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the modern and vibrant economy, which India aspires to be.
While the onus for this change lies mainly with bank
managements, an enabling policy and regulatory framework will
also be critical to their success. The failure to respond to changing
market realities, ignorance on the part of customer centeredness
and so on at times has stunted the development of the financial
sector in many developing countries. India for that matter is not
odd. A weak banking structure has been unable to stimulate
continued growth, which has harmed the long-term health of
their economies.

Today banks are wooing existing customers, prospective
customers by offering new facilities, products, and services in
order to retain/increase their base in market. Normally the
success of any organization lies more in retention of customers
than in creation of customers. For this, the way the banking has
changed, so has the customer changed. The customer of today is
not what he was yesterday. Today the customer is more
knowledgeable, demanding, analytical and aware of his rights
and possible opportunities. Sources of information have changed
and expanded as well. It is therefore an exigent task before the
banking sector to renovate their entire working modules, up
gradation of skills, technology, and policies so that they are
competent to withstand the international competitive
environment and standards in future. All customers from
different backgrounds have different expectations. Unless the
service standards fit to each person's expectations, he will not be
satisfied. Therefore, one has to understand each type of customer
thoroughly to be able to provide customer specific services. With
increased number of banks, products and services and practically
nil switching costs, customers are easily switching banks
whenever they find better services and products. Banks are
finding it drastically tough to get new customers and more
importantly retain existing customers. Today Banks have to look
much beyond just providing a multi-channel service platform for
its customers. There are other pressing issues that banks need to
address in order to chalk-out a roadmap for the successful future.

Electronic Customer Relationship Management is the newest
phenomenon in the context of customer relationship
management approaches. Today's business world which is highly
fast driven by technology and step by step up gradation in
technology from time to time, has led to rigorous increase in
competition and which has in turn led to more and more focus on
customer retention and attraction on the part of the business
organizers. It has been observed that now every industry has
changed its focus from product concentration to customer
concentration and orientation. Every effort is observed on the
part of the industry to employ and implement customer-
orientation projects from time to time, again and again to meet
customer requirements to the fullest, survive toughly among the
hard-core competitors standing as differentiated and most
importantly to maintain and sustain a long term relationship with
the existing customers. Thich is possible only if we club

traditional and technological ways. And so, today one cannot
deny the strategic importance of online business tactics in this
ever growing internet era. Here one important question needs
attention. How far do ECRM practices of banks do affect their
business in terms of deposits, advances, profits, customer base
etc? Is ECRM just a tool for customer satisfaction and
contentment of the banks or it really affects the real term business
of the banks? These were some questions that researcher felt to
verify. An attempt was made to study thesequestions were in this
paper with reference to selected Co-operative banks with
comparison to other sector banks in Bangalore city.

“ECRM is an IT enabled business strategy, the outcomes of
which optimize profitability, revenue and customer satisfaction
by organizing around customer segments fostering customer-
satisfying behaviour and implementing a customer-centric
process” (Gartner group, 2008). In this definition, the author has
put light on the aspect that ECRM is an IT based business strategy
that helps the organizations to increase their profitability and
sales by means of customer satisfaction. ECRM is important
because it costs 6 to 7 times more to acquire a new customer than
to retain an existing customer. An increase in customer retention
rate by 5% can possibly increase the profits by up to 95%.
Further, all customers do not contribute equally to the firm's
bottom line and thus are not equally valuable for the company
(Natrajan, R. and Shekhar, B., 2010). In this article, the author
points out the importance of application of ECRM in an
organization which not only increases the service efficiency of
the organization but also amounts to a helping tool for customer
retention. The value of targeting the right kind of customers has
become so important that the entire success and failure of an
organization depends on customer acquisition and retention. It is
for this reason that technology has become very important in
marketing in the form of CRM and ECRM. Managing a
successful CRM implementation requires an integrated and
balanced approach to technology, process, and people (Chen, J.
Injazz, Popvich, K., 2003).CRM or Customer Relationship
Management is an enterprise wide initiative that belongs to all
areas of an organization (Singh D. and Agrawal, D.P. 2003). It
reflects the comprehensive strategy and process of acquiring,
retaining, and partnering with selective customers to create
superior value for the company and the customer. Customer
Relationship Management is a term for the methodologies,
technologies and e-commerce capabilities used by the firms to
manage customer relationships. In particular ECRM software
packages aid the interaction between the customer and the
company, enabling the company to co-ordinate all of the
communication efforts so that the customer is presented with a
unified message and image.

With due consideration to the research topic at exposure as well
as the review of the nature of working of the existing banks in
Bangalore city, the sample design of the study comprised of as
under:

E-CRM: A BUSINESS STRATAGEM FOR BANKING

SECTOR

LITERATURE REVIEW:

RESEARCH METHODOLOGY:

-

-

2 PMR   JUL - DEC 2017

INTRODUCTION:

There are many positive developments in the pocket of Indian
banking sector in the last decades. The Reserve Bank of India
(RBI), Ministry of Finance and related government and financial
sector regulatory entities, the real decisions and policy makers of
Indian Financial system have made several distinguished efforts
to improve regulation in the sector. The sector now flourishes in
the region on metrics like growth, profitability and non-

performing assets (NPAs). A few banks have established an
outstanding record of accomplishment of innovation, growth and
value creation. This can be clearly reflected in their market
valuation. However, improved regulations, innovation, growth
and value creation in the sector remain limited to a small part of it.
The cost of banking intermediation in India is higher and bank
penetration is far lower than in other markets. India's banking
industry needs to strengthen itself significantly if it has to support

Electronic Customer Relationship Management -
A Helping Business Tool for Co-Operative Banks:
A Study With Reference To Selected Banks in
Bangalore City

Manjusha Mathapati*

Dr. Vasant B. Kodag**

ABSTRACT

Keywords: Co-operative banks, customer satisfaction, ECRM services, business of banks.

Entry of new banks in India has resulted in a paradigm shift in the ways banking is carried out in India today. The growing competition,

growing expectations has led to increased awareness amongst banks on the role and importance of technology in banking. The arrival

of foreign and private banks with their superior state-of-the-art technology-based services pushed Indian Banks also to follow this by

going in for the latest technologies so as to meet the threat of competition and retain their customer base. In the internet era, where

actions and decisions are made at the click of a button, it has now become extremely important to route critical information through

appropriate processing channels in an effective and timely manner. This allows for quick response to customer needs and providing a

high quality customer support leading to healthy and profitable relationships with the customer. Thus, here originated the concept of

E-CRM i.e. Electronic Customer Relationship Management. Today, one who is capable to respond its customers' demands with

innovations in products and services at the earliest are going to be the leaders for tomorrow. Others who fail to do so are wiped out

from the market.

This paper is a sincere effort to study the ECRM practices implemented by Co-operative banks in India and further how far the

execution of ECRM techniques has affected the business of the bank. In order to reach to the specified conclusions, samples of all types

of banks were taken for study. The study is based on the primary data collected from the customers of the banks to know the ECRM

services provided by the respected banks. The sample of the banks consisted of 12 banks, 4 Nationalized banks, 4 Co-operative banks, 3

Private Banks and 1 State Bank of India. Variation of banks were taken into consideration to have diversified coverage of banks to

reach to best conclusions. The survey instrument used for the research was 2 questionnaires, 1 for the customers of the bank and the

second for the bank officials, which included open ended as well as Likert type of questions for wider scope of information. The

instrument was administered to 600 bank customers. Point - biserial correlation has been used to find the association between E-CRM

practices implemented and its impact on bank business output. The data has been analyzed using chi-square Eta test for cross

verification of results. The entire discussion reveals that the data has not shown any statistical significance to establish the association

between number of E-CRM activities undertaken and the variables used for measuring output owing to E-CRM activities.

*Research Scholar, Department of Commerce and Management, Shivaji University, Kolhapur, Maharashtra.

**Principal, Ganpatrao Arwade College of Commerce, Sangli, Maharashtra.
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*Research Scholar, Department of Commerce and Management, Shivaji University, Kolhapur, Maharashtra.

**Principal, Ganpatrao Arwade College of Commerce, Sangli, Maharashtra.
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Table No.1

DISTRIBUTION OF BANKS IN BANGALORE CITY

Sampling Method

SCOPE OFTHE STUDY

OBJECTIVES OFTHE STUDY

HYPOTHESES OFTHE STUDY

ANALYSISAND INTERPRETATION:

Source: Sample source

Based on the research objectives and the scope of the research,
basically 12 banks were selected among the total (nationalized,
co-operative, and private banks) 40 banks in Bangalore city
(approximately). Further 50 customers each from these selected
12 banks were chosen for the study. The particular selection of
the banks for the study was purely based on the established
position of the banks, its reputation, customer base and services
rendered by them. The population chosen for the survey was
based on customers: -

Who were likely to have access to internet and

Who work within an environment that encourages the use
of the Internet

Thus, in simple terms, a Stratified Random Sampling Method
was employed in the research with a sample size of 600
customers.

The study was confined to the selected banks of Bangalore city.
The main focus of the study lies in determining the importance of
application of ECRM services for the survival of banks in the
market competition.

1. To study the association between E-CRM techniques used by
banks and business output.

2. To study how far do ECRM practices of banks do affect their
business.

With reference to the proposed study, the following hypothesis
was formulated:

H0: There is an association between E-CRM techniques used by
banks and business output.

To study the above said objectives and further to test the
underlying hypotheses, a research was conducted wherein 12
banks viz. Canara Bank, PNB, IDBI, Indian B, Bank of, Cosmos,
Karnatak, Shamrao, HDFC Ban, ICICI Bank,Axis Bank and SBI
were undertaken. Output of bank has been considered as, net
profit, deposits, advances, total business, branches and ATMs.
Every bank found to have some kind of E-CRM activities. Bank
officials were asked about different E-CRM activities undertaken
of which only number of E-CRM activities has been considered
in the analysis. The E-CRM activities have been bifurcated into
two groups to facilitate correlation. One group consists of banks
having equals to and less than 5 E-CRM activities and another
group consists of banks having more than 5 E-CRM activities.

Point - biserial correlation has been used to find the association
between E-CRM practices implemented and its impact on bank
business output.

The above table shows point-biserial correlation of E-CRM
practices undertaken in banks and bank output.

Ø

Ø

Type of Bank Total

banks in

Bangalore

city

No. of

banks

selected

for study

No. of

customers

selected

from each

bank for

study

Total

customers

taken for

study

Nationalized banks 20 05 50 250

Co-operative

banks

10 03 50 150

Private banks 09 03 50 150

State Bank of

India

01 01 50 50

Total no. of banks 40 12 ---- ----

Total no. of

customers

---- ---- ---- 600

Table No. 2

Point  biserial correlation of CRM and bank output

Sr. Variables Net Profit Depo
sits

Advan
ces

Total
Busi
ness

Bran
ches

ATM CRM

1 Net
Profit

Pearson
Correlation

1 .226 .848** .120 .891*

*
.377 .328

Sig. (2-tailed) .480 .000 .710 .000 .227 .299

N 12 12 12 12 12 12 12

2 Deposits Pearson
Correlation

.226 1 .294 .302 .366 .103 -.323

Sig. (2-tailed) .480 .354 .341 .242 .749 .306

N 12 12 12 12 12 12 12

3 Advances Pearson
Correlation

.848** .294 1 .378 .957*

*
.590* .304

Sig. (2-tailed) .000 .354 .226 .000 .044 .337

N 12 12 12 12 12 12 12

4 Total
Business

Pearson
Correlation

.120 .302 .378 1 .195 .383 .132

Sig. (2-tailed) .710 .341 .226 .544 .220 .683

N 12 12 12 12 12 12 12

5 Branches Pearson
Correlation

.891** .366 .957** .195 1 .490 .265

Sig. (2-tailed) .000 .242 .000 .544 .106 .405

N 12 12 12 12 12 12 12

6 ATM Pearson
Correlation

.377 .103 .590* .383 .490 1 .367

Sig. (2-tailed) .227 .749 .044 .220 .106 .241

N 12 12 12 12 12 12 12

7 CRM Pearson
Correlation

.328 -.323 .304 .132 .265 .367 1

Sig. (2-tailed) .299 .306 .337 .683 .405 .241

N 12 12 12 12 12 12 12

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).
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Above table shows that the value of chi-square Eta ranges from
9.75 to 12.00 and the Asymp Sig ranges from 0.364 to 0.463. The
values are not showing any statistical significance to establish the
association between number of E-CRM activities undertaken and
the variables used for measuring output owing to E-CRM
activities. Hence, the null hypothesis is accepted and alternative
hypothesis is rejected.

Thus, it is concluded that with all types of banks number of E-
CRM activities undertaken and its impact on bank output in terms
of total business, deposits, net profit and advances are
independent. The results are thought provoking since E-CRM
activities does not seem to have any impact. It need to probe into
depth into designing and extent of implementation of E-CRM
activities in bank. It also leaves enough space to probe into basic
E-CRM policy of sample banks with its mission and objectives.

1. Maintaining long term relationships with the customers
increases the loyalty, trust and co-operation of the
customers towards its banks.

2. Opinions and reviews specified by the customers from
time to time results in quality services by the banks
benefitting its customers.

3. With all types of banks, number of E-CRM activities
undertaken and its impact on bank output in terms of total
business, deposits, net profit, advances etc. are
independent.

4. E-CRM activities does not seem to have any impact in
terms of business output of the banks.

5. E-CRM practices and policies are found to be beneficial in
providing better services to customers in terms of speed,
convenience, alternatives and ease of operations. But the
present study, right now reveals no sufficient association
between banks ECRM practices and policies and its
respective business output in terms of parameters

FINDINGSAND CONCLUSION

FINDINGS:

6 PMR   JUL - DEC 2017

The point biserial correlation coefficient for net profit is 0.328
(sig. 0.299), for deposits -.323(sig. 0.306), for advances
0.304(sig. 0.337) and for total business is 0.132 (Sig. 0.683). the
correlation ranges between -0.323 to 0.328 which is poor. The
relationship between E-CRM activities and deposits is weak
negative and with rest variables is weak positive. The entire 'p'
values are insignificant. Since they tend to be more than 0.05, the

data and discussion reveals to accept null hypothesis and reject
the alternative hypothesis.

The data was also analyzed using chi-square Eta test for cross
verification of results as follows.

The above table shows chi-square Eta of E-CRM practices
undertaken in banks and bank output.

Sr. Description Chi-Square Test Directional Measures

Value Df Asymp.
Sig. (2-
sided)

Eta Value

Variable
Dependent

Eta Value
CRM

Dependent

1 Total Business *
CRM

12.00 11 0.364 0132 1.00

2 Deposits * CRM 12.00 11 0.364 0.323 1.00

3 Net Profit *
CRM

12.00 11 0.364 0.328 1.00

4 Advances *
CRM

12.00 11 0.364 0.304 1.00

5 Branches *
CRM

12.00 11 0.364 0.265 1.00

6 ATM * CRM 9.750 10 0.463 0.367 0.901

discussed in the study. Thus, it leaves enough scope for
further research in this concern.

Electronic Customer Relationship Management (ECRM) is the
application of electronic based technologies such as e-mails,
websites, chatrooms as well as other technological means used to
connect with the customer class such as wireless phones, call
centers, faxes, face-to-face sales calls, kiosks and brick-and-
mortar locations. Further in order to succeed in an increasingly
complicated business environment, enterprises today need to be
future ready and must acknowledge and cater to the multichannel
buying methods and requirements of their customers and
prospects. Customer relationships have become a blend of online
and offline interactions today. Application of ECRM
technologies today poses the organization with a number of
benefits such as provision of good and distinguished customer
service, enhancement of customer loyalty and further retention,
simplification of marketing and sales processes, reducing the
processing costs, increasing the goodwill by increasing the
customer satisfaction level etc. But at this point, from the present
study conducted we can opine that the answer to the question
whether ECRM application helps the banks in terms of increased
business output such as sales, profits, customers base etc. is that
ECRM application do not seriously help the banks from the profit

and sales point of view. So here we can conclude that the
association between E-CRM techniques used by banks and
business output still needs an in-depth study.

Dyche, J, (2001), The CRM Handbook: A Business Guide to
Customer Relationship Management.

Farooqi, M. R., Kumari, S., &Shoeb, M. Recent Trend of e-
CRM in Commercial Banks of India.

Malik, K., & Kumar, D. N. (2013). E-crm golden opportunity
for banks.

.

Nath, R., Schrick, P., & Parzinger, M. (2001). Bankers'
perspectives on Internet banking. , (1), 21-
36.

Sheth, J. N. (2001).
. Tata McGraw-Hill

Education.

Walunj, S., &Barhate, G. H. (2014). E-CRM in Indian Banks:
Differentiating Tool in Competitive Market.

, (1), 258-268.
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(ChienHo, and Song Zhu, 2004)[4] Showed in their study that
most previous studies concerning Company performance
evaluation focus merely on operational efficiency and
operational effectiveness which might directly influence the
survival of a company. By using an advanced two-stage data
envelopment analysis model in their study, the empirical result of
this study is that a company with better efficiency does not
always mean that it has better effectiveness. A paper by
(Elizabeth Duncan, and Elliott, 2004)[7] showed that all
financial performance measures as interest margin, return on
assets, and capital adequacy are positively correlated with
customer service quality scores.

(ArzuTektas, and Gunay, 2005)[2] Discussed the asset and
liability administration in financial crisis. They claimed that a
proficient asset-liability management requires maximizing
bank's profit as well as monitoring and lowering various risks,
and their study showed it clearly how shifts in market perceptions
can build trouble during crisis.

To know the impact of NPAon banking sector.

To know the reasons for NPAs

To evaluate the level of NPAs in different banks

Books & magazines

Internal reports

Annual reports of banks

Web sites

Research papers

: Following ratios will be calculated to know the
actual impact of non-performing asset in private & public sector
bank

Gross NPAratio

Net NPAratio

Capital adequencacey ratio

Doubtful asset ratio

Loss asset ratio

To prepare this project three banks from Public sector bank anand
three banks from Private sector banks.

Research Objectives

Data Collection

Data analysis

Sampling Methods

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ratio analysis

Research Design:

Beneficiaries of Study

GROSS NPARATIO

Chart:1Gross NPAratio of Private sector banks:

Interpretation

Chart:2 Gross NPAratio of Public Sector Banks:

Descriptive research

Study will be helpful to know actual impact of NPAs on the
banks.

Study shows the real reasons for NPAs on the both sectors
banks.

To analyze financial performance of banks at different level
of NPA

To learn preventive measures of NPAstudy would be helpful.

Present evaluation helps the banks to know there NPAs
(Gross & Net both)

Gross NPA ratio is the ratio of Gross NPA to Gross advances of
the banks. Gross NPA is the sum of all loan assets that are
classified as NPA as per the RBI guidelines. The ratio is to be
counted in terms of percentage and the formula for the Gross NPA
is as follows:

Gross NPA= (Gross NPA/ Gross advances ) * 100

The above table indicates the quality of credit portfolio of the
banks. Generally high gross NPA ratio point toward the low
credit portfolio of bank and vice-a-versa. We can see that ICIC
bank have the highest gross NPA ratio among all private sector
banks i.e. 5.82% in 2015-2016.The NPA for HDFC bank remain
neutral & do not fluctuate much. The average NPAratio of HDFC
bank for given 5 years is 0.96%. There is a high growth in NPA
ratio of ICIC bank in 2015-16 which increased to 5.82%. The
NPA ratio of AXIS bank increases constantly from 0.94% in
2011-12 to 1.67% in 2015-16.

?

?

?

?

?
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Introduction

Literature review

The earning capacity and profitability of many banks have been
adversely affected by high level of NPAs. Gross NPA, Net NPA
and bad loans appears to raise further, especially in small and
medium sector, struggling to repay after being hit by government
decision to withdraw currency note of rs.500 and rs.1000
denomination. Often the sector is responsible for creation of bad
loans and call has to be taken whether it is appropriate time to
cherry pick NPAs in specified sector. The study of this nature is
essential at present when banks are facing various challenges to
coup up with changing environment.

(Rangan N. and Grabowski, 1988) [12] Use data envelopment
analysis to analyze technical efficiency in US banking into pure
technical and scale efficiency. ( Aly H., and Rangan 1990) [1]
extend this analysis to contain analysis of allocative efficiency,
and ( Field, 1990 ) [8], ( Dark, 1992) [6], ( Chu-Meiliu, 2001 ) [5],
( Tser- Yieth Chen, and TasiYeh, 1998) [14], and ( Leigh
D.,andHowcroft, B., 2002) [11] have conducted some studies
into banking efficiency.

(Hempel G. Coleman, 1986). [9] Concluded there is a generally
accepted relationship between risk and return, that is, the higher
the risk the higher the expected return. The high level
competition in the national and international banking markets,
the switch towards monetary unions and the new technological

innovations proclaimer major changes in banking environment,
and challenge all banks to make timely provisions in order to
enter into new competitive financial environment.

(Jon R.Presely, 1992)[10] Advocated from his study that there is
a need for greater risk management in relation to more effective
portfolio management, and this requires a greater emphasis upon
the nature of risk and return in bank asset structure, and greater
diversification of assets in order to spread and reduce the bank's
risks and minimize NPA.

(Avkiran, 1995)[3] Studied the financial statements of
corporations in Oman that published commonly contain a variety
of financial ratios designed to give an indication of the
corporation's performance. As it known in accounting and
financial analysis, there are some limitations attendant with use
of some financial ratios. Asset management, operational
efficiency and the bank size are used together to investigate the
relations among them and the financial performance. Simply he
stated, much of the current bank performance literature describes
theobjective of financial establishments as that of earning
acceptable yields and minimizing the risks taken to earn this
return.( Spathis, and Doumpos, 2002 )[13] examined the
effectiveness of Greek banks based on their assets size. They
used in their study a multi criteria methodology to classify Greek
banks according to the return and operation factors, and to show
the differences of the bank's profitability and efficiency between
small and large banks.

Impact of Non-Performing Asset on Selected Public
and Private Sector Banks in India

Dr. Hiteksha Joshi Upadhyay*
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(Gross & Net both)

Gross NPA ratio is the ratio of Gross NPA to Gross advances of
the banks. Gross NPA is the sum of all loan assets that are
classified as NPA as per the RBI guidelines. The ratio is to be
counted in terms of percentage and the formula for the Gross NPA
is as follows:

Gross NPA= (Gross NPA/ Gross advances ) * 100

The above table indicates the quality of credit portfolio of the
banks. Generally high gross NPA ratio point toward the low
credit portfolio of bank and vice-a-versa. We can see that ICIC
bank have the highest gross NPA ratio among all private sector
banks i.e. 5.82% in 2015-2016.The NPA for HDFC bank remain
neutral & do not fluctuate much. The average NPAratio of HDFC
bank for given 5 years is 0.96%. There is a high growth in NPA
ratio of ICIC bank in 2015-16 which increased to 5.82%. The
NPA ratio of AXIS bank increases constantly from 0.94% in
2011-12 to 1.67% in 2015-16.
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The earning capacity and profitability of many banks have been
adversely affected by high level of NPAs. Gross NPA, Net NPA
and bad loans appears to raise further, especially in small and
medium sector, struggling to repay after being hit by government
decision to withdraw currency note of rs.500 and rs.1000
denomination. Often the sector is responsible for creation of bad
loans and call has to be taken whether it is appropriate time to
cherry pick NPAs in specified sector. The study of this nature is
essential at present when banks are facing various challenges to
coup up with changing environment.

(Rangan N. and Grabowski, 1988) [12] Use data envelopment
analysis to analyze technical efficiency in US banking into pure
technical and scale efficiency. ( Aly H., and Rangan 1990) [1]
extend this analysis to contain analysis of allocative efficiency,
and ( Field, 1990 ) [8], ( Dark, 1992) [6], ( Chu-Meiliu, 2001 ) [5],
( Tser- Yieth Chen, and TasiYeh, 1998) [14], and ( Leigh
D.,andHowcroft, B., 2002) [11] have conducted some studies
into banking efficiency.

(Hempel G. Coleman, 1986). [9] Concluded there is a generally
accepted relationship between risk and return, that is, the higher
the risk the higher the expected return. The high level
competition in the national and international banking markets,
the switch towards monetary unions and the new technological

innovations proclaimer major changes in banking environment,
and challenge all banks to make timely provisions in order to
enter into new competitive financial environment.

(Jon R.Presely, 1992)[10] Advocated from his study that there is
a need for greater risk management in relation to more effective
portfolio management, and this requires a greater emphasis upon
the nature of risk and return in bank asset structure, and greater
diversification of assets in order to spread and reduce the bank's
risks and minimize NPA.

(Avkiran, 1995)[3] Studied the financial statements of
corporations in Oman that published commonly contain a variety
of financial ratios designed to give an indication of the
corporation's performance. As it known in accounting and
financial analysis, there are some limitations attendant with use
of some financial ratios. Asset management, operational
efficiency and the bank size are used together to investigate the
relations among them and the financial performance. Simply he
stated, much of the current bank performance literature describes
theobjective of financial establishments as that of earning
acceptable yields and minimizing the risks taken to earn this
return.( Spathis, and Doumpos, 2002 )[13] examined the
effectiveness of Greek banks based on their assets size. They
used in their study a multi criteria methodology to classify Greek
banks according to the return and operation factors, and to show
the differences of the bank's profitability and efficiency between
small and large banks.

Impact of Non-Performing Asset on Selected Public
and Private Sector Banks in India

Dr. Hiteksha Joshi Upadhyay*

*Assistant Professor at NRIBM GLS University, Ahmedabad, Gujrat.

