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Abstract

Learning is a lifelong process in this competitive world where we have to update the knowledge 
everyday with global exposure. To sustain competitiveness in education we induce technology 
into learning process. Using the tools of technology, learning and teaching process happens in 
any electronic medium such as audio, video, TV and satellites across the world. E-learning is 
technology enabled learning method which emerged as a potential tool for education industry 
and also being used for training and development in many other industrial sectors. Higher edu-
cation is at booming stage, where people around the world spend more than 2 trillion USD for 
education. E-learning plays a major role in knowledge dissemination where more than 90% of  
colleges in the United States offer e-learning courses and countries like India have a huge  
potential growth for higher education through e learning mode. There is an existing gap in student  
enrolment (CAGR) and faculty Compound Annual Growth Rate (CAGR). It is also evident that a 
huge gap exists between the undergraduate and post graduate enrolments in India. As per popula-
tion census more than 60% of people in India are from middle age group who are engaged in full 
time employment and would want to enrich and update their knowledge without attending class 
room teaching. The biggest challenge the E-learning faces is monitoring the validity of the person 
as to the course taken and whether has gone through the assessment in a legal or right manner. The 
higher education institutions and corporate agree upon making E-learning a part of the course but 
do not consider it as equivalent to class room teaching. 

This study is about the readiness of the students to e-learning process and usage. It analyzes the 
levels of awareness of the student, degree of acceptance and adoption of the student towards the 
e-learning environment. E-learning courses provide global exposure and help students to have real 
time experience even in distance education mode. This study tries to identify the demographic  
factors that influence on three important variables like the readiness of the student towards  
e-learning environment and knowledge and level of comfort in technology they use.

Keywords: E-Learning Awareness, E-Learning Readiness, Educational Technology, Higher   
Education.
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INTRODUCTION

 A large amount of business models 
emerged during 1990’s with the emerging 
popularity of the internet and technology. 
One among those business models was 
transferring knowledge through online 
i.e. teaching and learning through 
online. Education industry experienced a 
changeover from traditional face to face 
classes either full time or through distance 
education to a hand held compact disc with 
benefit of real time course. The growth of 
e-learning is much higher in developed 
countries when compared with developing 
nations. The usage of internet and the 
online environment is about 5.4 percent in 
India, about 9.3 percent in China whereas it 
is 69.3 percent and 67.2 percent in USA and 
Japan respectively. Even though it is very 
less usage in India earlier, it is getting much 
better and moving in the improvement 
path and concentrates on the technological 
infrastructure, user capability, etc. 
E-learning readiness assessment conducted 
by EIU in the year of 2003 reports that India 
ranks 45 among 60 nations with the score of 
4.56 out of 10. There is a gradual increase 
in the score by 2008 India scored 4.96 and 
ranked 54 out of 70 (Economist Intelligence 
Unit (EIU), 2008).

 E-learning has growth across the length 
and breadth of the globe as the popular 
medium of education for both training 
and education purpose. The educational 
industry as well as many organizations 
make a significant investment in the 
technology enabled learning – E-learning 
systems. The overall size of the market 
increases as the result of remarkable 
change in the Indian education system. 

New opportunities were created for both 
education providers and the users by 
the segments like virtual universities for 
various courses like management, medical, 
etc and for schools tutoring through online, 
K-12,etc. the enrolment of online education 
contribute more to the enrolment of overall 
higher education in USA. The e-learning 
market was dominated by 70 percent only 
by USA and Europe (Allen and Seaman, 
2010). Technical experts like Adobe Sys 
Inc, Blackboard Inc, Cisco System Inc, 
IBM Corp, etc dominates the overall 
global market of e-learning. Meanwhile 
organization like Tata Interactive System, 
Educomp solutions Ltd, etc plays a vital 
role in driving the Indian market to next 
level.

 Now a days most of the firms concentrate 
in cost reduction in order to sustain in the 
stiff competition due to various reasons like 
globalization, liberalization, etc. The firm 
adopt e-learning to train their employees 
instead of traditional methods as it is more 
cost effective. This is possible due to easy 
access to high speed bandwidth at very low 
cost. The IP rate of India has increased to 8.5 
from 0.5 in 2000 – statistic report of internet 
world (www.internetworldstats.com).To 
uphold themselves from the adverse effects 
of current economic condition people prefer 
to pursue higher studies like management 
studies. To balance the increase in 
demand, the education institution offer 
courses in online. The online course 
helps to experience the global exposure. 
Few institutions like XLRI, IMT, IIM – 
Bangalore, Kozhikode, Kolkata, etc and 
institutions like IGNOU provide through 
distance education. Meanwhile it is very 
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important to know the level of awareness, 
preferences and readiness to accept and 
adapt to the technology enabled e-learning 
environment. Not only private institutions, 
now a day’s government also comes forward 
to promote education via e-learning to have 
smooth cardial relationship between the 
teachers and students (Rao, 2011).

LITERATURE REVIEW 

 The way of communication and learning 
through electronic medium is known as 
e-learning or online learning (Roffe, 2004). 
The organization providing training to 
their employees through online and other 
electronic mode shows the strength of the 
nation to optimize the digital technology for 
communication and trade purpose which 
leads to the development of social and 
economic condition of nation to the greater 
extent EIU 2008. Learning objects, videos 
on demand, virtual labs, simulations etc are 
some of the communication media (Roffe 
2002). The many users feel that flexibility 
is one of the most benefited things that 
they get through e-learning (Sim son et 
al 2004). Due to the multi factor nature 
of e-learning, it provides a wide range 
of approaches techniques (Clark, 2007). 
The various technologies like distance 
learning communication through mails, 
computer assisted instruction learning with 
the help of web and multimedia materials 
etc. are utilized through online learning 
(Hilty & Turnoff, 2008). E-learning has 
disadvantage like lack of communication 
and feedback, lack of bonding between 
the students (Hirrchheim, 2005). From 
the above discussion, it is very vital thing 

to assess the involvement of student for 
online learning before starting the journey 
of education through online. E-learning 
provides educational content in more 
dynamic and personalized way with more 
interaction with other learners and the tutor 
(Pillay et al, 2007). Inspite of flexibility and 
freedom provided by e-learning the learner 
should be self motivated and self disciplined 
( Kearsly, 2000. Wong, 2007). 

E-Learning Readiness Model

 All available e-learning readiness 
instruments are not suitable for all 
nations. Most of them are suitable only 
to the developed countries and not to the 
developing countries (Aydin & Tasci, 2008). 
The assessment approaches also need to be 
upgraded and up to date as the frame work 
and models of the readiness of learner 
with new technology (freeze et al, 2010). 
The update of assessment tools are very 
important for educational institution since 
the quality of their business lies in the level 
of ability of student to examine the quality 
of the technology that keep on changing 
(freeze et al, 2010). A scale to measure 
the internal reliability and inevitability of 
result of self assessment categories like 
motivational level, access to technology 
online skills and bending, etc was given by 
(Watkin, 2003).

 A model called IS model was designed 
to determine the effectiveness of e-learning 
with six components by assuming them as 
procedures of e-learning readiness (Delone 
& Mclean, 2003). With the dimension as 
flexibility, quality, technology and self 
discipline scale was designed to know the 
personal readiness for online environment 
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(Parnell & Carraher, 2003). The most 
accentuated factor in most of the e-learning 
models are readiness in structure, culture, 
and content (Darab & Montager, 2011).    

 The tendency of the people to grasp 
and make use of technology at their 
convenient places either their home 
or workplace is known as technology 
readiness (Parasuraman and Colby, 2001). 
The e-learning model designed with more 
than 150 qualitative and quantitative 
criteria which are categorized as  education, 
industry, government, society with its 
components like connectivity, capability, 
content and culture was named as 
“E-learning assessment model” was given 
by EIU in 2003 and it was further improved 
by EUI in 2008 has six criteria namely, 
Connectivity and technology infrastructure, 
business environment, social and cultural 
environment, vision and business adoption, 
government environment and legal 
environment. Many empirical studies were 
done regarding perception and readiness 
towards e-learning environment, but they 
were all conducted regarding readiness of 
various professionals towards e-learning 
and very few were conducted regarding 
the readiness of the students and their 
perception on e-learning environment. 
(Allen ad Seaman, 2008).

 When considering on the gender impact 
on the readiness towards e-learning, the 
perception regarding intention to use usage 
of e-learning. Earlier studies regarding  the 
readiness of gender towards e-learning with 
respect to perception and attitude shows that 
female students were less positive when 
compared with male students towards the 
use of computers and readiness to undergo 

e-learning courses.(Koohang, 2004).

  Few studies state that there are 
no significant differences in usage of 
computers, attitude towards computers, 
efficiency to use computers and pursue 
e-learning courses between the genders. 
(Morris and Morse, 2008). The studies 
based on TAM supports that the gender 
has impact on the relationship towards 
intension to use computers and readiness 
towards e-learning. It states that males have 
greater affinity and behavioural perceived 
usefulness and readiness to use computers 
and e-learning than females. (Gefen and 
Strab, 1997. Venkatesh & Morris, 2007).

RESEARCH OBJECTIVES
1.	 To assess the awareness level of 

e-learning among student in higher 
education institutions.

2.	 To assess the degree of familiarity with 
various e-learning technologies and 
tools.

3.	 To identify list of factor that influence 
e-learning readiness and determining 
the importance of each of these factor.

4.	 To examine whether the respondents 
could be segmented based on their 
education back ground and in turn how 
it influences their e-learning awareness.

5.	 To understand the relationship between 
the demographic variable and their 
impact on e-learning readiness.
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RESEARCH METHODOLOGY

Sample

 The sample consists of 130 respondents. 
In this 84 male respondents and 46 female 
respondents are those who registered for 
both the under graduate and post graduate 
program in Colleges/University in Vellore 
district with special focus on the students 
from Business Administration and Master 
in Business Administration. Convenience 
sampling technique has been used for this 
research study. 

Instrument

 Historical leaflets are used to frame 
the questionnaires based on the e-learning 
readiness among students towards their 
higher education and the dimensions of 
e-learning. (Secondary data’s - review of 
literature, respondent’s feedback, etc…)  
The instrument consists of 5 factor namely 
1) Comfort level with technology, 2) 
Learning by using technologies, 3) Group 
learning, 4) Meticulous, 5) Disciplined 
explorer with 33 statements where, initial 
9 statements are about awareness of 
e-learning technologies, next 14 statements 
include  5 reversed statements which are 
adopted from the research article (Deepak 
ChawlaHimanshu Joshi, (2012)), and 
another 5 questions consist of Demographic 
variables like Age, Gender, Qualification, 
Educational background, and how many 
hours people spending on internet and the 
final 5 statements are about the respondents 
awareness on e-learning. Five point Likert 
scale has been used for each statement 
which is pointing from “Strongly Agree” 
to “Strongly Disagree”. An ordinal and 
nominal scale has been used among 

students in this survey to know the degree 
of familiarity on e-learning. 

Procedure

 The final data collection was done 
among the students through Google Docs 
and hard copy format which contains clear 
objectives of the research and its purpose. 
These questionnaires are distributed among 
students pursuing under graduate and 
post graduate programs in management 
education. Initially 157 filled questionnaires 
are collected in the form of Google docs (47) 
and hardcopy questionnaires (110). After 
removing the unoccupied questionnaire 
finally 130 questionnaires are used as 
sample for research and data analysis. 

