 
04 Citrus Fastest among all the digital wallets. Citrus Pay wallet offers and discounts, 
05 Oxigen Send money to other mobile phones Shows transaction history 
06 Momoe It can store their credit card details and make mobile payments at various restaurants, 

grocery stores, apparel, salons and other retail outlets. 
07 State Bank 

Buddy 
Transfer money to other users and bank accounts, pay bills, recharge, book for 
movies, hotels, shopping as well as travel. 

08 Citi Master 
Pass 

India’s first global digital wallet for faster and secure online shopping. It ensures 
faster checkout with a single click or touch and stores all your credit, debit, prepaid, 
loyalty cards and shipping details in one place. 

09 ICICI Pockets It provides the convenience of using any bank account in India to fund your mobile 
wallet and pay for transactions. 

10 LIME It is an application that offers a mobile wallet, payments, shopping and banking 
facilities. 

11 HDFC Chillr Chillr is an instant money transfer app created by HDFC to simplify money transfer 
and payment process for its customers. 

12 Ezetap, It offers business owners solutions to accept card payments via electronic devices. It 
also sends customers e- receipts through an SMS or email. 

Source: http://www.socialbeat.in/2015/09/29/top-10-mobile-wallets-in-india/. 
 
Benefits - Digital Payment Applications 
Digital wallet appears to be beneficial in generating real revenue stream to all the stakeholders of mobile 
ecosystem like- customers, banks, mobile-operators, financial institutions. For the Customers: Anywhere, 
anytime payment experience which is the essence of immediacy & ubiquity; No dial-up, no configuration or 
booting requirement to ensure instant connectivity through wireless route and Substituting voice 
communication through texts & images for deaf or mute users.  
 
For the Banks: Additional income stream through innovative user’s friendly services; Enhanced brand image 
through alternate sales channel in mobile payment space and thus leading to loyalty development; Extending 
value-added services through 24x7 branchless banking experience. State of the art security platform. For the 
Financial Institutions:  Ensuring enhanced customer’s satisfaction and their retention together with direct 
marketing promos for tailored offerings to specific clients; Generating new business leads by one to one bank 
client relationship; Enables FIs to keep constant connection with clients through 24x7 formats to serve their 



Special Issue on Services in Emerging Markets 
 
 

 
186 

diverse needs everywhere, all the time; Increased reach to more customers, especially the unbanked segment 
due to increasing mobile usage rate and thereby reduced operating costs out of fewer direct teller interactions 
happened physical branches. For the Mobile Operators: Expanded service portfolio & increased brand 
promotion to create a differentiating factor to generate more new leads; Lucrative route to strengthen client 
loyalty base visa-vis lessen churn & attrition rates; FIs gain increased revenue by high mobile traffic build up; 
It enable users to check bank account status & recharge prepaid mobile account instantly using mobile 
payment gateway (IMPS). 

 
Need and Importance of the Study 
Currently, Cash may no longer be king. While waiting for the serpentine queues at ATMs and currency notes 
of Rs 100 denomination to become easily accessible again, the adoption of digital payment solutions is picking 
up at a furious pace. Everyone from the neighbourhood vegetable vendor to the chai and bhelpuri-wala is 
embracing digital payment solutions to tide over the cash crunch. 

• Most people are switching to digital payments for its convenience. 

• Risk of fraud and lack of merchant acceptance are main concern.  

• Card have been the preferred mode of payment since the demonetisation. 

• Customers seem to prefer net banking for high-ticket transactions. 
 
Moreover, a satisfied customer will come back and refer the digital payment services to other as well. 
Customer perception and satisfaction is considered as a necessary condition for customer retention and loyalty 
and hence helps in realizing economic goals.  
 
Banks are now moving its business towards online along with the conventional banking. Digital payment is 
just the extension of conventional branch banking. Here the services are provided online that were originally 
provided in the branches. Thus, customer satisfaction has got great importance in digital payment as well. 
High level of satisfaction is demanded by the customer as customer expectation in digital payment is very high 
and competition is also high with little differentiation in type of services offered.  
 
Digital wallet payments bring extra convenience to shoppers by offering flexible payment additions and 
accelerating exchange. The emergence of Internet, the improvement of Information Technology, and the fast 
growth of wireless telecommunication between organizations and individuals have affected the financial 
system greatly and also have increased the use of Electronic Finance (E-Finance) locally as well as globally-
Finance has affected businesses, individual consumers and has also reform the trading relationships. Most 
organizations need to adopt the new technology in the new environment and enhance their businesses 
efficiency to gain competitive advantage and to succeed in the global economy.  
 
One of the new challenges in the competitive and global economy is E-Finance including electronic payment. 
E-finance technology is considered one of the most important factors to gain competitive advantage in the 
global economy.  
 
Therefore, organizations try to improve the interchange of information and electronic payment, and enhance 
the means of transactions between trading partners (suppliers and customers). This can be through breaking 
the barriers that restrict information sharing. When the volume of transactions and information sharing 
increases; the level of the associated risk will also increase. Therefore, organizations need to ensure the 
security of data and the system itself to protect the users’ information being shared. 
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Today most organizations seek to complete their data interchange with Digital Payment Applications and gain 
from the associated cost saving and convenience offered to consumers, at the same time they need appropriate 
security system to ensure that during the financial transactions and electronic payment, all customers’ 
information will be protected. The researchers noticed that privacy is a significant important factor influencing 
e-businesses and Ecommerce.  
 
Therefore, Digital payment technology need to provide security mechanisms as a sufficient safeguard in the 
form of digital signatures, encryption and Web seal assurances…etc, whereby e-finance users perceptions can 
be gained. The fast growth of Internet and E Finance usage require a fast and similar growth in security system 
to satisfy the users especially those who use the digital payment transactions.  
 
India is moving on the path of a major digital revolution. Digitalization of the payment mechanism will be 
considered as milestone in the era of cashless future economy. The growth of the Indian digital payments 
space is expected to be driven by four trends that are also likely to impact how this industry looks in the 
future. India going digital, favourable regulatory environment, emergence of next generation payment service 
providers and enhanced customer experience are the four drivers contributed to the growth of Indian digital 
payment systems.  
 
The mobile wallet is a new application of mobile payment that has functionality to displace a conventional 
wallet and more. Mobile payments are a top investment priority for banks. In fact, the world’s biggest banks 
continue to focus most of their announced IT initiatives on mobile financial services (including payments) and 
online banking. (Batra & Kalra, 2016). Till date relatively less number of individuals have been utilizing 
digital wallet, as compared to mobile phone users. The fundamental obstacle is attitude of individuals, who 
require some serious energy to adjust to a yet another innovation. (Kunal Tahaem, 2016). Mobile wallets are 
app-based stored value accounts, funded through credit or debit cards or via net banking. Paytm, Mobi Kwik, 
Freecharge and Citrus Pay are some well-known mobile wallet examples.  
 
These wallets are primarily used for mobile recharges and bill payments. During the last decade, a reasonable 
amount of research was carried out in the field of retail payments to better understand market participants’ 
behaviour and their underlying motivations. However, research into consumers’ attitudes towards attitude, 
safety perception on digital payment behaviour is scarce. The objective of this study is therefore to investigate 
the determinants of safety perception and the attitude, awareness level towards digital payments.  