ABSTRACT:

I

Key words: Non PerformingAssets, Public and Private bank, efficiency

n India, Banks have become an indispensable part of economic system. In the changing scenario banking, Non-performing assets

have been the most vexing problem faced Indian banks. Even after two decades of implementation of reforms and prudential norms,

there is a strong need for systematic analysis of NPAs. To conduct detailed analysis of NPA in public and private banks, data is taken

from 2011-12 to 2015-16. Manifest increases is reported in NPA in last two years. Ratios used for the study are gross NPA, Net NPA

ratio, Capital adequacy ratio, Loss of assets ratio and many more. Result of the study reveals that the paradox is that public

institutions have been least effective in performing intermediate functions and management of NPAs.



11Impact of Non-Performing Asset on Selected Public and Private Sector Banks in India

need to maintain more capital.As far as ratio is concerned we can
see that private Banks have better position .ICIC bank has well
maintain capital adequacy ratio. HDFC bank has a constant
increase in the capital adequacy ratio from 16.52 % in 2011-12 to
17.30% in 2015-16. For AXIS bank capital adequacy ratio has
increased from 13.66% in 2011-12 to 17% in 2012-13.

The capital adequacy ratio is important for them to maintain as
per the banking regulations. Each bank needs to create the capital
Reserve to compensate the non- performing assets. More risk
weightage assets are, bank need to maintain more capital. As far
as ratio is concerned. BOB bank has well maintain capital
adequacy ratio. PNB bank has an increase in the capital adequacy
ratio from 12.63 % in 2011-12 to 13.18% in 2015-16. For SBI
bank capital adequacy ratio has little decrease from 13.86% in
2011-12 to 13.20% in 2015-16.

From the table-1 we can see that the average of private sector
banks for 2014-2015 is 2 while average of public sector banks for
2014-2015 is 4.84. The blue color Colum is for private sector
banks and green color Colum is for public sector banks. The gross
NPA ratio of public sector bank is more compared to private
sector bank.

Table:2 COMPARATIVEANALYSIS OF LAST TWO YEARS
NET NPA'S

From the above table we can see that the average of private sector
banks for 2014-2015 is 0.75 while average of public sector banks
for 2014-2015 is 2.69. The blue color Colum is for private sector
banks and green color Colum is for public sector banks. The NET
NPA ratio of public sector bank is more compared to private
sector bank. The net NPA ratio is lower than gross NPA and it is
obvious because of provision kept for Non- performingAssets.

The Indian banking sector is facing serious problem of NPAs. It is
big challenge for the public and private sector banks because it
has direct impact on profitability of the banks and also reduces
the interest income earned by the banks. The main reason for NPA
in Indian public sector banks are: Inappropriate Technology,
Lack of co-ordination among lenders and lack of proper credit
management & monitoring, etc. the public sector banks follows
many measures to manage NPAs such as recycling of funds,
proper distinction between wilful defaulters and borrowers.

The NPAs have always been a big worry for the banks in India..
To improve the efficiency and profitability, the NPAs have to be
scheduledNPAs reflect the overall performance of the banks.

1. Aly, H.Y. and Rangan, N.( 1990 ),” Technical Scale and A
locative efficiencies in US banking : An empirical
investigation”, Review of Economics and Statistics, Vol.
72 pp.211-218.
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Interpretation

The above table indicates the quality of credit portfolio of the
banks. High gross NPA ratio indicates the low credit portfolio of
bank and vice-a-versa. We can see that PNB bank have the
highest gross NPA ratio among all public sector banks i.e.
12.90% in 2015-2016.The NPA for SBI bank remain do not
fluctuate much. The average NPA ratio of SBI bank for given 5
years is 4.97%. There is a high growth in NPA ratio of BOB bank
in 2015-16 which increased to 9.99%. The NPA ratio of PNB
bank increases constantly from 2.93% in 2011-12 to 1d three
banks from Private sector banks.

NET NPARATIO

Net NPA ratio shows the NPAs of the banks after deducting
provisions for NPA. It is the ratio of Net NPA to Net advances.
Since in India ,bank balance sheets contains a huge amount of
NPAs and the process of recovery and write off of loans is very
time consuming, the provisions the banks have to make against
the NPAs according to the central bank guidelines, are quite
significant. That is why the difference between gross NPAand net
NPAis quite high.

Net NPA = (Gross NPA - Provisions) / Gross Advances -
Provisions ) * 100

High NPA ratio indicates the high quantity of risky assets in the
bank for which no provision are made. For private sector bank
ICIC has high NET NPA Ratio i.e. 2.98% in the year 2015-2016.
For HDFC bank NET NPA Ratio do not increased much and has
an average of 0.23% for given 5 years. For ICIC bank NET NPA
Ratio increased constantly form 0.73%in 2011-2012 to 2.98% in
the year 2015-2016. For AXIS bank NET NPA Ratio has little
increased form 0.25% in 2011-12 to 0.70% in 2015-2016

High NPA ratio indicates the high quantity of risky assets in the
bank for which no provision are made. For public sector bank
PNB has high NET NPA Ratio i.e. 8.61% in the year 2015-2016.
For SBI bank NET NPA Ratio fluctuate and has an average of
2.4% for given 5 years. For BOB bank NET NPARatio increased
constantly form 0.54%in 2011-2012 to 5.06% in the year 2015-
2016. For PNB bank NET NPA Ratio has increased form 1.52%
in 2011-12 to 8.61% in 2015-2016.

CAPITALADEQUACYRATIO

Capital adequacy Ratio can be defined as the ratio of capital of the
banks, to its assets which are weighted/ adjusted according to risk
attached to them.As per prudential norms, banks were required to
achieve 8% CAR, increased to 9% by March 2000. For the
purpose of capital adequacy achievement, the capital base that is
Tire 1 + Tier 2 should not be less than the prescribed percentage
of total risk weighted assets of the banks.

Capital Adequacy Ratio =
( Total Capital /  Risk Weighted Assets ) *100

The capital adequacy ratio is important for banking institutions to
maintain as per the banking regulations and guidelines of RBI.
Each bank needs to create the capital Reserve to compensate the
non- performing assets. More risk weightage assets are, bank
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SBI 4.25 6.5

BOB 3.72 9.99
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Average 4.84 9.79

BANKS NET NPA

Private Sector Banks 2014-2015 2015-2106

HDFC 0.2 0.28

ICIC 1.61 2.98

AXIS 0.44 0.7

Average 0.75 1.32

Public Sector Banks

SBI 2.12 3.81

BOB 1.89 5.06

PNB 4.06 8.61

Average 2.69 5.82
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Human Resource Development (HRD) is a comprehensive
function which sets the stage for all the employees of an
organization to develop capacities and give their best for
attaining its success. To be competitive, development of human
resource abilities, skills and knowledge is an indispensable
prerequisite for any organization. Performance planning,
feedback, training, periodic review of performance, and
assessment of the developmental needs, and the creation of
development opportunities through training, job rotation,
responsibility definition are various mechanisms through which
employees are continuously helped to acquire new competencies
(Rao, 1987). Thus, HRD mechanisms help employees acquire
better skills, knowledge and contribute to a favorable
organizational culture by changing their attitudes (Sujata, 1999).
Generally, HRD function is to be implemented uniformly among
different levels and genders of an organization's workforce as
their efforts are directed towards common ends. But, research
shows that there was no uniform implementation of HRD
programmes in several organizations. For instance, Gupta (1989)
pointed out that HRD functions often remaining at the corporate
office are not percolating down to the field level. Similarly,
regarding the practice of HRD there was a wide gap between the

top management's belief and its implementation (Abraham,
1988). Hence, it is vital to verify whether the foregoing
reservations held by the research community are still legitimate
or undependable in today's context.

Chalam and Srinivas (2005) in a gender-wise comparative study
found that women employees in SBI were happy about the HRD
climate despite their subordinated working conditions.Astudy of
HRD policies in Himachal Pradesh Tourism Development
Corporation Limited found some key issues relating to the
attitudes of four levels of employees (Yoginder, 2015). A recent
study of HRD practices in Indian banking industry identified that
in both PSBs and NPSBs male employees demonstrated a greater
awareness about change management, career advancement,
training, participative management, resistance, and cultural
change when compared with the female employees (Appa Rao,
Raju and Murthy, 2015 Another study identified that factors
like potential appraisals, support of HR department for individual
career planning, top management involvement, management
development have maximum influence on HRD (Ramandeep
and Rajiv, 2014). The foregoing review gives an impression that
simultaneous rank and gender based studies will provide a clearer
picture for management of any industry to make the HRD
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Hypotheses of the study

To provide scientific direction for the study, the following six
multivariate overall null hypotheses were formulated.
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function a true reflection of people views and expectations.

The goal of the study is to verify whether the HRD is effective
and uniform among the executives at different levels and of both
genders in the selected organization. Hence, the following are the
specific objectives of the present study:

to compare by rank, the HRD perceptions held by executives
of both genders;

to compare by gender, the HRD perceptions held by
executives of different levels; and

to discuss about the implications of the results for the
industry.

The organization selected for the study is Rashtriya Ispat Nigam
Limited, a Navaratna Public Sector Enterprise engaged in steel
manufacturing and known for its quality products in the world
market. Popularly known as Vizag Steel Plant, RINL has an
excellent HRD philosophy and believes that HRD should
appropriately harness employees' potential for the attainment of
the company's objectives. It treats all its human resources as
valuable assets and implements various HRD programs
innovatively for their growth and development. It expects all the
functional and divisional heads will suitably incorporate the
spirit of HRD into their plans, decisions and actions. Table 1
shows the manpower status in RINL-VSPas of 01-03-2014.

Data for the present study were collected by the co-author in 2014
in connection to her MBA project work by administering a
questionnaire randomly among 63 executives belonging to
various non-works departments viz. Personnel & HRD,
Materials Management, Design & Engineering, Finance &
Accounts, etc. The sample comprises Middle Management
(Level-2) and Lower Management (Level-1) executives of both
genders (Table 2).

The questionnaire instrument contains 25 statements
corresponding to six dimensions viz. management's HRD
philosophy (MP); performance appraisal and feedback (PA&F);
recognition and rewards (R&R); training and development
(T&D); career planning and development (CP&D) and growth
opportunities (GO). Opinions of the respondents were measured
using Likert's 5-point scale ranging from 'Strongly Agree-5' to
'Strongly Disagree-1'. All six sub-scales produced Cronbach's
alpha ranging between 'acceptable' and 'good' levels which
indicated reliability of the instrument. George and Mallery
(2003, p. 231) provide a thumb rule, i.e. “>0.9 excellent, >0.8
good, >0.7 acceptable, >0.6 questionable, >0.5 poor, and <0.5
unacceptable”. The study also computed standard error of
measurement (SEM) which happened to be low indicating high
score precision i.e. response stability (Table 3).

To assess the dimensionality of each sub-scale, the study
employed Horn's Parallel Analysis (Horn, 1965). Wang (2001)
observed that parallel analysis was able to recover the correct
number of common factors with Likert-type scales, whether
mean or the 95th-percentile eigenvalues were used as the basis
for comparison. Thus, Parallel Analysis has been conducted in
ViSta (Young, 1996) using basic criteria (Model: Principal
Component of correlation matrix; Method: Normal Data
Simulation; Number of simulated samples: 100; Eigenvalues at
percentile: 95.0). A factor is retained when its eigenvalue is
greater than its corresponding mean or 95 percentile eigenvalue
(Weng & Cheng, 2005). The numerical output of ViSta (Table 4)
suggests a single factor solution in respect of all six sub-scales
used in the study.

------------------------------------------------------------------

Objectives of the study

i)

ii)

iii)

Methodology of the study

Sample unit and respondents

Instrument reliability and validity

Source: Management Development Profile, Vizag Steel, 2014, P12.

th

Table 1: Status of manpower as of 01-03-2014 in RINL-VSP

Table 2: Distribution of sample respondents

Source: Field survey.

Table 3: Dimension-wise reliability estimates

Source: Computed using ViSta 7.9.2.8

Class Works
Non-

Works
Projects Mines Total

Executives 4250 1511 421 117 6299
Non-Executives 11016 800 48 221 12085
Total 15266 2311 469 338 18384

Gender
No. of Respondents

Total
Level-2       Level-1

Female 03 18 21
Male 13 29 42
Total 16 47 63

No. Dimension Items included

Reliability estimates

Female Executives Male Executives
Cronbachs

Alpha
SEM

Cronbachs
Alpha

SEM

1 Managements
HRD Philosophy

1, 7, 10, 24 0.755 1.246 0.857 1.089

2 Performance
Appraisal &
Feedback

2, 9, 11 0.793 1.176 0.736 1.260

3 Training &
Development

4, 6, 13, 18, 20 0.810 1.686 0.748 1.770

4 Recognition &
Rewards

3, 14, 21, 22, 25 0.871 1.442 0.890 1.321

5 Career Planning
& Development

5, 8, 16, 19 0.858 1.210 0.853 1.294

6 Growth
Opportunities

12, 15, 17, 23 0.733 1.458 0.788 1.304

»
Female Executives Male Executives

D U
Observed Mean Perc95.0 Observed Mean Perc95.0

1 2.33301 1.50499 1.74676 2.80186 1.34883 1.55680

1 Yes
2 1.00353 1.09967 1.30637 0.54445 1.10025 1.20846
3 0.47914 0.84815 0.98983 0.39239 0.89148 0.98928
4 0.18431 0.54719 0.75361 0.26130 0.65944 0.82753

1 2.12918 1.34024 1.59889 1.96636 1.24789 1.41125
2 Yes2 0.50182 0.99318 1.15982 0.54421 0.98859 1.10766

3 0.36900 0.66658 0.82679 0.48942 0.76352 0.86984

1 3.11768 1.64035 2.04315 2.63423 1.43017 1.65927

3 Yes
2 1.04008 1.23869 1.45966 0.93643 1.17544 1.27403
3 0.43166 0.97090 1.11425 0.58812 0.97752 1.07615
4 0.30223 0.69356 0.84649 0.54093 0.79947 0.92186
5 0.10836 0.45651 0.62198 0.30029 0.61739 0.72395

1 3.32002 1.71814 1.90640 3.48565 1.44603 1.65967

4 Yes
2 0.61527 1.22848 1.41816 0.50736 1.17087 1.31832
3 0.54513 0.95247 1.08962 0.45510 0.98585 1.06535
4 0.32082 0.67877 0.86969 0.35038 0.79916 0.92189
5 0.19876 0.42215 0.62982 0.20151 0.59809 0.73043

1 2.87617 1.51243 1.80429 2.78333 1.35304 1.53443

5 Yes
2 0.68091 1.10144 1.28491 0.54388 1.08026 1.20967
3 0.27203 0.83789 1.00273 0.36725 0.88460 1.00097
4 0.17088 0.54824 0.72455 0.30555 0.68211 0.81783

1 2.33685 1.49763 1.88055 2.47928 1.35870 1.51403

6 Yes
2 1.02323 1.10272 1.26845 0.72787 1.09071 1.19183
3 0.38200 0.84692 0.98798 0.49557 0.89217 0.98644
4 0.25793 0.55273 0.75592 0.29728 0.65842 0.79372

Source: Computed using ViSta 7.9.2.8

ë=Eigenvalue; D=Dimension; U=Unidimensionality

Table 4: Parallel Analysis report on construct validity of the instrument
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function a true reflection of people views and expectations.

The goal of the study is to verify whether the HRD is effective
and uniform among the executives at different levels and of both
genders in the selected organization. Hence, the following are the
specific objectives of the present study:

to compare by rank, the HRD perceptions held by executives
of both genders;

to compare by gender, the HRD perceptions held by
executives of different levels; and

to discuss about the implications of the results for the
industry.

The organization selected for the study is Rashtriya Ispat Nigam
Limited, a Navaratna Public Sector Enterprise engaged in steel
manufacturing and known for its quality products in the world
market. Popularly known as Vizag Steel Plant, RINL has an
excellent HRD philosophy and believes that HRD should
appropriately harness employees' potential for the attainment of
the company's objectives. It treats all its human resources as
valuable assets and implements various HRD programs
innovatively for their growth and development. It expects all the
functional and divisional heads will suitably incorporate the
spirit of HRD into their plans, decisions and actions. Table 1
shows the manpower status in RINL-VSPas of 01-03-2014.

Data for the present study were collected by the co-author in 2014
in connection to her MBA project work by administering a
questionnaire randomly among 63 executives belonging to
various non-works departments viz. Personnel & HRD,
Materials Management, Design & Engineering, Finance &
Accounts, etc. The sample comprises Middle Management
(Level-2) and Lower Management (Level-1) executives of both
genders (Table 2).

The questionnaire instrument contains 25 statements
corresponding to six dimensions viz. management's HRD
philosophy (MP); performance appraisal and feedback (PA&F);
recognition and rewards (R&R); training and development
(T&D); career planning and development (CP&D) and growth
opportunities (GO). Opinions of the respondents were measured
using Likert's 5-point scale ranging from 'Strongly Agree-5' to
'Strongly Disagree-1'. All six sub-scales produced Cronbach's
alpha ranging between 'acceptable' and 'good' levels which
indicated reliability of the instrument. George and Mallery
(2003, p. 231) provide a thumb rule, i.e. “>0.9 excellent, >0.8
good, >0.7 acceptable, >0.6 questionable, >0.5 poor, and <0.5
unacceptable”. The study also computed standard error of
measurement (SEM) which happened to be low indicating high
score precision i.e. response stability (Table 3).

To assess the dimensionality of each sub-scale, the study
employed Horn's Parallel Analysis (Horn, 1965). Wang (2001)
observed that parallel analysis was able to recover the correct
number of common factors with Likert-type scales, whether
mean or the 95th-percentile eigenvalues were used as the basis
for comparison. Thus, Parallel Analysis has been conducted in
ViSta (Young, 1996) using basic criteria (Model: Principal
Component of correlation matrix; Method: Normal Data
Simulation; Number of simulated samples: 100; Eigenvalues at
percentile: 95.0). A factor is retained when its eigenvalue is
greater than its corresponding mean or 95 percentile eigenvalue
(Weng & Cheng, 2005). The numerical output of ViSta (Table 4)
suggests a single factor solution in respect of all six sub-scales
used in the study.
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H5 : There exist no significant rank-wise or gender-wise

differences in the perceptions of female and male executives

about the 'career planning and development system'.

H6 : There exist no significant rank-wise or gender-wise

differences in the perceptions of executives about the availability

of 'growth opportunities'.

f

0

0

Data analysis technique

Results and Discussion

Hypotheses testing

The study planned a systematic analysis of rank-wise and gender-
wise comparisons of HRD perceptions held by the sample
respondents. Firstly, item-wise mean values were calculated.
Then, for making the planned comparisons of data, the study
employed one-way ANOVA for testing hypotheses and
subsequently t-Tests for making post hoc comparisons. For these
tests a uniform significance level of 5 per cent was used. Further,
to determine validity of these tests, the study also computed
Cohen's effect sizes (Lenhard & Lenhard, 2014) and statistical
power (Faul et al., 2007). de Winter (2013) observes that there is
no objection to use a t-test with extremely small samples, as long
as the effect size is large. About t-tests, Cohen (1992) specifies
that the effect size of 0.20 is small, 0.50 is medium, and 0.80 is
large.

Besides, the study introduced a Bonferroni correction to control
'Type I Error' and avoid misleading conclusions that may result

from post hoc analysis. As the study intended to make only four
post hoc comparisons (out of the possible six) the family-wise
error rate (FWER) was determined by dividing the original alpha
by four and inferences were drawn accordingly. For making
individual interpretations, the mean values were converted into
percentage scores using T.V. Rao's formula {Percentage Score =
(Mean value1) x 25}. Normally, scores above 75 percent indicate
excellent performance, scores below 60 percent indicate scope
for improvement, and scores below 50 percent indicate weak
areas (Rao, 2008).

Hypotheses testing results available in table 5 indicate significant
differences as to the HRD perceptions held by the four groups of
respondents regarding dimensions 2, 3, 4, 5 and 6. Also, the
Cohen's (1988) effect sizes (0.10, 0.25 and 0.40 represent small,
medium and large effect sizes, respectively) with regard to these
five ANOVA tests, confirm the differences as valid. Therefore, it
can be stated that the HRD perceptions of executives of both
levels and genders vary as regards five dimensions viz. 2, 3, 4, 5
and 6. This leads to rejection of hypotheses H2 , H3 ,H4 , H5 and

H6 . However, ANOVA about the dimension 1 'management

philosophy towards HRD' did not provide any convincing
evidence to reject H1 .

0 0 0 0

0

0

Dimension 1: Management philosophy towards HRD

Item
F-L2 F-L1 M-L2 M-L1

Mean SD % Mean SD % Mean SD % Mean SD %
1 3.33 0.58 58.33 3.72 0.57 68.06 4.08 0.49 76.92 3.79 0.90 69.83
7 4.00 0.00 75.00 3.11 0.90 52.78 3.62 0.77 65.38 3.31 0.89 57.76
10 4.33 0.58 83.33 3.17 0.86 54.17 4.00 0.41 75.00 3.41 0.98 60.34
24 3.67 0.58 66.67 3.00 0.91 50.00 3.62 0.87 65.38 3.17 0.89 54.31

Overall 3.83 0.43 70.83 3.25 0.32 56.25 3.83 0.25 70.67 3.42 0.27 60.56

ANOVA* Fcal=3.282, Fcrit=3.490, P=0.058
Dimension 2: Performance appraisal & feedback

2 4.33 0.58 83.33 3.22 0.88 55.56 3.62 0.77 65.38 3.28 1.16 56.90
9 4.00 0.00 75.00 3.17 1.10 54.17 3.15 1.07 53.85 3.07 0.96 51.72
11 3.33 0.58 58.33 3.06 1.16 51.39 3.15 1.14 53.85 2.93 0.92 48.28

Overall 3.88 0.51 72.22 3.15 0.08 53.70 3.30 0.27 57.69 3.09 0.17 52.30

ANOVA* * Fcal=4.343, Fcrit=4.066, P=0.042, Cohens f=0.422¬ , Power=0.784#

Dimension 3: Training & development
4 3.33 1.15 58.33 3.33 1.08 58.33 3.38 0.87 59.62 3.03 1.12 50.86
6 4.33 0.58 83.33 3.22 1.00 55.56 3.85 0.55 71.15 3.45 0.95 61.21
13 4.00 1.00 75.00 3.67 1.08 66.67 3.62 1.19 65.38 3.38 0.86 59.48
18 4.00 0.00 75.00 3.17 1.15 54.17 3.31 1.03 57.69 3.00 1.07 50.00
20 3.33 1.15 58.33 3.17 0.86 54.17 3.08 0.95 51.92 3.00 1.10 50.00

Overall 3.80 0.45 70.00 3.31 0.21 57.78 3.44 0.29 61.15 3.17 0.22 54.31

ANOVA* * Fcal=3.813, Fcrit=3.238, P=0.030, Cohens f=0.421¬ , Power=0.782#

Dimension 4: Recognition & reward
3 4.00 0.00 75.00 2.89 1.08 47.22 3.15 0.90 53.85 3.10 0.98 52.59
14 4.00 0.00 75.00 3.11 1.13 52.78 4.08 1.12 76.92 3.52 1.06 62.93
21 3.67 0.58 66.67 3.06 1.00 51.39 3.62 0.65 65.38 3.38 0.98 59.48
22 3.67 0.58 66.67 3.28 0.89 56.94 3.92 0.64 73.08 3.34 1.01 58.62
25 3.67 0.58 66.67 2.78 0.94 44.44 3.15 0.99 53.85 3.03 0.87 50.86

Overall 3.80 0.18 70.00 3.02 0.19 50.55 3.58 0.43 64.61 3.27 0.20 56.89

ANOVA* * Fcal=7.948, Fcrit=3.238, P=0.001, Cohen s f=0.573¬ , Power=0.891#

Dimension 5: Career planning & development
5 3.67 0.58 66.67 3.00 0.91 50.00 3.62 0.96 65.38 3.10 0.98 52.59
8 3.67 0.58 66.67 2.89 0.83 47.22 3.54 0.78 63.46 2.90 0.98 47.41
16 3.67 0.58 66.67 2.78 1.06 44.44 3.38 1.39 59.62 2.97 0.94 49.14
19 3.67 0.58 66.67 2.61 1.04 40.28 3.15 1.21 53.85 3.14 0.92 53.45

Overall 3.67 0.00 66.67 2.82 0.17 45.48 3.42 0.20 60.57 3.02 0.11 50.64

ANOVA* * Fcal=28.523, Fcrit=3.490, P=0.000, Cohens f=0.676¬ , Power=0.976#

Dimension 6: Growth opportunities
12 4.00 1.00 75.00 3.17 0.99 54.17 3.54 0.88 63.46 3.24 0.99 56.03
15 4.00 0.00 75.00 2.89 0.90 47.22 3.92 0.64 73.08 3.31 0.97 57.76
17 3.67 0.58 66.67 2.78 0.94 44.44 3.62 0.87 65.38 3.07 0.92 51.72
23 3.67 0.58 66.67 3.06 0.94 51.39 3.15 0.90 53.85 3.14 0.79 53.45

Overall 3.83 0.19 70.83 2.97 0.17 49.30 3.55 0.32 63.94 3.19 0.11 54.74

ANOVA* * Fcal=13.129, Fcrit=3.490, P=0.000, f=0.626¬ , Power=0.947#

Table 5: Dimension-wise basic data and corresponding ANOVA result

*Insignificant @ á=0.05; **Significant @ á=0.05;