 SPSS v20.0 is used for data analysis. 
Simple percentage analysis is used for initial 
9 statements to identify the respondents’ 
awareness level on e-learning technologies. 
For next 14 statements which consists 
of 5 factors,  One-way Anova has been 
used regarding  demographical variables 
like, gender, age, qualification, education 
background, and the number of  hours spent 
by the students on internet to find e-learning 
readiness among them. 

Hypotheses

 H1 - There is a significant difference 
based on comfort with technology, learning 
by using technology, group learning, 
Meticulous and Disciplined explorer based 
on Gender. 

 H2 - There is a significant difference 
based on comfort with technology, learning 
by using technology, group learning, 
Meticulous and Disciplined explorer based 
on Age. 
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 H3 - There is a significant difference 
based on comfort with technology, learning 
by using technology, group learning, 
Meticulous and Disciplined explorer based 
on Qualification. 

 H4 - There is a significant difference 
based on comfort with technology, learning 
by using technology, group learning, 
Meticulous and Disciplined explorer based 
on Education Background. 

 H5 - There is a significant difference 
based on comfort with technology, learning 
by using technology, group learning, 
Meticulous and Disciplined explorer based 
on Internet usage. 

DATA ANALYSIS 

 The respondent details are given in 
Table-1. The frequency table shows that 
64.6% respondents are male and remaining 
35.4% are female and 60% of respondent 
are from the age group of 21-23, those who 
are currently pursuing their graduation 
with different education background 
whereas more than 49% of people are from 
Engineering background. On an average the 
respondents are spending more than 15+ 
hours in using the internet and it shows that 
internet penetration IP level is high and the 
respondents are good in using internet.

TABLE I

Demographic variable Options Frequency Percentage %

Gender
Male 84 64.6%
Female 46 35.4%

Age

18 - 20 35 26.9%
21 - 23 77 59.2%
24 - 26 14 10.8%
27 Above 4 3.1%

Qualification
Bachelor’s degree 56 43.1%
Post Graduation Degree 74 56.9%

Education Background

Arts 17 13.1%
Science 7 5.4%
Engineering 64 49.2%
Commerce 42 32.3%

Internet Usage

Less than 5 hr 6 4.6%
6 hr - 10 hr 30 23.1%
11 hr - 15 hr 50 38.5%
16 hr - 20 hr 12 9.2 %
more than 21 hours 32 24.6%
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E-Learning Awareness

 From the last 5 statement the respondent 
awareness level has been assessed. Table-2 
represents the frequency distribution of the 
statements from the questionnaire. Based 
on the responses most of the students view 
e-learning as a computer based learning 
provided via digital medium with the 

percentage of 78.4% and 71.5%. At the 
same time more than 58.4% of respondent 
view e-learning as a kind of hybrid learning 
which is conducted through both direct 
and virtual classroom mode. 49.2% of 
the respondents view e-learning as the 
class that is provided via satellites. 44.6% 
respondents consider that e-learning is form 
of distance learning.

TABLE II

Statements
No. of  

Response
Percentage*

E-learning is computer based learning 102/130 78.4%
E-Learning is distance learning via any medium 58/130 44.6%
E-learning is combination of class room and web-based 76/130 58.4%
E-learning is  distance learning via satellite 64/130 49.2%
E-learning is delivered via digital technologies 93/130 71.5%

E-learning Technologies - Familiarity 

 Figure -1 represents the familiarity 
frequency distribution of the initial 9 
statements from the questionnaire based on 
e-learning technologies. The result indicate 
that respondent are more familiar and 
experienced  E-learning tools like E-book, 
E-gaming or simulations, computer based 

assessment, and streaming video/audios. In 
other hand respondent not much familiar 
and experience with importance tools like 
e-discussion boards, electronic white boards, 
and web online courses. When respondent 
got experience in this technologies so that 
they can easily get adapted to e-learning 
modules.

Figure 1
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E-Learning Readiness

 Table-3 Shows the significant level 
(p-value) of each factor with regard to 
demographic variable like gender, age, 
qualification, education background, and 
number of hours spent by the students 
on internet is 95% confident level. And 
the result shows that there is a significant 
difference between the male and female 
with regard to the comfort level with 
technology, learning using technology 
and group learning. In this research male 
are more comfortable (µ=2.31) with 
technology and prefer technology more 
for learning (µ=2.51) when compared to 
female, whereas female prefer more of 
group learning (µ=1.97) when compared to 
male. But there is no significant difference 

between male and female with regard to 
meticulous and discipline explorer. 

 There is a significant difference 
between the age group with regard to group 
learning. Whereas there is no significant 
different between age group based on 
comfort level with technology, Learning 
using technology, meticulous and discipline 
explorer. 

 There is no significant difference based 
on qualification with regard to the comfort 
level with technology, learning using 
technology, Group learning, and meticulous. 
But there is a significant difference based 
on qualification with regard to discipline 
explorer.

TABLE III

Gender P value Sig.

H1a Comfort level with technology 0.036 Accepted
H1b Learning using technology 0.051 Accepted
H1c Group learning 0.028 Accepted
H1d Meticulous 0.26 Not Accepted

H1e Disciplined explorer 0.902 Not Accepted

Age

H2a Comfort level with technology 0.644 Not Accepted

H2b Learning using technology 0.14 Not Accepted
H2c Group learning 0.016 Accepted
H2d Meticulous 0.675 Not Accepted
H2e Disciplined explorer 0.269 Not Accepted

Qualification

H3a Comfort level with technology 0.383 Not Accepted
H3b Learning using technology 0.571 Not Accepted
H3c Group learning 0.701 Not Accepted

H3d Meticulous 0.649 Not Accepted
H3e Disciplined explorer 0.027 Accepted



9Sona Global Management Review | Volume 10 | Issue 4 | August 2016

Education 
background

H4a Comfort level with technology 0.034 Accepted
H4b Learning using technology 0.021 Accepted
H4c Group learning 0.009 Accepted
H4d Meticulous 0.64 Not Accepted
H4e Disciplined explorer 0.439 Not Accepted

Internet Usage

H5a Comfort level with technology 0.000 Accepted
H5b Learning using technology 0.268 Not Accepted
H5c Group learning 0.000 Accepted

H5d Meticulous 0.050 Accepted

H5e Disciplined explorer 0.002 Accepted

 There is a significant difference based 
on education background regarding the 
comfort level with technology, learning 
using technology and group learning. 
This study states that science background 
students are more comfortable with 
technology (µ=2.28) and Arts students 
prefer technology more for learning 
(µ=2.06) and mean value shows that 
they are comfortable with group learning 
environment. But there is no significant 
difference based on education background 
with regard to meticulous and discipline 
explorer.

 There is a significant difference based 
on how much time does the respondent 
spend on internet regarding the comfort 
level with technology, group learning, 
meticulous, and discipline explorer. The 
study states that when respondents spend 
more time on internet (more than 21hr/week) 
then they are at more comfort level using 
technology(µ=1.98), meticulous (µ=1.83)  
and more discipline explorer(µ=2.23), 
whereas students who spend less hours 

on internet  look more for group learning 
activity (µ=1.58). But there is no significant 
difference based on the amount of time 
respondents spend on internet regarding the 
learning using technology.

DISCUSSION 

 The respondents are aware of what is 
e-learning and how it is delivered to the 
students. At the same time students are 
more familiar with some the e-learning 
technologies like e-book and e-gaming 
because they used it once in a while, but 
they have to improve familiarity with 
interactive and content related technologies 
like digital boards, and video conferencing 
tools etc. 

 One-way Anova shows that there is a 
significant difference based on demographic 
variable towards e-learning readiness. So, 
when institution is implementing e-learning 
they have to consider students’ awareness 
level and knowledge about e-learning 
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technologies. At the same time students’ 
demographic variables like gender, 
educational background, and internet 
usages do have high influence on e-learning 
readiness. This helps Institutions to avoid 
the delaying process of implementing or 
adopting e-learning.  

CONCLUSION

 Adaptation to e-learning is not easy as 
its implementation process. Implementing 
virtual education infrastructure does not 
mean that it will be used and benefit to 
all. The adaptation and readiness purely 
depend on the level of awareness, degree 
of familiarity about the technology and 
readiness to accept and adopt the e-learning 
environment. Identifying these factors is one 
of most challenging issue to the educational 
institutions. The results explain that students 
pursuing higher studies are clear about 
the meaning of e-learning and the use of 
learning tools and technology that they use. 
The awareness of e-learning demonstrates 
the students’ success rate in implementation 
and acceptance. Few bottlenecks of 
e-learning are the implementation cost, 
lack of knowledge regarding the usage of 
computers and technology and the improper 
technical infrastructure. Even though India 
is expert in IT domain, it has to work on 
developing technological infrastructure 
and to minimize the gap at various levels 
starting from individual to national level. 
Factors like behaviour, attitude, social and 
technology readiness should be experienced 
by the students before they undergo 
e-learning courses. Students who have a 
clear idea about the e-learning concepts 

are able to use various tools and have more 
readiness than the students who do not 
use. The success of e-learning adaption 
and readiness lies in the collaboration and 
ability to work in groups by the students.

LIMITATION AND SCOPE FOR 
FUTURE RESEARCH

 This study has some limitations. 
Primarily this study concentrated only 
on management stream but not on other 
science and technology streams. Secondly 
information is collected from the respondents 
who are only from the private university, 
not considering the government colleges 
for the readiness and awareness based on 
internet usage in view of differences in 
infrastructure facilities. Further research 
on e-learning readiness could include the 
following factors like behaviour, attitude, 
and social dimension which may lead to a 
successful implementation of e-learning.  
At the same time research can be done on 
identifying both the faculty and institutional 
readiness on e-learning.
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Abstract

Consumer’s store preferences are associated with the quality of services delivered by the retailer. 
The present study is carried out to measure the preferences of consumers based on quality of serv-
ices delivered by retail stores. To measure the service quality of grocery retail stores, traditional 
scale SERVQUAL, developed by Parasuraman, Zeithaml, & Berry (1985) is used. Variables asso-
ciated with delivering service quality are grouped on RATER model. The data has been collected 
through questionnaire and the results have been concluded using ANOVA on SPSS 17.  The study 
confirms that retail service quality parameters play vital role in determining consumer preferences 
for a specific format. Customer satisfaction is also based on the efficacy of services delivered by 
the retailers which results into developing their preferences for a specific retail format in grocery.

Keywords:  Retail formats, Retail service quality, Service delivery, Store preferences

SONA GLOBAL 
MANAGEMENT REVIEW

INTRODUCTION

 Retail sector is one of fastest growing 
sectors of India. The grocery and FMCGs, 
sector has grown in terms of shopping malls 
and hypermarkets in past few years. The 
retail sector in India has been categorized 
into two parts. The unorganized retail has 
captured a major portion of a pie with 95% 
of total share. The organized retail sector 
with mere 5% share consists of super 
markets, departmental stores, shopping 
malls and hyper markets. The existing 
formats primarily deal in grocery items, 
FMCGs and personal care products.

 India’s grocery retail segment is the 
most attractive segment in the world. India’s 
strong growth fundamentals along with 

increased urbanization and consumerism 
opened immense scope for retail expansion 
for foreign players. (IBEF Retail 2013). 
Availability of retail services and 
consistency in their delivery process is an 
important element for consumers’ choice of 
a retail store. Traditional retail stores on one 
hand are focusing on personalized services 
where as modern retailers are focusing 
on delivering ‘Shopping Experience’ by 
improving the quality of services provided 
by them.