 
Review of Literature 
Digital payment as a financial exchange that takes place online between the seller and the buyer. Moreover, 
Humphrey and Hancock (1997) are in the opinion that electronic payments refer to cash and associated 
transactions implemented using electronic means. E-payment is also defined as payment by electronic transfer 
of credit card details, direct credit or other electronic means other than payment by cheque and cash. Ajeet 
Singh (2012) E-payment services are a convenient and efficient way to do financial transactions. Internet is 
not a secure media. Customers can purchase online through different methods such as electronic fund transfer, 
credit cards, debit cards, etc. Here we are talk about the only payment is made by means of a credit/debit card, 
and the goods need to be shipped physically.  
 



Special Issue on Services in Emerging Markets 
 
 

 
188 

E-payments generate information that can be used to analyse customer purchasing behaviour or to conduct 
other investigations, which can be used for purposes that violate customer’s privacy. Electronic commerce is 
the business that is doing through internet. There is no need to go in shop and buy particulars, in it just make 
online. E-commerce is the easy way for making online business. The way of e-commerce makes transaction 
reliable and faster with low cost.  
 
E-payment and E-commerce are tightly coupled to each other as to pay for using online services. E-payment 
system as a form of financial commitment that involves the buyer and the seller facilitated via the use of 
electronic communications. Also, Briggs and Brooks (2011) sees e-payment as a form of inter-connections 
between organisations and individuals aided by banks and inter-switch houses that enables monetary exchange 
electronically (Rasolinezhad, 2009) advised on how to protect one’s financial information in digital wallets 
from getting into the wrong hands. It warns of spoofed invoices which look legitimate and request payments 
through wire transfer or direct bank transfer.  
 
It also advises against clicking on links in e-mails and to avoid providing personal information such as social 
security number. It suggests setting a passcode on smartphones to avoid becoming a victim of identity fraud. 
Shin and Ziderman tested a comprehensive model of customer acceptance in the context of mobile payment. It 
used the unified theory of acceptance and use of technology model with construct of security, trust, social 
influence, and self-efficacy.  
 
Digital wallets offer the consumers the convenience of payments without swiping their debit or credit cards. 
Instant cash availability and renders seamless mobility is also a unique feature of these digital apps, for 
instance the balance in your Paytm wallet can be very easily transferred to your bank account as and when you 
want. All online transactions must pass through a payment gateway to be processed. In effect, payment 
gateways act as a bridge between the merchant’s and the financial institution that process the transactions. E-
payment gateway is the gate for making online transaction possible. By using payment gateway, transactions 
perform faster than old system. It is more secure as payment gateway proves secure tunnel to do payment. 
Payment gateway act as mediator between user bank and merchant bank. Also do verification of their details 
and make appropriate message to send information.  
 
Different payment systems are developing as internet-based so it becomes more faster than manual system. 
For every transaction it need to create tunnel so it takes more time to process, so better to use “National 
internet E- Commerce Payment Gateway”, which will act as an integrated payment service. The researchers 
suggested that service providers should be aware of the problems of their customers. The findings of the study 
gave a brief outlook for the practical implication for managers and policy- makers who have to make strategies 
and decisions in order to cater the unexplored service market. 
 
Objectives of the Study 
The present study aims to explore the major factors responsible for Digital Payment Applications based on 
respondents’ perception on various Digital wallet applications (Apps) and also study the usage level of 
respondents towards digital mode of payment in Bangalore city. 

 
Research Methodology 
The Present study is descriptive in nature and it has made an attempt to understand people attitude, perception 
and concerns towards digital payment Application systems. In order to attain the objective of the study, the 
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following methodology has been made use of: A sample of 100 urban people of Bangalore city has been taken 
for the study. The respondents are selected by using Convenient Sampling Technique. For the purpose of the 
study both Primary and Secondary data were used. The current study is based on primary data collected from 
100 respondents from the different parts of Bangalore city. A well-structured questionnaire was designed to 
collect the information from the respondents the questionnaire was designed to study perception of customer 
towards adoption of digital payment application mode. Likert five point scales were used for obtaining 
responses. The Secondary data for the study was compiled from Websites, Journals, Magazines, Census 
Reports and Books. For analysis purpose Percentage, one way Anova, independent sample test, ranking 
method were used. For presentation purpose bar chart is used.  

 
Data Analysis 
 

Table 2 Demographical Status of the Respondents 
Gender Male Female Transgender Total 

No. of. Respondent 65 30 05 100 
Percentage 65.00 30.00 05.00 100.00 

Marital Status Unmarried Married Window / Divorce T otal 
No. of. Respondent 45 35 20 100 

Percentage 45.00 35.00 20.00 100.00 
Age (Yrs.) Less than 25 26 - 30 30 - 35 36- 40 Above 40 yrs Total 

No. of. Respondent 10 17 25 35 13 100 
Percentage 10.00 17.00 25.00 35.00 13.00 100.00 

Income (000) Less than 25 25 - 30 31- 35 36 – 40 Above 40000 Total 
No. of. Respondent 08 22 32 18 20 100 

Percentage 08.00 22.00 32.00 18.00 20.00 100.00 
Education PUC Degree PG PhD Others Total 

No. of. Respondent 13 25 35 17 10 100 
Percentage 13.00 25.00 35.00 17.00 10.00 100.00 
Profession Students Pvt Job Govt. Job Business Others Total 

No. of. Respondent 18 32 22 20 08 100 
Percentage 18.00 32.00 22.00 20.00 08.00 100.00 

Source: Compiled Data 
 
Table 2 reveals that the respondents about the status of Age, Income, Qualification and Profession level of the 
Respondents in the study area. Out of the 100 respondent’s, 35 percentage of the respondents belonged to the 
age of between 36 to 40 years and 25 percentages of the respondents were in between age group of 30 to 35 
years. 32 percentage of the respondents were earning the monthly income between Rs. 31,000 to 35,000 and 
22 percentage of the respondents were earning Rs. 26,000 to 30,000 per monthly. Most of the respondents 
(35.00 and 25.00 percent) are educated with the Post-Graduation and Graduation. 32.00, 22.00 and 20.00 
percentage of the respondents are those who are working in Private Job holders, Government job and 
Businessmen and the remaining 18.00 percentage of them are in Students.  
 
Table 3 exhibits that among 100 respondents, 45.00 percentage of the respondents came to know about digital 
payment applications through friends, as they wish to reduce waiting and wasting time for availing the digital 
services and 30.00 percentage of the respondents are aware of digital payment applications through banks 
followed by advertisements. It can be inferred that 35.00 percent of the respondents have been using thrice in a 
week followed by 30.00 percent of the respondents were using more than thrice in a week for the past one 
year. 
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Table 3 E- Wallet Application Status of the Respondents 
Source Friends Banks Advertisements Others Total 

No. of. Respondent 45 30 20 05  100 
Percentage 45.00 30.00 20.00 05.00  100.00 
Awareness Aware Aware but not using Aware and Using Total 
No. of. Respondent 35  15 50 100 
Percentage 35.00 15.00 50.00 100.00 
Helping Time Saving Cost Quick Service Easy Access Total 
No. of. Respondent 15 35 33 17 100 
Percentage 15.00 35.00 33.00 17.00 100.00 
Uses per month Once Twice Thrice More Never Total 
No. of. Respondent 10 20 35 30 05 100 
Percentage 10.00 20.00 35.00 30.00 05.00 100.00 
Comparison Excellent Good Neutral Bad Worst Total 
No. of. Respondent 32 50 08 04 06 100 
Percentage 32.00 50.00 08.00 04.00 06.00 100.00 

Source: Compiled Data 

 
Table 4 Perception towards Digital Payment Applications 

S. No. Attributes R1 R1 R3 R4 R5 Score Rank 
1 Time Saving 21 17 09 02 01 205 I 
2 Inexpensive 16 14 05 08 07 174 III 
3 Quick Services 23 17 - 06 04 199 II 
4 Easy Processing 11 20 09 - 10 172 IV 
5 Easy to Access 06 12 11 05 06 127 V 

Source: Compiled Data 
 
Table 4 analyses the customer’s perception towards digital payment services. The first rank is given to Time 
Saving, second rank is scored by Quick Services as the customers need not take the risk of accessing the 
services at branch or banks for availing the e-payment services, followed by Inexpensive and Easy processing 
are awarded third and fourth rank respectively. Easy to Access is ranked the least because the respondent is 
paying attention to Time and Quick services of the applications.  