� #
Effect size is large, since f>0.40; 1.9.2Using G*Power 3.
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Dimension 3: Training & development
4 3.33 1.15 58.33 3.33 1.08 58.33 3.38 0.87 59.62 3.03 1.12 50.86
6 4.33 0.58 83.33 3.22 1.00 55.56 3.85 0.55 71.15 3.45 0.95 61.21
13 4.00 1.00 75.00 3.67 1.08 66.67 3.62 1.19 65.38 3.38 0.86 59.48
18 4.00 0.00 75.00 3.17 1.15 54.17 3.31 1.03 57.69 3.00 1.07 50.00
20 3.33 1.15 58.33 3.17 0.86 54.17 3.08 0.95 51.92 3.00 1.10 50.00

Overall 3.80 0.45 70.00 3.31 0.21 57.78 3.44 0.29 61.15 3.17 0.22 54.31

ANOVA* * Fcal=3.813, Fcrit=3.238, P=0.030, Cohens f=0.421¬ , Power=0.782#

Dimension 4: Recognition & reward
3 4.00 0.00 75.00 2.89 1.08 47.22 3.15 0.90 53.85 3.10 0.98 52.59
14 4.00 0.00 75.00 3.11 1.13 52.78 4.08 1.12 76.92 3.52 1.06 62.93
21 3.67 0.58 66.67 3.06 1.00 51.39 3.62 0.65 65.38 3.38 0.98 59.48
22 3.67 0.58 66.67 3.28 0.89 56.94 3.92 0.64 73.08 3.34 1.01 58.62
25 3.67 0.58 66.67 2.78 0.94 44.44 3.15 0.99 53.85 3.03 0.87 50.86

Overall 3.80 0.18 70.00 3.02 0.19 50.55 3.58 0.43 64.61 3.27 0.20 56.89

ANOVA* * Fcal=7.948, Fcrit=3.238, P=0.001, Cohen s f=0.573¬ , Power=0.891#

Dimension 5: Career planning & development
5 3.67 0.58 66.67 3.00 0.91 50.00 3.62 0.96 65.38 3.10 0.98 52.59
8 3.67 0.58 66.67 2.89 0.83 47.22 3.54 0.78 63.46 2.90 0.98 47.41
16 3.67 0.58 66.67 2.78 1.06 44.44 3.38 1.39 59.62 2.97 0.94 49.14
19 3.67 0.58 66.67 2.61 1.04 40.28 3.15 1.21 53.85 3.14 0.92 53.45

Overall 3.67 0.00 66.67 2.82 0.17 45.48 3.42 0.20 60.57 3.02 0.11 50.64

ANOVA* * Fcal=28.523, Fcrit=3.490, P=0.000, Cohens f=0.676¬ , Power=0.976#

Dimension 6: Growth opportunities
12 4.00 1.00 75.00 3.17 0.99 54.17 3.54 0.88 63.46 3.24 0.99 56.03
15 4.00 0.00 75.00 2.89 0.90 47.22 3.92 0.64 73.08 3.31 0.97 57.76
17 3.67 0.58 66.67 2.78 0.94 44.44 3.62 0.87 65.38 3.07 0.92 51.72
23 3.67 0.58 66.67 3.06 0.94 51.39 3.15 0.90 53.85 3.14 0.79 53.45

Overall 3.83 0.19 70.83 2.97 0.17 49.30 3.55 0.32 63.94 3.19 0.11 54.74

ANOVA* * Fcal=13.129, Fcrit=3.490, P=0.000, f=0.626¬ , Power=0.947#

Table 5: Dimension-wise basic data and corresponding ANOVA result

*Insignificant @ á=0.05; **Significant @ á=0.05;

� #
Effect size is large, since f>0.40; 1.9.2Using G*Power 3.
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considers development as an important dimension (item 24:
54.31). More or less, views of the Level-1 female executives also
coincide with their male counterparts on this aspect
(P0.0189>á 0.0125).

Continuing the controversy, t-Tests did not show any significant
differences even though ANOVA was significant (Table 5).
However, it is worth mentioning here that Level-1 male and
female executives have virtually equal apprehension about the
objectivity of performance appraisals (item 11: 48.28, 51.39).

Validating the
ANOVA result (Table 5), t-Tests showed significant differences
among male executives of both ranks (P0.0080<á 0.0125). It is

visible that Level-1 male executives displeased concerning the
irregularity in training needs assessment (item 4: 50.86) and job
rotation (item 20: 50.00). They are also not happy with the extent
of support their higher-ups extend towards improving their job
knowledge (item 18: 50.00). Higher officials may not be having
enough room or time to concentrate on their subordinates'
development due to their attendance to too many responsibilities.
In this context, management should analyse the real causes of
disinterest in higher officials. Overall, the 'training and
development system' is more effective at Level-2 (F-L2: 70.00,
M-L2: 61.15) than at Level-1 (F-L1: 57.78, M-L1: 54.31).

Confirming the
ANOVA outcome (Table 5), t-Tests revealed significant
differences among female executives of both ranks
(P0.0034<á 0.0125) and among Level-1 executives of both

genders (P0.0111<á 0.0125). Thus, the common category of the

personnel contending with other categories is Level-1 female
executives. For instance, they observe that management is not
fair in recognizing and rewarding contributions of employees
(item 3: 47.22). Also, they are less aware that there exists a
mechanism of rewards (item 14: 52.78) and that employees are
recognized for their talent and job performance (item 21: 51.39).
Hence, they observe that rewards are neither well timed nor of the
right magnitude (item 25: 44.44). Overall, the 'recognition and
rewards system' is more attractive for Level-2 executives (F-L2:
70.00, M-L2: 64.61). Primarily, higher officials might be failing
in communicating and creating awareness about the system
among subordinate managers which is a starting point for its
efficient administration. If the system does not percolate down to
the first level it cannot be extended to cover non-managerial
personnel, whose contributions are critical for any organisation's
success. In fact, rewards should be for all the well-performing
employees not for few managerial personnel.

Validating
the ANOVA result (Table 5), t-Tests indicated significant
differences among the female executives of both ranks
(P0.0020<á 0.0125). Evidently Level-1 women executives

perceive that very limited opportunities are provided for
developing competencies (item 5: 50.00). Other reasons for their
displeasure are: superiors' negligence towards preparing them for

promotion tests (item 8: 47.22), improper and irregular planning
and development of careers (item 16: 44.44) and ineffective
identification and utilization of the potential (item 19: 40.28).
More or less, Level-1 male executives also embrace similar
views. Overall, career planning and development is more
effective at Level-2 (F-L2: 66.67, M-L2: 60.57) than at Level-1
(F-L1: 45.48, M-L1: 50.64).

t-Tests show significant
differences among women executives of both ranks
(P0.0035<á 0.0125) thereby confirm ANOVA result (Table 5).

Obviously, Level-1 female executives perceive that the
promotion policy has some flaws (item 12: 54.17), opportunities
for advancement are completely lacking (item 15: 47.22) and are
also inaccessible (item 17: 44.44). Hence, they understand that
growth and development opportunities are very less in the
organization (item 23: 51.39). Overall, Level-2 executives have
better growth prospects (F-L2: 70.83, M-L2: 63.94) than Level-1
executives (F-L1: 49.30, M-L1: 54.74).

The study disclosed significant rank-wise differences in the HRD
perceptions of executives of both genders. For instance, Level-1
female executives are completely upset with the inequitable
administration of 'recognition and rewards', 'career planning and
development' systems and inadequate 'growth opportunities'.
Similarly, Level-1 male executives have slight dissatisfaction
about the extent of appreciation they are getting from
management for their success and the low level responsibilities
they were delegated with. Further, rare assessment of training
needs, infrequent job-rotation and a little help from their seniors
towards learning their jobs, are some other important factors
frustrating them. In gender-wise comparison of HRD
perceptions, significant differences remain at Level-1 as regards
'management philosophy towards HRD' and 'recognition and
reward system'. Finally, it can be stated that the development of
Level-1 female executives is at risk in this industry when
compared with their male counterparts and higher officials of the
same gender. In a New York Times interview, senior vice
president and chief brand officer for the Elle Group media
company, Carol Smith (2009) said “In my experience, female
bosses tend to be better managers, better advisers, mentors,
rational thinkers”. It is also true that HRD should be for the whole
organization not merely for some few levels or personnel
(Prasannasai, 1993). But, it is unfortunate to learn that HRD in
RINL-VSP is characterized by gender discrimination. Even
though this organization has an excellent HRD philosophy, it
seems to be lacking proper approach towards its effective and
unbiased implementation. Hence, to overcome this adverse
situation, RINL-VSP may adopt a systematic procedure of
monitoring as shown in Figure 1 to ensure uniform HRD among
the personnel of all levels and genders.
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Post-ANOVAt-Tests (Table 6)

Harvey (2011) in his reply to an online query commented that
there is a possibility to get a 'significant' result from a multiple
comparison test even when the overall ANOVA was not
significant. According to Hsu (1996), "

" In this background, the
study performed all intended post hoc multiple comparisons
irrespective ofANOVAoutcome.

Conflicting
with the ANOVA outcome (Table 5), t-Tests showed significant
difference among male executives of both ranks
(P0.0103<á 0.0125) and thereby endorse the views of Harvey

(2011) and Hsu (1996). It is clear that as compared to higher
officials of the same sex, Level-1 male executives get moderate
recognition in terms of the high level responsibilities delegated to
them (item 7: 57.76) and for their meritorious performance and
achievements (item 10: 60.34). Due to this, perhaps, they are not
fully in agreement with the statement that their management

Dimension 1: Management's HRD philosophy:

an unfortunate common

practice is to pursue multiple comparisons only when the null

hypothesis of homogeneity is rejected.

B

Dimension/system

Comparison by Rank

within the same gender

Comparison by Gender

within the same rank

F-L2 vs. F-L1
(NT=21)

M-L2 vs. M-L1
(NT=42)

F-L2 vs. M-L2
(NT=16)

F-L1 vs. M-L1
(NT=47)

1 MP
tstat=1.176
P=0.184

tstat=5.771*
P=0.010
tcrit=3.182
d=2.955
Power=1.000

tstat=0.024
P=0.981

tstat=4.634
P=0.018

2 PA&F
tstat=3.023
P=0.094

tstat=2.931
P=0.099

tstat=2.845
P=0.104

tstat=1.013
P=0.417

3 T&D
tstat=2.340
P=0.079

tstat=4.894*
P=0.008
tcrit=2.776
d=2.287
Power=1.000

tstat=2.856
P=0.046

tstat=1.452
P=0.220

4 R&R

tstat=6.199*
P=0.0034
tcrit=2.776
d=2.836
Power=1.000

tstat=2.798
P=0.048

tstat=1.062
P=0.347

tstat=4.465*
P=0.011
tcrit=2.776
d=2.071
Power=1.000

5 CP&D

tstat=10.214*
P=0.002
tcrit=3.182
d=4.763
Power=1.000

tstat=2.940
P=0.060

tstat=2.384
P=0.097

tstat=1.82
P=0.165

6 GO

tstat=8.385*
P=0.0035
tcrit=3.182
d=4.245
Power=1.000

tstat=2.713
P=0.072

tstat=2.246
P=0.110

tstat=2.573
P=0.082

Source: Calculated using Excel and G*Power 3.1.9.2

*Significant @ á =0.0125; All P-values are two-tail @ á=0.05; Effect sizes are large, since d>0.80;

N =Total Sample from two groups; Power was calculated using d, á and N
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considers development as an important dimension (item 24:
54.31). More or less, views of the Level-1 female executives also
coincide with their male counterparts on this aspect
(P0.0189>á 0.0125).

Continuing the controversy, t-Tests did not show any significant
differences even though ANOVA was significant (Table 5).
However, it is worth mentioning here that Level-1 male and
female executives have virtually equal apprehension about the
objectivity of performance appraisals (item 11: 48.28, 51.39).

Validating the
ANOVA result (Table 5), t-Tests showed significant differences
among male executives of both ranks (P0.0080<á 0.0125). It is

visible that Level-1 male executives displeased concerning the
irregularity in training needs assessment (item 4: 50.86) and job
rotation (item 20: 50.00). They are also not happy with the extent
of support their higher-ups extend towards improving their job
knowledge (item 18: 50.00). Higher officials may not be having
enough room or time to concentrate on their subordinates'
development due to their attendance to too many responsibilities.
In this context, management should analyse the real causes of
disinterest in higher officials. Overall, the 'training and
development system' is more effective at Level-2 (F-L2: 70.00,
M-L2: 61.15) than at Level-1 (F-L1: 57.78, M-L1: 54.31).

Confirming the
ANOVA outcome (Table 5), t-Tests revealed significant
differences among female executives of both ranks
(P0.0034<á 0.0125) and among Level-1 executives of both

genders (P0.0111<á 0.0125). Thus, the common category of the

personnel contending with other categories is Level-1 female
executives. For instance, they observe that management is not
fair in recognizing and rewarding contributions of employees
(item 3: 47.22). Also, they are less aware that there exists a
mechanism of rewards (item 14: 52.78) and that employees are
recognized for their talent and job performance (item 21: 51.39).
Hence, they observe that rewards are neither well timed nor of the
right magnitude (item 25: 44.44). Overall, the 'recognition and
rewards system' is more attractive for Level-2 executives (F-L2:
70.00, M-L2: 64.61). Primarily, higher officials might be failing
in communicating and creating awareness about the system
among subordinate managers which is a starting point for its
efficient administration. If the system does not percolate down to
the first level it cannot be extended to cover non-managerial
personnel, whose contributions are critical for any organisation's
success. In fact, rewards should be for all the well-performing
employees not for few managerial personnel.

Validating
the ANOVA result (Table 5), t-Tests indicated significant
differences among the female executives of both ranks
(P0.0020<á 0.0125). Evidently Level-1 women executives

perceive that very limited opportunities are provided for
developing competencies (item 5: 50.00). Other reasons for their
displeasure are: superiors' negligence towards preparing them for

promotion tests (item 8: 47.22), improper and irregular planning
and development of careers (item 16: 44.44) and ineffective
identification and utilization of the potential (item 19: 40.28).
More or less, Level-1 male executives also embrace similar
views. Overall, career planning and development is more
effective at Level-2 (F-L2: 66.67, M-L2: 60.57) than at Level-1
(F-L1: 45.48, M-L1: 50.64).

t-Tests show significant
differences among women executives of both ranks
(P0.0035<á 0.0125) thereby confirm ANOVA result (Table 5).

Obviously, Level-1 female executives perceive that the
promotion policy has some flaws (item 12: 54.17), opportunities
for advancement are completely lacking (item 15: 47.22) and are
also inaccessible (item 17: 44.44). Hence, they understand that
growth and development opportunities are very less in the
organization (item 23: 51.39). Overall, Level-2 executives have
better growth prospects (F-L2: 70.83, M-L2: 63.94) than Level-1
executives (F-L1: 49.30, M-L1: 54.74).

The study disclosed significant rank-wise differences in the HRD
perceptions of executives of both genders. For instance, Level-1
female executives are completely upset with the inequitable
administration of 'recognition and rewards', 'career planning and
development' systems and inadequate 'growth opportunities'.
Similarly, Level-1 male executives have slight dissatisfaction
about the extent of appreciation they are getting from
management for their success and the low level responsibilities
they were delegated with. Further, rare assessment of training
needs, infrequent job-rotation and a little help from their seniors
towards learning their jobs, are some other important factors
frustrating them. In gender-wise comparison of HRD
perceptions, significant differences remain at Level-1 as regards
'management philosophy towards HRD' and 'recognition and
reward system'. Finally, it can be stated that the development of
Level-1 female executives is at risk in this industry when
compared with their male counterparts and higher officials of the
same gender. In a New York Times interview, senior vice
president and chief brand officer for the Elle Group media
company, Carol Smith (2009) said “In my experience, female
bosses tend to be better managers, better advisers, mentors,
rational thinkers”. It is also true that HRD should be for the whole
organization not merely for some few levels or personnel
(Prasannasai, 1993). But, it is unfortunate to learn that HRD in
RINL-VSP is characterized by gender discrimination. Even
though this organization has an excellent HRD philosophy, it
seems to be lacking proper approach towards its effective and
unbiased implementation. Hence, to overcome this adverse
situation, RINL-VSP may adopt a systematic procedure of
monitoring as shown in Figure 1 to ensure uniform HRD among
the personnel of all levels and genders.
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Post-ANOVAt-Tests (Table 6)

Harvey (2011) in his reply to an online query commented that
there is a possibility to get a 'significant' result from a multiple
comparison test even when the overall ANOVA was not
significant. According to Hsu (1996), "

" In this background, the
study performed all intended post hoc multiple comparisons
irrespective ofANOVAoutcome.

Conflicting
with the ANOVA outcome (Table 5), t-Tests showed significant
difference among male executives of both ranks
(P0.0103<á 0.0125) and thereby endorse the views of Harvey

(2011) and Hsu (1996). It is clear that as compared to higher
officials of the same sex, Level-1 male executives get moderate
recognition in terms of the high level responsibilities delegated to
them (item 7: 57.76) and for their meritorious performance and
achievements (item 10: 60.34). Due to this, perhaps, they are not
fully in agreement with the statement that their management

Dimension 1: Management's HRD philosophy:

an unfortunate common

practice is to pursue multiple comparisons only when the null

hypothesis of homogeneity is rejected.
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within the same gender
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F-L2 vs. F-L1
(NT=21)

M-L2 vs. M-L1
(NT=42)

F-L2 vs. M-L2
(NT=16)

F-L1 vs. M-L1
(NT=47)

1 MP
tstat=1.176
P=0.184

tstat=5.771*
P=0.010
tcrit=3.182
d=2.955
Power=1.000

tstat=0.024
P=0.981

tstat=4.634
P=0.018

2 PA&F
tstat=3.023
P=0.094

tstat=2.931
P=0.099

tstat=2.845
P=0.104

tstat=1.013
P=0.417

3 T&D
tstat=2.340
P=0.079

tstat=4.894*
P=0.008
tcrit=2.776
d=2.287
Power=1.000

tstat=2.856
P=0.046

tstat=1.452
P=0.220
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tstat=6.199*
P=0.0034
tcrit=2.776
d=2.836
Power=1.000

tstat=2.798
P=0.048

tstat=1.062
P=0.347

tstat=4.465*
P=0.011
tcrit=2.776
d=2.071
Power=1.000
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tstat=10.214*
P=0.002
tcrit=3.182
d=4.763
Power=1.000
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P=0.060
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Source: Calculated using Excel and G*Power 3.1.9.2

*Significant @ á =0.0125; All P-values are two-tail @ á=0.05; Effect sizes are large, since d>0.80;
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Directions for future research

Despite, the population of the organization comprises executives
and non-executives in various departments pertaining to works,
non-works, projects and mine areas; the present study is confined
towards analyzing the views of executives in non-works
departments only. However vital the present findings may be,
they do not reflect the complete status of HRD in RINL-VSP.
Future research with the same intensity considering adequate
participation of executives and non-executives of various
departments and areas will present an accurate picture of HRD in
the organization and help management improve it in a realistic
manner.

Develop HRD policies

and programmes based

on the views of the

personnel of all ranks

and genders

Identify relevant officials

and fix answerability on

rotation basis for

effective implementation

of HRD programmes

Make follow-up action

by frequent interim

reviews with those

responsible for effective

implementation of HRD

Conduct surveys every

year and get feedback

from the concerned so

as to improve the HRD

policies and programmes

Item No. Statement*

1 Your management believes that HRD activities contribute to business effectiveness.

2
Your management uses the system of performance appraisal as a tool for providing

feedback to employees.

3
Your management fairly recognises and rewards the contributions and abilities of

employees.

4 Your management conducts assessment of training needs frequently.

5 Employees are provided opportunities to develop their capabilities.

6 In this organisation, training makes you more competent and resourceful.

7
Your management recognises employees and makes them feel important by giving

higher level responsibilities.

8
Your superiors encourage you to improve your qualifications and prepare you for

promotion tests.

9 Your superiors give feedback on your deficiencies without hurting your ego.

10 Your management appreciates good performance and achievements of employees.

11
The system of appraising employees is based on objective assessment and not on

favouritism.

12 The promotion policy of your organisation is fair and rational.

13 Your management arranges for adequate training facilities.

14
In your organisation, there is a mechanism to reward any good work done by any

employee.

15 Employees in your organisation have enough opportunities for advancement.

16 Your management plans on a regular basis for your career development.

17 Growth opportunities are open to every employee in your organisation.

18 Senior officers take an active interest in juniors and help them learn their job.

19
The top management makes efforts to identify and utilise potential of the

employees.

20 Job-rotation is frequent in your organisation.

21 Employees are recognised for their talent and work performance.

22 Creative ideas are always encouraged and rewarded.

23 Growth and development opportunities are at high degree.

24 Management considers development as an important dimension.

25 The rewards are always timely and of the right magnitude.

Appendix: Questionnaire Instrument

*Strongly Agree - 5, Agree - 4, Neutral - 3, Disagree - 2, Strongly Disagree - 1

Figure 1: A generic cyclical monitoring system

for the success of HRD
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Directions for future research

Despite, the population of the organization comprises executives
and non-executives in various departments pertaining to works,
non-works, projects and mine areas; the present study is confined
towards analyzing the views of executives in non-works
departments only. However vital the present findings may be,
they do not reflect the complete status of HRD in RINL-VSP.
Future research with the same intensity considering adequate
participation of executives and non-executives of various
departments and areas will present an accurate picture of HRD in
the organization and help management improve it in a realistic
manner.

Develop HRD policies

and programmes based

on the views of the

personnel of all ranks

and genders

Identify relevant officials

and fix answerability on

rotation basis for

effective implementation

of HRD programmes

Make follow-up action

by frequent interim

reviews with those

responsible for effective

implementation of HRD

Conduct surveys every

year and get feedback

from the concerned so

as to improve the HRD

policies and programmes

Item No. Statement*

1 Your management believes that HRD activities contribute to business effectiveness.

2
Your management uses the system of performance appraisal as a tool for providing

feedback to employees.

3
Your management fairly recognises and rewards the contributions and abilities of

employees.

4 Your management conducts assessment of training needs frequently.

5 Employees are provided opportunities to develop their capabilities.

6 In this organisation, training makes you more competent and resourceful.

7
Your management recognises employees and makes them feel important by giving

higher level responsibilities.

8
Your superiors encourage you to improve your qualifications and prepare you for

promotion tests.

9 Your superiors give feedback on your deficiencies without hurting your ego.

10 Your management appreciates good performance and achievements of employees.

11
The system of appraising employees is based on objective assessment and not on

favouritism.

12 The promotion policy of your organisation is fair and rational.

13 Your management arranges for adequate training facilities.

14
In your organisation, there is a mechanism to reward any good work done by any

employee.

15 Employees in your organisation have enough opportunities for advancement.

16 Your management plans on a regular basis for your career development.

17 Growth opportunities are open to every employee in your organisation.

18 Senior officers take an active interest in juniors and help them learn their job.

19
The top management makes efforts to identify and utilise potential of the

employees.

20 Job-rotation is frequent in your organisation.

21 Employees are recognised for their talent and work performance.

22 Creative ideas are always encouraged and rewarded.

23 Growth and development opportunities are at high degree.

24 Management considers development as an important dimension.

25 The rewards are always timely and of the right magnitude.

Appendix: Questionnaire Instrument

*Strongly Agree - 5, Agree - 4, Neutral - 3, Disagree - 2, Strongly Disagree - 1

Figure 1: A generic cyclical monitoring system

for the success of HRD
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Literature Review:

Objectives of the Study:

The study conducted by Walter Wymeraims to understand the
reasons of failure of social marketing campaigns to produce
results. The study found that social marketing planning is limited
by over-reliance on commercial marketing tactics and an over-
Emphasis on individual changing behavior. The study further
revealed that social marketers must be willing to use tactics to
improve structural and upstream causes of social problems.

John R. Hauser and Steven M. Shuganalyzed how firms adjust
their marketing expenditures. Study further focused on pricing
strategy to defend firms' position in an existing market from
attack by a competitive new product. Authors' focus was to
provide managerial recommendations on the strategy of
response. The study found that if products can represent by their
position in a multi-attribute space, consumers are heterogeneous,
and awareness promotion and distribution can summarize by
response functions.

Jason Hartline, VahabMirrokni and Mukund Sundararajan
discussed the use of social networks in executing viral marketing
strategies with an objective of revenue maximization. The study
concluded that buyer's decision to buy a product is influenced by
the set of other buyers that own the product and the price at which
the product is offered. The study found that when the buyers were
completely symmetric, the optimal marketing strategy is in
polynomial time.

ArildAspelund, TageKoed Madsen and Oystein Moen studied
the phenomenon of infant firms that function internationally
right from or close to inception. The study presented findings
related to the establishment of the firm, organizational features,
environmental factors and their influence on marketing strategy
and firm performance. The study found great heterogeneity on
the elements examined within this defined group of firms.

Mehmet HalukKöksal and EnginÖzgül examined the effect of
marketing strategies on company performance in economic
crises. The study revealed that companies that modify the
strategies correctly can maintain and improve the performance in
times of crisis. Moreover, the study revealed that the strategic
changes are most likely to achieve the outcome which calculated
mainly in terms of sales, market share and profitability.