SERVICE QUALITY SCALE

 A Retail Service Quality Scale was 
designed by Zeithaml, Parasuraman, 
and Berry in mid 1980s to measure five 
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dimensions of service quality: Reliability, 
Assurance, Tangibility, Empathy and 
Responsiveness. This scale was later 
known as RATER scale and has been used 
as a basis of measuring service quality by 
many researchers. (Parasuraman et. al. 1994  
Dabholkar et. al. 1996). With the rapid 
change in the industry structure, the retail 
sector is facing competition from domestic 
and foreign players. Customers have 
become more selective when it comes to 
shopping experience and value for money. 
Retailers need to differentiate themselves by 
meeting the needs of customers better than 
their competitors. Delivering high quality 
of services is must for creating competitive 
advantage. (Berry, 1986; Hummel and 
Savitt, 1988; Reichheld and Sasser, 1990). 
Thus, quality of services provided by a 
retail store does develop store preferences 
leading to customer satisfaction.

REVIEW OF LITERATURE

 Increasing competition and rising 
expectations of the customers from a retail 
store are one of the key challenges for retail 
service providers (Hossain & Leo, 2009). 
Due to this, retailers need to change their 
strategies from the conventional approach, 
to adopt aggressive strategies that will 
drive them to obtain the lead in the market 
( Kandampully, 1998) Level of customer 
satisfaction plays a considerable role for 
measuring the level of service quality 
in retail sector and used as a capable 
competitive instrument by many retail 
service providers. (Ali et. al. 2012)

 According to Bhaskar & Shekhar 
(2011) on retail service quality in apparel 

sector, the retailing sector consists of both 
tangible and intangible factors. One of the 
fastest growing apparel sectors has several 
service deficiencies like waits for billing, 
improper customer treatment and handling 
of customer complaints. The critical 
factors drawn by the authors affecting 
service quality are personal interaction and 
reliability of the store in order to enhance 
their service which significantly effects 
customer satisfaction. The other factors 
contributing to customer satisfaction are 
policy of the store, personal interaction, 
reliability, physical aspects and problem 
solving approach. 

 The success of any business activity 
lies in understanding and timely meeting 
customers’ needs, whether they are small or 
large. (Timm, 2008). There exists a positive 
relationship between ‘Physical Appearance 
of Store’ and ‘Personal Interaction with 
Customers’ while measuring  the quality 
of retail services and associated customer 
satisfaction. ‘Problem Solving Attitude’ 
and ‘Policy’ were significant influencers 
of customer satisfaction. Retailers who 
fail to comply with the fundamental 
needs of the target market are unlikely to 
experience repeat patronage. (Justin et. 
al. 2012) Convenient location, friendly 
services and long business hours are the 
important benefits offered to the customers, 
while stock shortages and poor customer 
services were seen as major disadvantages. 
(Ligthelm 2003). 

 Jaykumar & Samad (2012) in their 
study have considered physical aspects, 
reliability, personal interaction and problem 
solving as the parameters of retail service 
quality. Study confirms that enhancement 
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of physical appearance; equipments and 
facilities would be required to improve the 
delivery of better service quality. Use of 
high-tech software and facilities will lead to 
speedy and error free transactions resulting 
into increased reliability of retail store 
services. Suitable training programmes for 
the employees will also improve personal 
interaction with the customers and develop 
a positive problem solving approach. 

 Wong and Sohal (2003) conducted 
a study to determine the influence of 
store staff on customers’ loyalty towards 
retail stores in Melbourne-Australia. It 
was observed that empathy was the most 
significant predictor of customer loyalty in 
the city based retail stores. In retail services, 
tangibles such as the quality and variety 
of merchandise offered were the most 
important determinants, while empathy, 
responsiveness and assurance played a 
minor role. 

 Study by Martinéz-Ruiz et al. (2010) 
analyzed that customers always look for the 
convenience in retails business. Additional 
services play a role in determining 
customer satisfaction through creation of 
convenience. On the other hand, waiting 
time is one of the causes that results into 
customer dissatisfaction. (Katz et al, 1991), 
It can negatively affect the store patronage 
behavior of a customer. (Hui et. al. 1997) 
The stores which have lesser waiting time 
lead to provide greater customer satisfaction 
and store patronage. 

 Benek et.al. (2012) have found that 
physical aspects of stores and personal 
interaction are important for customer 
satisfaction. Customer wants to shop in 

safe, clean and well structured environment 
where staff is knowledgeable, friendly and 
willing to assist. 

 Negi, (2009) points out that overall 
service quality is significantly associated 
with and contributes to the overall 
satisfaction of mobile subscribers. Quality 
of services is an indispensable competitive 
strategy to retain customers. (Kothadiya, 
2012). Customer satisfaction is based on 
the level of service quality delivered by the 
service providers (Saravanan & Rao, 2007) 
which is determined by the consumer’s 
cumulative experiences at all of the points 
of contact with company. Satisfaction 
according to Hokanson (1995) is affected by 
factors such as friendliness, courteousness, 
knowledge and helpfulness of employees, 
accuracy of billing, competitive pricing and 
quickness of services. This shows that there 
is some link between service quality and 
customer satisfaction. (Wicks & Roethlein, 
2009). 

OBJECTIVES

1. To identify the elements of service 
quality delivered by grocery and FMCG 
retail. 

2. To compare the service quality 
parameters among organized and 
traditional retail stores. 

3. To assess the association of service 
quality dimensions with customer 
satisfaction and choice of retail store 
format.
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RESEARCH METHODOLOGY

 The present study is based on Survey 
Approach and has been conducted in Indore 
(M.P. India). Primary data has been collected 
through self administered structured 
questionnaire. It includes the variables 
measuring the quality of services at retail 
stores. The variables have been selected 
from literature review that is related to the 
above topic. The sampling technique used 
for the present study is Simple Random 
Sampling consisting of 100 respondents 

from Indore (M.P. India). Five point Likert 
Scale was used to measure the opinion of 
the respondents for the given variables. The 
hypotheses have been tested by using One-
Way ANOVA on SPSS 17.

ANALYSIS AND FINDINGS

 Present study is conducted by using 
RATER scale designed by Parasuraman, 
Zeithaml and Berry (1985) has been used. 
The variables are listed in Table 1. 

TABLE 1

Parameter Variables

Reliability: (Ability to deliver 
services)

Variety of merchandize displayed, information related to 
product, offers, in-store promotions, ability to communicate 
timely and accurate information, management of queues

Assurance
Quality of product, price, discount, quality of stores brands, 
freshness of merchandize, safety in carrying cash and 
online transactions

Tangibility
Store layout, well spaced merchandize, product display, 
cleanliness, lighting scheme, store attractiveness, 
information display, equipments, parking, in-store facilities

Empathy

Staff behavior and willingness to help, store keep’s 
efficiency to explain product details, demonstrations, 
support in product selection, competency and well dressed 
staff

Responsiveness
Response to queries, complaint handling, product exchange, 
time, store time, telephonic conversation, regular feedback 
to customers

HYPOTHESIS TESTING

H01: There is no significant association of 
service quality of Organized retail store on 
customer satisfaction.

H11a: There is a significant association 

of Reliability of Organized Retail Store 
Services on customer satisfaction.

H11b: There is a significant association 
of Assurance of Organized Retail Store 
Services on customer satisfaction.
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H11c: There is a significant association 
of Tangibility of Organized Retail Store 
Services on customer satisfaction.

H11d: There is a significant association of 
Empathy of Organized Retail Store Services 
on customer satisfaction.

H11e: There is a significant association of 
Responsiveness of Organized Retail Store 
Services on customer satisfaction.

TABLE 2 Service Quality and Customer Satisfaction 
at Organized Retail Stores

Scale F Value Significance

Reliability 3.990 .000

Assurance 3.457 .000

Tangibility 2.356 .003

Empathy 2.814 .000

Responsiveness 4.854 .000

 The hypotheses have been framed 
and tested to measure the association of 
SERVQUAL parameters in organized retail 
format and its association with customer 
satisfaction. From the above table it has 
been observed that the calculated value of 
F for all the parameters namely Reliability, 
Assurance, Tangibility, Empathy and 
Responsiveness is significant at 0.05 level. 
This indicates that these factors have a 
significant association with organized retail 
customer satisfaction. In light of this the 
null hypothesis namely H01: There is no 
significant association of service quality 
dimensions of organized retail store on 
customer satisfaction is rejected. Service 
quality dimensions of organized retail stores 
have a significant association with customer 
satisfaction.

H02: There is no significant association of 
service quality dimensions of Traditional 
retail store on customer satisfaction.

H12a: There is a significant association 
of Reliability of Traditional Retail Store 
Services on customer satisfaction.

H12b: There is a significant association 
of Assurance of Traditional Retail Store 
Services on customer satisfaction.

H12c: There is a significant association 
of Tangibility of Traditional Retail Store 
Services on customer satisfaction.

H12d: There is a significant association 
of Empathy of Traditional Retail Store 
Services on customer satisfaction.

H12e: There is a significant association of 
Responsiveness of Traditional Retail Store 
Services on customer satisfaction.

TABLE 3 Service Quality and Customer Satisfaction 
at Traditional Retail Stores

Scale F Value Significance
Reliability 4.321 .000
Assurance 2.318 .003
Tangibility 1.477 .100
Empathy 1.698 .041

Responsiveness 3.048 .000

 Similarly, in Table 3 it has been 
observed that the calculated value of F 
for the parameters namely Reliability, 
Assurance, Empathy and Responsiveness is 
significant at 0.05 level. This indicates that 
these factors have a significant association 
with organized retail customer satisfaction. 
In light of this the alternate hypotheses 
H12a, H12b, H12d, and H12e are not 
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rejected. There is a significant association 
of reliability, assurance, empathy and 
responsiveness of traditional retail store 
services on customer satisfaction.

 In case of the parameter Tangibility, 
the F value 1.477 is not significant at 
0.100 level. In light of this the alternate 
hypothesis namely  H12c: There is a 
significant association of Tangibility 
of Traditional Retail Store Services on 
customer satisfaction is not rejected.

 Thus we can conclude that the service 
quality parameters namely Reliability, 
Assurance, Empathy and Responsiveness 
of traditional retail store services are 
associated with customer satisfaction 
whereas tangibility of retail services does 
not have a significant association with 
customer satisfaction.

H03: There is no significant association of 
Reliability of Retail services and choice of 
retail store formats.

H13a: There is a significant association of 
Reliability of Retail services and choice of 
organized retail store formats.

H13b: There is a significant association of 
Reliability of Retail services and choice of 
traditional retail store formats.

TABLE 4  Reliability and retail format choice

Format F Value Significance

Organized Retail Store 19.864 .000

Traditional Retail Store 8.133 .000

 Two way ANOVA has been used to 
calculate the association of each factor of 
retail service quality with choice of a retail 
store format. It has been observed that the 

calculated F value 19.864 of Reliability 
factor for organized as well as traditional 
retail stores (8.133) is significant at 5% 
level. This indicates that there is a significant 
association of Reliability of retail store 
services with choice of a retail store format. 
In this case the null hypothesis namely 
H03: There is no significant association of 
Reliability of Retail services and choice 
of retail store formats is rejected. The 
ability of a format store to deliver variety 
of merchandize, display of product related 
information and promotion has a significant 
impact on choice of format store. A 
customer may prefer a specific format with 
respect to above parameters in grocery 
products. Thus, Reliability of retail services 
is significantly associated with a choice of 
retail format store.

H04: There is no significant association of 
Assurance of Retail services and retail store 
formats.