 
Conclusion 
Digital Application has arguably made our lives easier. One of the technological innovations in banking, 
finance and commerce is the Digital wallets. E-Payments refers to the technological breakthrough that enables 
us to perform financial transactions online, thus avoiding hindrances and other hassles. Digital wallets 
provides greater freedom to individuals in paying their taxes, licenses, fees, fines and purchases at 
unconventional locations and at whichever time of the day, & 365 days of the year.  
 
After analysis and comparison of various modes of e-payment systems, it is revealed that it is quite difficult, to 
suggest that whether payment system is best. The study came to know various strengths of Digital payment 
application system such as quality customer service, greater reach, time saving customer loyalty, easy access 
to information, 24 hours access, reduce paper work, no need to carry cash easy online applications etc.  
 
The study also found that credit and debit cards will become obsolete, because we see the increasing 
development of mobile technology and the internet industry. We could see the development of new online 
mobile payment technologies (E-wallets), which will help make your mobile device extremely flexible, 
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because you will be able to store credit and debit card information on your SIM card. By having your credit or 
debit card information already stored on your Smartphone, it will save many steps in the purchasing process 
on any website you choose to purchase from. But our survey has found the disadvantage that 75 percentage of 
respondents are not adopted to these mobile technologies, they still stand in using cards. The Digital payment 
can be affordable only if all other Electronic fund transfer media charges less & reduces tax incentives; Paytm, 
Mobikwik and Ola applications are money charges less fees to business users & no fees to individuals, so its 
profit margins are small, where as it earns larger profits through other huge contracts of transactions. They do 
not suggest all EFT’s to function under small profit margins, but this can be a resolution.  
 
Thus, the analysis done with the help of statistical tools clearly indicate the factors responsible for Digital 
banking. Factor analysis results indicate that ‘Time Saving’, ‘Inexpensive’, ‘Quick Services’, ‘Easy 
Processing’ and ‘Easy to Access’ are major factors.  
 
Out of total respondents’ more than 65 percentage of the respondents were agreed that Digital wallet is 
convenient and flexible ways of banking and it also have various transaction related benefits. Thus, Providing 
Digital wallet application of the services are increasingly becoming a “need to have” than a “nice to have” 
service. (http://www.banknetindia.com). 

 
Limitation of the Study 
Although the present research is primarily based on the primary data from the users of digital payment mode, 
the findings cannot be generalized, as the research is based on non-probability sampling.  
 
This study has examined the major factors responsible for e-payments based on respondents’ perception on 
various digital payment applications; Future direction of research could be to formulate a system with similar 
features that supports person to person settlement as well as business.  
 
The best example is E-wallets, which is a system that can be utilized not only for Digital payments, but also as 
an E-storage of all personal affiliations & data, which holds higher grade than that of other E facilities and 
Payments, we find in our survey only 08 percent of the population are aware of E -wallets, so ‘we conclude 
that the Digital Payment system applications and also E-commerce will update every minute, should be made 
aware to all, which is future of E - Commerce. 

 
References 
Batra R & Kalra N (2016), Are digital wallets the new currency?, International Research Journal of 

Engineering and Technology (IRJET), Volume. 11, Issue. 1, Pp: 15-20. 

Berger AN, D Hancock and DB Humphrey (1993). “Bank Efficiency Derived from the Profit Function.” 

Journal of Banking and Finance, Volume. 17, Issue. 02, Pp: 317-347. 

Briggs and Brooks (2011); Electronic payment systems development in a developing country: the role of 

institutional arrangements; The Electronic Journal on Information Systems in Developing Countries 

(EJISDC), Volume. 49, Issue. 3, pp:1-16. 

Divya Singhal and V. Padhmanabhan (2008), A Study on Customer Perception Towards Internet Banking: 

Identifying Major Contributing Factors, The Journal of Nepalese Business Studies, Volume. V, Issue.1, 

pp:101-111. 



Special Issue on Services in Emerging Markets 
 
 

 
192 

Hem Shweta Rathore (2016), Adoption of Digital Wallet by Consumers, BVIMSR’s Journal of Management 

Research, Vol. 8, Issue.1, pp: 69 -75. 

Kunal Tahaem RS (2016), Drivers of Digital Wallet usage: Implications for Leveraging Digital, IJER © 

Serials Publications, 2016; Volume. 13, Issue. 1, pp:175-186. 

Kowsalya, Swetha Krishnan, Mridhula. R, Sowmya. A. M (2017), A Study on the Perception of Customers 

towards E-Commerce and E-Payments in Local Survey, International Journal of Innovative Research 

in Science, Engineering and Technology (IJIRSET), Vol. 6, Issue 3, March 2017, pp: 3547 – 3552. 

Mohammad AL-ma'aitah, Abdallah Shatat (2011), Empirical Study in the Security of Electronic Payment 

Systems, IJCSI International Journal of Computer Science Issues, Vol. 8, Issue 4, No 1, pp:85-91. 

Shamsher Singh (2017), Study on Consumer Perception of Digital Payment Mode, Journal of Internet 

Banking and Commerce, Volume. 22, Issue. 3, pp: 24-29. 

Rasolinezhad, (2009), Evaluating electronic banking systems in developing nations through Analytic 

Hierarchy Process model: a case study; International Journal of Electronic Finance; Volume.3 Issue .4, 

pp: 325-338. 

 
 
 
 
 
 
 
 



Shanlax International Journal of Management    

Vol. 5,   Special Issue 1,   pp.193-198,    March 2018                   ISSN: 2321- 4643  

      

 

193 

E-Banking in India 
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Abstract  

In the present era a large portion of the banking happens when you taste tea or accepting a call. ATMs are situated at the 

doorstep. Services of bank are available at 24x7. There is more plastic money in the wallet than physical notes. A major 

piece of the change is because of the use of Information Technology. Currently, banks operate in an exceedingly 

globalized, privatized and liberalized environment with extreme competition. In order to exists in this intense environment 

banks have to use Information Technology. Banking industry in India has witnessed of enormous developments because of 

sweeping changes that are occurring in the IT. E-banking has developed from such a creative environment. The point of 

this paper is to examine the development made by banking industry in India through the reception of technology. The 

paper likewise emphasizes the problems faced by banks in India appropriation of technology and suggestions are made to 

overcome these problems. The paper states that in up and coming years, e-banking won't just be allowable medium of 

banking yet additionally will be desirable medium of banking. 

Keywords: Bank, e-banking and information technology. 