Tsz-WaiLui, Gabriele Piccoli and Blake Ives proposed the
products attributes which can be experienced virtually with the
current technologies by applying theory of cognitive fit and
media richness theory. Authors suggested that to make decision
on the investment in the presence in virtual worlds and to craft the
marketing strategies, companies should focus on product
attributes and their moderating effects on the relationships
between virtual reality and product knowledge, attitude and
purchase intention.

ReijoLuostarinen and Mika Gabrielsson examined Born Global
companies, which were facing tremendous entrepreneurial and
managerial challenges associated to instantaneous or rapid
globalization. Authors examined the concept of 'Born Globals'

and then turned to an evaluation of the research dealing with the
globalization and marketing strategies of Born Globals. The
study found that while many of the Born Global findings deviate
from the internationalization behavior of conventional
companies, the holistic and company-level stage models still
appear to have a significant degree of explanatory power for
many companies originating in small and open economies.

Guilherme D. Pires, John Stanton and Paulo Rita examined
marketing implications arising from consumer empowerment in
terms of a procedure where control and management by suppliers
above consumer access and enablement were increasingly
difficult. The study found that the role of marketing strategies in
nurturing controlled consumer empowerment was replicated in
the advancement of information-based consumer-centric
marketing strategies that seek to enable and control delegation. In
scheming such strategies, consumers' familiarity with and use of
ICT are both strengthened and widened, emphasizing the
uncontrolled character of the consumer empowerment process.

Kristi Weber, Mary Story and Lisa Harnack conducted a content
analysis of food and beverage brand web-sites and the marketing
techniques and advertising strategies presented on the sites. The
results of the study showed a variety of Internet marketing
techniques and advertising strategies like advert-gaming, use of
cartoon characters, spokes-characters, etc to target children and
adolescents.

Seonaidh McDonald and Caroline J. Oates investigated wide
range of sustainability activities and recorded customers
response according to perceived effort and perceived difference
to the environment by these activities.Authors suggested that the
study increases understanding of how consumers view
sustainable activities and marketers can utilize this information
to consider marketing strategies that positively influence
consumers' perceptions of sustainability activities.

Valerie L. Vaccaro and Deborah Y. Cohn in the article titled 'the
evolution of business models and marketing strategies in the
music industry' provide a strategic analysis using a services
marketing framework. As revealed by authors in the study,
legitimate services can succeed using convergent marketing
strategies.

YukselEkinci, PopiProkopaki and CihanCobanoglui dentified
characteristics of the British tourists and their perception of
service quality in the paper titled 'service quality in Cretan
accommodations: marketing strategies for the UK holiday
market.' The study found that intangible elements of service
quality were higher than the tangible elements. Furthermore, the
study indicated that perceptions of service quality differ
according to gender and classifications of accommodations.

i) To study the trends of sales performance of MSIL.

ii) To study brand positioning of Small and Mid-size cars
manufactured by MSIL.
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Introduction:

The utilization of automobile in everyday life has moved toward
becoming as fundamental as breathing today. Quite a long time
ago, to own an auto was thought to be of esteem and a style image
in India. With the technological advancements, savage rivalry
and large scale manufacturing, the cost slicing methodologies
could enable makers to enter their automobiles in Indian markets
to try and to its specialty. Individuals once begrudged others for
having automobiles as it was not inside the compass of the
normal men on the loose. Today, even in residential areas, a
significant number of them are discovered owning no less than
one little auto; because of the effects of the progression of
economy in India since 1991 that left its blemish on automobile
industry.

India has been considered as one of the ease creation goals with
regards to assembling of little and medium sized autos. India is
getting a charge out of this preferred standpoint by virtue of its
building administrations. Crude material expenses and work
costs are less expensive in India when contrasted and different
nations. Because of these open doors, many automobile
mammoths like Maruti Suzuki, Tata Motors, Hyundai Motors,
and Volkswagen have built up their manufacturing facilities in
India among others. Tata Motors has created indigenous
capacities in planning and assembling small cars for example,
Indica in 1999 and Nano in 2009. Extraordinary monetary zones
set up by the Indian government have prompted the arrangement
of automobile and car center points in and around urban areas like

Chennai, Gurgaon and Pune. Numerous outside players are
currently doing in-house improvement, fabricate and fares of
little autos from India.

Suzuki Corporation of Japan had officially held hands with
Indian government to frame an organization called Maruti
Suzuki India Limited with manufacturing facility at Gurgaon, the
closest goal to Delhi in the year 1982. It propelled its first little
auto "Maruti-800" in 1983. In less than 5 years, it indigenized
more than 70 for every penny to decrease generation costs and
took after more noteworthy indigenization levels of 80 85 for
each penny in its future models of Zen, WagonR and so on. It has
been driving the Indian little auto showcase from that point
forward. The clients have evaluated Maruti Suzuki as 'number
one' in consumer loyalty list continuously for more than 14 times
in succession. This demonstrates the relationship the
organization has made with their clients over a time of over 3
decades. Shockingly, clients of Maruti are seen putting orders for
its new models regularly before they have learnt of process.

Maruti Suzuki has undergone one of the worst car demand
slowdowns in 2012-13. It was characterized by market distortion
between petrol and diesel cars, and continued adverse impact of
foreign currency movements. The violence at Manesar Plant was
one of the shocking incidences that company has faced over a
period of time. Instead of being overwhelmed by the situation,
the company looked inwards for internal strength to fight back.
The present article focuses on brand positing study of small and
mid-size cars ofMaruti Suzuki India Limited.

Study of Brand Positioning of Small and Mid-size
Cars of Maruti Suzuki India Limited
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questionnaire was developed and circulated among the Maruti Suzuki car owners around Pune City by using convenient sampling

technique. The total samples were consisting of 414 respondents. The data was analyzed by using analysis in SPSS version 17.0. This

study provides evidence and detailed insight on various elements used for an analysis.
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results. The study found that social marketing planning is limited
by over-reliance on commercial marketing tactics and an over-
Emphasis on individual changing behavior. The study further
revealed that social marketers must be willing to use tactics to
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their marketing expenditures. Study further focused on pricing
strategy to defend firms' position in an existing market from
attack by a competitive new product. Authors' focus was to
provide managerial recommendations on the strategy of
response. The study found that if products can represent by their
position in a multi-attribute space, consumers are heterogeneous,
and awareness promotion and distribution can summarize by
response functions.
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concluded that buyer's decision to buy a product is influenced by
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the product is offered. The study found that when the buyers were
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crises. The study revealed that companies that modify the
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times of crisis. Moreover, the study revealed that the strategic
changes are most likely to achieve the outcome which calculated
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globalization. Authors examined the concept of 'Born Globals'
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study found that while many of the Born Global findings deviate
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companies, the holistic and company-level stage models still
appear to have a significant degree of explanatory power for
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above consumer access and enablement were increasingly
difficult. The study found that the role of marketing strategies in
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the advancement of information-based consumer-centric
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scheming such strategies, consumers' familiarity with and use of
ICT are both strengthened and widened, emphasizing the
uncontrolled character of the consumer empowerment process.
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results of the study showed a variety of Internet marketing
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legitimate services can succeed using convergent marketing
strategies.

YukselEkinci, PopiProkopaki and CihanCobanoglui dentified
characteristics of the British tourists and their perception of
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The utilization of automobile in everyday life has moved toward
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ago, to own an auto was thought to be of esteem and a style image
in India. With the technological advancements, savage rivalry
and large scale manufacturing, the cost slicing methodologies
could enable makers to enter their automobiles in Indian markets
to try and to its specialty. Individuals once begrudged others for
having automobiles as it was not inside the compass of the
normal men on the loose. Today, even in residential areas, a
significant number of them are discovered owning no less than
one little auto; because of the effects of the progression of
economy in India since 1991 that left its blemish on automobile
industry.

India has been considered as one of the ease creation goals with
regards to assembling of little and medium sized autos. India is
getting a charge out of this preferred standpoint by virtue of its
building administrations. Crude material expenses and work
costs are less expensive in India when contrasted and different
nations. Because of these open doors, many automobile
mammoths like Maruti Suzuki, Tata Motors, Hyundai Motors,
and Volkswagen have built up their manufacturing facilities in
India among others. Tata Motors has created indigenous
capacities in planning and assembling small cars for example,
Indica in 1999 and Nano in 2009. Extraordinary monetary zones
set up by the Indian government have prompted the arrangement
of automobile and car center points in and around urban areas like

Chennai, Gurgaon and Pune. Numerous outside players are
currently doing in-house improvement, fabricate and fares of
little autos from India.

Suzuki Corporation of Japan had officially held hands with
Indian government to frame an organization called Maruti
Suzuki India Limited with manufacturing facility at Gurgaon, the
closest goal to Delhi in the year 1982. It propelled its first little
auto "Maruti-800" in 1983. In less than 5 years, it indigenized
more than 70 for every penny to decrease generation costs and
took after more noteworthy indigenization levels of 80 85 for
each penny in its future models of Zen, WagonR and so on. It has
been driving the Indian little auto showcase from that point
forward. The clients have evaluated Maruti Suzuki as 'number
one' in consumer loyalty list continuously for more than 14 times
in succession. This demonstrates the relationship the
organization has made with their clients over a time of over 3
decades. Shockingly, clients of Maruti are seen putting orders for
its new models regularly before they have learnt of process.

Maruti Suzuki has undergone one of the worst car demand
slowdowns in 2012-13. It was characterized by market distortion
between petrol and diesel cars, and continued adverse impact of
foreign currency movements. The violence at Manesar Plant was
one of the shocking incidences that company has faced over a
period of time. Instead of being overwhelmed by the situation,
the company looked inwards for internal strength to fight back.
The present article focuses on brand positing study of small and
mid-size cars ofMaruti Suzuki India Limited.
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provides customers with a way of recognizing and specifying a particular product if they want to choose it again or recommend it to
others. A brand also enables marketers to develop specific images and inter-related marketing strategies for a particular product. It
requires systematic efforts by manufacturers and customer acceptance to transform product into a brand. To find out the brand
positioning of MSIL for different elements from respondents perspective, the researcher has developed and used a 'five point likert
scale' where responses were recorded on 'StronglyAgree' to 'Strongly Disagree' approach; where (5) being the highest and (1) being the
lowest score on response bench.

The researcher has used 'Weighted Method' to rank the sources according to the preferences.From the above data it can be revealed that
performance of MSIL cars is the highest rated element contributed at brand positioning with 1751 weighted points and 4.23 values of
means. Elements like initial points and sportiness are among few contributing high to position the brand of MSIL. Customers do not
observe MSIL cars as the family car or superior from safety perspective. However, after combining the mean and calculated grand
mean of 14 elements as observed above, it is 3.36 of values which is just above an average perception in terms of brand positioning.

Perceived Brand PositioningTable 2:

Grand Mean: 3.36
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Significance of the Study

Research Methodology

Hypotheses

DataAnalysis

Maruti Suzuki India Limited, a one-time state owned
organization as a team with JapaneseAutomobile goliath Suzuki,
adapted its operation in the nation with not just creation and
offers of small cars; it likewise effectively upgraded its merchant
base to infiltrate all business sectors in the nation. With the setting
up of Maruti-Suzuki service workshops even in remote areas
made the organization the most-favored one in the psyches of the
Indian clients. The organization kept their automobiles
proceeding onward the streets all the coordinated by making
support office in niches and corners of the country. This was one
reason that Indian clients have put their confidence in Maruti's
various models. The investigation of the example of overcoming
adversity of Maruti Suzuki India can be valuable from numerous
points of view. At the start, setting and executing different
methodologies can give different
organizations assorted perspective
of working together in Indian
viewpoint. It likewise could imply
that no other organization has
possessed the capacity to know
Indian client well than the Maruti
Suzuki to the extent their traveler's
automobile needs are concerned.
The investigation will likewise
comprehend Maruti Suzuki's
approach as far as better an incentive
than the clients through their items,
execution and cost. The examination
will likewise help in uncovering the
advancement of situating systems
and correspondence that interfaces
the organization with the clients.

:

The present research study is of
descriptive nature and has used the
quantitative research method. The
researcher has adopted convenient
sampling technique. Size of the
universe is finite but unknown. The
sample size has been consisting of
414respondents across the Pune
region. The 'structured, un-disguised
questionnaire' was developed from
standard questions of relevant
literature as a research instrument.
For collecting data, researcher has
conducted schedule interviews with
the help of developed questionnaire.
The Statistical Package for the Social
Sciences Program (SPSS) version
17.0 was used in this study for all the
statistical assessments. The data set
was screened and examined for

incorrect data entry, missing values, normality and outliers.

:

Small and Mid-sized car owners have positive brand
positioning of MSIL.

There is significant relationship between marketing stimuli

and brand positioning of Small and Mid-sized car of MSIL.

Cronbach's Alpha reliability method was applied to check the
reliability of all items in the questionnaire. The reliability
coefficient value was highly significant i.e. 0.813 and depict high
reliability of the questionnaire. The breakup of the respondents'
demographic characteristics is given in the .

A brand is often an organizations most valuable asset because it

H1:

H :

Table 1

2

Sr.
No.

Characteristics Category Frequency Percent Cumulative Percent

1 Gender

Male 310 74.88 74.88

Female 104 25.12 100.00

2 Age

20 to 30 yrs 178 43.00 43.00

31 to 40 yrs 161 38.90 81.90

41 yrs and above 75 18.10 100.00

3
Educational
Qualification

Diploma or below 57 13.8 13.8

Graduate 191 46.1 59.9

Post graduate or above 166 40.1 100.0

4 Marital status

Single 133 32.1 32.1

Married 281 67.9 100.0

5 Family Income

Less than Rs. 6 lacs 103 24.9 24.9

Rs. 6 to 12 lacs 153 37.0 61.8

More than 12 lacs 158 38.2 100.0

6 Occupation

Service 265 64.0 64.0

Business 117 28.3 92.3

Professionals 32 7.7 100.0

Table 1: Demographic Characteristics of Respondents
Category

Ratings Weighted

Total
Mean

1 2 3 4 5

Advancing
Technology

Frequency 21 54 69 123 147
1563 3.78

Weight 21 108 207 492 735

Innovation
Frequency 30 108 155 97 24

1219 2.94
Weight 30 216 465 388 120

Engine power
Frequency 24 72 95 141 82

1427 3.45
Weight 24 144 285 564 410

Initial price
Frequency 18 38 39 116 203

1690 4.08
Weight 18 76 117 464 1015

Performance
Frequency 12 24 44 111 223

1751 4.23
Weight 12 48 132 444 1115

Style
Frequency 78 96 55 109 76

1251 3.02
Weight 78 192 165 436 380

Sportiness
Frequency 12 45 64 166 127

1593 3.85
Weight 12 90 192 664 635

Fuel economy
Frequency 12 43 85 184 90

1539 3.72
Weight 12 86 255 736 450

Safety
Frequency 98 122 100 73 21

1039 2.51
Weight 98 244 300 292 105

Comfort
Frequency 58 60 138 121 37

1261 3.05
Weight 58 120 414 484 185

Driving fun
Frequency 58 80 109 139 28

1241 3.00
Weight 58 160 327 556 140

Superior service
Frequency 44 101 118 113 38

1242 3.00
Weight 44 202 354 452 190

Family car
Frequency 83 104 106 89 32

1125 2.72
Weight 83 208 318 356 160

Luxury
Frequency 8 20 124 168 94

1562 3.77
Weight 8 40 372 672 470

Source: Survey

Source: Survey



25Study of Brand Positioning of Small and Mid-size Cars of Maruti Suzuki India Limited

provides customers with a way of recognizing and specifying a particular product if they want to choose it again or recommend it to
others. A brand also enables marketers to develop specific images and inter-related marketing strategies for a particular product. It
requires systematic efforts by manufacturers and customer acceptance to transform product into a brand. To find out the brand
positioning of MSIL for different elements from respondents perspective, the researcher has developed and used a 'five point likert
scale' where responses were recorded on 'StronglyAgree' to 'Strongly Disagree' approach; where (5) being the highest and (1) being the
lowest score on response bench.

The researcher has used 'Weighted Method' to rank the sources according to the preferences.From the above data it can be revealed that
performance of MSIL cars is the highest rated element contributed at brand positioning with 1751 weighted points and 4.23 values of
means. Elements like initial points and sportiness are among few contributing high to position the brand of MSIL. Customers do not
observe MSIL cars as the family car or superior from safety perspective. However, after combining the mean and calculated grand
mean of 14 elements as observed above, it is 3.36 of values which is just above an average perception in terms of brand positioning.

Perceived Brand PositioningTable 2:

Grand Mean: 3.36
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Significance of the Study

Research Methodology

Hypotheses

DataAnalysis
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organization as a team with JapaneseAutomobile goliath Suzuki,
adapted its operation in the nation with not just creation and
offers of small cars; it likewise effectively upgraded its merchant
base to infiltrate all business sectors in the nation. With the setting
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:
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questionnaire' was developed from
standard questions of relevant
literature as a research instrument.
For collecting data, researcher has
conducted schedule interviews with
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A brand is often an organizations most valuable asset because it

H1:

H :

Table 1

2
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Validation of Hypotheses:

Table 3 One-Sample Statistics

Table 4 One Sample t-Test

Table 5 Marketing Stimuli*Brand Positioning Cross tabulation

H1:

H :

X : 179.573, df: 9

Small and Mid-sized car owners have positive brand positioning of MSIL.

:

:

To validate hypothesis 1, researcher has used t-test analysis. Hypothesis is 'Small and Mid-sized car owners have positive brand
positioning of MSIL,' which means population means are statistically significantly different. Moving from left-to-right, Table 5.22,
presented with the observed t-value ('t' column), the degrees of freedom ('df'), and the statistical significance (p-value) ('Sig. (2-
tailed)') of the one-sample t-test. In the analysis, p < .05 (it is p = .000). Therefore, it can be concluded that the population means are
statistically significantly different. Therefore null hypothesis can be rejected. Thus, above table reveals that 'Small and Mid-sized car
owners have positive brand positioning of MSIL.’

There is significant relationship between marketing stimuli and brand positioning of Small and Mid-sized car of MSIL.

To validate hypothesis 2, researcher has used chi-square analysis. At 5% level of significance and 9 Degrees of Freedom, Table Value
of Chi-Square is 16.92. However, Calculated Value of Chi-Square is 179.573. As Table Value is not greater than calculated value,
difference is significant. Therefore null hypothesis can be rejected. Thus, above table reveals that 'there is significant relationship
between marketing stimuli and brand positioning of Small and Mid-sized car of MSIL.

:

2

2

N Mean Std. Deviation Std. Error Mean

Brand Positioning 414 3.4203 .54098 .02659

Test Value = 4

t df
Sig.

(2-tailed)

Mean

Difference

95% Confidence Interval of

the Difference

Lower Upper

Brand

Positioning
21.804 413 .000 .57971 .6320 .5274

Marketing Stimuli
Total

2 3 4 5

Brand Positioning

2
Count 1 8 0 0 9
Expected Count .1 4.6 4.2 .1 9

3
Count 3 149 71 0 223
Expected Count 2.2 113.7 105.0 2.2 223

4
Count 0 54 124 3 181
Expected Count 1.7 92.2 85.3 1.7 181

5
Count 0 0 0 1 1
Expected Count .0 .5 .5 .0 1

Total
Count 4 211 195 4 414
Expected Count 4 211 195 4 414
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1. Introduction

The various social and economic issues that make the
developmental agenda for India are well known and well
acknowledged by thinkers as well as policy makers. These
issues are almost same across the length and breadth of the
country but the priority that they demand varies across states,
cities and districts. Haridwar is a district in the south - western
part of Uttrakhand, a north Indian state and is considered a
holy city believed to be blessed by all the three Hindu Gods
Brahma, Vishnu, and Mahesh (District Admn. Haridwar, n.d.).
Haridwar is situated as an entrance to the four revered
pilgrimage centres of Uttarakhand, namely, Badrinath,
Kedarnath, Gangotri and Yamunotri. Pilgrimage begins after a
dip in holy Ganges at Brahmkund at Har-Ki-Pauri in Haridwar.
The place is one of the most important religious centres in the
State and thus commands huge mythological significance.
Also, remnants belonging to 1700 B.C. have been found by
Archeological Survey of India, thus, revealing presence of
civilization since early times (District Admn. Haridwar, n.d.).

The 2011 census shows that the district has a population of

1890422 persons while the population density is 801 persons per
square kilometer (CensusInfo India, 2013). The primary means
of livelihood of the area are rooted in agriculture and allied
activities although some industries set up by the Government
lend it industrial importance as well. The area relative to other
parts of Uttrakhand is more industrialized. Some well-known
private players too have set up their units in the region furthering
the stimulus to its economic progress.

Source: CDP-Haridwar May 2007
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India's developmental needs are huge and the combination of the growth trickle-down and the State driven developmental efforts have

been slow in delivering the desired results. The role and responsibility of the corporate sector in this context assumes significance. A

number of corporate organizations in India are waking up to the need for their direct participation in social development needs of

India.

BHEL (Bharat Heavy Electricals Limited), a global engineering solution provider has been practicing corporate social responsibility

even before provisions of the Companies (Corporate Social Responsibility Policy) Rules, 2014 mandated big corporations to spend at

least 2% of their average net profit for the immediately preceding three financial years on such activities. The manufacturing plant at

Haridwar, Heavy Electricals Equipment Plant and the Central Foundry Forge Plant have been involved in CSR projects and activities

like the other units of BHEL spread all over the country. The case study covers - the prime areas of BHEL's CSR initiatives; the projects

taken up by the organization in the recent past; mapping of the CSR efforts with the developmental gaps in the region. The study is

restricted to the CSR activities of BHEL at the Haridwar plant and is based on secondary data available through company reports and

other open access sources. The mapping of CSR activities with the area developmental needs and assessment of expected impact

brings out vital insights to gauge the usefulness or otherwise of the CSR projects by BHEL in the specified region.
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1. Introduction

The various social and economic issues that make the
developmental agenda for India are well known and well
acknowledged by thinkers as well as policy makers. These
issues are almost same across the length and breadth of the
country but the priority that they demand varies across states,
cities and districts. Haridwar is a district in the south - western
part of Uttrakhand, a north Indian state and is considered a
holy city believed to be blessed by all the three Hindu Gods
Brahma, Vishnu, and Mahesh (District Admn. Haridwar, n.d.).
Haridwar is situated as an entrance to the four revered
pilgrimage centres of Uttarakhand, namely, Badrinath,
Kedarnath, Gangotri and Yamunotri. Pilgrimage begins after a
dip in holy Ganges at Brahmkund at Har-Ki-Pauri in Haridwar.
The place is one of the most important religious centres in the
State and thus commands huge mythological significance.
Also, remnants belonging to 1700 B.C. have been found by
Archeological Survey of India, thus, revealing presence of
civilization since early times (District Admn. Haridwar, n.d.).

The 2011 census shows that the district has a population of

1890422 persons while the population density is 801 persons per
square kilometer (CensusInfo India, 2013). The primary means
of livelihood of the area are rooted in agriculture and allied
activities although some industries set up by the Government
lend it industrial importance as well. The area relative to other
parts of Uttrakhand is more industrialized. Some well-known
private players too have set up their units in the region furthering
the stimulus to its economic progress.

Source: CDP-Haridwar May 2007
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all encompassing practice covering the economic, legal, ethical,
and discretionary expectations of the society. Drucker (1984) too
contributed to the opinion tank on CSR, commenting that
businesses were smart enough to turn a social gap into a lucrative
opportunity.

According to the EU Commission (2002), CSR refers to “

The commission
studied the practices on CSR to evaluate and review the CSR
strategy over 2011-2014. Also the commission regularly updates
its stand on CSR by incorporating views from multiple
stakeholders. Similar views are reflected by UNIDO -

” (UNIDO, n.d.). In recent times, Vogel (2005)
defined CSR as “

Thus, the evolved concept of CSR puts it in a holistic frame
thereby aligning it with the broad business strategy and meeting
the expectations of all the stakeholders. Philanthropic activities
are understood to be a subset within the big realm of CSR which
includes activities ranging from environmental protection to
women empowerment which may have little direct impact on
business profits but clearly influence the social development of
the businesses' external environment.

Like philosophers in the West, business ethics have been
preached in India in the ancient times. The idea of helping
overcome poverty and improving the lives of the marginalized
has always been prominent as philanthropic practices of the
businesses in the 18 and 19 century in India. In the 20 century
there are various examples of big family business houses
spending huge amounts for community development or meeting
social needs (Chahoud, et al., 2007). Also during India's struggle
for freedom, many businesses influenced by the nationalist ideas
of Mahatma Gandhi set up trusts dedicated towards the cause of
spreading education and providing healthcare facilities. The
establishment of the public sector in the post-independence years
involved a subtle agenda of social development. Though the
social implications of the operations of public sector
organizations were not celebrated, some of the private players
were more prominent on the CSR scene. Similar to most other
developing nations it was the voluntary activities in the direction
of CSR that shaped the CSR scene that is visible in India today.

Nations elsewhere have internalized the concept of CSR in
formal business operations. Recognition of the need and
importance of formalizing CSR practices is visible in the form of
legal or State directed mandates in different counties across the
globe. Compulsory social spending and incentives to encourage
the same have been done at different levels. For instance, the

Malaysian government in 2007 made it essential for all publicly
listed companies to publish their CSR initiatives in their annual
reports while Denmark mandated CSR reporting in 2009 (EY,
2013). The British Companies Act mandated in 2006 all
companies listed in the country to annually report their CSR
activities while France in 2010 mandated all companies listed on
the French Stock exchange to share the social and environmental
implications of their operations in the annual reports (EY, 2013).
Participants of BRICS have also been active in formalizing the
involvement of socially responsible work in the annual reporting
done by business corporations. The Johannesburg Stock
Exchange pioneered the creation of a socially responsible
investing (SRI) index in 2004 while China has specified CSR
reporting in guidelines through the Shanghai and Shenzhen Stock
Exchange (EY, 2013).