H14a: There is a significant association of 
Assurance of Retail services and choice of 
organized retail store formats.

H14b: There is a significant association of 
Assurance of Retail services and choice of 
traditional retail store formats.

TABLE 5 Assurance and retail format choice

Format F Value Significance
Organized Retail Store 4.693 .000
Traditional Retail Store 6.647 .000

 Table 5 shows the association of 
Assurance of retail store services. The 
factor group includes the assured quality 
of products at retail outlet, price, freshness 
of merchandize and store brands, safety in 
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financial and credit transactions etc. The F 
value 4.693 for assurance of retail services 
for organized retail format and 6.647 of 
traditional retail format are significant at 
5% level. In light of this the null hypothesis 
namely H04: There is no significant 
association of Assurance of Retail services 
and retail store formats is rejected. Consumer 
may prefer a specific format of store when 
it comes to the quality of merchandize 
and financial safety. The more assured he 
is,  preferred is a specific format store for 
grocery items. Thus, assurance about retail 
store services is significantly associated 
with a choice of retail store format.

H05: There is no significant association of 
Tangibility of Retail services and choice of 
retail store formats.

H15a: There is a significant association of 
Tangibility of Retail services and choice of 
organized retail store formats.

H15b: There is a significant association of 
Tangibility of Retail services and choice of 
traditional retail store formats.

TABLE 6 Tangibility and retail format choice

Format F Value Significance

Organized Retail 
Store 4.616 .000

Traditional Retail 
Store 2.955 .000

 Table 6 shows the association of 
Tangibility of retail store services with 
choice of store format. Tangibility is all about 
how a retail store appears when one enters 
into it. The F value 4.616 for tangibility of 
retail services for organized retail format 
and 2.955 of traditional retail format are 

significant at 5% level of significance. In 
light of this the null hypothesis H05: There 
is no significant association of Tangibility 
of Retail services and choice of retail store 
formats is rejected. There is a possibility 
that a consumer prefers to shop from a 
specific store format due to its attractive 
merchandize display, convenience in 
moving and locating the product in store, 
cleanliness and hygiene, hazards free 
parking etc. Therefore, the availability of 
the above facilities are associated with 
choice of a retail format.

H06: There is no significant association of 
Empathy of Retail services and choice of 
retail store formats.

H16a: There is a significant association of 
Empathy of Retail services and choice of 
organized retail store formats.

H16b: There is a significant association of 
Empathy of Retail services and choice of 
traditional retail store formats.

TABLE 7 Empathy and retail format choice

Format F Value Significance
Organized Retail 
Store 6.843 .000

Traditional Retail 
Store 4.642 .000

 In table 7, the association of 
Empathy of retail store services with 
choice of store format has been tested. 
Empathy of retail store is associated with 
in-store services and staff behavior. The F 
value 6.843 for tangibility of retail services 
for organized retail format and 4.642 of 
traditional retail format are significant 
at 5% level of significance. In light of 
this the null hypothesis H06: There is no 
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significant association of Empathy of Retail 
services and choice of retail store formats is 
rejected. Empathy of retail store services is 
significantly associated with a choice of a 
specific retail store format.

H07: There is no significant association 
of Responsiveness of Retail services and 
choice of retail store formats.

H17a: There is a significant association 
of Responsiveness of Retail services and 
choice of organized retail store formats.

H17b: There is a significant association 
of Responsiveness of Retail services and 
choice of traditional retail store formats.

TABLE 8 Responsiveness and retail format choice

Format F Value Significance
Organized Retail 
Store 10.109 .000

Traditional Retail 
Store 6.520 .000

 In table 8, the association of 
Responsiveness towards store services 
with choice of store format has been tested. 
The F value 10.109 for Responsiveness of 
retail services for organized retail format 
and 6.520 of traditional retail format are 
significant at 5% level of significance. 
In light of this the null hypothesis H07: 
There is no significant association of 
Responsiveness of Retail services and 
choice of retail store formats is rejected. 
Consumer preferences and satisfaction is 
also associated with the response time taken 
for handling queries by a retailer, the way 
the complaints, queries and suggestions are 
being handled etc. Thus the above study 
confirms that responsiveness towards retail 

services is significantly associated with 
choice retail store format.

CONCLUSION

 The present study has been carried out 
to measure consumers’ preferences towards 
organized and traditional retail formats based 
on retail service quality parameters. It has 
been observed that consumer preferences 
and satisfaction is positively associated 
with the services delivered by both the 
format stores. When consumer preferences 
are measured towards both the format 
stores, they have considered the parameters 
like availability of variety of merchandize, 
in-store promotions, information display, 
quality of national and private label brands, 
store atmosphere, cleanliness and hygiene, 
store sales person’s attitude, response time, 
in-store facilities and services and so on.

SCOPE OF FURTHER RESEARCH

 Both the format stores need to focus 
on services delivered by them to increase 
store footfalls and manage store traffic at 
weekends. Training programmes can be 
conducted to enhance the ability of staff 
for customer and complaint handling. The 
study may be further carries out on either 
of the formats between metro and mini 
metros. Service quality can be measured for 
retail formats based on individual factors of 
RATER scale.
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Abstract

This study evaluates the impact of Corporate Communication on investment decisions  
using Chemical and Mining Firm, Chile. Descriptive research design approach was adopted. The  
company’s representatives were interviewed to get empirical data. The researchers adopted simple 
random sampling technique to sample the target population of study. This method gives every 
units or department equal opportunity to be selected and fully represented in the survey. The study 
population involved managers and operational staff from; investors relations department, business 
development department, internal audit, safety, health and environmental departments, and legal 
Department. Data was analyzed using categorization process to get empirical result. Study not-
ed that, corporate communication played positive significant effect on investment decisions. To  
improve effectiveness of communication process, study therefore recommends that firms should 
designate investor relations officers to serve as information linkage between company manage-
ment and information seekers (shareholders and investors). Finally, study also recommends 
that an interpreter or help desk should be appointed to handle all technical issues arising from  
communication barrier especially when doing business with foreign partners or associates.

Keywords:  Corporate Reputation, Corporate Communication, Categorization Process, Investor 
Relations, Stakeholder.

SONA GLOBAL 
MANAGEMENT REVIEW

INTRODUCTION

 This study evaluates the effect of 
Corporate Communication on investment 
decisions using a case study of a case study of 
Chemical and Mining Firm, Chile. Financial 
stakeholders especially investors need 
information from communicating channels 

such as; company’s websites, annual 
report, newsletter, and balance sheet for 
investment decisions. Although, the above 
communicating channels are not enough to 
relied upon due to poor connectivity that 
may arise from network provider such as 
internet problems which may cause delay 
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from accessing information on time by 
the end-users (investors). Good linkage 
between the company’s management and 
information promotes good communication 
(Nielsen, & Bukh, 2011). 

 Majority of companies have understood 
the significance of communication; while 
others have not. Then, the question that 
calls to mind is that, is a newsletter 
enough to communicate with investors? 
Obviously, the answer is no, because the 
financial stakeholders need more than this 
information such as (an investor relations) 
to make an analysis and support of their 
decisions (Srivastava, McInish, Wood & 
Capraro, 1997; Dolphin, 2003). In addition, 
some firms are designating investor 
relations officers to oversee aspect of firm’s 
communication with potential investors 
through phone calls and face-to-face 
meetings (Mallin, 2004). Investor relations 
professionals could serve as the information 
linkage between company management 
and information seekers such as; analysts, 
specialists, investors’ relation and 
communicate accurately firm’s performance 
and prospect (Murad, 2006). Several firms 
have recognized the need for an investment 
relations department as a strategic 
management that integrates company’s 
finance, marketing, communication and 
security law compliance (Hong & Ki, 
2007).

 Investor Relations (IR) department is 
a term used to portray the current activity 
of companies communicating with the 
investment community (Marston & Straker, 
2001). It specializes in information and 
handles inquiries from shareholders and 
investors who are interested in a company’s 

stock market.  The authors argue that 
IR department plays significant impact 
on creating value vis-à-vis to both the 
company (such as, profitability or return 
of capital or investment) and its investors. 
National Investor Relations Institute (NIRI, 
2003), noted that IR performs both financial 
function and communication function. 
Communicating with investors can be 
basically through the following; company 
news-releases, annual reports and websites 
(Nielsen, & Bukh, 2011).

 Sometimes, information that investors 
may expect can be different from what 
the company have and communication is 
required for proper targeting of investors 
interest to avoid failure in investing in a 
publically listed company (Srivastava et 
al. 1997). For this reason, communication 
should involve two-way process, by 
proper targeting of the target audience 
and investing in the right company. Song 
and Thakor (2008) put it that, the risk of 
investing in a publically listed company is 
reduced. The distribution of information 
through communication channel helps 
to serve as meeting the investors’ needs 
as well as assessing the return of their 
investment. Therefore, investor relations 
department should serve as a platform to 
link investment community to evaluate 
organizational performance and decide 
whether to invest on it or not. 

Definition of Key Terms 

 This section defined operational terms 
or key terms in this study.

 National Investor Relations Institute, 
NIRI (2003), Investor Relations is defined 
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as a strategic management approach 
that integrates finance, communication 
marketing and security law compliance to 
enable effective communication between a 
firm and financial community or resource 
holder. It involves communication of 
information and insight between a company 
and investment community according to 
Investor Relation Society (IRS, 2016). 
Investor Relations perform financial 
functions through the use of; annual reports 
and quarterly reports, corporate fact sheets 
to attract potential investors to make 
investment into the organization.  

 Cornelissen (2008) defined corporate 
stakeholder as any group or individual who 
may be affected by what an organization 
does or does not do. They have interest 
in the achievement of the organizational 
objective. They are also known as resource 
holders or investors. They have larger 
stake on firm return of investment or asset. 
Stakeholders are concerned about firm’s 
performance and reputation. Chun (2005) 
defined corporate reputation as aggregate 
perception of multiple stakeholders about 
firms’ performance over time. It affects 
the way in which stakeholders behave 
towards an organization (such as investors’ 
satisfaction and customer loyalty). It is often 
used synonymously with image. Corporate 
image is associated with logo or brand. It 
often reflects how others (investors) view the 
organization.  Integration is defined as the 
art of coordinating communication process 
so that corporate image is effectively and 
consistently communicated to both internal 
and external group.

REVIEW OF RELATED LITERATURE

Definition of Corporate Communication

 In all organizations, communications 
flows vertically and horizontally, internally 
and externally, formally and informally 
linking between management and financial 
stakeholders. Corporate Communication 
is important in the following ways; to 
establish and disseminate the goals of an 
organization; to develop the plans of their 
achievement; to direct, motivate and create 
a climate in which people want to contribute 
for investment and to control performance 
(Weihrich & Koontz, 2005). It is categorized 
into; oral, written, sign and electronic 
communication. Oral communication 
includes face to face discussion, telephone 
conversation and formal presentation of 
speeches. It is very fast and saves cost. 
Written communication includes memos, 
letter, and invitations. It creates room for 
permanence of the records which can be 
retrieved and used whenever the need 
arises. Although, written communication 
does not give room for immediate feedback, 
it may not be properly disseminated to the 
right person.  Sign communication involves 
used of non-verbal communication and 
is commonly used by the deaf and dumb. 
Electronic communication involves use of 
improved technology such as electronic 
mails (e-mails), instant messaging and 
video conferencing. Video conferencing 
allows group of people to interact with each 
other by means of video or audio media. It 
is used to hold meetings and people are seen 
moving as they do one thing or the other. 