 

 

Introduction 

Technology has become a useful tool in organizations. Currently, banks operate in a highly globalized, 

privatized and liberalized environment with tough competition. In order to exists in this tough environment 

banks have to use Information Technology. Information Technology has introduced various new business 

dimensions. Day by Day Information Technology playing more significant role in upgrading the services or 

products in the banking industry in India. Banking industry in India has witnessed of enormous developments 

because of sweeping changes that are taking place in the IT. E-banking has developed from such an creative 

environment. Modern technology is recognized as a remedy for most of the diseases that the banking industry 

faces today. Currently, India is a relative non-bank economy as the credit-to-GDP ratio is one of the lowest 

between various developing countries. So, Indian banks are facing the double challenge of increasing 

accession and high growth orientation. The banking sector can kill two birds with one stone that is with the 

use of the technology. Enormous progress took place in the area of technology which has concentrated the 

globe to a global village and it has brought incredible transition in the banking sector. Branch banking 

conception in the brick and mortar style has been converted into click and order channel style. 

 

E-Banking 

E-banking refers to Electronic Banking. E-banking is one which denotes and surrounds the entire sphere of 

technology capabilities that have taken place in the area of banking. E-banking is a common term making use 

of electronic mode through internet, mobile phones, telephone etc. for remittance or delivery of banking 

services and products. The concept and scope of electronic- banking is still in the evolutionary stage.  

E-banking has shattered the hurdles of branch banking. It does not consist of any physical transfer of money, 

but it‟s all done electronically. E-banking is just like normal banking with one huge exception. You don‟t have 

to go the bank for banking transactions. Instead you can access your account from any part of the globe at any 

time and do the same when you have the time and not when the bank is open. E-banking, also known as 

Electronic Fund Transfer (EFT) is normally the use of electronic mode to transfer funds directly from one 

account to other, rather than by cash or cheque. 
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Characteristics of E-Banking 

1. Easy fund transfer facility. 

2. Making the payments of bills. 

3. It can show the balance of accounts and statements. 

4. It can bring doorstep services. 

5. Better in management of customer relationship. 

6. It introduces innovative banking products and services. 

7. Mobile banking. 

8. Easy to search balance and transaction history. 

9. Export the transaction history. 

10. There are no geographical barriers. 

11. On-line purchase of goods and services. 

12. It is not bound by operational timings. 

13. Services can be offered at minimal cost. 

 

Objectives of the Study 

 To study various electronic-banking services or products adopted by banks in India. 

 To study the problems faced by Indian banks in adoption of e-banking and make suggestions to 

overcome these problems. 

 

Research Methodology 

The study is based on secondary data. Published and unpublished article, ongoing academic working paper 

and internet are used extensively as a source of information. 

 

E-Banking in India 

India is still in the initial stages of E-banking development. Tough Competition and transition in technology 

and lifestyle have converted the face of banking. The issue here is-„Where does India lie in the domain of e-

banking.‟ E-banking is likely to bring a host of opportunities as well as unprecedented risks to the fundamental 

nature of banking in India. The impact of e-banking in India is not yet apparent. Indian e-banking is still 

flowering, although it is presentable a strategic necessity for most commercial banks, as competition increases 

from private banks and non banking financial institutions. The credit of launching e-banking in India goes to 

ICICI bank. Citibank and HDFC followed with e-banking services in 1999. 

 

The Reserve Bank has also established a “Group (Working) on Electronic-banking to examine various aspects 

of e-banking. The group focused on three major areas of e-banking i.e. 1) Technology and Security Issues (2) 

Legal issues and (3) Regulatory and Supervisory issues. RBI has accepted the guidelines of the group and they 

provide a good insight into the security requirements of e-banking. 

 

The importance of the impact of technology and information security cannot be doubted. Technological 

developments have been one of the key drivers of the global economy and represent an instrument that if 

exploited well can boost the efficiency and competitivity of the banking sector. However, the rapid growth of 

the internet has introduced a completely new level of security related problems. The problem here is that since 

the internet is not a regulated technology and it is readily available to millions of people, there will always be 

people who want to use it to make illicit gains. The security issue can be addressed at three levels. The first is 

the security of customer information as it is sent from the customer‟s PC to the web server. The second is the 
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security of the environment in which the internet banking server and customer information database resides. 

Third, security measures must be in place to prevent unauthorized users from attempting to long into the 

online banking section of the website. 

 

From a legal perspective, security procedure security procedure adopted by banks for authenticating users‟ 

needs to be recognized by law as a substitute for signature. In India, the Information Technology Act, 2000, in 

section 3(2) provides for a particular technology (viz., the asymmetric crypto system and hash function) as a 

means of authenticating electronic record. Another method used by banks for verification should be 

recognized as a source of legal risk. 

 

Regarding the regulatory and supervisory issues, only such banks which are licensed and supervised and have 

a physical presence in India will be permitted to offer e-banking products to residents of India. 

 

To cope with the problems of tough competition, Indian banks have adopted many initiatives and e-banking is 

one of them. The competition has been especially tough for the public sector banks, as the private sector and 

foreign banks are leaders in the adoption of e-banking. Indian banks offer following e-banking products and 

services: 

1. Automated Teller Machines (ATMs) 

2. Internet Banking 

3. Mobile Banking 

4. Phone Banking 

5. Electronic Clearing Cards (ECC) 

6. Electronic Fund Transfer (EFT) 

i. Suitability- Accomplish your banking at your ease at your home etc. 

ii. No need of Queues- No queues required in online banking. 

iii. 24X7 service- Online banking services is provided at 24X7. 

 

1. Automated Teller Machine 

ATM is a cash rending teller machine. This is a machine, which is frequently seen at banks and other 

locations, such as shopping centres and building societies. Customers can withdraw any sum up to a limited 

amount, can view the status of his account and order a new cheque book. There is a number called Personal 

Identification Number (PIN), which is a key for carrying the desired transactions. On the other hand, we can 

say that it‟s a machine which replaces the human aspect of providing the cash and standing in a long queue. 

ATMs can be installed on the bank‟s premises (onsite ATMs) for which no license is required from RBI. 

However, for ATMs to be installed at public places (offsite ATMs), banks have to obtain a license. These 

offsite ATMs are mainly installed at airports, railway stations, market places, petrol pumps, etc. 

 

2. Internet Banking 

As the banking industry has been constantly innovating and with the advent of technological development 

particularly in the area of telecommunication and information technology, one such innovation is internet 

banking. Internet banking, also known as online banking, virtual banking or e-banking, is an electronic 

payment system that enables customers of a bank to conduct a range of financial services through internet 

portal. All Indian banks using internet as an extra channel or banks using internet only as delivery channel are 

now on the equal footing to offer their banking services on the internet and to compete for customers around 

the globe. Internet banking is useful for both the bankers and the customers. The rationale use of internet 

banking technology from the bank point of view is mainly related to cost savings. Internet banking sites can be 
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segregated into four categories from level I, which offers just minimum functionalities, such as access to one‟s 

deposit account data, to level IV sites that offer sophisticated services. Generally, internet banking is offered in 

two ways. First, an existing branch with physical offices can establish a website and offer its customer internet 

banking in addition to traditional banking channels. Second way is that bank may be established as “virtual”, 

“branchless” or “internet” with a computer server at its heart that is housed in an office that serves as bank‟s 

legal address. Virtual banks may offer customers the ability to deposit and withdraw the funds at automated 

teller machine or other remote channels used by the banks. 

 

3. Mobile Banking 

The traditional brick and mortar is done from fixed branch premises, where the customer has to go personally 

for carrying out business transactions. Through mobile banking, the customer can conduct a host of banking 

transactions and inquiries through the mobile. Mobile banking can also be carried through a mobile van with 

or without computerized banking system. The mobile van moves from place to place on designated routes at 

designated hours and the customers can transact their banking business, such as deposit, withdrawal, cheque 

collection, draft issuance, pass book updates, etc. Mobile banking helps the customer to do his account 

management, electronically which was earlier possible through internet banking. Mobile banking service is 

divided into two categories: 

 SMS Based: This service can be availed from any mobile having SMS based service. The customer types 

the required keywords and PIN number and send the message to the predefined number. 