In keeping with the global practices, now India too has
formalized the concept of CSR. In India, the CompaniesAct 2013
mandates that a company with a net worth of Rs. 500 crores or
more or a net profit of Rs. 5 crore or more or a turnover of Rs.
1000 crore or more must spend a minimum of 2% of the average
net profits of last three year on specified CSR activities (MCA,
2013). Qualified areas include activities that help in poverty
eradication, promotion of education, gender equality, and women
empowerment, reduce child mortality and improve maternal
health, combat AIDS/HIV, malaria, and other diseases, ensure
environmental sustainability, involve employment-enhancing
vocational skills and social businesses and extend relief and
funds for socio-economic development such as for welfare of
SC/ST, OBCs, minorities, and women (MCA, 2013). The
mandate which came into effect from April 1, 2014, requires
setting up of a CSR Committee to enable formulation and
supervision of the company's stand/policy on CSR.Also, Section
135 of the Act requires the committee composition to include at
least three directors, including an independent director. SEBI too
has mandated reporting of socially responsible activities
undertaken by companies within the annual reports for the Top
100 listed entities based on market capitalization at BSE and NSE
(SEBI, n.d.).

4.1 Major ThrustAreas

Within the ambit of Schedule-VII of the Companies Act, 2013,
BHEL has consistently contributed towards the welfare of the
society and evolved its gamut of CSR activities over a period of
time. The CSR activities undertaken by the corporate are
classified as thrust areas and the focus is to transfer benefits to the
neglected, under privileged sections of the society.

Inclusive India : Mitigation of hunger and poverty through
livelihood promotion/ augmenting income generation,
Imparting vocational Skills;

Healthy India : Promoting health care including preventive
health care and sports;

Clean India : Sanitation and making available Safe Drinking
Water, Cleaning and preserving the Rivers, Clean

a

concept whereby companies integrate social and environmental

concerns in their business operations and in their interaction

with their stakeholders on voluntary basis.”

“Corporate social responsibility is a management concept

whereby companies integrate social and environmental concerns

in their business operations and interactions with their

stakeholders

practices that improve the workplace and

benefit society in ways that go above and beyond what companies

are legally required to do.”

3. CSR mandates in India

4. CSR at BHEL
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Due to its religious significance, Haridwar has a huge inflow of
pilgrim tourists visiting it all the year round and more so on
auspicious occasions of Hindu religion from time to time. The
place witnesses unusual visitors, that go up to several millions in
a day during the holy Kumbh Mela, a religious fair held once in
12 years.

Though this area seems to be thriving on a range of economic
activities, these multiple activities along with the growing
population and their aspirations make their fulfillment a
challenge that cannot be served alone by the efforts of the district
or State administration. Bharat Heavy Electricals Limited
(BHEL), a public sector unit has its manufacturing units in this
district but this is not the only reason for its interest in its
development; the belief and commitment to serve the society and
all the direct and indirect stakeholders has made it an active
participant in the social development of the region via the various
CSR activities.

BHEL was set up in 1964 as a part of the country's growth
strategy to achieve the goal of self-reliance and economic
growth. Establishment of BHEL laid the foundation of home
grown manufacturing of heavy equipment. It has now headed in
the direction of becoming an integrated power equipment
manufacturer as well as serving to design, engineer and produce
products in all the core sectors of Indian economy. BHEL's unit in
Haridwar comprises of two manufacturing units, namely the
Heavy Electricals Equipment Plant and Central Foundry Forge
Plant (BHELHaridwar, n.d.) which are more popularly known by
their acronyms HEEP and CFFP respectively. The main
operations at HEEP include designing and manufacturing of
large steam and gas turbines, turbo generators, heat exchangers,
condensers and auxiliaries. The main operations of CFFP include
manufacturing of large size castings and forgings of various
types of steels. A pollution control unit along with these two
manufacturing units is involved in management and control of
environmental pollutants.

Corporate social responsibility in simple terms means the
responsibility of businesses towards the various stakeholders in
the society at large that makes the external business environment.
The CSR activities of BHEL at different locations take into
account the specific requirements, that is, developmental needs
of the specific area. However, the common thrust areas include
efforts that improve means of livelihood to reduce poverty and
misery in the society, access to affordable healthcare facilities,
access to clean drinking water and sanitation facilities,
promoting education and environmental protection.

Corporate Social responsibility as a concept is not of recent
origins and has evolved with the passage of time. Instances of
corporate belief in the idea and involvement in socially desirable
projects and activities can be found in very early References in
literature about the responsibilities of businesses towards the
society can be found in the first half of the 20 century. 'The
Functions of the Executive' by Chester Barnard and

'Measurement of the Social Performance of Business' by
Theodore Krep brought into light the role and responsibilities of
managers and businesses oriented towards the society. A more
prominent and formal opinion on the concept came up with the
work of Howard Bowen - 'Social Responsibilities of the
Businessman' in the year 1953 who also created the term now
well known as CSR. Bowen defined the concept as -

Bowen (1953) highlighted the route to long term prosperity for a
business passed through the awareness and realization of ethical
practices. The practical evolution of business practices to
accommodate the needs of the society was the focus of research
by Heald (1957) on American corporations. His findings reveal
presence of corporate philanthropy rather than an acknowledged
notion of social responsibility. Walton (1967) introduced the
voluntary nature of CSR asserting that businesses need to accept
their responsibilities on their own rather than a compulsion

Amongst the initial opinions on CSR the thoughts of Milton
Friedman cannot be ignored, who believed that the prime role of
the businesses is to focus on profit generation and its
maximization keeping in mind the rules of fair play and legal
norms (Carlson, 1993). In New York Times magazine
(September 1970), he was quoted as “

.” The opinion was much
discussed and even criticized by some thinkers of the field. In fact
these were the years when the meaning of CSR gained greater
clarity and was narrowed to better the practical understanding of
the concept. The US based, business led public policy
organization, 'The Committee for Economic Development'
(CED) in 1971 designed and published a code of conduct on
Social responsibilities of business corporations that laid down a
three-tier model of CSR - “

”
(CED, 1971). This in effect made the understanding and
application of social responsibilities comprehensible for the
business practitioners in the US. The Organization for Economic
Co-operation and Development (OECD) too formulated
guidelines for MNCs in 1976.

Further enrichment of the literature on CSR came with the
definitional contribution of Davis (1973) who asserted that CSR
meant decisions made with reasons that were different from
direct monetary interests. Carroll (1979), an expert thinker on the
concept strengthened the explanation of the concept to make it an

2. Conceptual evolution of CSR

th

“the

obligations of businessmen to pursue those policies, to make

those decisions, or to follow those lines of action which are

desirable in terms of the objectives and values of our society.”

There is one and only one

social responsibility of business to use it resources and engage in

activities designed to increase its profits so long as it stays within

the rules of the game, which is to say, engages in open and free

competition without deception or fraud

the inner circle: the basic

responsibilities an organization has for creating profit and

growth; the intermediate circle: an organization must be

sensitive to the changing social contract that exists between

business and society when it pursues its economic interests; and

the outer circle: the responsibilities and activities an

organization needs to pursue towards actively improving the

social environment like poverty or urban crowding issues
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all encompassing practice covering the economic, legal, ethical,
and discretionary expectations of the society. Drucker (1984) too
contributed to the opinion tank on CSR, commenting that
businesses were smart enough to turn a social gap into a lucrative
opportunity.

According to the EU Commission (2002), CSR refers to “

The commission
studied the practices on CSR to evaluate and review the CSR
strategy over 2011-2014. Also the commission regularly updates
its stand on CSR by incorporating views from multiple
stakeholders. Similar views are reflected by UNIDO -

” (UNIDO, n.d.). In recent times, Vogel (2005)
defined CSR as “

Thus, the evolved concept of CSR puts it in a holistic frame
thereby aligning it with the broad business strategy and meeting
the expectations of all the stakeholders. Philanthropic activities
are understood to be a subset within the big realm of CSR which
includes activities ranging from environmental protection to
women empowerment which may have little direct impact on
business profits but clearly influence the social development of
the businesses' external environment.

Like philosophers in the West, business ethics have been
preached in India in the ancient times. The idea of helping
overcome poverty and improving the lives of the marginalized
has always been prominent as philanthropic practices of the
businesses in the 18 and 19 century in India. In the 20 century
there are various examples of big family business houses
spending huge amounts for community development or meeting
social needs (Chahoud, et al., 2007). Also during India's struggle
for freedom, many businesses influenced by the nationalist ideas
of Mahatma Gandhi set up trusts dedicated towards the cause of
spreading education and providing healthcare facilities. The
establishment of the public sector in the post-independence years
involved a subtle agenda of social development. Though the
social implications of the operations of public sector
organizations were not celebrated, some of the private players
were more prominent on the CSR scene. Similar to most other
developing nations it was the voluntary activities in the direction
of CSR that shaped the CSR scene that is visible in India today.

Nations elsewhere have internalized the concept of CSR in
formal business operations. Recognition of the need and
importance of formalizing CSR practices is visible in the form of
legal or State directed mandates in different counties across the
globe. Compulsory social spending and incentives to encourage
the same have been done at different levels. For instance, the

Malaysian government in 2007 made it essential for all publicly
listed companies to publish their CSR initiatives in their annual
reports while Denmark mandated CSR reporting in 2009 (EY,
2013). The British Companies Act mandated in 2006 all
companies listed in the country to annually report their CSR
activities while France in 2010 mandated all companies listed on
the French Stock exchange to share the social and environmental
implications of their operations in the annual reports (EY, 2013).
Participants of BRICS have also been active in formalizing the
involvement of socially responsible work in the annual reporting
done by business corporations. The Johannesburg Stock
Exchange pioneered the creation of a socially responsible
investing (SRI) index in 2004 while China has specified CSR
reporting in guidelines through the Shanghai and Shenzhen Stock
Exchange (EY, 2013).

In keeping with the global practices, now India too has
formalized the concept of CSR. In India, the CompaniesAct 2013
mandates that a company with a net worth of Rs. 500 crores or
more or a net profit of Rs. 5 crore or more or a turnover of Rs.
1000 crore or more must spend a minimum of 2% of the average
net profits of last three year on specified CSR activities (MCA,
2013). Qualified areas include activities that help in poverty
eradication, promotion of education, gender equality, and women
empowerment, reduce child mortality and improve maternal
health, combat AIDS/HIV, malaria, and other diseases, ensure
environmental sustainability, involve employment-enhancing
vocational skills and social businesses and extend relief and
funds for socio-economic development such as for welfare of
SC/ST, OBCs, minorities, and women (MCA, 2013). The
mandate which came into effect from April 1, 2014, requires
setting up of a CSR Committee to enable formulation and
supervision of the company's stand/policy on CSR.Also, Section
135 of the Act requires the committee composition to include at
least three directors, including an independent director. SEBI too
has mandated reporting of socially responsible activities
undertaken by companies within the annual reports for the Top
100 listed entities based on market capitalization at BSE and NSE
(SEBI, n.d.).

4.1 Major ThrustAreas

Within the ambit of Schedule-VII of the Companies Act, 2013,
BHEL has consistently contributed towards the welfare of the
society and evolved its gamut of CSR activities over a period of
time. The CSR activities undertaken by the corporate are
classified as thrust areas and the focus is to transfer benefits to the
neglected, under privileged sections of the society.

Inclusive India : Mitigation of hunger and poverty through
livelihood promotion/ augmenting income generation,
Imparting vocational Skills;

Healthy India : Promoting health care including preventive
health care and sports;

Clean India : Sanitation and making available Safe Drinking
Water, Cleaning and preserving the Rivers, Clean
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Due to its religious significance, Haridwar has a huge inflow of
pilgrim tourists visiting it all the year round and more so on
auspicious occasions of Hindu religion from time to time. The
place witnesses unusual visitors, that go up to several millions in
a day during the holy Kumbh Mela, a religious fair held once in
12 years.

Though this area seems to be thriving on a range of economic
activities, these multiple activities along with the growing
population and their aspirations make their fulfillment a
challenge that cannot be served alone by the efforts of the district
or State administration. Bharat Heavy Electricals Limited
(BHEL), a public sector unit has its manufacturing units in this
district but this is not the only reason for its interest in its
development; the belief and commitment to serve the society and
all the direct and indirect stakeholders has made it an active
participant in the social development of the region via the various
CSR activities.

BHEL was set up in 1964 as a part of the country's growth
strategy to achieve the goal of self-reliance and economic
growth. Establishment of BHEL laid the foundation of home
grown manufacturing of heavy equipment. It has now headed in
the direction of becoming an integrated power equipment
manufacturer as well as serving to design, engineer and produce
products in all the core sectors of Indian economy. BHEL's unit in
Haridwar comprises of two manufacturing units, namely the
Heavy Electricals Equipment Plant and Central Foundry Forge
Plant (BHELHaridwar, n.d.) which are more popularly known by
their acronyms HEEP and CFFP respectively. The main
operations at HEEP include designing and manufacturing of
large steam and gas turbines, turbo generators, heat exchangers,
condensers and auxiliaries. The main operations of CFFP include
manufacturing of large size castings and forgings of various
types of steels. A pollution control unit along with these two
manufacturing units is involved in management and control of
environmental pollutants.

Corporate social responsibility in simple terms means the
responsibility of businesses towards the various stakeholders in
the society at large that makes the external business environment.
The CSR activities of BHEL at different locations take into
account the specific requirements, that is, developmental needs
of the specific area. However, the common thrust areas include
efforts that improve means of livelihood to reduce poverty and
misery in the society, access to affordable healthcare facilities,
access to clean drinking water and sanitation facilities,
promoting education and environmental protection.

Corporate Social responsibility as a concept is not of recent
origins and has evolved with the passage of time. Instances of
corporate belief in the idea and involvement in socially desirable
projects and activities can be found in very early References in
literature about the responsibilities of businesses towards the
society can be found in the first half of the 20 century. 'The
Functions of the Executive' by Chester Barnard and

'Measurement of the Social Performance of Business' by
Theodore Krep brought into light the role and responsibilities of
managers and businesses oriented towards the society. A more
prominent and formal opinion on the concept came up with the
work of Howard Bowen - 'Social Responsibilities of the
Businessman' in the year 1953 who also created the term now
well known as CSR. Bowen defined the concept as -

Bowen (1953) highlighted the route to long term prosperity for a
business passed through the awareness and realization of ethical
practices. The practical evolution of business practices to
accommodate the needs of the society was the focus of research
by Heald (1957) on American corporations. His findings reveal
presence of corporate philanthropy rather than an acknowledged
notion of social responsibility. Walton (1967) introduced the
voluntary nature of CSR asserting that businesses need to accept
their responsibilities on their own rather than a compulsion

Amongst the initial opinions on CSR the thoughts of Milton
Friedman cannot be ignored, who believed that the prime role of
the businesses is to focus on profit generation and its
maximization keeping in mind the rules of fair play and legal
norms (Carlson, 1993). In New York Times magazine
(September 1970), he was quoted as “

.” The opinion was much
discussed and even criticized by some thinkers of the field. In fact
these were the years when the meaning of CSR gained greater
clarity and was narrowed to better the practical understanding of
the concept. The US based, business led public policy
organization, 'The Committee for Economic Development'
(CED) in 1971 designed and published a code of conduct on
Social responsibilities of business corporations that laid down a
three-tier model of CSR - “

”
(CED, 1971). This in effect made the understanding and
application of social responsibilities comprehensible for the
business practitioners in the US. The Organization for Economic
Co-operation and Development (OECD) too formulated
guidelines for MNCs in 1976.

Further enrichment of the literature on CSR came with the
definitional contribution of Davis (1973) who asserted that CSR
meant decisions made with reasons that were different from
direct monetary interests. Carroll (1979), an expert thinker on the
concept strengthened the explanation of the concept to make it an

2. Conceptual evolution of CSR
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surroundings; toilets in schools specially for girls;

Educated India : Promoting education with thrust on informal
education to reduce dropouts at primary school level, value
education, digital education;

Responsible India : Women Empowerment, Setting up old
age homes, day care centre and such other facilities for senior
citizens, Rural Development Projects and Slum Development
Projects;

Green India : Ensuring environmental sustainability with
emphasis on projects based on Solar Energy;

Heritage India : Protection of national heritage, art and
culture;

4.2 Spending Policy: BHEL CSR policy states that the projects in
local areas be given preference for CSR activities and at least
75% of the amount will be spent on the same. And rest of the
amount maybe utilized beyond local areas. The company in order
to derive maximum benefits desires to run the CSR initiatives in

project mode subject to project viability and efficacy.

BHEL's contributions towards CSR till date includes adoption
of villages, free medical camps/charitable dispensaries, schools
for the underprivileged and handicapped children, ban on child
labour, disaster/natural calamity aid, Employment for
handicapped, Widow resettlement, Employment for Ex-
serviceman, irrigation using treated sewage, pollution checking
camps, plantation of millions of trees, energy saving and
conservation of natural resources through environmental
management. As part of its Corporate Social Responsibility,
BHEL adopted 56 villages having nearly 80,000 inhabitants.
Other examples of CSR activities are Blood Donation and Health
Check-up camps, besides providing infrastructure support at
these villages. In addition, BHEL provides financial assistance to
various NGOs/ Trusts/Social Welfare Societies that are engaged
in social activities throughout the country.

4.

5.

6.

7.

Source: http://www.bhel.com/CSR/footprint.php

4.3 CSR Efforts of BHEL Haridwar (HEEP)

Thrust Area Initiatives Partnering

Agency

Clean India 1. Installation of 25 sets of Community Bio-digester Toilets Cluster along with

drinking water facility at Haridwar and Rishikesh. Each cluster of toilets has 11

units for males and females. The bio-digester toilet works on the principle of

bacterial inoculation in the human waste which eats up the waste leaving only

water and gas, thus reducing the problem of sanitation due to human waste. The

waste water can be used for irrigation purposes.

2. Construction of two Girls toilet at Rashtriya Inter College Aurangabad and

handed over to the college authorities (2014-15)

FICCI DRDO

Agastya

International

Foundation

Educated

India

1. Educational Fellowship Support: 100 girl students from weak socio-economic

background have been selected after a rigorous selection process. The scholarship

spans over a period of 6 years for the student up to post-graduation level. The

scheme was started in Haridwar (Uttarakhand) in 2012.

2. Mobile Science Lab: A mobile science lab was launched in 2015 aiming to create

awareness and increase curiosity level of students in science. The initiative is

targeted towards students of class VI to X of economically weaker sections of the

society. The van is well equipped with science models to better understand t he

concepts. The van aims to cover nearby schools in the vicinity of BHE L

Haridwar over a period of 3 years.

3. Furniture aid to government primary schools: Around 590 sets of furniture that

included wooden tables and chairs to five government schools in the villages

adopted by BHEL Haridwar.

Udayan Care,

New Delhi

Agastya

International

Foundation,

Delhi

Green India 1. Provision of LED street lights at Har ki Pauri, Haridwar: The beautification of

Har Ki Pauri was initiated by BHEL under the CSR activities. With active

contribution to the local administration, the old lightiing system was replaced

with LED lights. The objective was to brightly lit the area since it a place of

religious significance and also save significant amount of electricity.

2. Solar Street light Project: BHEl Haridwar installed 65 solar street lights in two

adopted villages in Haridwar namely Hetampur and Gujjar Basti thus bringing

happiness and brightness in the lives of the people.

Healthy India Mobile Medical Van: Given the demograp hics of the areas, the health of people

living in and around Haridwar is a matter of concern and BHEL Haridwar as one of

its CSR initiatives tried to provide medical healthcare to rural and slum dwellers. The

project aimed to provide preventive, clinical and diagnostic medical care to the

concerned people. The Van also acts as pathological lab for spot diagnosis of diseases

and educates people against drug abuse. It also spreads awareness in the local area on

issues like family planning, preventions of HIV/AIDS, nutrition, sanitation, female

feticide, reproductive and child health etc.

PHD Rural

Development

Foundation

Inclusive

India

In 2014, BHEL entered its Golden Jubilee year (the 50th year of its establishment)

and undertook a very noble CSR initiative aimed at alleviating the suffering and pain

of terminally ill cancer patients. BHEL provided financial support to Shraddha

Cancer Care Trust, Haridwar towards construction of a 30 -bed Hospice (a home

providing palliative care to terminally ill) for cancer patients through medical, social,

emotional and spiritual support to them and their families.

M/s Shraddha

Cancer Care trust

Responsible

India

Physiotherapy center: BHEL Haridwar constructed a Physiotherapy hall at Shivalik

Nagar to help old age people of that area.
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surroundings; toilets in schools specially for girls;

Educated India : Promoting education with thrust on informal
education to reduce dropouts at primary school level, value
education, digital education;

Responsible India : Women Empowerment, Setting up old
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the people towards education of girl child. The geographical
areas having low literacy rate find families prejudiced towards
not educating the girl child in the family in contrast to a male
child. The social structure of the society also creates a fabric
where a girl is seen as liability in a family and education takes a
back seat. In 2012, BHELHaridwar announced 100 scholarships
for talented girl students belonging to weak socio-economic
sections of society in Uttarakhand region to provide financial
assistance in the form of fellowship. These talented girls had to
undergo rigorous selection process to avail scholarship, benefits
of which will span over 6 years till their post-graduation.

Another major challenge with school going children in
middle school is generating interest in science related subjects
and at times there is maximum drop out during this phase. To
meet this challenge, a mobile science lab in 2015 was launched
by BHEL Haridwar to cover nearby schools over a period of 3
years. This lab targets students of economically weaker section of
the society studying in class VI to X. This van is equipped with
models based on science related fundamentals and concepts to
make learning fun and easy. The van aims to cover nearby
schools in the vicinity of BHEL Haridwar over a period of 3
years.

BHEL Haridwar has adopted villages in its vicinity and for
the betterment of infrastructure in government primary schools,
gifted 590 sets of wooden table and chair to five such schools.

Haridwar attracts lakhs of devotees and tourists and CSR
efforts by the corporate also focused on beautification of the Holy
city. LED street lights were installed at Har Ki Pauri which
brightened the area along with significant energy saving.

In India, till date there are some villages where electricity is not
there or erratic supply of electricity hampers their functioning. In
another such measure, two adopted villages, Hetampur and
Gujjar near Haridwar were installed with 65 Solar street lights.
The villagers were immensely happy and thankful to the efforts
done by the organization.

During the past few decades, there has been an emphasis on
health being a fundamental human right and WHO has been
focusing it as one of the worldwide social goal. Health of people
is of paramount importance and satisfaction of basic needs
should be met to have an improved quality of life.

The area near Haridwar due to economic, geographic and
social reasons raise concern over healthcare and medical care.
These services do not reach the bottom of the pyramid due to
factors like cost, ignorance, social stigma, lack of facility,
inaccessibility to service. Based on the belief, “if you can't reach
doctors, doctors will reach you,” BHEL Haridwar launched a
Mobile Medical van which provides preventive, clinical and
diagnostic medical care to rural and slum dwellers. Additionally
the Van is also a pathological lab for spot diagnosis of diseases.
The services also include educating people against drugs.
Besides this the healthcare providers cover a plethora of topics on
health awareness such as family planning, preventions of
HIV/AIDS, nutrition, sanitation, female feticide, reproductive

and child health.

6.8 In 2014, BHEL partnered in the noble cause of providing
financial assistance to Shraddha Cancer Care Trust, Haridwar for
construction of 30-bed Hospice (a home providing palliative care
to terminally ill).The trust aims to provide medical, social,
emotional and spiritual supprt to terminally patients and their
families.

The CSR activities taken up by BHEL at Haridwar have
touched both economic as well as social infrastructure gaps that
exist in the city. In view of the various initiatives undertaken by
the unit, the social need fulfilment scores are higher as compared
to the economic infrastructure gap bridging. The likely
implications of the discussed efforts are -

Significant fields of education and healthcare are being well
supported by the organization's efforts to ensure social
development in the area. This is likely to go a long way in
improving the quality of life of the citizens in the area.

Improved education and health parameters of the people will
directly improve the quality of labour supply which can be
gainfully employed in different industries or services in close or
distant locations.

Provisioning of preventive healthcare facilities is likely to
reduce the monetary (as well as emotional) burden on the
potential sufferers and also relieve some pressure on the curative
healthcare facilities.

Awareness generation with regard to peripheral health issues
such as family planning would create an informed citizenry that
would be able to make informed choices.

Successful and continuous use of energy (solar etc.) for
running street lights is likely to lower the burden on the non-
renewable energy sources.

Clean environmental surroundings are likely to bring the
intangible gain of improving the image of the city, given its
religious and spiritual significance and also indirect tangible
gains in distant future.

Given the fact that government in India at central and state
level is expected to conform to its nature of being a 'welfare state,'
providing economic as well as social infrastructure is among the
basic functions of the State. However, the inadequacy of
resources, expertise and intent at the end of the government
coupled with ever increasing demand for basic and intermediate
facilities by the society has made it inevitable for the corporate
sector to participate actively in filling the developmental gaps.
The Haridwar unit of BHEL has been able to make a conspicuous
mark for itself in business/economic terms but it has also
contributed substantially to the social needs of Haridwar. In case
financial resources and expertise allow, the unit should look into
improving the waste management system and transportation
system of the area which are under duress.