  The success of any organization depends 
on how it is viewed by firms’ stakeholders, 
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and communication is a critical part of 
building, maintaining and protecting 
organizational reputation. Corporate 
Communication is a management function 
that offers a framework for effective 
coordination of all internal and external 
communication with the overall purpose 
of establishing and maintain favorable 
reputations with stakeholder group upon 
the organization is dependent (Cornelissen, 
2008). To improve effectiveness of 
communication either, written and oral 
communication, the following guidelines 
is suggested; ensure clarity of the message, 
use of appropriate language, simple words, 
avoid phrases, use of familiar words and 
avoid unnecessary words. Again to improve 
effectiveness of electronic communication, 
organization should delegate an interpreter 
to handle all technical problems resulting 
from language barrier as well as a technical 
person who can handle technical problems 
resulting from breakdown of equipment 
(Davis & Newstrom, 1995).

 Corporate Communication plays a 
very important role in keeping everyone 
informed in every event within an 
organization. It involves transmission 
of information from the sender to the 
receiver without any feedback (Van-Riel, 
1997). Organizations consider Corporate 
Communication important in developing 
corporate image (Van-Riel, 1992). In order 
to achieve firm objective, it is useful for 
firms to communicate effectively in order 
to send strong messages across to every 
stakeholder. Corporate Communication 
creates the desire of promoting firms image 
and reputation with the help of effective 
communication process (Karadeniz, 2009). 

Organizational stakeholders are usually 
contacted through oral, written or electronic 
processes. Corporate Communication 
is therefore defined as a “term that 
encompasses all the ways in which the 
organization communicates with its various 
stakeholders” (Balmer & Gray, 2000; 
Melewar & Karaosmanoglu, 2006a).

 The origin of corporate investor relations 
began in the 1960s in the United State 
of America (USA). An investor relation 
is the term used to portray the current 
activity of companies communicating with 
the investment community (Melewar & 
Karaosmanoglu, 2006b). Obviously, it is the 
part of stock market life that focuses mainly 
on interaction with existing shareholders, 
potential investors, analysts and journalists 
(Tracey, 2010). Meetings with investors 
can be basically through the followings; 
company news-releases, annual reports and 
websites. Again, most firms are designing 
their communication tools in such a way 
to incorporate information that financial 
investors require about the company, so 
that they can gain a greater understanding 
about its business, governance, financial 
performance and prospects. Therefore 
communication is not just one-way, but 
also used to get feedback from investors on 
areas that require attention.

 According to Jones (2002), investors 
are expected to be communicated regularly, 
so that they can have frequent updates of 
company’s information at ease. Information 
should be composed and restructured in 
such a way that it will have a clear title, sub-
headings, glossary, table of contents and a 
quick-read summary at the start for better 
understanding (Report Leadership Group, 
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2006). This will help to give the investors a 
clear focus and easiness to find the definite 
information, with high accuracy. This will 
help to eliminate the chances of investor 
getting mixed messages, making the 
information clear, direct and informative 
which boosts his confidence, admiration 
and relation of the company the investor is 
interested in. Finally, investors need to be 
communicated through the right channels. 
Similarly, investors are communicated 
through different channels such as; web 
portal, internet, e-mails, radio, television 
and newspaper to motivate them evaluate 
investment opportunities (Negris, 2006). 
The internet helps to provide affordable easy 
way of communicating with the investors 
and business information such as; mission, 
vision and performance metrics online 
to furnish investors with the necessary 
information they need for their investment 
decision.

Empirical Review on Corporate 
Communication

 Very few studies have been conducted 
in this area. This has generated both 
positive and negative arguments in the 
literature. Some of these studies conducted 
from different parts of the world are 
reviewed below. In developed country 
like Chile, Ugwu et al. (2014) studied 
Corporate Identity and Communication, 
a key Component for Investors’ Relation. 
Data was collected using interview. The 
population of study consists of managers 
and employees of Sociedad Quimicay 
Mineral (SQM) de Chile. Data was 
analyzed using Categorization process. 

Study found that Corporate Identity played 
significant positive role in building investors 
relationship.

 In Britain, (Dolphi, 2000) also 
examined the role and task of Corporate 
Communication. Descriptive research 
design was adopted. The population of 
study consists of 20 British organizations 
in the United Kingdom. Data was collected 
using both questionnaire and interview 
to generate findings. Result showed that 
Corporate Communication was applied 
in the formation and implementation of 
management strategies to sustain firms’ 
image. Similarly, Cornelissen (2010) 
investigated Corporate Communication in 
Contemporary Organization. Secondary 
data was sourced using secondary 
sources. Study showed that Contemporary 
Organizations organize communication 
activities in order to plan strategically 
and coordinate the release of messages to 
different stakeholder groups.

 Given methodological limitations in use 
of analytical tool, theoretical limitations, 
timing of research and geographic coverage 
of previous study conducted by Cornelissen 
(2010); a research gap has been identified. 
Concerning theoretical limitations, previous 
study by Cornelissen (2010) did not present 
empirical review of previous study by other 
scholars related to main study. Secondly, 
on methodological limitations, the same 
authors did not indicate choice of analytical 
tool applied to get empirical result. Based on 
theoretical and methodological limitations 
identified in previous studies, a gap in 
literature has been identified. Based on 
this, study is necessitated and investigates 
the evaluation of the impact of Corporate 
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Communication on Investment Decisions 
using a case study of Chemical and 
Mining Company of Chile Incorporated. 
Descriptive research design was adopted 
and data was analyzed using Categorization 
Process. Categorization process compares 
empirical source with the literature to make 
conclusion.
 

RESEARCH METHODOLOGY

 Chemical and Mining Company of Chile 
(SQM) was founded in 1968. The company’s 
activities comprises of agricultural products 
such as; fertilizers, fruits, vegetables among 
others. The logotype shows that, the 
company’s vision was built on production 
of natural fertilizer with main purpose of 
meeting with customers demands (SQM. 
2008a). The company’s mission and vision 
focuses on producing better fruits and 
vegetables to satisfy their target customers.  
After so many years of doing business, the 

market for its products dropped down and 
this affected the company performance 
adversely. To this effect, ownership 
structure of the firm was restructured in 
order to penetrate the competitive market, 
improve market share and performance 
concurrently. The company’s name became 
shorter, and was modified as ‘Soquimich’. 
Subsequently, the company expanded its 
market and develops new products not 
only for the agricultural sector, but also for 
industrial markets purposes (SQM, 2008b).

Population of the Study

 Study adopted descriptive research 
design. The study population involved 
managers and operational staff of Chemical 
and Mining Company of Chile. Table 1 
summarizes the rank and departments of 
the respondents. Total population of the 
study was given as 28 staffs of the selected 
organization. 

Table 1 Description of Respondents or Staff of Chemical and Mining Company of Chile.

Name of Organization Rank/Designation Department

Chemical and Mining 
Company Chile

Head of Department Investors Relations 
Department

Chief Financial Officer Business Development  
Department

President or Chief Executive 
Officer CEO)

Chairman of Board of 
Director

Financial Consultant Internal Audit Department

Safety Officer Safety, Health & 
Environmental Departments

Legal Practitioner Legal Department

Total Population 28 Staffs

  Source: (Personnel File of Chemical and Mining Company, Chile).
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METHOD OF DATA COLLECTION

 Primary data were sourced from the 
interview. The participants were interviewed 
on April, 2008, at Chile. The participants 
were termed as “respondent” A, B, C, D, E 
and F. The interviewers’ represents students 
of Jonkoping University Sweden (Ugwu, 
Maina, Silva and Vargas). The selected 
organization is a Chemical and Mining 
Company, Chile. One of the researchers 
comes from Chile, and it was why the 
firm was adapted to satisfied researcher’s 
interest.

SAMPLING TECHNIQUE 

 The researchers adopted simple random 
sampling technique to sample the target 
population of study. This method gives every 
units or department equal opportunity to be 
selected and fully represented in the survey. 
Therefore, the choice of selecting one unit 
or department does not affect the choice of 
selecting other units or departments in the 
survey. 

PRESENTATION OF DATA ANALYSIS

 This section presents approach for 
data analysis. Data was analyzed using 
Categorization Process. The authors 
developed a model (Table 2) used in 
analyzing and displaying data. It involves 
organizing and categorizing data into the 
following steps; 
I. ‘Key words’ or ‘key terms’ was extracted 

from empirical source (interview).
II. ‘Key words’ or ‘key terms’ was 

extracted from empirical literature.
III.  Result was established by comparing 

extracted information between literature 
and empirical   source.

IV. The result obtained was analyzed in 
three categories such as: Corporate 
Communication, Investor Relation 
Objective and Investors Satisfaction. 

V. Conclusion was drawn at a point where 
organized data and empirical source 
(interview) converge or diverge with 
the literature (Saunders et al. 2007; 
Cited in, Ugwu et al. 2008).

Table 2: Data Analysis Process and Presentation 
Model

Source: (Authors Own Creation).
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RESULTS AND DISCUSSION

 This section presents the responses of 
respondents on Corporate Communication 
and Investor Relations. 

1. Instrument: Corporate Communication 
is defined as an instrument which sustains 
the image of an organization (Melewar 
& Karaosmanoglu, 2006a). According to 
respondent A, Personal Communicator 
(2009) “Corporate Communication 
is a “necessary instrument used to 
communicate information to company’s 
stakeholders”. Respondent B, Personal 
Communicator (2009) argued that “our 
company communicates with investment 
community with the aid of instrument such 
as; annual report, webcast and website”. 
Respondent C, Personal Communicator 
(2008) also stated that, Chemical and 
Mining Company uses Bank of New York 
and Banks in Chile as an instrument to 
communicate information regarding the 
issues that will be discussed in stakeholders 
meeting through proxy cards. Comparing 
the empirical source (interview) with the 
literature, the researchers agreed that the 
firm communicates with the investment 
community with the aid of instrument to 
promote its messages or information. 

2. Investor Relations Department: 
Investor Relations Department is a 
department that links firm’s communication, 
marketing and finance with investment 
community or resource holders (National 
Investor Relations Institute, NIRI, 2003). 
Respondent D, Personal Communicator 
(2009) stated that, “there is a growing 
trend in today’s financial community 
for certain investors to analyze not only 

financial and strategic fundamentals, but 
other, less concrete variables, including 
corporate social responsibility, sustainable 
development, and corporate governance 
practices”. Respondent E, Personal 
Communication (2009) emphasized that, 
“it is important for investor relations and 
corporate identity to be fully integrated, in 
order to achieve consistency in information 
delivered to the target investors and 
company’s stakeholders”. Comparing 
empirical source with the literature, the 
researchers agree that investment relations 
department links firms’ communication 
with investment community. 

3. Investor Satisfaction Index: Is an 
instrument to evaluate firms’ aspect that 
satisfies investors’ interest. These include; 
company profitability, stability, regulations 
and well-being (Lee et al, 2006).  Respondent 
C, Personal Communicator highlighted 
that, “sales, products and services will 
generate financial results, and investors 
are concerned about these”. According to 
the same respondent, profitability is one of 
the considerable factors for investing in a 
company and it is important that the company 
is attractive in this aspect”. Comparing 
empirical source with the literature, the 
researchers therefore agree that, investor 
satisfaction index is considered as essential 
instrument to evaluate investors’ interest 
and firms’ performance. 