 Menu Based: The customer downloads and installs the application on the mobile. Whenever the customer 

wants any sort of information, he selects the application, selects the request from menu and sends the 

request to the designated number. This request is internally sent as SMS text. The central computer at 

bank sends back the result to him. 

 

4. Phone Banking 

Phone banking refers to the authorized consumers to utilise special telephone number of the bank. This facility 

is available with the help of a voice response system (VRS). This system accepts only TONE dialed input (For 

callers phone instruments for dialing necessary numbers) and suitable voice response message/ information to 

the caller. Tele-banking is of two kinds: 

 Public Enquiry: General information about banking services can be obtained by customers and non-

customers like dialing a special enquiry number of the bank (call centre) and desired information can be 

obtained. 

 Private Enquiry: This relates to account specific information and can be accessed only by accountholder 

by disclosing personal identification number (PIN) and customer ID. 

 

5. Electronic Clearing Cards 

Recently e-cash is being used in place of physical cash. ECE such as debit card and credit card. Debit card 

permits‟ anywhere any time accesses‟ to the customers from their personal account. A consumer having a 

debit card doesn‟t require carry hard cash. Credit cards are also easy mode of exchange. It allows a customer 

to buy goods and services within specified limits from certain authorized dealer without making quickly 

payments in cash. It is also known as plastic money. The main difference between a debit card and a credit 

card is that while debit card is a pre-paid and credit card is post-paid. 
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6. Electronic Fund Transfer 

In the present age of integrated technology consisting of computers and communication facility, distances 

need no longer be constraint in providing customer service. EFT system hosted and operated by the RBI, 

permits transfer of funds, from any account to any other account at any branch of any member bank in any 

other city. In other words, electronic fund transfer facilitates the quick movement of deposit money from one 

bank account of one customer to the bank account of another customer. In this system, the sender and the 

receiver may be located at different cities. As an important tool of customer services, EFT system addresses 

the needs of individual customers to transfer money from one place to another within a day or two. 

 

Problems in Adoption of E-Banking 

Followings problems comes in the way of Indian banking sector: 

 The main challenge faced by e-banking is that it is not secure and risk-free. 

 Less awareness regarding internet and new technology among people. 

 Lack of computer knowledge. 

 There is a tendency in people to hold cash. 

 Illiteracy among population. 

 Lacking of trained workers in banking industry. 

 Weak information infrastructure for installation of e-delivery channels. 

 Hardware devices are not adequate in the country. 

 There are various risks included in e-banking such as: managerial risk, legal risk etc. 

 There is a lack of Laws and Regulations regarding e-banking. 

 

Suggestions 

 Create popularity/awareness among people about electronic-banking. Customers should be made educate 

about the use of e-banking services. 

 More focus should be given on appropriate network facility. 

 Banks should regularly keep back-up of their data. There should be periodic check on the back up data to 

ensure the recovery without loss of transaction. 

 Banks should make explicit security plan for information security equipments. 

 To avoid the loss of banking data banks should employed trained and expert personnel to confirm the 

security of consumer‟s funds. 

 Special arrangements should be made by banks to confirm full security of customer funds. Technical 

defaults should be avoided by employing well-trained and expert technicians in field of computers, so that 

loss of data can be avoided. 

 Easy method to operate e-banking should be installed by the bank for frequent use of e-banking. 

 Government should make heavy investments for building the basic infrastructure. 

 

Conclusion 

In our country (India), e-banking is in its initial stage. Undoubtedly, Indian banks are making efforts for the 

adoption of technology and e-delivery channels but still masses are deprive of the concept of the e-banking. 

Banks in India are making genuine efforts to familiarize the e-banking products and services. In upcoming 

years, e-banking will not only be allowable medium of banking but also will be desired medium of banking. 
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Abstract  
Work-life balance refers to the divergence between the work place demands and the demands of personal life. The present 
study is descriptive in nature. The variables influencing the work life balance are purely tested and the relationship may be 
varying from sample to sample. The factors influencing the work life balance are Job stress, emotional intelligence and 
work environment factors. The level of influence of the each of the variables is tested in the paper using multiple 
regression. Correlation between the selected variables is found positive and direct. The various factors of work life 
balance observed in the study, are highly correlated with each other and have a high level of significance. The job stress, 
emotional intelligence and work environment of the unorganized sector is turbulent in nature and leads to social disaster 
in the years to come. Hence, a regulation of the working environment and conditions from the government side is the need 
of the hour. This can help in resolving in many issues related to women working in unorganized sector. 
Keywords: Emotional intelligence- work environment- Job Stress- Work life balance. 
 
 
Introduction 
In the traditional era, the women were confined to household work like cooking, washing, cleaning, taking 
care of children, etc. They were considered as home makers and were deprived of the right or opportunity to 
go outside home. But now the story is different. Apart from home maker role, they also have a significant role 
to engage even outside the home. With the increase in cost of living on one hand and the improved education 
and employment opportunities on the other hand, both husband and wife started working and many families 
became dual earners. The growth of higher education has improved job prospects for women and resulted in 
the move from stay-at-home mothers to thriving professional women. Over a period of time women 
accomplished remarkable progress in every walk of life and made a noteworthy mark in the respective fields. 
But there is no significant change in performing the role of home maker. 
 
The issue of work-life balance has become the hot topic in the current day scenario. Sverko et al (2002) 
emphasized that change in technology, values and demographic trends contributed to the emergent relevance 
of work-life balance in industrialized societies. It is supplemented by other factors which include increasing 
complexity of work, change in nature of family and the extended number of women entering the workforce. 
Work-life balance refers to the divergence between the work place demands and the demands of personal life. 
When either side becomes unbalanced for extended periods of time, the effect is likely to be visible in 
unhealthy symptoms (fatigue, stress, depression, etc.). A lack of synchronization between domestic life and 
work life causes great personal and financial hardship, both to the individual and the company. 

 
The Concept 
The concept of work-life balance is based on the notion that paid work & personal life should be seen less as 
competing priorities than as complementary elements of full life. Work-life balance is about improving 
people’s quality of life & widening access to paid employment & career opportunities.  
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A work-life balance supports staffs who wish to have a greater involvement in public life & in the community 
(Simonetta Manfredi & Michelle Holliday, 2004). Dundas (2008) argues that work-life balance is about 
effectively managing the juggling act between paid work and all other activities that are important to people 
such as family, community activities, voluntary work, personal development and leisure and recreation. 
Greenhaus et al (2003) define work-life balance as the extent to which an individual is equally engaged in – 
and equally satisfied with – his or her work role and family role. 
 
Review of Literature 
Konrad and Mangel (2000) concluded that the Work-life balance policies have a stronger positive impact on 
productivity when women comprised a larger percentage of the workforce and when a higher percentage of 
professionals were employed. Allen and et.al. (2000) also found that as WFC increased, job satisfaction 
decreased among individuals of both genders in diverse professions, various career stages and from different 
countries. 

 
Fisher-McAuleyet.al., (2003) in their paper titled “Modelling the relationship between work life balance and 
organizational outcomes” explain role as the totality of formal tasks, informal tasks and acts as organized by 
an individual. Each individual is a member of social systems and the expectation as well as demand of one 
may put pressure on the other. 