6.3

6.4

6.5

6.6

6.7

7. CSR by BHELat Haridwar: Expected impact

7.1

7.2

7.3

7.4

7.5

7.6

34 PMR   JUL - DEC 2017

5. Developmental needs of Haridwar district

5.1 Inadequate clean drinking water

5.2 Inadequate waste management

5.3 Weak transportation infrastructure

5.4 Presence of slums

5.5 Insufficient social infrastructure

6. CSR by BHEL meeting developmental needs of Haridwar:

An analysis

6.1

6.2

Haridwar town is the headquarters of Haridwar District which
is made up of three tehsils, namely Roorkee, Haridwar and
Laskar and six development blocks, namely Bhagwanpur,
Roorkee, Narsan, Bahadrabad, Laksar and Khanpur. Haridwar,
the holy city for Hindus is also a tourist attraction for nature
lovers and its economy thrives on all the three sectors of
economic activities. The area is facing increasing pressure on its
resources with growing population in addition to inflow of
tourists and immigrants. Though the developmental needs are all
rounded, the specific gaps in the district include the following -

The supply of portable water is insufficient and unevenly
distributed. The network of water pipelines is in a bad shape -
they are old, rusted and thus support narrowed water flow. At
many places the pipes are broken and dilapidated.

Management of solid waste is very poor and more so in the
slum areas. Sewerage system is uneven over the entire city.
Sewers are missing and at many places the drains are not covered
which gives rise to un-bridled dumping of solid waste. Servicing
of these is hardly ever done. This further aggravates the
inadequacy of waste management as blockages give rise to
unhygienic implications for the entire surrounding area. This
further propagates several illnesses.

The roads and public means of transportation are highly
insufficient. The roads in the area are narrow and weak traffic
management makes the issue of traffic jams and congestion
persist throughout the year. The situation during Hindu festivals
and fairs is unimaginably tough. Travel becomes nightmarish for
the residents during times of heavy tourist rush or inflow of
pilgrims. Parking spaces are nearly missing, roads in poor
conditions and public transport facilities in a very primitive form.
The approach roads are rugged pathways and street lighting
needs maintenance.

Existence of slum dwellings and urban poverty has made it all
the more challenging to contain the pressure on resources. These
slums face the above problems to a more severe extent. For
example they have to travel distances to fetch drinking water and
the sub-standard water quality makes them susceptible to water-
borne diseases. Although toilet facilities are mostly present,
insufficient sewage and waste management makes the people
prone to several illnesses. Drains are generally open or blocked
and cleaning is kind of never done. Temporary water logging is
also experienced by the slum-dwellers.

These gaps point to the lack of physical infrastructure in the
region which is essential for a decent standard of living. In
addition to these there are gaps in social infrastructure as well.

These are reflected in low female literary rates, low education
levels, low work participation rates, kutcha dwellings, and
majority of child deliveries done at home using traditional
methods. Healthcare infrastructure is available but real access to
the services is inadequate. Training and skill development
facilities are insufficient. Traditional constraints at times hold
back girls from getting formal education or attending co-
educational institutes.

For the effective implementation of CSR activities, corporates
like BHEL are utilizing partnership platform with NGOs, local
players and expert organizations. BHEL has a dedicated CSR
department at center and Unit level which overlooks the running
of CSR initiatives throughout India. The reach and long-term
sustainability can be managed through partnerships.

Haridwar or Gateway to Lord Vishnu is a holy city situated at
the base of Himalayas and river Ganga flows through it.
Haridwar is also one of the four places in India where Kumbh
Mela occurs after rotation of every twelve Years and Ardh
Kumbh after every six years. As per Hindu belief taking a dip in
this holy river, one is cleared of all his past sins, and based on the
belief lakhs of devotees all over India visit Haridwar to take a dip
in the holy river. With thousands of pilgrims visiting Haridwar
and Rishikesh, there have always been infrastructural
inadequacies in the system and human waste disposal was a
major challenge. BHEL Haridwar in alliance with Global
Interfaith WASH alliance adopted these two cities for the
construction of bio-digester toilet clusters. These toilets are built
in mela zones of the cities and the idea coincides with the Prime
Minister's focus on Swachh Bharat and Swachh Nirmal Ganga
projects. The bio-digester technology is a modern day
technology to clean sewage and decomposes human faeces by the
use of bacteria, resulting in by-products such as methane gas and
water which can be used as bio-fuel and irrigation respectively.

BHEL Haridwar has set an excellent example and intends to
increase the number of toilets depending upon the success of
present project. Alongside it has also addressed the problem of
safe drinking water and has made provisions to provide the same
in these two cities.

In another such initiative for Clean India, BHEL Haridwar
extended its support by construction of girls' toilet in a college in
Aurangabad.

In order to provide education to all children, India has
declared right to education as one of the fundamental rights and
have framework to ensure free and compulsory education to all
the children in the age group of 6 -14 years. This provision has
found coverage in the form of the scheme 'Sarva Shiksha
Abhiyan.'

One of the hurdles that such initiatives face is the mindset of
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the people towards education of girl child. The geographical
areas having low literacy rate find families prejudiced towards
not educating the girl child in the family in contrast to a male
child. The social structure of the society also creates a fabric
where a girl is seen as liability in a family and education takes a
back seat. In 2012, BHELHaridwar announced 100 scholarships
for talented girl students belonging to weak socio-economic
sections of society in Uttarakhand region to provide financial
assistance in the form of fellowship. These talented girls had to
undergo rigorous selection process to avail scholarship, benefits
of which will span over 6 years till their post-graduation.

Another major challenge with school going children in
middle school is generating interest in science related subjects
and at times there is maximum drop out during this phase. To
meet this challenge, a mobile science lab in 2015 was launched
by BHEL Haridwar to cover nearby schools over a period of 3
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the society studying in class VI to X. This van is equipped with
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make learning fun and easy. The van aims to cover nearby
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years.
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Haridwar attracts lakhs of devotees and tourists and CSR
efforts by the corporate also focused on beautification of the Holy
city. LED street lights were installed at Har Ki Pauri which
brightened the area along with significant energy saving.

In India, till date there are some villages where electricity is not
there or erratic supply of electricity hampers their functioning. In
another such measure, two adopted villages, Hetampur and
Gujjar near Haridwar were installed with 65 Solar street lights.
The villagers were immensely happy and thankful to the efforts
done by the organization.

During the past few decades, there has been an emphasis on
health being a fundamental human right and WHO has been
focusing it as one of the worldwide social goal. Health of people
is of paramount importance and satisfaction of basic needs
should be met to have an improved quality of life.

The area near Haridwar due to economic, geographic and
social reasons raise concern over healthcare and medical care.
These services do not reach the bottom of the pyramid due to
factors like cost, ignorance, social stigma, lack of facility,
inaccessibility to service. Based on the belief, “if you can't reach
doctors, doctors will reach you,” BHEL Haridwar launched a
Mobile Medical van which provides preventive, clinical and
diagnostic medical care to rural and slum dwellers. Additionally
the Van is also a pathological lab for spot diagnosis of diseases.
The services also include educating people against drugs.
Besides this the healthcare providers cover a plethora of topics on
health awareness such as family planning, preventions of
HIV/AIDS, nutrition, sanitation, female feticide, reproductive
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construction of 30-bed Hospice (a home providing palliative care
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directly improve the quality of labour supply which can be
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distant locations.
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BHEL Haridwar has set an excellent example and intends to
increase the number of toilets depending upon the success of
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In another such initiative for Clean India, BHEL Haridwar
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1. Introduction

Technology is playing a vital role in the development of various
sectors in India and the banking sector is not an exception. The
technology based electronic banking services were started in
India in 20 century by the private banks and foreign national
banks to overcome the restraint of limited branches, but in the
recent past public sector banks have also invested heavily in the
automation of banking services (Joshua, 2009; Sindwani and
Goel, 2014a). In the 21 century, technology is acting as a
backbone for majority of the commercial banks in India
(Sindwani and Goel, 2016). Banks are putting their best efforts
for convincing customers to use different modes of self service
banking. Mobile banking (m-banking) is among the latest form
of technology based banking services. Mobile banking is a
service provided by a bank or other financial institutions that
allows its customers to conduct a range of financial transactions
remotely using a mobile device such as a mobile phone or tablet,
and using software, usually called an app, provided by the
financial institution for the purpose Sikari and Harikrishnan,
2017) Mobile banking services in India started with SMS
banking in 2002. ICICI Bank was the first bank in India to

introduce complete mobile banking services by name iMobile in
2008. Automated banking services like Mobile banking is a win-
win situation for banks and their customers. For the banks, the
benefits are in form of lower cost of transaction and lesser
customer load on branches. For the customers, these services
provide value to customers by offering 24 x7 banking services
from any place (Sindwani and Goel, 2012a). With time m-
banking and other automated banking services acceptance is
increasing among Indian bank customers (Sindwani and Goel,
2012b). This is apparent from the increase in the transactions
through automated self service modes in many of the banks.
Branch banking is progressively being replaced by automated
banking (Sindwani and Goel, 2015a). As the products offered by
the banks are mostly indistinguishable in nature, banks are trying
to compete on other parameters which may influence customer
satisfaction (Sindwani and Goel, 2012c). This is so because
customer satisfaction is considered vital for an organization's
survival and success in the long run (Hallowell, 1996; Ganguli
and Roy, 2011; Sindwani and Goel, 2014b). Researchers have
found that customer demographics of branch banking customers
have an influence on customer satisfaction. The purpose of the
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Mb-Satisfaction refers to customer satisfaction with the mobile banking services. In the last couple of years, mobile banking has

become a popular phenomenon in India and comprehending the influence of demographics requires due consideration. This study

attempts to analyse the effect of demographic characteristics on customer satisfaction towards mobile banking services. The study is

unique in a way that rather than finding the effect of demographic characteristics on customer satisfaction with the overall banking

services, it focuses exclusively on the perception of mobile banking customers and finds the influence of their demographics on

satisfaction with mobile banking services. The research is conducted on 312 mobile banking customers of public, private and foreign

national banks. The demographics variables covered under the study includes Gender, Age, Highest completed education, Occupation

and Annual Income. Levene's test of homogeneity of variance, t test, one-way analysis of variance (ANOVA) and post-hoc tests are

used to analyze the data. The results show the significant effect of age and education on mb-satisfaction. Post hoc analysis divulged

that there is significant difference in satisfaction level of respondents between age group “18-25 years” and “more than 35 years- up to

45 years”. Analysis also exposed that perception of respondents having highest completed education “Graduate” and “Post

Graduate” differs significantly from the respondents in “Others” category as far as customer satisfaction with mobile banking is

concerned. This study will provide insight to the bankers that different customers may have different requirements and preferences,

therefore, for higher mb-satisfaction, the banks must give due importance to the demographic profile and requirements of mobile

banking customers at the time of designing and delivering mobile banking services.
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1. Introduction
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Occupations

H5: There is a significant difference in mb-satisfaction across
income groups

1) To study the demographic background of mobile banking
customers in Delhi and NCR region.

2) To examine the effect of demographic characteristics on mb-
satisfaction

A survey is conducted on mobile banking customers in Delhi and
NCR region to examine the effect of demographic variables on
mb-satisfaction. The survey questionnaire constituted questions
related to demographic characteristics (Gender, Age, Highest
completed education, Occupation,Annual Income) and customer
satisfaction with the mobile banking services of the main bank. If
a customer uses mobile banking services of more than one bank,
then the main bank is the bank that customer uses the most for
mobile banking services. Only those customers are considered in
the survey that are above 18 years of age and use mobile banking
services of one or more banks.

Five fixed alternative closed ended questions are asked to collect
sample respondents' demographic information.A 5-point scale is
used to capture level of customer satisfaction with the mobile
banking services. In total 312 filled questionnaires are received
from mobile banking users and these are used for the analysis
purpose. Simple descriptive statistics is used to summarize the
respondents' characteristics. For data analysis, statistical

techniques like Levene's test, t-test, analysis of variance and
post-hoc analysis is used. Levene's test of Homogeneity of
variance is used to assess whether the k samples have equal
variances. t-test and analysis of variance are used to compare the
results based on the demographic variables.

Demographic profile of the respondents is shown in table-1.
Analysis result shows that 59.6 percent of the respondents are
male while 40.4 percent are female, indicating the considerable
number of both the genders in the survey. Age is classified into
four groups and minimum participation of 12.5 percent is from
respondents having age more than 45 years, which indicate the
substantial participation of each age group respondents in the
survey. The biggest group of respondents (39.4 percent) are
having age more than 25 and up to 35 yrs. 88.9 percent of
respondents are graduate and above, indicating respondents are
well qualified.

As far as an occupation is concerned, the majority of respondents
(48.7 percent) are salaried class but a sizeable number of
respondents from all the four categories of student, salaried, self-
occupied and others (housewives, retired persons, pensioners,
non-employed etc.) are part of the sample. Similarly, respondents
from all income groups participated in the survey. 56.7 percent
respondents are having income more than 2 lacs and up to 5 lacs.
The analysis results pointed out that the sample represents the
entire population as survey capture responses from sizeable
number of mobile banking customers from different background.

3. Research Objectives

4. Research Methodology

5. Data analysis and results

5.1 Profile of the Respondents
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present study is to understand the influence of demographic
characteristics of mobile banking customers on mb-satisfaction.

There are many definitions of customer satisfaction given by
different researchers. Klaus (1985) defines satisfaction as the
customer's subjective evaluation of a consumption experience
based on some relationship between the customer's perceptions
and objective attributes of the product. Yi (1990) defined
satisfaction as an attitude like judgment following a purchase act
or series of consumer-product interactions. Andreassen (1995)
defines customer satisfaction as the accumulated experience of a
customer's purchase and consumption experiences. Jamal &
Nasar (2003) defined customer satisfaction as the feelings or
judgments of the customer towards products or services after
they have been used. Oliver's (1993) work explained consumer
satisfaction as a consumer's fulfillment response. The common
factor in these definitions is that the satisfaction is a post-
consumption evaluative judgement (Westbrook & Oliver 1991).
Traditionally, satisfaction was considered as a transaction-
specific construct resulted from immediate post purchase
judgment (Oliver, 1993). Most of the customer satisfaction
studies considered satisfaction as a cumulative concept (Gupta
and Zeithaml, 2006). From cumulative satisfaction perspective,
customer satisfaction is defined as an overall customer
experience with a product offered or with a service provider
(Krepapa et al., 2003). In order to measure customer satisfaction
and loyalty, different researchers have used different types of
scales: single item and multi-item scales (Sureshchandar et al.,
2002; Al-Hawari and Ward, 2006; Sindwani and Goel, 2015b,
2015c).

Customer satisfaction is important for success in competitive
business environment. Customer satisfaction will influence the
revenue of a company (Fornell, 1992). Therefore maximizing
customer satisfaction is a goal for a company to pursue.

Demographic information permits researchers to get
characteristics of their sample, which helps in classifying the data
in a more meaningful manner (Elanain, 2003). Research suggests
that demographic characteristics may have an effect on customer
satisfaction. Ganesan-Lim et al. (2008) asserted that it is
important to understand the relationship between the customer's
perception and demographic information such as age, gender and
income level. This information may be useful for various
purposes. Some of the important studies which examined the
effect of demographic variables on customer satisfaction are
presented below. Some of the important studies testing the effect
of demographic variables on customer satisfaction are described
below.

Ilias et al. (2008) investigated the effect of demographic factors
on the higher education institutions students' satisfaction. The
demographic variables gender, age, race, and a semester of
studies were not found to have any significant effect on student

satisfaction.

Kilic (2010) conducted a study on Internet banking service
quality and customer satisfaction in Turkey. Results indicated
that demographic variables, such as gender, age, income level,
and education level were not found to have any significant effect
on the satisfaction level of Internet banking customers.

Kumbhar (2011) studied the effect of demographic variables on
Internet banking service quality, service value and overall
satisfaction. He found that perceived service quality, perceived
value and overall satisfaction in Internet banking differ by
education level, age group, income level and profession of the
customers. However, no difference was found on the basis of
gender.

Sivesan & Karunanithy (2013) conducted a study on private
commercial banks customers in Jaffna, Sri Lanka. The aim of the
research was to investigate the relationship between
demographic variables (sex , age, marital status, educational
level, income and customer satisfaction. The results showed that
there was significant effect of demographic factors education
level, age and income.

Khurana (2014) conducted a study on life insurance industry in
India and investigated the effect of demographic variables (age,
profession, gender, income, and marital status) on customer
satisfaction. The results demonstrated a significant effect of age,
marital status and income of respondents on customer
satisfaction. The research did not find any significant difference
in satisfaction level of male and female customers, and customers
belonging to different occupations.

Mishra (2015) conducted a research in Gwalior city to study the
demographic factors and their effect on the customer satisfaction
towards banking services The result of their work showed that the
gender and occupation variables were not having any effect on
customer satisfaction towards banking services. However,
significant difference was found among respondents from
different age groups and educational background with respect to
satisfaction from banking services.

As customers come from different social and personal
backgrounds, and that may influence an individual's overall
evaluation of customer satisfaction. So, data corresponding to
demographic profile of the respondents was collected in this
study and the effect of demographic characteristics (Gender,
Age, Highest completed qualification, Occupation, Annual
Income) on customer satisfaction is examined using the
following five hypotheses

H1: There is a significant difference in mb-satisfaction between
males and females

H2: There is a significant difference in mb-satisfaction across age
groups

H3: There is a significant difference in mb-satisfaction across
highest completed education levels

H4: There is a significant difference in mb-satisfaction across

2 Literature Review

2.1 Customer Satisfaction

2.3 Demographic Characteristics and Customer Satisfaction

.

Percent

Gender
Male 59.6

Female 40.4

Age

18- up to 25 yrs 19.6

More than 25 -up to 35 yrs 39.4

More than 35- up to 45 yrs 28.5

More than 45 yrs 12.5

Highest Completed Education

Graduate 56.2

Post Graduate and above 32.7

Others 11.1

Occupation

Student 12.2

Salaried 48.7

Self employed 24.4

Others 14.7

Annual Income (in INR)

up to 2 Lacs 13.8

More than  2- up to 5 Lacs 56.7

More than 5- up to 10 Lacs 17.0

More than 10 Lacs 12.5

Table-1 Demographic Profile of the respondents
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Table-4 Post hoc analysis of Age on mb-satisfaction

Table-5   Effect of Education on mb-satisfaction (ANOVA results)

Table-6 Post hoc analysis of Education on mb-satisfaction

H3: There is a significant difference in mb-satisfaction across highest completed education levels

In table-5, significance value greater than 0.05 in Levene's test depicts that the samples are drawn from populations having equal
variances. Analysis of Variance results illustrates that the mb-satisfaction differ significantly on the basis of highest completed
education. Therefore, H3 is supported.

Post hoc analysis in table-6 revealed that respondents having highest education “Graduate” differ significantly from the “Others”
category on mb-satisfaction. Similarly, there was a significant difference between “Post Graduate and Above” and “others” as far as
customer satisfaction with the mobile banking services is concerned.

H4: There is a significant difference in mb-satisfaction across Occupations

In table-7, significance value greater than 0.05 in Levene's test signifies that the assumption of homogeneity of variances is met. As
significance value in case of ANOVA test is found to be 0.830 (> 0.05), mb-satisfaction do not differ significantly on the basis of
occupation. Thus, H4 is not supported.

(I) Age (J) Age
Mean

Difference (I-J) Std. Error Sig.

95% Confidence Interval

Lower
Bound

Upper
Bound

18- up to 25 yrs More than 25 -up to 35
yrs

.09214 .10836 .830 -.1878 .3720

More than 35- up to 45
yrs

.31835* .11502 .030 .0213 .6154

More than 45 yrs .02564 .14186 .998 -.3408 .3921

More than 25 -up to 35
yrs

18- up to 25 yrs -.09214 .10836 .830 -.3720 .1878

More than 35- up to 45
yrs

.22621 .09629 .089 -.0225 .4749

More than 45 yrs -.06650 .12716 .954 -.3950 .2620

More than 35- up to 45
yrs

18- up to 25 yrs -.31835* .11502 .030 -.6154 -.0213

More than 25 -up to 35
yrs

-.22621 .09629 .089 -.4749 .0225

More than 45 yrs -.29271 .13288 .125 -.6359 .0505

More than 45 yrs 18- up to 25 yrs -.02564 .14186 .998 -.3921 .3408

More than 25 -up to 35
yrs

.06650 .12716 .954 -.2620 .3950

More than 35- up to 45
yrs

.29271 .13288 .125 -.0505 .6359

*. The mean difference is significant at the 0.05 level.
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5.2 Effect of Demographic Variables on mb-satisfaction

Table-2: Effect of Gender on mb-satisfaction (t-test results)

Table-3 Effect of Age on mb-satisfaction (ANOVA results)

The demographic variables covered in this research are gender, age, highest completed education, occupation and annual income. The
t-test and Analysis of Variance (ANOVA) are used to find whether there is any significant difference in mb-satisfaction on the basis of
demographic variables. To examine the effect of demographic variables, significance value of 0.05 is used in this study. In case a
significant difference is found on applyingANOVAtest, Post hoc analysis is carried out for detailed analysis.

The t-test and ANOVA assume that the populations from which the samples are drawn have equal variances. Levene's test is generally
used to test the homogeneity of variance. If significance value corresponding to Levene's statistic is higher than 0.05, then the samples
are considered to be drawn from the populations having equal variance.

To test the significant difference in mb-satisfaction on the basis of gender, following hypothesis is tested

H1: There is a significant difference in mb-satisfaction between males and females

The result of Levene's test in table 2 indicates the significance value of 0.374. Significance value higher than 0.05 corresponding to
Levene's test implies that the samples are drawn from the populations having equal variance. Further, the results of t-test (significance
value=0.243) pointed out that there is no significant difference in mb-satisfaction by the demographic variable gender at a significance
value of 0.05. Consequently, H1 is not supported.

As for age, education, occupation and income demographic variables, the categories are more than two, therefore one way ANOVA is
used to analyze the significant differences in customer satisfaction. To test the difference in customer satisfaction on the basis of age,
following hypothesis is tested.

H2: There is a significant difference in mb-satisfaction across age groups

As shown in table-3, significance value greater than 0.05 in case of Levene's test depicts that the condition of homogeneity of variances
is met. ANOVA test result shows that there is a significant difference (sig. = 0.02) in the measure of mb-satisfaction in terms of age at
significance value of 0.05.As a result, H2 is supported.

Post hoc analysis in table-4 revealed that respondents of age group “18-25 years” differ significantly from the respondents of age group
“more than 35 years- up to 45 years” on mb-satisfaction.

Levene's Test for
Equality of Variances

ANOVA test results

Levene
Statistic Sig.

Sum of
Squares

df
Mean

Square
F Sig.

3.077 0.178

Between Groups 4.789 3 1.596 3.334 0.02

Within Groups 147.466 308 0.479

Total 152.255 311

Levene's Test for Equality of
Variances

t-test for Equality of Means

F Sig. t df
Sig. (2-
tailed)

Equal variances
assumed

0.792 0.374 -1.170

-1.181

310

277.194

0.243

0.239
Equal variances not

assumed

Levene's Test for
Equality of Variances

ANOVA test results

Levene
Statistic Sig.

Sum of
Squares

df
Mean

Square
F Sig.

1.668 0.19

Between Groups 6.865 2 3.433 7.296 0.001

Within Groups 145.390 309 0.471

Total 152.255 311

(I) Education (J) Education

Mean Difference (I-

J)

Std.

Error Sig.

95% Confidence Interval

Lower

Bound

Upper

Bound

Graduate Post Graduate and

Above
.09711 .09136 .538 -.1181 .3123

Others .37488* .10107 .001 .1369 .6129

Post Graduate and

Above

Graduate -.09711 .09136 .538 -.3123 .1181

Others .27778* .09662 .012 .0502 .5053

Others Graduate -.37488* .10107 .001 -.6129 -.1369

Post Graduate and

Above
-.27778* .09662 .012 -.5053 -.0502

*. The mean difference is significant at the 0.05 level.
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Table-7    Effect of Occupation on mb-satisfaction (ANOVA results)

Table-8  Effect of Income on mb-satisfaction (ANOVA results)

H5: There is a significant difference in mb-satisfaction across income groups

The result of Levene's test in table 8 reflects the significance value of 0.972. Significance value higher than 0.05 corresponding to
Levene's test implies that the samples are drawn from the populations having equal variance. ANOVA test result in table-8 illustrated
that there is no significant difference in mb-satisfaction across respondents from different income groups at the significance value of
0.05. So, H5 is not supported.

Levene's Test for
Equality of Variances

ANOVA test results

Levene
Statistic Sig.

Sum of
Squares

df
Mean

Square
F Sig.

1.228 0.300

Between Groups 0.434 3 0.145 0.293 0.830

Within Groups 151.821 308 0.493

Total 152.255 311

Levene's Test for
Equality of Variances

ANOVA test results

Levene
Statistic Sig.

Sum of
Squares

df
Mean

Square
F Sig.

0.077 0.972

Between Groups 0.853 3 0.284 0.578 0.630

Within Groups 151.402 308 0.492

Total 152.255 311

6. Research Findings

7. Managerial Implications
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Table-7    Effect of Occupation on mb-satisfaction (ANOVA results)

Table-8  Effect of Income on mb-satisfaction (ANOVA results)

H5: There is a significant difference in mb-satisfaction across income groups

The result of Levene's test in table 8 reflects the significance value of 0.972. Significance value higher than 0.05 corresponding to
Levene's test implies that the samples are drawn from the populations having equal variance. ANOVA test result in table-8 illustrated
that there is no significant difference in mb-satisfaction across respondents from different income groups at the significance value of
0.05. So, H5 is not supported.