CONCLUSIONS

 Conclusion is drawn from the analysis 
of findings. This study evaluates the 
effect of Corporate Communication on 
investment decisions. Selected organization 
for this study is Chemical and Mining 
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Firm, Chile. Reflecting on the literature, 
Cornelissen (2008) affirm that Corporate 
Communication plays a very important 
role in keeping everyone informed in every 
event within an organization and the success 
of any organization depends on how it is 
viewed by firms’ stakeholders or investment 
community, and communication is a critical 
part of building, maintaining and protecting 
organizational reputation. Findings of this 
study showed that; instrument (such as, 
annual report, webcast and website), investor 
relations department and investment 
satisfaction index promotes Corporate 
Communication and Investment Decisions. 
Corporate Communication is therefore 
essential for firms’ success. Some investors 
evaluate financial reports of a company 
before making investment decisions, while 
others evaluate company’s image or name. 
Use of Annual report, webcast, website, 
investor relation department among others 
helps to keep investors informed about firm 
performance and investors are concerned 
about these. Based on this, study concludes 
that Corporate Communication played 
positive significant impact on investment 
decisions. 

RECOMMENDATIONS

 Based on conclusions, the following 
recommendations are made. 

1. To improve effectiveness of 
communication process, study therefore 
recommends that firms should designate 
investor relations officers to handle or 
coordinate all communication channels both 
internal and external stakeholders. Investor 
relation officer should serve as information 

linkage between the company management 
and information seekers (shareholders and 
investors). Effective communication is 
important to promote firm performance and 
the success of any organization depends 
on how their reputation (profitability) is 
viewed by firms’ stakeholders or investment 
community.

2. Poor connectivity or internet problems 
can cause major delay when accessing 
information by the end-users (investors). 
Study also recommends that a technical 
person (such as, interpreter) should be 
appointed or selected to handle all technical 
issues arising from communication barrier 
especially when doing business with foreign 
partners or associates. Information seekers 
should visit the company’s website regularly 
for updates of newsletter on corporate 
website to get relevant information needed 
for investment decision.

3. Language barrier can affect 
communication process especially 
information seekers and company 
management. Study also recommends that 
company management should incorporate 
different language version on corporate 
website for easy access of information by 
end-users or resource holders.
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Customers’ Perception on Customer Contact Programmes as a 
CRM Tool in Banks 

Abstract

The Reserve Bank of India (RBI) introduced the principles of Customer Relationship Manage-
ment (CRM) practical guidelines for best practice in the implementation of a CRM strategy in 
the India. Today, customers have become more sophisticated, more demanding, and less willing 
to forgive banks whose products and services do not satisfy their high standards.  The banking 
Customers would like all the services under one roof, expects to save time and simplified trans-
action while doing business. The selection of sample was 500 customers from both private and 
public sector banks. The validity of the results have been analyzed by applying technique such 
as ANOVA, t-test.  Hence, the present study tries to find out whether the banks should encourage 
regular customer contact programmes.  Customer contact programmes help the customers to take 
active part in the banks’ activities that lead towards customer partnership. The result of the analy-
sis reveals useful information for manager to define, maintain and improve customer relationship.

Keywords:  Customer Relationship Management (CRM),Customer Perception, Customer contact 
programs.

SONA GLOBAL 
MANAGEMENT REVIEW

INTRODUCTION

 Globalization is transforming the 
financial services industry significantly by 
shifting the advantages from the providers 
of financial services to the users.  With the 
never ending revolution of information 
technology, the role of banks which used 
to be money lending has assumed broader 
dimensions.  As, the financial institutions 
are trying to provide all the services at 
the customer’s doorstep, the customer has 
become the focal point either to develop 
or maintain stability in the business.  

Every engagement with the customer 
is an opportunity to either develop or 
destroy a customer’s faith in the bank.  The 
expectations of the customers have also 
increased many folds.  Intense competition 
among the banks has redefined the concept 
of the entire banking system.  The banks 
are looking for new ways not only to 
attract but also to retain the customers 
and gain competitive advantage over their 
competitors.  Every bank in the industry like 
other business organizations is deploying 
innovative sales techniques and advanced 
marketing tools to gain supremacy.
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REVIEW OF RELATED LITERATURE

 According to Newell (2000) the real 
value to a company lies in the value they 
create for their customers and in the value 
the customers deliver back to the company.  
Accordingly, it is important to mark that 
the value does not lie in more information 
and in more advanced technology.  The 
value lies in the customer knowledge and 
in how the company uses that knowledge 
to manage their customer relationships.  
Knowledge is the soul of the CRM.

 Unfortunately, few companies are 
transforming the information to customer 
knowledge and therefore they miss the 
opportunity to provide value to their 
customer.  However, applied in the right 
way, the CRM is the tool that contributes 
to profit.  If companies are transforming 
the customer data into knowledge and then 
uses that knowledge to build relationships 
it will create loyalty, followed by profits 
Royals, (2000). Pisharodi, et al., (2003) in 
a study of success of the CRM found that 
a process-oriented strategic approach to 
connect the operational, informational and 
the organizational components of the CRM 
are critical for the success of the CRM 
application. Parvatiyar and Sheth (2001) 
observed that the CRM is a comprehensive 
strategy and process of acquiring, retaining 
and partnering with selective customers 
to create superior value for the company 
with the customers. Tapan, (2003) in his 
article “Creating Customer Life-time 
Value Through Effective CRM in Financial 
Services Industry”, has stressed the 
importance of the CRM in financial services 
industry. Customer data management 
gives clues about the probability of 

customer demand and the technology 
helps in tracking the characteristics and 
categorization of customers depending on 
their past behaviour.  He concluded that 
with increased competition and customers 
moving very fast from one firm to another, 
it is essential to have an integrated CRM 
strategy across the whole organisation for 
generating higher customers’ life-time 
value. Upinder et al., (2004), Rajeswari 
Krishnan (2004) Raji Srinivasan and 
Christine Moorman (2005), Tapan, (2003), 
Parvatiyar and Sheth (2001).

STATEMENT OF THE PROBLEM

 Today, customers have become more 
sophisticated, more demanding, loyal 
and less willing to forgive banks whose 
products and services do not meet their high 
standards.  They want all the services under 
one roof and expected to save time while 
doing business and want the transactions 
to be as simplified as possible.  Hence, the 
present study tries to find out the perception 
level of the customer contact programmes 
on CRM of the public and private sector 
commercial banks.

OBJECTIVES OF THE STUDY

 The study has been undertaken with the 
following objectives;

1. To study the level of the perception 
of customers on customer contact 
programmes with the variables such 
as their age, sex, marital status, 
educational status, occupational 
status and monthly income.
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2. To distinguish the perception on 
customer contact programmes of 
the private and public sector in 
commercial banks.

METHODOLOGY

 The research study is based on the 
systematic method of data collection 
and analysis.  The study was based on 
the primary data collected from the bank 
account holders of private and public sector 
banks in Sivagangai district of Tamilnadu.  
The respondents were selected by adopting 
multistage random sampling technique, 
i.e., Tamilnadu was taken as the universe 
(Primary Sampling Unit).  From the primary 
unit, Sivagangai district was selected.  
Sivagangai district has 116 banks.  Hence, 
the respondents of the banks were selected 
as the ultimate units.  In total, 500 samples 
were selected from the eight private and 
public sector bank branches by adopting  
the convenience sampling method.

HYPOTHESIS

 Based on the objectives of the study, the 
following hypothesis has been framed and 
tested. The customers’ perception of CRM 
in banks does not vary with customers’ 
age, sex, education, occupation, income 
level, the bank in which customers have 
an account, type of account maintained by 
the customers, and the period of customers’ 
association with banks.

SAMPLE
 The primary data was collected through 
a questionnaire administered on the account 
holders of the selected banks of Sivagangai 
district.  The questionnaire was pretested to 

ensure clarity and prompted response from 
the respondents.  The questionnaires were 
distributed to 500 sample units, 250 each to 
private and public sector banks.  From the 
collected questionnaires, 79 were eliminated 
because of incomplete data and missing 
values.  Hence, only 421 questionnaires 
were administered for the study. Secondary 
data was collected from various textbooks, 
Journals, RBI Bulletins and Internet, etc. 

STATISTICAL TOOLS USED
 For analyzing the data collected during 
the investigation, the statistical tools were 
used based upon the nature of data and 
relevance of the information required.  
t- test, F-test and  ANOVA.

ANALYSIS AND INTERPRETATION

 Banks should encourage regular 
customer contact programmes.  Customer 
contact programmes help the customers to 
take active part in the banks’ activities that 
lead towards customer partnership.  This 
will lead to increase the retention.  Some of 
the important customer contact programmes 
of banks are as follows;

•	 Customer awareness programme 
about the new products and services

•	 Customer service meet to discuss 
their problems and to find out ways 
to improve customer services

•	 Conducting customer contest to 
elicit views on improvement of 
customer service / satisfaction.

•	 Conduction special events for 
customers

•	 Sending of thanking cards, birthday 
greetings by banks.
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•	 Telephone recalls.
•	 Customer reward schemes (small discounts, dinners, gifts and so on).
•	 Mailing publicity pamphlets.
•	 Awareness in online transaction and ATM. 
•	 Celebration of customer day and so on.

CUSTOMER’S PERCEPTION OF CUSTOMER CONTACT PROGRAMMES
 A study of customers’ perception of customer contact programmes in banks is made in 
this section, taking into account their age, sex, education, occupation, income levels, banks, 
types of accounts operated in the banks and the span of respondent’s association with banks.  
As stated earlier, the respondents are classified into low, moderate and high perception levels 
based on over all scores of customer contact programmes using x ± 0.50σ classification.

AGE-WISE CUSTOMERS’ PERCEPTION OF CUSTOMER CONTACT 
PROGRAMMES

Tables1, 2 and 3 reveals the distribution of customer contact programmes scores based 
on age, the mean values and the ANOVA result.

Table 1 Age-wise Distribution of Customer contact programmes Scores

Overall 
Customer 

contact 
programmes 

Score

Age in Years Total

Below 30 31-40 41-50 51 & 
Above No. of 

respondents %
No. % No. % No. % No. %

Low (< = 40) 23 26.1 50 36.2 47 40.2 25 32.1 145 34.4
Moderate 
(41-62) 34 38.6 61 44.2 56 47.9 42 53.8 193 45.8

High (>62) 31 35.2 27 19.6 14 12.0 11 14.1 83 19.7

Total 88 100 138 100 117 100 78 100 421 100

Source: Computed

Table 1 shows that 26.1 % of the respondents in the age group of 30 years, 32.1% 
of the respondents in the age group of 51 years and above and 40.2% of the respondents 
with 41-50 years and above have a low level perception, while 44.2.7% of the respondents 
in the age group of 31-40 years, 53.8% of the respondents in the age group of 51 years and 
above. 38.6% of the respondents with 30 years have moderate level perception. 12% of the 
respondents below 41-50 years, 14.1% of the respondents in the age group of 51 years and 
above and 19.6% of the respondents in the age group of 31-40 years and above have a high 
level perception of customer contact programmes in banks.
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TABLE 2 Mean Scores of Overall Perception of 
Customer contact programmes based on Age

Age (in 
Years) Mean S.D  No. of 

respondents
Below 30 54.48 17.82 88

30 – 40 49.23 16.60 138

41 – 50 46.32 15.93 117

51 & Above 48.59 13.32 78

All 49.40 16.32 421

Source: Computed

 The mean values of overall scores of 
the respondents vary between 46.32 and 
54.48.  The Respondents below 30 years 
with a mean value of 54.48 have the highest 
level of perception of customer contact 
programmes in banks.