 
SupritiDubey, RuchiSaxena & NeetuBajpai, (2010) in their article titled “Work life balance: can women be 
both bearer and manager” put forth that WLB is about people having measure of control over when, where and 
how they work. The core of WLB could also be summed as achievement with enjoyment. WLB can lead to a 
healthy synergy in the working environment of an organization and its employees. A balanced life is one 
where the employees spread their energy and efforts through emotional, intellectual, imaginative, spiritual and 
physical levels on the key areas of importance. 

 
Ramanathan&Vanitha (2011) “Work-Life Balance-A primitive Channel Source for work culture at 
workplace with special reference to IT employees in India” state work culture is the image building process 
for any organization and to its employees, the prevailing work culture in an organization will make employees 
put their contribution towards the work and responsibilities and help the organization to move towards its 
desired objectives and mission. 

 
Susi & Jawaharran (2011) in their article titled “Work-Life Balance: The key driver of employee 
engagement” narrated that the workplace culture comprises the employee's attitudes, belief systems, value 
systems, work ethics, behavior which characterize the functioning of a group or organizations. Workplace 
culture includes the beliefs, attitudes, practices, norms and customs that characterize a workplace. 

 
Research Methodology 
For the purpose of study, the women working in unorganized sector in Rangareddy district is selected. The 
present study is descriptive in nature. The variables influencing the work life balance are purely tested and the 
relationship may be varying from sample to sample. The factors influencing the work life balance are job 
stress, emotional intelligence and work environment. In simple work life balance is influenced by work 
environment factors and job related factors. The correlation between the selected variables is tested in the 
current paper. The sample size used for the study is 542. The sample data is collected using a pre tested 
structured questionnaire (Reliability alpha of the questionnaire is observed at 0.8169). The variables are scaled 
using the 5 point likert’s technique and analyzed using the SPSS version 28.0. The results are explained in the 
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following lines. In order to test the role of each of the variable on the work life balance, multiple regression is 
applied and the results are presented in the following pages. 

 
Data Analysis Using Multiple Regression 
Multiple Regression-I 
Multiple Regression is the determination of statistical relationship between two or more variables. When there 
are more than two independent variables the analysis concerning relationship is known as multiple correlations 
and the equation describing such relationship is called as the multiple regression equation. 
 
Multiple Regression analysis is concerned with the derivation of an appropriate mathematical expression is 
derived for finding values of a dependent variable on the basis of independent variable. It is thus designed to 
examine the relationship of a variable Y to a set of other variables X1, X2, X3………….Xn. the most 
commonly used linear equation in Y=b1 X1 + b2 X2 +……+ bnXn + b0  

 
Here Y is the dependent variable, which is to be found. X1 , X2 ,X3… and Xn are the known variables with 
which predictions are to be made and b1, b2 ,….bn are coefficient of the variables. In this study, the dependent 
variable isjob satisfaction, Independent variables are job stress, and emotional intelligence and work 
environment prevailing in the sample area and analysis are discussed as follows:  

 
Null Hypothesis: Ho: There is no significant relationship between work life balance and job stress, emotional 
intelligence, work environment prevailing in the unorganized sector in the sample. 
Dependent variable  : Work Life Balance (Y) 
Independent variables  :  1. Job stress (X1) 

   2. emotional intelligence (X2) 
   3. Work environment (X3) 

Multiple R value   : 0.761 
R Square value   : 0.579 
F value    : 214.743 
P value    : 0.000** 

 
Table 1 ANOVA Results 

 Sum of Squares df Mean Square F value P value 
Regression 7460.103 3 2486.701 214.743 .000(a) 
Residual 5430.979 469 11.580   

Total 12891.082 472    
Predictors: (Constant), Job Stress, Overall Emotional Intelligence, Work Environment 
Dependent Variable: Job Satisfaction 

 
Table 2 Variables in the Multiple Regression Analysis 

 Un standardized Coefficients Standardized Coefficients t- value P value 
 B Std. Error Beta   

(Constant) 2.044 1.949  1.049 .295 
Emotional Intelligence .064 .010 .241 6.511 .000 
Work Environment .300 .021 .548 14.265 .000 
Job Stress -.074 .033 -.092 -2.249 .025 

Dependent Variable: Job Satisfaction 
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The Multiple Correlation Coefficient is 0.761 measures the degree of relationship between the actual values 
and the predicted values of the Work Life Balance. Because the predicted values are obtained as a linear 
combination of overall emotional intelligence (X1), work environment (X2), and job stress (X3). The 
coefficient value of 0.761 indicates that the relationship between Work Life Balance and the independent 
variables overall emotional intelligence (X1), work environment (X2), and job stress (X3) is quite strong and 
positive. 

 
The Coefficient of Determination R-square measures the goodness-of-fit of the estimated Sample 
Regression Plane (SRP) in terms of the proportion of the variation in the dependent variables explained by the 
fitted sample regression equation. Thus, the value of R square is0.579 simply means that about 57.9 % of the 
variation in Work Life Balance is explained by the estimated SRP that uses overall emotional intelligence 
(X1), work environment (X2), and job stress (X3) as the independent variables and R square value is highly 
significant at 1 % level. 
 
The multiple regression equation is  
Y = 20.44 + 0.064X1 + 0.300X2 - 0.074X3  

Here the coefficient of X1 is 0.064 represents the partial effect of on Work Life Balance, holding work 
environment and job stress as constant. The estimated positive sign implies that such effect is positive that job 
satisfaction score would increase by 0.064 for every unit increase in emotional intelligence and this coefficient 
value is significant at 1% level. The coefficient of X2 is 0.300 represents the moderate effect of work 
environment, by keeping other variables emotional intelligence and job stress as constant. The coefficient of 
X3 is -0.074 represents the negative effect of job stress on job satisfaction by keeping all other variables like 
emotional intelligence and work environment as constant, and this coefficient value is significant at 1% level. 

 
Multiple Regression- II 
Here the researcher is trying to find out the role of job satisfaction, overall emotional intelligence, job stress 
and work environment impact on the job performance among the employees working in the unorganized 
sector. Here Y is the dependent variable, which is to be found. X1 , X2 ,X3, X4… and Xn are the known 
variables with which predictions are to be made and b1, b2 ,….bn are coefficient of the variables. In this study, 
the dependent variable isjob performance, Independent variables are, overall emotional intelligence, work 
environment, job stress and job satisfaction prevailing in the sample area and analysis are discussed as 
follows:  
 
Null Hypothesis: Ho: There is no significant relationship between job performance and overall emotional 
intelligence, work environment, job stress and job satisfaction prevailing in the automobile units in the sample. 
Dependent variable  : Job performance (Y) 
Independent variables  :1. Overall emotional intelligence (X1) 

 2. Work environment (X2) 
 3. Job stress(X3) 
 4. Job satisfaction (X4) 

Multiple R value   : 0.815; R Square value : 0.664 
F value    : 230.813; P value : 0.000** 
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Table 3 ANOVA Results 
 Sum of Squares df Mean Square F value P value 

Regression 18467.685 4 4616.921 230.813 .000(a) 
Residual 9361.355 468 20.003   

Total 27829.040 472    
Predictors: (Constant), Job Satisfaction, Overall Emotional Intelligence, Job Stress, Work Environment 
Dependent Variable: Job Performance 
 

Table 4 Variables in the Multiple Regression Analysis 
 Unstandardized Coefficients Standardized Coefficients T value P value 
 B Std. Error Beta   

(Constant) 4.724 2.565  1.842 .066 
Emotional Intelligence .031 .014 .080 2.302 .022 

Work Environment .328 .033 .408 9.903 .000** 
Job Stress -.179 .043 -.151 -4.120 .000** 

Job Satisfaction .448 .061 .305 7.384 .000** 
Dependent Variable: Job Performance 
 
The Multiple Correlation Coefficient is 0.815 measures the degree of relationship between the actual values 
and the predicted values of the job performance. Because the predicted values are obtained as a linear 
combination of emotional intelligence (X1), work environment (X2), job stress (X3) and job satisfaction (X4),. 
The coefficient value of 0.815 indicates that the relationship between job performance and the independent 
variables emotional intelligence (X1), work environment (X2), job stress (X3) and job satisfaction (X4), is quite 
strong and positive. 