Levene's Test for
Equality of Variances

ANOVA test results

Levene
Statistic Sig.

Sum of
Squares

df
Mean

Square
F Sig.

1.228 0.300

Between Groups 0.434 3 0.145 0.293 0.830

Within Groups 151.821 308 0.493

Total 152.255 311

Levene's Test for
Equality of Variances

ANOVA test results

Levene
Statistic Sig.

Sum of
Squares

df
Mean

Square
F Sig.

0.077 0.972

Between Groups 0.853 3 0.284 0.578 0.630

Within Groups 151.402 308 0.492

Total 152.255 311

6. Research Findings

7. Managerial Implications
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amount. The staff should be trained in respect of customer
services, behavioural skills, and innovative banking practices to
improve the quality of service and bank image.

has highlighted the important aspects of select
UCBs such as the composition of working capital, loan portfolio
including priority sector and weaker sections, organizational
structure, level of mechanization and computerization.

observed that the overall performance of the
banks has been assessed with special reference to management,
staff, customer service, profitability and financial position,
ultimately focusing on customer satisfaction. He opined that it is
essential to provide training facilities as well as recreation
facilities to the employees such as sports club, library, and
amusement parks in order to enhance their efficiency.

has assessed the overall financial performance of
UCBs in Solapur district and found that professionally powerful
leadership can achieve better success. He focused on the
problems of UCBs such as dual control, increasing competition
and overdues, lack of professionalism and sound management.

analyzed the profitability, liquidity, capital
structure and fund flow of Select UCBs in Surat city for the
period 1994 to 2000 and concluded that the UCBs have totally
failed in management of funds as they paid high rates of interest
and underutilized funds and got low returns. Liquidity analysis
showed that instead of increased current assets the liquidity
position of the UCBs can not be considered satisfactory as the
proportion of total short term advances and investment was
higher which lesser liquid assets than cash are and bank balance.
As far as current ratio is concerned, the UCBs utilized short-term
funds in advancing loans and investments for long term which
affected liquidity and endangered the security of the suppliers of
the short term funds. The quick ratio also indicated an
unsatisfactory liquid position of the UCBs. It has been noticed
that the UCBs are more interested in investments than advances.

has suggested thatthere is a need to
appoint specialized and expert directors in key positions of
strategic planning and apply certain control techniques such as
central report, concurrent audit, periodic inspection and internal
audit by senior execuives, statutory audit. For transparency and
effectivesness the computerized system should be developed in
UCBs. The advanced MIS may be used for storage and retrieval
of essential data for quick decision-making and prompt actions,
especially in respect of recovery performance.

has evaluated the performance of co-operative
banks in the context of LPG policy. She observed that the LPG
policy has widened the scope of business for huge banks than
small co-operative banks, which has resulted in uneven
competition for co-operative banks. UCBs have focused on
priority sector lending for survival. However, this policy has
proved too difficult to cope up with the present customer-
oriented business and increasing competitive environment.

have evaluated the performance of
UCBs for the period 2004-2009. Financial ratios are employed to

measure the profitability, liquidity and credit quality
performance of Ten Urban Cooperative banks from Jalgaon and
Greater Mumbai The study found that overall bank performance
increased considerably in the years of the analysis. A significant
change in trend is noticed at the onset of the global financial crisis
in 2007, reaching its peak during 2008-2009. This resulted in
falling profitability, less liquidity and deteriorating credit quality
in the Indian Banking sector.

The study has focused on the following objective

To study the profitability of UCBs in Sangli District

The study has focused on the following hypothesis.

H1: The profitability of UCBs depends upon competency of their
management.

The present study is an expost facto study and being so it was
entirely based on secondary data. The relevant data was collected
from the Annual Reports published by concerned banks from
financial year 2002-03 to 2013-14. The office records of the
banks were solicited. The quantitative data presented in bank's
reports and their office records formed the base for evaluating the
performance of UCBs. In addition, the supplementary books on
co-operative development, financial management, banking,
financial services, research methodology, various journals and
periodicals were referred. The internet sources were also used.

In the light of objectives of the study, it was imperative to
examine the trends in various aspects of banks' performance.
Therefore, the twelve years' period was considered adequate for
the present research work. The study covered the twelve
consecutive financial years from 2002-03 to 2013-2014. The
availability of data for twelve preceding years was another
important reason behind determination of the period for study.

The geographical scope of the present study is confined to Sangli
district. The topical scope of the study focused on studying the
progress of the UCBs in changing market environment. The
analytical scope covers the fulfillment of the objective of the
study. The chronological scope is confined to twelve consecutive
years i.e. from 2002-03 to 2013-14. This period is purposively
selected because of the reason that during this period most of the
UCBs were closed and merged with other banks.

As on 31st March, 2014, there were 20 UCBs operating in Sangli
city and mofussil area of the district, which formed the universe
for the study.All of them have a standing of more than 10 years in
the market. All of those UCBs were selected. Table 5.4 provides
the names and their geographical profile of the selected UCBs.
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1 INTRODUCTION

2. REVIEW OFLITERATURE

Ghosh, Roy (1997)

Ghugare (1985)

Girigosavi (1992)

.

Sangli district located in Western Maharashtra has the agriculture
and allied activities as the chief source of income. The extensive
rail-road connectivity with major cities and towns in the district
has given an impetus to the progressive economic life of the
citizens, who are engaged in various occupations ranging from
primary sector activities to ultra-modern IT based activities.
Resultantly, the credit needs of the people have been growing day
by day, which are met by public and private sector banks,
cooperative banks and credit societies as well. There were 32
UCBs operating in Sangli district in the year 2005, however, due
to various other reasons 10 banks were closed and 2 were merged
in other banks.

has stated that fortunately, UCBs have
realized that they are also commercial organizations and they
have to earn profits and provide good returns to the equity
holders. Planning of profit itself is a big exercise. Profit is a
measure of performance of the bank. It is the sign of strength and
success in competitive scenario. It not only ensures survival but
also growth and long term viability. Once the cost of deployable
funds is arrived after considering all factors then the bankers

would have add its profit margin as planned by the management
to arrive at pricing of products of advances. This would ensure
the profit earned during the process of pricing of products.

has observed that some UCBs have violated the
RBI regulations U/S 12(2) (b) regarding providing loans to
priority and weaker sector; instead they have highly concentrated
on loans against gold. He suggested that UCBs should strive to
provide a wide range of banking services to their customers with
all desirable facilities. With the active participation of every staff
and member of the Board of Directors, the loan recovery system
should be established.

has studied the structure and performance of
UCBs with the specific focus on the accountability of the banks
towards society. He suggested that the UCBs should organize
blood donation camp, eye check-up camps, medical check-up
camps, entrepreneurship development camps, free marriage
ceremony for rural folks, sports programmers etc. to enhance the
clientele base. He also advocated the need of planning and
research department for the effective marketing of banking
services and the priority sector and weaker sections of the society
should be given more importance in loans disbursement rather
than security loans. The banks should provide transfer the loan
sanctioning authority to branch managers up to some limit of
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Sangli District
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amount. The staff should be trained in respect of customer
services, behavioural skills, and innovative banking practices to
improve the quality of service and bank image.

has highlighted the important aspects of select
UCBs such as the composition of working capital, loan portfolio
including priority sector and weaker sections, organizational
structure, level of mechanization and computerization.

observed that the overall performance of the
banks has been assessed with special reference to management,
staff, customer service, profitability and financial position,
ultimately focusing on customer satisfaction. He opined that it is
essential to provide training facilities as well as recreation
facilities to the employees such as sports club, library, and
amusement parks in order to enhance their efficiency.

has assessed the overall financial performance of
UCBs in Solapur district and found that professionally powerful
leadership can achieve better success. He focused on the
problems of UCBs such as dual control, increasing competition
and overdues, lack of professionalism and sound management.

analyzed the profitability, liquidity, capital
structure and fund flow of Select UCBs in Surat city for the
period 1994 to 2000 and concluded that the UCBs have totally
failed in management of funds as they paid high rates of interest
and underutilized funds and got low returns. Liquidity analysis
showed that instead of increased current assets the liquidity
position of the UCBs can not be considered satisfactory as the
proportion of total short term advances and investment was
higher which lesser liquid assets than cash are and bank balance.
As far as current ratio is concerned, the UCBs utilized short-term
funds in advancing loans and investments for long term which
affected liquidity and endangered the security of the suppliers of
the short term funds. The quick ratio also indicated an
unsatisfactory liquid position of the UCBs. It has been noticed
that the UCBs are more interested in investments than advances.

has suggested thatthere is a need to
appoint specialized and expert directors in key positions of
strategic planning and apply certain control techniques such as
central report, concurrent audit, periodic inspection and internal
audit by senior execuives, statutory audit. For transparency and
effectivesness the computerized system should be developed in
UCBs. The advanced MIS may be used for storage and retrieval
of essential data for quick decision-making and prompt actions,
especially in respect of recovery performance.

has evaluated the performance of co-operative
banks in the context of LPG policy. She observed that the LPG
policy has widened the scope of business for huge banks than
small co-operative banks, which has resulted in uneven
competition for co-operative banks. UCBs have focused on
priority sector lending for survival. However, this policy has
proved too difficult to cope up with the present customer-
oriented business and increasing competitive environment.

have evaluated the performance of
UCBs for the period 2004-2009. Financial ratios are employed to

measure the profitability, liquidity and credit quality
performance of Ten Urban Cooperative banks from Jalgaon and
Greater Mumbai The study found that overall bank performance
increased considerably in the years of the analysis. A significant
change in trend is noticed at the onset of the global financial crisis
in 2007, reaching its peak during 2008-2009. This resulted in
falling profitability, less liquidity and deteriorating credit quality
in the Indian Banking sector.

The study has focused on the following objective

To study the profitability of UCBs in Sangli District

The study has focused on the following hypothesis.

H1: The profitability of UCBs depends upon competency of their
management.

The present study is an expost facto study and being so it was
entirely based on secondary data. The relevant data was collected
from the Annual Reports published by concerned banks from
financial year 2002-03 to 2013-14. The office records of the
banks were solicited. The quantitative data presented in bank's
reports and their office records formed the base for evaluating the
performance of UCBs. In addition, the supplementary books on
co-operative development, financial management, banking,
financial services, research methodology, various journals and
periodicals were referred. The internet sources were also used.

In the light of objectives of the study, it was imperative to
examine the trends in various aspects of banks' performance.
Therefore, the twelve years' period was considered adequate for
the present research work. The study covered the twelve
consecutive financial years from 2002-03 to 2013-2014. The
availability of data for twelve preceding years was another
important reason behind determination of the period for study.

The geographical scope of the present study is confined to Sangli
district. The topical scope of the study focused on studying the
progress of the UCBs in changing market environment. The
analytical scope covers the fulfillment of the objective of the
study. The chronological scope is confined to twelve consecutive
years i.e. from 2002-03 to 2013-14. This period is purposively
selected because of the reason that during this period most of the
UCBs were closed and merged with other banks.

As on 31st March, 2014, there were 20 UCBs operating in Sangli
city and mofussil area of the district, which formed the universe
for the study.All of them have a standing of more than 10 years in
the market. All of those UCBs were selected. Table 5.4 provides
the names and their geographical profile of the selected UCBs.
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primary sector activities to ultra-modern IT based activities.
Resultantly, the credit needs of the people have been growing day
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has observed that some UCBs have violated the
RBI regulations U/S 12(2) (b) regarding providing loans to
priority and weaker sector; instead they have highly concentrated
on loans against gold. He suggested that UCBs should strive to
provide a wide range of banking services to their customers with
all desirable facilities. With the active participation of every staff
and member of the Board of Directors, the loan recovery system
should be established.

has studied the structure and performance of
UCBs with the specific focus on the accountability of the banks
towards society. He suggested that the UCBs should organize
blood donation camp, eye check-up camps, medical check-up
camps, entrepreneurship development camps, free marriage
ceremony for rural folks, sports programmers etc. to enhance the
clientele base. He also advocated the need of planning and
research department for the effective marketing of banking
services and the priority sector and weaker sections of the society
should be given more importance in loans disbursement rather
than security loans. The banks should provide transfer the loan
sanctioning authority to branch managers up to some limit of
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5.5.2. Interpretation of Data

6. HYPOTHESIS TESTING

The very nature of the present work was indeed finding facts from
figures. The data collected through secondary sources were
systematically tabulated and classified bank-wise, year-wise and
parameter-wise. The diagrams and graphs have been used to
exhibit the data in simple comprehensible form. Diagrammatic
presentation of data was done also to enhance the aesthetic value
of the report.

H0: The profitability of UCBs does not depend upon competency
of their management.

H1: The profitability of UCBs depends upon competency of their
management.

Furthermore, it is also equally important to test the null
hypothesis that 'The profitability of UCBs does not depend upon
competency of their management for that the following
hypothesis has tested here below.

For testing hypothesis, the tool of regression analysis is used. The
degree of dependency of the Profitability of UCBs, represented
by Net Profits on the Management Competency (MC),
represented by the seven factors as shown in table no. 6 above, is

tested and such dependency is proved. However, out of seven
factors of Management Competency, only one factors namely
Business per Employee is found the major factor which has
pushed up the net profits of the UCBs.

To test the dependency of profitability of UCBs on competency
of management two ways regression analysis is used. Out of
which, one is to test the dependency of profitability of UCB's
on competency of its management and the second is to test the
dependency of factors of profitability of UCB's on competency
of management. Hence, two independent regression analyses
have been done and the results thereof are presented in Tables
6.1(A) to 6.1 (H)

A. Statistical tools applied

B. Arithmetic mean

C. Standard deviation (S.D.)

D. Coefficient of Variance (C.V.)

E. Karl Pearson’s Correlation Coefficient ®

F. Chi-square test (?2) G. Regression Analysis

H. Two-way ANNOVA Test (F-test)
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Table 5.4  Geographical Profile UCBs in Sangli District

5.5. Data Analysis And Interpretation

5.5.1. Data Analysis

Source: Report of Association of UCBs of Sangli district, 2014

To evaluate the progress of UCBs, the CAMEL model
is used which is the acronym of capital adequacy,
asset quality, management efficiency, earnings quality
and liquidity. Under each parameter the following
ratios are computed.

Sr.

No.

Name of the UCB Location in

Sangli district

1. Sangli Urban Co-operative Bank Ltd. Sangli Sangli city

2. Sangli District Primary Teachers Co -operative Bank Ltd. Sangli Sangli city

3. Shri Laxmi Urban Co-operative Bank Ltd. Sangli Sangli city

4. Islampur Urban Co-operative Bank Ltd. Islampur Islampur

5. M.D. Pawar Peoples Co -operative Bank Ltd. Islampur Islampur

6. The Vita Urban Co-operative Bank Ltd. Vita Vita

7. The Vita Merchants Co -operative Bank Ltd. Vita Vita

8. The Manmandir Co-operative Bank Ltd. Vita Vita

9. Rajarambapu Co-operative Bank Ltd. Peth Peth

10. Jath Co-operative Bank Ltd. Jath Jath

11. Shri Laxmi Co-operative Bank Ltd. Mhaishal Mhaishal

12. Sarjeraodada Naik Co-operative Bank Ltd. Shirala Shirala

13. The Tasgaon Urban Co-operative Bank Ltd., Tasgaon Tasgaon

14. Babasaheb Deshmukh Co-operative Bank Ltd., Atpadi Atpadi

15. The Ashta Peoples Co -operative Bank Ltd., Ashta Ashta

16. Hutatma Co-operative Bank Ltd., Walwa Walwa

17. Palus  Co-operative Bank Ltd., Palus Palus

18. Shri. Satyavijay Co-operative Bank Ltd., Kundal Kundal

19. Appasaheb Birnale  Co-operative Bank Ltd., Dudhgaon Dudhgaon

20. Mansing Co-operative Bank Ltd., Dudhondi Dudhondi

C Capital

Adequacy

Capital Adequacy Ratio, Dept Equity Ratio and Advances to Assets Ratio are

computed to understand the trend in maintenance of capital adequacy by

UCBs.

A Asset

Quality

Net NPAs to Total Assets Ratio, Net NPAs to Total Advances Ratio, Total

Investments to Total Asse ts Ratio and Percentage Change in Net NPAs are

employed to assess the asset quality of UCBs.

M Management

Efficiency

Total Advances to Total Assets Ratio , Business per Employee, Percentage

Growth in Business per Employee , Business per Branch , Profit per

Employee, Total Income per Employee, Burden per Employee and Spread

per Employee are computed to examine the efficiency of management of

UCBs.

E Earnings

Quality

The ratios of Operating Profit to Average Working Funds R atio, Net Interest

Margin, Net Profit to Average Assets Ratio, Interest Income to Working

Funds Ratio and Return on Net Worth are computed to understand the

earning quality of the UCBs.

L Liquidity The liquidity position of UCBs is analyzed with the help of Liquid Assets to

Total Assets Ratio, Liquid Assets to Total Deposits Ratio and Liquid Assets

to Demand Deposits Ratio.

Table 6 Testing of Hypothesis

UCB
Management

Efficiency

Profitability

(Net Profit )

Sangli Urban Co-operative Bank Ltd. Sangli 337.11 94.85

Sangli District Primary Teachers Co -operative Bank Ltd.

Sangli

217.36 96.65

ShriLaxmi Urban Co-operative Bank Ltd. Sangli 63.82 10.51

Islampur Co-operative Bank Ltd. Islampur 158.07 -1.87

M.D. Pawar Peoples Co -operative Bank Ltd. Islampur 160.22 14.81

The Vita Urban Co-operative Bank Ltd. Vita 376.44 -22.78

The Vita Merchants Co -operative Bank Ltd. Vita 182.66 -75.67

The Manmandir Co-operative Bank Ltd. Vita 177.89 18.82

Rajarambapu Co-operative Bank Ltd. Peth 459.54 308.24

Jath Co-operative Bank Ltd. Jath 277.41 29.03

ShriLaxmi Co-operative Bank Ltd. Mhaishal 235.07 10.66

SarjeraodadaNaik Co-operative Bank Ltd. Shirala 117.25 25.35

The Tasgaon Urban Co-operative Bank Ltd., Tasgaon 173.98 44.99

BabasahebDeshmukh Co-operative Bank Ltd., Atpadi 215.55 31.82

The Ashta Peoples Co -operative Bank Ltd., Ashta 151.49 58.71

Hutatma Co-operative Bank Ltd., Walwa 292.10 66.53

Palus Co-operative Bank Ltd., Palus 257.55 79.22

Shri. Satyavijay Co-operative Bank Ltd., Kundal 223.21 42.25

AppasahebBirnale Co-operative Bank Ltd., Dudhgaon 204.86 13.43

Mansing Co-operative Bank Ltd.Dudhandi 219.33 16.64
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degree of dependency of the Profitability of UCBs, represented
by Net Profits on the Management Competency (MC),
represented by the seven factors as shown in table no. 6 above, is

tested and such dependency is proved. However, out of seven
factors of Management Competency, only one factors namely
Business per Employee is found the major factor which has
pushed up the net profits of the UCBs.

To test the dependency of profitability of UCBs on competency
of management two ways regression analysis is used. Out of
which, one is to test the dependency of profitability of UCB's
on competency of its management and the second is to test the
dependency of factors of profitability of UCB's on competency
of management. Hence, two independent regression analyses
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A. Statistical tools applied

B. Arithmetic mean

C. Standard deviation (S.D.)

D. Coefficient of Variance (C.V.)

E. Karl Pearson’s Correlation Coefficient ®

F. Chi-square test (?2) G. Regression Analysis

H. Two-way ANNOVA Test (F-test)
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Table 5.4  Geographical Profile UCBs in Sangli District

5.5. Data Analysis And Interpretation

5.5.1. Data Analysis

Source: Report of Association of UCBs of Sangli district, 2014

To evaluate the progress of UCBs, the CAMEL model
is used which is the acronym of capital adequacy,
asset quality, management efficiency, earnings quality
and liquidity. Under each parameter the following
ratios are computed.

Sr.

No.

Name of the UCB Location in

Sangli district
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2. Sangli District Primary Teachers Co -operative Bank Ltd. Sangli Sangli city

3. Shri Laxmi Urban Co-operative Bank Ltd. Sangli Sangli city

4. Islampur Urban Co-operative Bank Ltd. Islampur Islampur

5. M.D. Pawar Peoples Co -operative Bank Ltd. Islampur Islampur

6. The Vita Urban Co-operative Bank Ltd. Vita Vita

7. The Vita Merchants Co -operative Bank Ltd. Vita Vita

8. The Manmandir Co-operative Bank Ltd. Vita Vita

9. Rajarambapu Co-operative Bank Ltd. Peth Peth

10. Jath Co-operative Bank Ltd. Jath Jath

11. Shri Laxmi Co-operative Bank Ltd. Mhaishal Mhaishal

12. Sarjeraodada Naik Co-operative Bank Ltd. Shirala Shirala

13. The Tasgaon Urban Co-operative Bank Ltd., Tasgaon Tasgaon

14. Babasaheb Deshmukh Co-operative Bank Ltd., Atpadi Atpadi

15. The Ashta Peoples Co -operative Bank Ltd., Ashta Ashta

16. Hutatma Co-operative Bank Ltd., Walwa Walwa

17. Palus  Co-operative Bank Ltd., Palus Palus

18. Shri. Satyavijay Co-operative Bank Ltd., Kundal Kundal

19. Appasaheb Birnale  Co-operative Bank Ltd., Dudhgaon Dudhgaon

20. Mansing Co-operative Bank Ltd., Dudhondi Dudhondi

C Capital

Adequacy

Capital Adequacy Ratio, Dept Equity Ratio and Advances to Assets Ratio are

computed to understand the trend in maintenance of capital adequacy by
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A Asset

Quality

Net NPAs to Total Assets Ratio, Net NPAs to Total Advances Ratio, Total

Investments to Total Asse ts Ratio and Percentage Change in Net NPAs are

employed to assess the asset quality of UCBs.

M Management

Efficiency
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Growth in Business per Employee , Business per Branch , Profit per
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E Earnings
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Table 6 Testing of Hypothesis

UCB
Management

Efficiency

Profitability

(Net Profit )
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Sangli District Primary Teachers Co -operative Bank Ltd.

Sangli

217.36 96.65
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The Tasgaon Urban Co-operative Bank Ltd., Tasgaon 173.98 44.99

BabasahebDeshmukh Co-operative Bank Ltd., Atpadi 215.55 31.82
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Since the independent variable in above case i.e. Mean MC carries seven variables to probe in depth to test relative importance of
each variable as contributor to profitability of UCB's considering these seven variables as independent variables regression
analysis is done.

In following model entire seven variables are entered using forward method.

Above table shows that only one variable i.e. BPE is retained and rest six variables are removed by software in regression
analysis.

Above table shows that r square is 0.438 which is considerable.

After entering all seven variables only BPE has been retained and rest six variables are removed shows that only BPE is
significantly contributing to Profitability (NP)

Above table shows that both constant and BPE are significant. Hence it is concluded that the Profitability (NP) is significantly
contributed by BPE.

Table: 6.1 (E) Variables entered to test progress of UCBs

Table: 6.1 (F)  Regression model summary to test progress of UCBs

Table: 6.1 (G) ANNOVA of progress of UCBs

Table: 6.1 (H) Regression model of progress of UCBs
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Table: 6.1 (A) Variables entered to test progress of UCBs

Table: 6.1 (B) Regression model summary to test profitability of UCBs

Table: 6.1 © ANOVA of progress of UCBs

Table: 6.1 (D) Regression model of progress of UCBs

Above table shows that variables entered to calculate dependency using regression model is Mean Profitability of UCBs is
dependent variable and mean MC is an independent variable.

Above table shows that, R square is 0.362 which shows considerable dependency of mean MC on Mean Profitability.

Since the F statistics is 10.192 and 'p' value is 0.005 test is significant leads to reject null hypothesis and accept alternative
hypothesis i.e. MC is contributor to Profitability.

Above table shows that constant is not significant since t statistics is  1.805 and 'p' value is 0.088 but Mean MC is significant
since't' statistics is 3.093 and 'p' value is 0.005.

Variables Entered/Removed
b

Model Variables Entered Variables
Removed

Method

1 MeanMCa . Enter

a. All requested variables entered.

b. Dependent Variable: NPM

Model Summary

Model R R Square Adjusted R
Square

Std. Error of the
Estimate

1 .601a .362 .326 60.77749

a. Predictors: (Constant), MeanMC

ANOVA
b

Model Sum of
Squares

df Mean Square F Sig.

1 Regression 37650.016 1 37650.016 10.192 .005a

Residual 66490.251 18 3693.903

Total 104140.267 19

a. Predictors: (Constant), MeanMC

b. Dependent Variable: NPM

Coefficients
a

Model Unstandardized
Coefficients

Standardized
Coefficients

t Sig.

B Std.
Error

Beta

1 (Constant) -66.818 37.017 -1.805 .088

MeanMC .488 .153 .601 3.193 .005

a. Dependent Variable: NPM

Variables Entered/Removed
a

Mod

el

Variables

Entered

Variables
Removed

Method

1 BPE . Forward (Criterion: Probability-of-F-to-enter <=
.050)

a. Dependent Variable: NPM

Model Summary

Model R R Square Adjusted R

Square

Std. Error of the

Estimate

1 .662a .438 .407 57.01993

a. Predictors: (Constant), BPE

ANOVA
b

Model Sum of

Squares

df Mean Square F Sig.