 ANOVA test has been applied to find 
out if there is any significant difference 
between the respondents of different age 
groups in their perception of customer 
contact programmes in banks.

H0: There is no significant difference 
between the respondents of different age 
groups in their perception level of customer 
contact programmes in banks.

TABLE 3 ANOVA Result

 Source: Computed    
 **: 1% level of significance
 The ANOVA result with the calculated F 
value at 4.395, which is greater than the table 
value of 3.829 at 1% level of significance, 
reveals that there is significant difference 
between the respondents of different age 
group in their perception level of customer 

contact programmes in banks.  Hence, the 
null hypothesis is rejected.

Gender-wise Customer’s Perception of 
Customer contact programmes

 Table  4 present Gender-wise distribution 
of customer contact programmes scores, the 
mean value sand the ‘t’ – test result.

TABLE 4 Distribution of Customer contact 
programmes Scores on the Basis of Sex

 

Overall Customer 
contact 

programmes Score 

Sex Total 

Female Male No. of 
respondents % 

No. % No. % 

Low (< = 40) 46 36.5 99 33.6 145 34.4 

Moderate (41-62) 57 45.2 136 46.1 193 45.8 

High (>62) 23 18.3 60 20.3 83 19.7 

Total 126 100.0 295 100.0 421 100.0 
 

   Source: Computed

 Table 4 shows that 36.5% of the 
female respondents and 33.6% of the male 
respondents have low level perception of 
customer contact programmes in banks.  
While 45.2% of the female respondents 
and 46.1% of the male respondents have 
moderate level perception, while 18.3% 
of the female and 20.3% of the male 
respondents have high level perception of 
customer contact programmes in banks.

TABLE 5 Comparison of Mean Scores of Overall 
Perception of Customer contact programmes of 

Male and Female Respondents

Sex Mean S.D No. T df Table 
Value Sig. 

Female 48.79 15.67 126 
0.499 419 1.966 Ns 

Male 49.66 16.62 295 

Total 49.40 16.32 421     

 

 Source: Computed    
 Ns: Not Significant
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 The mean values of the male and female 
respondents vary between 48.79 and 49.66.  
The female respondents with a mean value 
of 49.66 have a higher level of perception 
of customer contact programmes. The ‘t’ – 
test has been applied to check if there is any 
significant difference between the male and 
female respondents in their perception of 
retention management in banks.

H0: There is no significant difference 
between the male and female respondents 
in their perception of customer contact 
programmes in banks. 

  The calculated ‘t’ – test value at 

0.449, which is less than the table value of 
1.966 at 5% level of significance, shows 
that there is no significant difference 
between the male and female respondents 
in the perception of customer contact 
programmes.  Hence, the null hypothesis is 
accepted.

Education-wise Customer’s Perception of 
Customer contact programmes

 Tables 6, 7 and 8 present education-
wise distribution of customer contact 
programmes scores, the mean values and 
ANOVA result.

TABLE 6 Education-wise Distribution of Customer contact programmes Scores

Overall 
Customer 

contact 
programmes 

Score

Education Level Total

Illiterate School 
Level

College 
Level Professional Others

No. of 
respondents

%No. % No. % No. % No. % No. %

Low (< =40) 1 20.0 17 32.7 84 39.3 37 27.8 6 35.3 145 34.4

Moderate 
(41-62) 3 60.0 30 57.7 88 41.1 66 49.6 6 35.3 193 45.8

High (>62) 1 20.0 5 9.6 42 19.6 30 22.6 5 29.4 83 19.7

Total 5 100 52 100 214 100 133 100 17 100 421 100

Source: Computed

 Table 6 reveals that 27.8% of the professionally qualified respondents, 39.3% of the college 
level educated respondents and 20% of the illiterate respondents have low level perception, 
while 60% of the illiterates, 49.6% of the professionally qualified respondents and 57.7% of 
the school level educated respondents have moderate level perception of customer contact 
programmes of the banks.  19.6% of the college level educated respondents, 9.6% of the 
school level educated respondents and 22.6% of the professionally qualified respondents have 
high level perception of customer contact programmes in banks.
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TABLE 7 Mean Scores of Overall Perception of 
Customer contact programmes based Education

Education 
Level Mean S.D No. of 

respondents 

Illiterate 51.20 16.77 5 

School Level 47.15 13.53 52 

College Level 49.17 16.18 214 

Professional 50.56 17.59 133 

Others 49.65 16.51 17 

Total 49.40 16.32 421 

 

 

 Source: Computed

 The mean values of all the respondents 
with different educational levels vary 
between 47.15 and 51.20. However, the 
illiterates who are less in number, with 
the mean value of 51.20 have the highest 
level of perception of customer contact 
programmes. 

 ANOVA test has been applied to test if 
there is any significant difference between 
the respondents with different educational 
levels in their perception of customer 
contact programmes.

H0: There is no significant difference 

between the respondents with different 
educational levels in their perception of 
customer contact programmes in banks.

TABLE 8 ANOVA Result

Groups Sum of 
Squares df Mean 

Square F Table 
F Sig. 

Between 
Groups 468.937 4 117.234 

0.438 2.393 Ns 
Within 
Groups 111452.223 416 267.914 

Total 111921.159 420     
 

   Source: Computed Ns: Not Significant

 The ANOVA result with the calculated F 
value at 0.438, which is less than the table 
value of 2.393 at 5% level of significance, 
reveals that there is no significant difference 
between the respondents with different 
educational levels in their perception of 
customer contact programmes in banks.  
Hence, the null hypothesis is accepted.

Occupation-wise Customer’s Perception 
of Customer contact programmes

 Table  9, 10 and 11 present the 
occupation-wise distribution of customer 
contact programmes scores, the mean 
values and ANOVA result.

TABLE 9 Occupation-wise Distribution of Customer contact programmes Scores

Overall 
Customer 

contact 
programmes 

Score

Occupation Total

Agriculture Salaried Profession Business Others
No. of 

respondents %
No. % No. % No. % No. % No. %

Low (< = 40) 14 32.6 44 27.7 20 31.3 46 46.0 21 38.2 145 34.4

Moderate 
(41-62) 26 60.5 74 46.5 28 43.8 36 36.0 29 52.7 193 45.8

High (>62) 3 7.0 41 25.8 16 25.0 18 18.0 5 9.1 83 19.7

Total 43 100 159 100 64 100 100 100 55 100 421 100

Source: Computed
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 Table 9 shows that 46% of the respondents 
doing business, 31.3% of the professional 
respondents and 27.7% of the salaries class 
have low level perception, while 60.5% of 
the respondents from the agricultural sector, 
46.5% of the salaried class respondents 
and 43.8% of the respondents from the 
professional category have moderate level 
perception of customer contact programmes 
of the banks.  9.1% of the ‘other category 
respondents, 7%  of the agriculturists and 
25.8% of the salaried class have high level 
perception of customer contact programmes 
in banks.

TABLE 10 Mean Scores of Overall Perception of 
Customer contact programmes based on Occupation

Occupation Mean S.D No. of 
respondents

Agriculture 45.63 11.52 43

Salaried 51.06 16.29 159

Profession 51.13 19.25 64

Business 48.62 17.59 100
Others 46.98 12.79 55
Total 46.40 16.32 421

 Source: Computed

 The mean values of the respondents 
having different occupational status vary 
between 45.63 and 51.13.  The respondents 
from the salaried class, with a mean value of 
51.13 have the highest level of perception 
of customer contact programmes in banks.

 ANOVA test has been applied to find if 
there is any significant difference between 
the respondents of different occupations 
in their perception of customer contact 
programmes in banks.

H0: There is no significant difference 
between the respondents of different 
occupations in their perception of customer 
contact programmes in banks.

TABLE 11 ANOVA Result

Groups Sum of 
Squares df Mean 

Square F Table 
F Sig. 

Between Groups 1621.080 4 405.270 
1.528 2.393 Ns 

Within Groups 111921.159 420 265.144 
Total 111921.159 420     

 
Source: Computed    

Ns: 5% level of significance

 The ANOVA result with the calculated F 
value at 1.528, which is lesser than the table 
value of 2.393 at 5% level of significance, 
shows that there is no significant difference 
between the respondents of different 
occupations in their perception of customer 
contact programmes in banks.  Hence, the 
null hypothesis is accepted.

Income-wise Customer’s Perception of 
Customer contact programmes

 Table 12, 13 and 14 present the monthly 
income-wise distribution of customer 
contact programmes scores, the mean 
values and ANOVA result.
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TABLE 12 Income-wise Distribution of Customer contact programmes Scores

Overall 
Customer contact 
programmes Score

Monthly Income Total
Below Rs. 

10,000
Rs. 10,001 
– 20,000

Rs. 20,001 – 
30,000

Rs. 30,001 & 
Above

No. %No. % No. % No. % No. %
Low (< = 40) 25 18.2 35 25.4 37 43.0 17 28.3 114 27.1
Moderate (41-62) 80 58.4 74 53.6 41 47.7 32 53.3 227 53.9
High (>62) 32 23.4 29 21.0 8 9.3 11 18.3 80 19.0

Total 137 100 138 100 86 100 60 100 421 100

Source: Computed

 Table 12 shows that 28.3% of the 
respondents earning Rs. 3,000 and above, 
18.2% of the respondents earning less than 
Rs. 10,000 and 43% of the respondents 
earning Rs. 20,001 to 30,000 per month have 
low level perception of customer contact 
programmes.  53.6% of the respondents in 
the income group of Rs. 10,001 to 20,000, 
47.7% of the respondents in the income 
group of Rs. 20,001 to Rs. 30,000 and 
58.4% of the respondent who earn less than 
Rs. 10,000 have moderate level perception, 
while 9.3% of the respondent in the income 
group of Rs. 20,001 – 30,000, 23.4% of 
the respondent earning below Rs. 10,000 
and 18.3% of the respondents earning Rs. 
30,001 and above have high level perception 
of customer contact programmes in banks.

TABLE 13 Mean Scores of Overall Perception of 
Customer contact programmes based on Monthly 

Income

Monthly Income Mean S.D No. of 
respondents 

Below Rs. 10,000 67.18 11.03 137 
Rs. 10,001 – 20,000 65.04 11.87 138 
Rs. 20,001 – 30,000 58.48 12.57 86 
Rs. 30,001 & Above 63.48 12.93 60 

All 64.18 12.28 421 
 Source: Computed

 The mean values of the respondent of 
different income groups range from 58.48 
to 67.18.  The respondent who earn less than 
Rs. 10,000 per month with a mean score of 
67.18 have the highest level of perception 
of customer contact programmes in banks.

 ANOVA test has been applied to test if 
there is any significant difference between 
the respondent of different income levels 
in their perception of customer contact 
programmes in banks.

H0: There is no significant difference 
between the respondents of different income 
levels in their perception of customer 
contact programmes in banks.

TABLE 14 ANOVA Result

Groups Sum of 
Squares Df Mean 

Square F Table 
F Sig. 

Between 
Groups 2957.501 3 985.834 

3.773 2.626 * 
Within 
Groups 111921.159 417 261.304 

Total 63317.473 420     
 Source: Computed *: 5% level of Significance

 The ANOVA result with the calculated F 
value at 3.773, which is greater than the table 
value of 2.626 at 5% level of significance, 
shows that there is a significant difference 
between the respondents of different 
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income levels in their perception of customer contact programmes in banks.  Hence, the null 
hypothesis is rejected.