 
The Coefficient of Determination R-square measures the goodness-of-fit of the estimated Sample 
Regression Plane (SRP) in terms of the proportion of the variation in the dependent variables explained by the 
fitted sample regression equation. Thus, the value of R square is0.664 simply means that about 66.4 % of the 
variation in job performance is explained by the estimated SRP that uses emotional intelligence(X1), work 
environment (X2), job stress (X3) and job satisfaction (X4), as the independent variables and R square value is 
highly significant at 1 % level. 
The multiple regression equation is  
Y = 47.24 + 0.031X1 + 0.328X2 - 0.179X3 +0.448X4 

 
Here the coefficient of X1 is 0.031 represents the partial effect of emotional intelligence on job performance 
by, holding work environment, job stress and job satisfaction as constant. The estimated positive sign implies 
that such effect is positive that job performance score would increase by 0.031 for every unit increase in 
emotional intelligence and this coefficient value is significant at 1% level. The coefficient of X2 is 0.328 
represents the moderate effect of work environment, by keeping other variables emotional intelligence, job 
stress and job satisfaction as constant. The coefficient of X3 is -0.179 represents the negative effect of job 
stress on job performance by keeping all other variables like emotional intelligence work environment and job 
satisfaction as constant, and this coefficient value is significant at 1% level. Similarly, the co-efficient of X4 is 
0.448 represents the considerable effect of job satisfaction on job performance by holding emotional 
intelligence, work environment and job stress as constant and this coefficient value is significant at 1% level. 
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Summary and Conclusion 
In summary, it is noted that, work environment and emotional intelligence play a major role in the work life 
balance of women working in the unorganized sector in the sample area. This may be due to socio economic 
conditions, family and interpersonal relationships, financial commitment and health issues associated with the 
middle income groups among the women. Majority of the women working in the unorganized sector are 
socially deprived and economically back warded. The formal level of education is very low and exploitation is 
high in the sector.  
 
Similarly, the performance of women working in unorganized sector is influenced by work environment and 
job satisfaction. The unorganized sector many firms comes under the factories act, but the provisions of health, 
safety, environment and welfare is very nominal and null in majority of the cases. This has direct impact on 
the performance of the women in the short run and serious health hazards in the long run. The implementation 
of industrial laws is very poor at ground level.  
 
Work life balance is closely associated with the social concerns and family relationships and performance is 
associated with the career growth. In the above case both are at danger level and a strict and stringent action 
from the government side can be the curative measure for the issue. The role of NGOs and other voluntary 
associations working towards the betterment of the women working in the unorganized sector is appreciable 
trend. The role of corporate firms and IT Firms yet to gear up and speed up in the upliftment of women and 
their work life balance in the years to come. 
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The Impact of Implication Organism on Workplace Conflict 
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Abstract  
 Responding to the growing concern with the conflict and disagreements at workplace, this article is intended to throw 
light on the conflict resolution strategies and the role of Employee Implication organism’s .Employee implication 
organisms is a program that managers can utilize to help employees come up with creative ideas. Conflict is not simply 
predictable; rather, it is [in] the nature of complex organizations. Conflict is not a failure of a cooperative, purposeful 
system. Rather conflict is essential to what an organization is. (Putnam 1995, 183-4) It is the need of the hour to build 
effective employee implication organisms to generate positive working environment. The research examines a variety of 
dimensions of employee suggestions and its impact on conflict resolution. The purpose of this study is to develop a better 
understanding of conflict management and dispute resolution systems. It examines how employers are resolving and 
managing conflicts and the procedures what they used for different dispute resolution in their organizations, Sixteen (16) 
organizations in and around Hyderabad and Secunderabad were selected by simple random sampling technique. They 
were stratified into three (9) public sector and five (7) private service organizations. Through proportional allocation 
method of the stratified sampling technique, a total of 60 respondents were selected. Questionnaires were either self-
administered or through the face-to-face interview. Both descriptive and inferential statistics were used in the analysis.  
Keywords: Employee Implication organisms, Communication system, Working Environment, Job Analysis, Conflict at 
Work. 
 
 
Introduction 
Employee Implication organisms [EIO] is a tool that managers can use to help employees link the gap between 
their current position and their desired position. The challenge for the organization is to keep the working 
environment free from conflicts and misunderstandings. However, this seems to be a herculean task. 
Employees from different age groups, educational backgrounds, working experience and culture work in the 
organization. Hence there lies this urge to encourage employees to participate in issues concerning their 
professional development 

 
Need for the Study: Organization leaders are responsible for creating a work environment that enables people 
to thrive. If turf wars, disagreements and differences of opinion escalate into interpersonal conflict, you must 
intervene immediately. It's important to understand that most of the employees do not come to their jobs with 
the awareness and skill required to perform their responsibilities perfectly. Hence there may be instances that 
conflicts arise because of ego, inferiority complex, frustration so on and so forth. Employee Implication 
organisms [ESS] can help to solve conflicts to a large extent 

 
Research Objectives 
The primary objective of this study is to assess the impact of Employee Implication organisms on Conflict 
resolution as given below:- 
To examine conflict management style. 

• To determine empirically the relationship between Employee Implication organisms and Conflict 
resolution  

• To examine strategies used to manage conflict effectively. 
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Scope of the Study 
We used data from survey of 60 employees. 68% of the sample is males and 32% is females. They had been 
employed by the organization for 1–5 years. Karl Pearson Coefficient of correlation is used to study the 
relationship between Employee Implication organisms and Conflict resolution  

 
Literature Review 
In the world of work, businesses have many information sources to draw upon in their quest to attract, retain 
and develop the best talent.  
 
Those sources include resumes, references, and less frequently psychometric tests, structured or semi-
structured interviews, and potentially assessment centres...The purpose of this essay is to demonstrate the 
importance of this new role by first describing Employee Implication organisms of Organization, its training 
and development planning system, and the intended links between these two systems.  
 
Conflict: Meaning and Definition: - Competitive or opposing action of incompatibles, such that gains to one 
side come at the expense of the other. 

 
Five Types of Conflict Resolution Strategies 
1. Competing/Controlling: Assertive and Uncooperative 
2. Accommodating: Unassertive and Cooperative 
3. Avoiding: Unassertive and Uncooperative 
4. Collaborating: Assertive and Cooperative 
5. Compromising: Intermediate in both assertiveness and cooperativeness. 

 
Employee Implication organisms [EIO]: Meaning and Definition: - Implication organisms are among the 
instruments for channelling creativity. Companies will be able to transfer employee creativity optimally into 
practicable ideas. 
 
"Suggestion programs create a win-win situation," Kate Walter wrote in HR Magazine. "More involvement 
and input for employees and improved efficiency and cost-savings for employers." 