Years of Association-wise Customer’s Perception of Customer contact programmes

 Tables 15, 16 and 17 show the distribution of customer contact programmes scores based 
on years of association of the respondents with their banks, the mean values and ANOVA 
result.

TABLE 15 Distribution of Customer contact programmes Scores based on Years of Association with Banks

Overall 
Customer 

contact 
programmes 

Score

Years of Association with Banks Total
Below 5 
Years 5 – 9 Years 10 – 14 

Years
15 Years & 

Above No. of 
respondents %

No. % No. % No. % No. %
Low (< = 40) 38 24.2 44 31.7 18 27.3 14 23.7 114 27.1
Moderate (41-
62) 78 49.7 69 49.6 44 66.7 36 61.0 227 53.9

High (>62) 41 26.1 26 18.7 4 6.1 9 15.3 80 19.0
Total 157 100 139 100 66 100 59 100 421 100

Source: Computed 

 Table 15 shows that 24.2% of the 
respondents having an association of less 
than 5 years, 31.7% of the respondents 
having 5-9 years of association and 27.3% 
of the respondents having 10-14 years 
of association with banks have low level 
perception.  49.6% of the respondent 
having 5-9 years of association, 66.7% 
of the respondents having 10-14 years of 
association and 61% of the respondents 
having an association of 15 years and 
above with their banks have moderate level 
perception, while 26.1% of the respondents 
having less than 5 years of association, 
18.7% of the respondents having 5-9 years 
of association and 6.1% of the respondents 
having an association of 10-14 years have 
high level perception of customer contact 
programmes in banks.

TABLE 16 Mean scores of Overall Perception of 
Customer contact programmes based on Years of 

Association

Number of Years 
of Association Mean S.D No. of 

respondents 
Below 5 Years 52.73 16.12 157 

5 – 9 Years 48.92 16.61 139 
10 – 14 Years 44.73 14.60 66 

15 Years & Above 46.92 16.54 59 
Total 49.4 16.32 421 

 Source: Computed

 The mean values of overall scores of 
the respondents vary between 44.73 and 
52.73.  Respondents having less than 5 
years of association with their banks have 
the highest level perception of customer 
contact programmes with a mean value of 
52.73.

 ANOVA test has been applied to test if 
there is any significant difference between 
the respondents having various years of 
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association with their banks in their perception of customer contact programmes.

H0: There is no significant difference between the respondents having various years of 
association with banks in their perception of customer contact programmes.

TABLE 17 ANOVA Result

Groups Sum of 
Squares Df Mean 

Square F Table 
F Sig.

Between 
Groups 3574.140 3 1191.38

4.585 3.829 **
Within 
Groups 108347 417 259.825

Total 111921.159 420

Source: Computed     **: 1% level of significant

 The ANOVA result with the calculated F value at 4.585, which is greater than the table 
value of 3.829 at 1% level of significance, shows that there is a significant difference between 
the respondents having various years of association with banks in their perception level of 
customer contact programmes.  Hence, the null hypothesis is rejected.

Types of Accounts-wise Customers’ Perception of Customer contact programmes

 Tables 18, 19 and 20 present distribution of customer contact programmes scores, the mean 
values and the ANOVA result.

TABLE 18 Distribution of Customer contact programmes Scores based on Types of Accounts

Overall 
Customer 

contact 
programmes 

Score

Types of Accounts Total

Savings A/c Current 
A/c

Fixed 
Deposit A/c Others Multiple 

Accounts
No. of 

respondents
%No. % No. % No. % No. % No. %

Low (< = 40) 79 29.4 20 42.6 2 33.3 3 30.0 41 46.1 145 34.4

Moderate 
(41-62) 132 49.1 21 44.7 3 50.0 5 50.0 32 36.0 193 45.8

High (>62) 58 21.6 6 12.8 1 16.7 2 20.0 16 18.0 83 19.7

Total 269 100 47 100 6 100 10 100 89 100 421 100

Source: Computed
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 Table 18 shows that 29.4% of the saving 
account holders, 42.6% of the current 
account holders and 33.3% of the fixed 
deposit holders have low level perception, 
while 50% of the fixed deposit holders, 
49.1% of the savings account holders and 
36% of the multiple account holders have 
moderate level perception of customer 
contact programmes. 12.8% of current 
account holders, 18% of the multiple 
account holders and 16.7% of the fixed 
deposit account holders have high level 
perception of customer contact programmes 
in banks.

TABLE 19 Mean Scores of Overall Perception on 
Customer contact programmes based on Types of 

Accounts

Types of Accounts Mean S.D No.
Savings A/c 50.57 15.87 269
Current A/c 46.38 15.09 47
Fixed Deposit A/c 49.33 20.15 6
Others 54.00 13.53 10
Multiple Accounts 46.94 18.05 89
Total 49.40 16.32 421

 Source: Computed

 The mean scores of overall perception 
of different types of account holders range 
between 46.38 and 54.   The respondents 
who fall under the ‘others’ category have 
the highest level of perception of customer 
contact programmes.

 ANOVA test has been applied to test if 
there is any significant difference between 
the different types of account holders 
in their perception of customer contact 
programmes in banks.

H0: There is no significant difference 
between the different types of account 
holders in their perception of customer 
contact programmes.

TABLE 20 ANOVA Result

Groups 
Sum of 
Squares df Mean 

Square F Table 
F Sig. 

Between 
Groups 1546.164 4 3860541 

1.457 2.399 Ns Within 
Groups 110374.995 416 265.325 

Total 111921.159 420     
 

 Source: Computed    

Ns: 5% Level of Significance

 The ANOVA result with the calculated F 
value at 1.457, which is lesser than the table 
value of 2.399 at 5% level of significance, 
shows that there is no significant difference 
between the different types of account 
holders in their perception of customer 
contact programmes.  Hence, the null 
hypothesis is accepted.

Bank-wise Customers’ Perception of 
Customer contact programmes

 Tables 21, 22 and 23 depict bank-
wise distribution of customer contact 
programmes scores, the mean values and 
the ANOVA result.
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TABLE 21 Bank-wise Distribution of Customer contact programmes Scores

 Overall 
Customer 

contact 
programmes 

Score

Years of Association with Banks Total

SBI IOB ICICI TMB No. of 
respondents

%No. % No. % No. % No. %

Low (< = 40) 41 38.7 36 33.3 14 13.6 54 51.9 145 34.4
Moderate (41-62) 49 46.2 54 50.0 59 57.3 31 29.8 193 45.8
High (>62) 16 15.1 18 16.7 30 29.1 19 18.3 83 19.7

Total 106 100 108 100 103 100 104 100 421 100

Source: Computed

 Table 21 shows that 51.9% of the 
customers of TMB, 33.3% of the customers 
of IOB and 38.7% of the customers of SBI 
have low level perception of customer 
contact programmes of banks, while 50% 
customers of IOB, 46.2% of SBI customers 
and 57.3% of the ICICI bank customers 
have moderate level perception of customer 
contact programmes. 18.3% of the 
customers of TMB, 29.1% of the customers 
of ICICI and 16.7% of the customers of the 
IOB bank have high level perception of 
customer contact programmes.

TABLE 22 Mean Scores of Overall Perception 
of Customer contact programmes based on 

Respondents’ Banks

Name of 
the Bank Mean S.D No.

SBI 47.47 15.49 106
IOB 49.20 14.52 108
ICICI 55.24 14.69 103
TMB 45.79 18.93 104
Total 49.40 16.32 421

 Source: Computed

Customers’ perception regarding the 
customer contact programmes followed 
by the banks under study indicates that the 
ICICI bank has the highest value of 55.24.  
ICICI bank is followed by IOB with a value 
of 49.20.  SBI follows next with a value of 
47.47 and the last in the list is TMB which 
has a value of 45.79.

 The mean scores of overall .customer 
contact programmes of all respondents 
(sample) is 49.40.  But the SBI, IOB and 
TMB have lower mean scores of overall 
customer contact programmes than the 
sample mean score, whereas, ICICI bank 
has a higher mean score than the sample 
mean score.

 ANOVA test has been applied to find if 
there is any significant difference between 
the respondents of different banks in their 
perception of customer contact programmes 
in banks.

H0: There is no significant difference 
between the respondents of different banks 
in their perception of customer contact 
programmes.
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TABLE 23 ANOVA Result

Groups Sum of 
Squares Df Mean 

Square F Table 
F Sig. 

Between 
Groups 5270.947 3 1756.982 

6.870 3.829 ** 
Within 
Groups 106650.212 417 255.756 

Total 111921.159 420     
  Source: Computed    

 **: 1% level of Significant

 The ANOVA result with the calculated F 
value at 6.870, which is greater than the table 
value of 3.829 at 1% level of significance, 
shows that there is significant difference 
between the respondents of different banks 
in their perception of customer contact 
programmes in banks.  Hence, the null 
hypothesis is rejected.

Customer contact programmes in Public 
and Private Sector Banks

 Regular customer contact programmes 
enable customers to take active part in the 
banks activities and lead towards effective 
customer relationships.  It is tested on 
awareness programmes, customer meet, 
customer contest, rewards and recognition, 
sending thank you cards and so on in both 
the banking sectors.

Comparison of customer contact 
programmes in private sector banks and 
public sector bank is undertaken and 
presented in the following Table 24

TABLE 24 Sector-wise Mean Ratings of Customer 
contact programmes

Customer 
contact 

programmes 
Items

Public 
Sector 
Banks 

(n=214)

Private 
Sector 
Banks 

(n=207)

Mean Mean
Customer 
awareness 
programmes

2.74 3.12

Customer service 
meet 2.55 2.86

Customer day 
celebrations 2.36 2.70

Customer contest 
to elicit views 2.31 2.36

Customer 
suggestions 3.00 3.01

Customer reward 
and recognition 2.53 2.38

Customer special 
events 2.39 2.37

Thank you cards 2.11 2.18

Telephone recalls 2.14 2.29
Mailing of 
publicity 
pamphlets

2.05 1.95

Dimension 
Mean 2.42 2.52

        Source: Computed

Table 24 reveals that the dimension 
mean of customer contact programmes of 
public sector bank is 2.42 and that of private 
sector bank is 2.52.  

Comparison of private and public 
sector banks reveals that all the customer 
contact programmes except customer 
reward and recognition schemes, customer 
special events and mailing of publicity 
pamphlets have been rated lower in private 
sector banks when compared to public 
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sector banks.  The remaining contact 
programmes given in the table have been 
rated higher in private sector banks.  
Customers perception of customer contact 
programmes is higher in private sector 
banks.  In public sector banks, comparison 
of mean rating of individual programmes 
with their dimension mean reveals those 
customer suggestions is higher level 3.00 
and  3.01.

SUGGESTIONS

The banks must involve itself in the 
celebration of religious functions, national 
days, sponsoring sports events and cultural 
meets in the customer locations.  The bank 
should also extend a helping hand wherever 
and whenever a crisis arises which disturbs 
the normal life of the customers.  This type 
of approach would help to consider the 
banks as part of customers life and would 
certainly lead towards relationship building.

CONCLUSION
 The present study is concluded that the 
CRM offers the most holistic route for banks 
to enhance customer relationships. Customer 
contact programmes are indispensable 
as well as inevitable aspect of marketing 
phenomena.  A comparison of conducting 
customer awareness programmes, customer 
service meet, customer day celebrations, 
customer contests, encouraging customer 
suggestions, sending of thank you cards, 
greeting cards and telephone recalls are 
better practiced in private sector banks and 
the public sector banks has been maintaining 
the loyalty of customers through customer 
contact programmes.
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