 
Research Population 
The study was conducted in twin cities of Hyderabad and Secunderabad... Therefore, the target population of 
the study involved employees of the two public sector and private sector companies whose total number of 
employees is 60. These companies deliver products and services in a very stiff competition at a national and 
global level 

 
Table 1 Population of the Study 

Variables (n=60) Number  of employees % 
Public sector 30 50 
Private sector 30 50 

Total 60 100 
Tools Used: The tools used for hypothesis testing Karl Pearson’s Coefficient Correlation. 
Hypotheses: Ho: Employee Suggestions Systems is not positively related to Conflict resolution.   
Results and Discussions: Ha: Employee Implication organisms are positively related to Conflict resolution 
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Table 2 Employee Implication Organisms Constructs: Mean and Standard  
Deviation of Employees Agreeing and Disagreeing 

S.No. Employee Implication Organisms Constructs Mean SD 

1 
Do you agree there is a designated place or person to collect and implement 
employee suggestions? 

3.5 1.2 

2 Do you agree employees are encouraged to submit improvement ideas? 3.6 1.2 

3 
Do you accept that potentially useful ideas are never stifled by employees or 
supervisors? 

3 1.7 

4 
Do you agree your organization ensures consistent rewards and recognition for 
employees to make creative ideas? 

4.1 0.7 

 
Table 3 Employee Implication Organisms Constructs: Frequency and Percentages of Employees 

Agreeing and Disagreeing 

S.No. 
Employee Implication organisms 

Constructs 
SDA DA NE AG SA 

1 
Do you agree there is a designated place or 
person to collect and implement employee 
suggestions? 

0 
[0%] 

10 
[16.6%] 

30 
[50%] 

0 
[0%] 

20 
[33.3%] 

2 
Do you agree employees are encouraged to 
submit improvement ideas? 

0 
[0%] 

20 
[33.3%] 

10 
[16.6%] 

10 
[16.6%] 

20 
[33.3%] 

3 
Do you accept that potentially useful ideas are 
never stifled by employees or supervisors? 

10 
[16.6%] 

0 
[0%] 

0 
[0%] 

0 
[0%] 

50 
[83.4%] 

4 
Do you agree your organization ensures 
consistent rewards and recognition for 
employees to make creative ideas? 

0 
[0%] 

0 
[0%] 

10 
[16.6%] 

30 
[50%] 

20 
[33.3%] 

 
Table 4 Conflict at Work Constructs: Mean and Standard Deviation of  

Employees Agreeing and Disagreeing 
S.No. Conflict at Work Constructs Mean SD 

1 Do you accept there is difference of opinion among group members? 3.4 0.8 
2 Do you accept members of your group are supportive of each other’s ideas? 3.1 0.7 
3 Do you accept there are personality clashes between your group and other groups? 3.5 0.5 

4 
Do you accept other groups withhold information necessary for the attainment of 
your group tasks? 

3.1 1.1 

 
Table 5 Conflict at work constructs: Frequency and Percentages of  

Employees Agreeing and Disagreeing 

S.No. Conflict at work Constructs SDA DA NE AG SA 
1 Do you accept there is difference of opinion 

among group members? 
0 

[0%] 
10 

[16.6%] 
10 

[16.6%] 
40 

[66.66%] 
0 

[0%] 
2 Do you accept members of your group are 

supportive of each other’s ideas? 
0 

[0%] 
10 

[16.6%] 
30 

[50%] 
20 

[33.3%] 
0 

[0%] 
3 Do you accept there are personality clashes 

between your group and other groups? 
0 

[0%] 
0 

[0%] 
30 

[50%] 
30 

[50%] 
0 

[0%] 
4 Do you accept other groups withhold 

information necessary for the attainment of 
your group tasks? 

10 
[16.6%] 

0 
[0%] 

20 
[33.3%] 

30 
[50%] 

0 
[0%] 
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Findings and Discussions 
This presents the research findings and discussion of the results with reference to the specific Research 
objectives. 
 

Impact of Employee Implication Organisms on Conflict at Work 
The study sought to find out the impact of Employee Implication organisms on Conflict at Work 

 

 
Figure 1 Frequency of Employee Implication Organisms 

 
As shown in the above figure, 10% of respondents strongly disagree and 12.5% disagree their employee 
suggestion system is not efficient. 20.8% are neutral and 16.6% agree. A majority of 45.8% strongly agree that 
their employee implication organism is efficient in reducing conflict at work. 

 
Data Analysis of Conflict at Work 
The study sought to find out the impact of conflict at work on employee productivity. The results obtained 
were as shown in figure below.  

 
 

Figure 2 Frequency of Conflict at Work 
 

As shown in the above figure, 4.1% of respondents strongly disagree and 8.3% disagree conflict at work can 
beReduced with effective employee suggestion systems. 37.5% are neutral.  A majority of 50% agree that 
employee implication organisms can reduce conflict at work. 
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Table 6 Pearson Correlation between Employee Implication 

S.N 
X 

[Employee implication organisms] [Conflict at
1 4 

2 4 

3 4.6 

4 4.5 

Total ∑X =   17.1 ∑ Y =  
 

R = 1 
{1} coefficient of determination= 1x1=1 [r2] {2} coefficient of 
determination of alienation = 0 =0[√1-r2] {4} significance of correlation = P.E. = 0.6745 x 1
0/2= 0 
 
1> 0; r>6P.E; Coefficient of correlation is certain; r is significant.
significant at 0.05 level.  
 
There is a significant association between Employee 
is rejected. Ha is accepted. 
 
Recommendations  
Employee Implication organisms is a tool that managers can utilize to reduce the conflict at workplace. The 
challenge for the organization is to design communication networks that give employees the information or 
skills they need and then measure whether those options were effective in p
 
Continually updating Employee Suggestions based on performance appraisal feedback can boost your 
workforce's productivity and efficiency over time. It can be an effective technique to keep conflicts at 
workplace away. 

 
Conclusion 
Providing opportunities to a build ‘Employee Implication organisms’ benefits 
employer. It helps in motivating employees to achieve higher standards in work and thereby increasing overall 
efficiency.  
 
It is important to understand that Suggestions in and of itself can motivate a work force. Hence, it is an 
integral part of what is needed to accomplish the long
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Employee Implication Organisms and Conflict at Work 
Y 

[Conflict at work] 
X2 Y2 XY 

3.5 16 12.2 14 

3.1 16 9.6 12.4 

3.5 21.1 12.2 16.1 

3.1 20.2 9.6 13.9 

∑ Y =  13.2 ∑ x2 = 73.3 ∑ y2 =   43.6 ∑xy = 56.4 

 

 

{1} coefficient of determination= 1x1=1 [r2] {2} coefficient of non-determination = 1-1 = 0[1-r2] {3} 
r2] {4} significance of correlation = P.E. = 0.6745 x 1-r2/√N =0.6745 X 

1> 0; r>6P.E; Coefficient of correlation is certain; r is significant. The value 1** shows the correlation is 

 Implication organisms and Conflict at Work... Hence, Ho 

a tool that managers can utilize to reduce the conflict at workplace. The 
challenge for the organization is to design communication networks that give employees the information or 
skills they need and then measure whether those options were effective in producing desired outcomes.  

based on performance appraisal feedback can boost your 
workforce's productivity and efficiency over time. It can be an effective technique to keep conflicts at 

Employee Implication organisms’ benefits both the employee and 
employer. It helps in motivating employees to achieve higher standards in work and thereby increasing overall 

in and of itself can motivate a work force. Hence, it is an 
integral part of what is needed to accomplish the long-term goals of the agency. 
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