1 Regression 45617.359 1 45617.359 14.031 .001a

Residual 58522.909 18 3251.273

Total 104140.267 19

a. Predictors: (Constant), BPE

b. Dependent Variable: NPM

Coefficients
a

Model Unstandardized

Coefficients

Standardized

Coefficients

t Sig.

B Std. Error Beta

1 (Constant) -100.094 40.301 -2.484 .023

BPE .910 .243 .662 3.746 .001

a. Dependent Variable: NPM
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Introduction

A major issue in the development of human beings specially
women development is “Gender inequality”. Women have made
major developments since economic liberalization, but they not
yet have similar opportunities. Gender inequality is still a great
problem of several developing and underdeveloped countries.
The lesser availability of opportunities for women are a key
source of inequity., Several development dimensions such as
health, education, representation in politics, labor market, etc.
have been used for women discrimination with negative
consequences for development of their capabilities and their
freedom of choice. (UNDP, 2015)

According the literature several studies has been conducted on
Women empowerment such as study by Ganesh and Gill (2007)
on “Women empowerment in entrepreneurship participation in
India”, Folbre (2006) study on “Participation of women in care
services” , Lopez Claros and Zahidi ( 2005) study on “Role of
education as basis in empowering women in all spheres of society
with special focused on Japan”. However, it remains uncharted in
terms of comparative analysis of women empowerment position

particularly based on the GII indicator in SouthAsian Countries.

The achievement inequalities of male and female are being
measured by GII. These achievements inequalities are being
majored on three dimensions such as (1) labour market
participation, (2) empowerment, and (3) reproductive health. It
compares the achievements of male and female in country using
the aforementioned dimensions. Human Development Report
(HDR) 2010 by UNDP first presented global GII which specifies
achievements of male and female with respect to certain
dimensions. GII helps to measure gender inequalities more
specifically than earlier indicators of gender inequalities in the
field of economy, education, political and societal (UNDP, 2009).
It measures human development cost in terms of gender
inequalities. Gender inequalities refers to difference in chances
and contribution of male and female in development. The motive
behind construction of GII is to measure the gender inequality
globally and to provide a solution for upliftment of female
situation in the society in relation to men at large. The GII used to
measure the position of women in 159 countries; it measure
gender inequalities in major fields of human development. GII
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CONCLUSION
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As the efficiency of management, as the chief decision-maker, is
reflected in the capability of management of the UCBs in
generating business and maximizing the profits, it is examined by
Advances to Deposits Ratio (ADR), Business per Employee
(BPE), Business per Branch (BPB), Profit per Employee (PPE)
Total Income Per Employee (TIPE), Burden Per Employee
(PEB) and Spread Per Employee (PES).

To study the productivity of human force of the bank, which is
used as a tool to measure the efficiency of all the employees of a
bank in generating business for the bank, the Business per
Employee is computed which exhibits that 18 UCBs (90 %) in
Sangli district have their BPE much above Rs. 1 crore.
Rajarambapu Co-operative Bank has led the group with mean
BPE of 302.41 lakh while ShriLaxmi UCB has the lowest BPE of
74.67 lakh. Out of 20 UCBs, only 2 (10 %) have mean of BPE
below Rs.1 core, 7 UCBs (35 %) have between Rs. 1 to 1.5 core ,
9 UCB (45 %) have it between Rs. 1.51 to 2 crore and 1 UCB (5
%) each it above Rs. 2 crore and Rs. 3 core respectively.

Hypothesis testing reveals that, Regression Analysis of
'Management Competency factors' and 'Factors of progress of
UCBs' leads to accept the hypothesis that 'The profitability of
UCBs depends upon competency of their management.

The business of UCBs depends upon three major factors namely
mobilization of deposits, disbursement and recovery. The UCBs
which can mobilize the maximum deposits at low-cost, disburses
loan to quality borrowers and has efficient recovery mechanism
succeeds in the banking business. Therefore, the appraisal of
UCBs business performance becomes inevitable. The business
performance of UCBs operating in Sangli district is measured by
11 relevant ratios.

It is incontestable that whatever progress has been achieved by
the UCBs in Sangli district in respect of physical performance
and improvement in their operational efficiency is because of
competency of their management. Regression Analysis of
'Management Competency factors' and 'Factors of progress of
UCBs' leads to accept the hypothesis that 'The progress of UCBs
in Sangli district depends upon the competency of their
management. The human resource of the UCBs is being
optimally utilized for mobilizing deposits, which has created the
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help to critically analyze the policies for women empowerment
and give options to re modify the policy for betterment of the
women. GII is constructed by UNDP based on three dimensions:
Reproductive Health of women, Empowerment of Women, and
Participation in Women in Labor Market. It includes five
indicators:

Two indicators describe the Reproductive Health:

1. Maternal mortality ratio

2. Adolescent birth rate

Two indicators describe the Empowerment:

1. Female parliamentary seats occupancy

2. Adult literacy rate in secondary education

One indicator describe the Economic Status

GII Source: HDR, 2010 by UNDP

This paper seeks to identify the GII and the importance of
indicators used in GII to find out the achievement of females in
relation to male. The indicators are female occupancy of
parliamentarian seat, adult literacy in sec. education, female
labour force participation in South Asian Countries. The
theoretical framework of GII is based on explanation given by
UNDP, (2015). This paper suggest a proposition :

P1. The higher the country in which the women empowered by
higher percentage enrolled in sec. school education and
parliamentarian seats , higher they have human development
index and lower they have Gender inequality index.

This paper focuses on three dimensions to measure and compare
the achievements of male and female across country such as

female parliamentarian, Females enrolled in sec. education, and
Females involvement in labour force. The paper is segmented in
four parts. First part focuses on defining gender empowerment
based on processual view and instrumentalist view. The second
part defines the women empowerment with the help of several
definitions of authors based on previous literature. The third part
focuses on the methodology of this study to explore the
relationship between women empowerment index and human
development index, relationship between human development
index and Gender inequality index and to compare GII for all
South Asian countries. The last part of the paper concludes and
crystallizes recommendations for policy makers for betterment
of women empowerment.

In processual view, Empowerment means involvement and
part icipat ion (HDR,
1995). People should be
fu l ly invo lved and
participate in their own
development than only
they will be empowered
(UN, 1995 b: 12). But the
instrumentalist view of
empowerment focuses
more on enhancing
women capabilities and
opportunities in order to
become economically
developed country (UN,
1995b: iii).

S o m e t i m e s
empowerment involved

so many people in a different role to become empowered which
may be unfair for other gender or which may be unacceptable in
human rights (Oxfam, 1995). The empowerment is not about
dominating on one gender by the other one, it is giving freedom
of choice to everyone in the society regardless of his or her
gender. The empowerment is not the replacement of one genders'
opportunities with the other one. It should lead to the freedom of
any one gender from unethical value systems. Women
empowerment should give such a freedom to everyone so that
they would utilize their full potential for betterment of humane
kind not specifically for male or females (Akhtar 1992 quoted in
Batliwala 1994: 131).

Several definitions given by various authors attempted to define
empowerment as process or as a component. Table 1 shows
definitions of women empowerment given by various authors.

Figure 1:

Gender Empowerment

Female Labor force participation

Definition Author

“The enhancement of assets and capabilities of diverse individuals
and groups to engage, influence and hold accountable the
institutions, which affect them”.

Bennett (2002)

“Altering relations of power which constrain women’s options and
autonomy and adversely affect health and well-being”.

G. Sen (1993)

“A process whereby women become able to organize themselves to
increase their own self-reliance, to assert their independent right to
make choices and to control resources which will assist in
challenging and eliminating their own subordination”.

Keller and
Mbwewe (1991,
as cited in
Rowlands 1995)

“Gaining control of their own lives vis-a-vis family, community,
society, markets”.

Jejeebhoy (2000)

“Women should be able to define self-interest and choice, and
consider themselves as not only able, but entitled to make choices”.

A. Sen 1999; G.
Sen 1993,
Kabeer 2001;
Rowlands 1995;
Nussbaum 2000;
Chen 1992

“Gender equality implies equivalence in life outcomes for women
and men, recognizing their different needs and interests, and
requiring a redistribution of power and resources”.

Anonymous
(2010)

“Gender equity recognizes that women and men have different
needs, preferences, and interests and that equality of outcomes may
necessitate different treatment of men and women”.

(Reeves and
Baden 2000:10).

“Understanding of choice comprises three inter-related components:
resources, which form the conditions under which choices are
made; agency, which is at the heart of the process through which
choices are made, and achievements, which are the outcomes of
choices.”

Kabeer (2001)

“Rights, resources, and voice as the three critical components of
gender equality”.

Engendering
Development,”
(2001a)

“Resources, perceptions, relationships, and power,” as the main
components of empowerment”.

Chen (1992)

“Empowerment as control over resources and ideology”. Batliwala (1994)

“Women’s Empowerment Framework constructed by Sara Longwe,
which encompasses welfare, access to resources, awareness raising,
participation, and control”

UNICEF (1994).
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between the economic status of women in South Asian Countries
and women empowerment index of the year 2015. There was a
not significant correlation between the two variables, r = 0.359, n
= 8, p > 0.01, two tailed.

RQ2a: Are women empowerment and human development
correlated with each other?

H2a: There is no significant relationship between women
empowerment and human development in SouthAsian countries

**. Correlation is significant at the 0.01 level (2-tailed).

Table 3 illustrates the results of Pearson product-moment
correlation coefficient that was used to assess the relationship
between women empowerment index and human development
index of South Asian Countries. There is a significant positive
correlation between two variables, r=0.960, n=8, p<0.01, two
tailed. It means along with the empowerment of women in the
countries, the human development index is also increasing.

RQ3a: Is Gender Inequality index varies among 8 South Asian
countries?

H3a: All South Asian countries have no difference in gender
Inequality Index.

As shown in table 4, GII is different across different countries.As
GII increases, the value of HDI will decrease. Table 5 illustrates
Pearson product-moment correlation coefficient that is used to
assess the relationship between GII and HDI of South Asian
Countries. There is a significant negative correlation between
two variables, r = - 0.883, n=8, p<0.01, two tailed. It means along
with the empowerment of women in the countries, the human
development index is also increasing.

**. Correlation is significant at the 0.01 level (2-tailed).

RQ4a: What role has Education played in women empowerment
in SouthAsian Countries?

H4a: Education has no significant role in women empowerment
in SouthAsian Countries.

Table 6 illustrates the results of Pearson's correlation matrix for
measuring the relationship between female Parliamentarian
Seats participation and Adult Literacy Rate in secondary
education in the year 2015. There is no significant relationship
between two variables (r=-0.494) (p>0.01).

The current study provided the degree of relationship between
human development and gender inequality indicators with the
help of correlation matrix. The study found that countries having
improved HDI should have less value of GII to grow the
economic conditions of females.

The current study concluded by defining the meaning of Gender
inequality index based on Processual and instrumentalist view of
empowerment. The paper also analysed GII's initiatives and

Table 3 : Correlation of Human Development Index and

Women Empowerment Index

Table 4: GII, HDI and WEI in the year 2015

Table 5: Correlation of HDI and GII in the year 2015

Table 6: Correlation of Females Parliamentarian Seats and

Adult literacy

Conclusion
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Gender Inequality Index (GII) : Measurement tool for

Women Empowerment

Research Gap and Research questions

Research Methodology

Analysis and Findings

Table 2: Correlation of Economic status and Women

Empowerment Index

The social and cultural construct used to distinguish between
male and female entities is known as Gender (Connell, 2002);
while empowerment is explained as enhancement of individual
capabilities to make choices for achievement and providing
opportunities to achieve the desired choices (The World Bank,
2002). The GII construct used as a method and source to fill the
gender gap in terms of achievement indicators. GEM and GDI are
the foundation for building up the global GII. UNDP used two
indices that is GEM and GDI to measure the gender inequality.
The first index, GDI was used to measure level of human
development discounting for gender inequality. The second
index, GEM, focused on achievement through parliamentarian
seat, female labour workforce participation and Opportunities in
economic power.

To remove the limitations occurred due to GEM and GDI, GII has
been introduced by HDR, 2010 to measure gender inequality. GII
included some methodological improvements and alternative
indicators.

1. GII uses only measured variables, not imputations

2. GII combines both empowerment and development-related
indicators of gender inequality.

3. GII excluded some components of GDI and GEM, which
were controversial in nature. For example Income.

4. GII captures overlapping disadvantages. When
disadvantages across dimensions are associated with GII, It
increases gradually.

5. The major advantage of GII is overlapping disadvantages, as
it is the important aspect of gender inequality.

Prior studies show that very few researches conducted on south
Asian countries. The developing countries are facing so many
problems in terms of women empowerment. To give a brief idea
through a theoretical framework and statistical result, this study
provides the actual position of women in south Asian countries.
In addition, that will give them a base to re modify the policies to
enhance the position of women in these countries.

In the past three decades, there have been extant literatures on
gender empowerment. According to Hall (1992) and Kabeer
(2005) there is gradual increase in the attention to empower the
women both socially and economically in relation to men. The
studies on single country is also very less in number. The other
studies conducted by Ganesh and Gill, (2007) focuses on female
entrepreneur participation in India in terms of empowerment and
Folbre (2006) on participation of females in care services. “The
development of matrix can help to empower females if it helps to
link socio-cultural, religious, political and legal spheres”
(Charmes and Wieringa, 2003). Lopez-Claros and Zahidi, 2005
explains the role of education in empowering the women
specifically in Japan (FUDANREN, 2009). However, it remains
unexplored in terms of comparative analysis of gender

empowerment initiatives and achievements particularly based on
the achievement indicator GII in SouthAsian Countries.

The current study tries to figure out the answers of the following
research questions.

R1: Is there exists a significant relationship between economic
status and empowerment of females in SouthAsian Countries?

H1a: There is no significant relationship between economic
status and empowerment of females in SouthAsian countries

R2: Are women empowerment and human development
correlated with each other?

H2a: There is no significant relationship between women
empowerment and human development in SouthAsian countries

R3: Is Gender Inequality index varies among 8 south Asian
countries?

H3a: All south Asian countries have no difference in gender
Inequality Index.

R4: Has Education play a significant role in women
empowerment of females in SouthAsian Countries?

H4a: Education has a no significant role in women empowerment
of females in SouthAsian Countries.

The study uses a secondary data of all eight South Asian
countries. The data has been collected from UNDP official
website. The research is inductive; it tries to conclude the result
based on pre conceived assumptions and hypothesis as supported
by other literature. The source of data collection is secondary
data. The correlation analysis is used to find out the relationship
among the indicators and indexes available.

The economic status of female is defined by total labour force
participation in decision-making and the senior positions held by
females. The empowerment of female is the result of two
indicators such as parliamentarian seats avail by females and
total enrolment at least at sec. education by females.

RQ1a: Is there exists a significant relationship between economic
status and empowerment of females in SouthAsian Countries?

H1a: There is no significant relationship between economic
status and empowerment of females in SouthAsian countries

Table 2 represents the results of Pearson product-moment
correlation coefficient that was used to measure the relationship

Women

Empowerment Index

_2015

Economic Status

Index  2015

Pearson

Correlation

.359

Sig. (2-tailed) .382

N 8

Human

Development Index

Women

Empowerment

Index _2015

Pearson

Correlation

.960**

Sig. (2-tailed) .000

N 8

Countries Gender

Inequality

Index

(GII)

Human

Development

Index

(HDI)

Women

Empowerment

Index

(WEI)

India 0.530 0.624 0.050

Bangladesh 0.520 0.579 -0.063

Afganistan 0.667 0.479 -0.437

Bhutan 0.477 0.607 -0.069

Nepal 0.497 0.558 -0.377

Pakistan 0.546 0.55 -0.167

Sri Lanka 0.386 0.766 0.5

Maldives 0.312 0.701 0.171

Gender

Inequality Index

(GII)

Human

DeveLopment

Index

(HDI)

Pearson

Correlation

-.883**

Sig. (2-tailed) .004

N 8

Population with at

least some

secondary education

2015   (Adult

Literacy )

Per_Share_of_Parl

iamentarian_Seats

2015

Pearson

Correlation

-.494

Sig. (2-tailed) .213

N 8
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between the economic status of women in South Asian Countries
and women empowerment index of the year 2015. There was a
not significant correlation between the two variables, r = 0.359, n
= 8, p > 0.01, two tailed.

RQ2a: Are women empowerment and human development
correlated with each other?

H2a: There is no significant relationship between women
empowerment and human development in SouthAsian countries

**. Correlation is significant at the 0.01 level (2-tailed).

Table 3 illustrates the results of Pearson product-moment
correlation coefficient that was used to assess the relationship
between women empowerment index and human development
index of South Asian Countries. There is a significant positive
correlation between two variables, r=0.960, n=8, p<0.01, two
tailed. It means along with the empowerment of women in the
countries, the human development index is also increasing.

RQ3a: Is Gender Inequality index varies among 8 South Asian
countries?
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Inequality Index.

As shown in table 4, GII is different across different countries.As
GII increases, the value of HDI will decrease. Table 5 illustrates
Pearson product-moment correlation coefficient that is used to
assess the relationship between GII and HDI of South Asian
Countries. There is a significant negative correlation between
two variables, r = - 0.883, n=8, p<0.01, two tailed. It means along
with the empowerment of women in the countries, the human
development index is also increasing.
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in SouthAsian Countries?

H4a: Education has no significant role in women empowerment
in SouthAsian Countries.

Table 6 illustrates the results of Pearson's correlation matrix for
measuring the relationship between female Parliamentarian
Seats participation and Adult Literacy Rate in secondary
education in the year 2015. There is no significant relationship
between two variables (r=-0.494) (p>0.01).

The current study provided the degree of relationship between
human development and gender inequality indicators with the
help of correlation matrix. The study found that countries having
improved HDI should have less value of GII to grow the
economic conditions of females.

The current study concluded by defining the meaning of Gender
inequality index based on Processual and instrumentalist view of
empowerment. The paper also analysed GII's initiatives and
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The current study tries to figure out the answers of the following
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particularly on achievements in South Asian countries. It is
concluded that there are still inconsistencies among South Asian
countries in terms of female occupancy in parliament, Adult
Literacy Rate in sec. education. In all indicators, Gender gaps
were also noted. However, there are some signs of lesser gender
gap in some countries specifically in Sri Lanka. Speci?cally, we
found that countries such as Sri Lanka and Maldives that have
gender-friendly policies, show better status of women
empowerment. Country such as Bhutan and Bangladesh has least
women Empowerment Index. Despite efforts done by UNDP,
UNESCO in developing countries to improve females'
participation rate, generally female in these countries are still not
empowered in the identified indicators of GII. This study
strongly believes that there is strong hindrance for the females for
reaching and to occupy higher positions in parliament or
participate in labour workforce. It shows a large gap between
male and female in these indicators. The government and
policymakers should take some strong steps to break this glass
ceiling so that it can give opportunities to female and which in
turn can convert opportunities in to desired outcomes. Thus, both
government and society would take steps at individual level and
organizational level to identify and enhance the capacities of
women and help them to participate more to become empowered.
In addition, this effort will finally lead to grow the country at a
large scale. At organization level, human resource managers
should also review their policies in terms of selection criteria,
promotion and compensation management. Human resource
managers should inform the upper management the cons of the
gender disparity in the organization and its effectiveness. So that
upper management will also think twice before introducing nay
new strategy.

Future scope of the study can be done on times series basis as only
three of the studies (Winter 1994; Kishor 1992; Tzannatos 1999)
use data from more than one point in time to assess
empowerment, whereas there is greater scope to analyse the
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59Customer Satisfaction in the Banking Industry

have started looking at methods to increase the customer
retention, one method includes the factors like service quality, m-
baking, internet banking, and rural services and so on. These
factors play a major role in enhancing customer experience and
satisfaction.

Public and private banks coexist in India. But the public sector
accounts for 78% of the total banking system which is a challenge
for the private sector, a lot of papers have tried to showcase the
difference in the level of customer satisfaction from time to
time(Mishra, 2014).Often these papers concentrate on several
factors, however not all factors are interlinked to check the
customer satisfaction index.

A wide range of papers have been analysed for better
understanding factors leading to customer satisfaction in India.

Research on papers of similar topics have helped us find different
reasons for customer satisfaction like access convenience, access
convenience, transaction convenience, benefit convenience, and
post benefit convenience increase customer satisfaction(Kaura,
2013), certain other critical factors like specific needs of
customers being met also helps improve customer
satisfaction(Kondasani, 2013). When it comes to ATM's
customer satisfaction is higher when the accessibility is
increased(Kaur, 2013).

Similarly, we examined several research articles through which
we were able to identify many factors that play a major role in
determining the customer satisfaction index in the banking
industry. By following the general practiced principles of the
systematic literature review method we were able to create sub-
areas for the score of review, for this we identified pertinent
literature and the papers are included in this review.

The scope of this reviewis demarcated by two main inclusion
criteria used for searching relevant literature namely type of
content and the content itself. The first criterion limits the search
to journal articles only as these undergo critical analysis by
researchers and academicians. The second criterion brackets the
search to include customer satisfaction in traditional banking
context. It excludes articles on religious banking and employee
satisfaction in banking context.

This review has47 articles encompassed which were published
between 2013 and 2017, with an unwavering and prodigious
increase over this five-year period (Figure 1). This can be
elucidated by the fact that the penetration of banks in rural areas
and extension of banking services (ATM's) emanated only a few
years ago. User friendliness and accessibility of internet banking
and mobile wallet is a major reason for the same. Microfinances
in rural areas have emerged as a major backbone for the rural
population.

The identification of literature as a process was carried out in one
phase. During the month of July 2017, searching and screening
took place simultaneously. During our research we focused on
specific key words like Indian baking sector, banks in India, e-
banking, m-banking, rural banking, ATM services, to draw
relevant articles concerned with our subject of research. The
database used to find articles of relevance were two search sites
EBSCO and Scopus. The reason for choosing two databases was
simple. First it provided exhaustive list of articles which have
exceptional measure of academic content in them as there are
related to management and business research. During our course
of search, we found close to 224 articles as we had used multiple
filters like time frame, inclusion of academic journal, use of TI
title were among a few steps in the first filtration process. The
information from the resulted papers was scrutinized which
involved the title of the article, journal, academic journal, years
of publication, author(s), document type, geographical relevance
and scope of research papers which focused on multiple themes
were excluded from the list.Atotal of 74 articles were found to be
duplicate and were removed during this process.

After this 115 research article were left which were divided
amongst three authors. Each author read the abstract and
conclusions of these research papers to determine the contextual
relevance of the narrowed papers with our research area. We
made excel sheet to write down the scope of research of these
articles, clubbed paper that are consistent in theme, review the
dates of publication (choose articles that are more recently
published). There were a few paper that were off topic as it
covered areas which were limited to religious banks, Customer
perceived service quality and loyalty in Islamic Banks, (Kashif,
Rehman & Pileience, 2016) practices of Customer Assessment
Customer Centric Practices (Al-Azzam, 2015), Customer
orientation(Filip &Anghel, 2009). These were not relevant as we
were more focused on banking service in general rather than
social or religious disparity. This reduced our research article by
an ample number and we were left with only 47 articles in hand

2. Systematic Literature Review Methodology 2.2 Search for literature with relevance

2.1 Scope

2.2 Results of Systematic Review

Figure 1: No. of similar articles published each year
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1.

Customer satisfaction is a term that is used in marketing to
measuring how content a customer is with the products or
services offered by an organization. The product or service could
either meet or exceed a customer's expectations(Selvakumar,
2015). In the competitive business world today, customer
satisfaction is the single most factor that ensures enduring
relationship between the customers and organizations. Service
quality and other such determinants play a major role in order to
provide customer satisfactionin the banking sector (Lau, M. M.,
Cheugn, 2013). Due to the monetary aspect of the banking
business, even the smallest of discomfort to customers can
become the cause for a big trouble for banks(Munusamy, 2009).
Also because banks sell largely undifferentiated products,
customer satisfaction ensures survival and future growth.

Customer satisfaction is a popular topic among scholars and
researchers, as they have written ample numbers of papers
covering various aspects/factors that are related to customer
satisfaction. The enthusiasm for this subject has been
consistently expanding, as demonstrated by the developing
number of scholastic articles distributed in different diaries. A

momentous top in scholastic productions beginning from 2013
with 785 articles, 940 of every 2014, 1066 out of 2015 and 1260
out of 2016.

Banking in India has gone through a lot of reforms made after the
liberalization and deregulation trends started in the 1990's.Ashift
has been seen in the concept of traditional banking and concept of
quality in service and this has grabbed the attention of all the
customers(Tran Van Quet, Nguyen, and Taikoo Chang, 2015).
Banks have modified themselves in many ways to meet the
demands of customers and to analyse the expectations of the
customers. Measuring of the customer satisfaction is important in
the process of serving customers (Roy, 2011).

Relationship Management has become the core of banking
services. However this is not a new concept introduced in
banking. Earlier a trusted brand manager used to be a part of the
family and now has been replaced by a Relationship Manager.
The evolution of the role of Relationship Manager is the result
low level of customer retention over time and customer's
preference to move to better alternatives (Thakur, 2011). The
days of committed customers have gone (Kaur, 2014). As the
competition and awareness among customers increases the banks

Introduction

Customer Satisfaction in the Banking Industry:

A Methodological And Thematic Review

ABSTRACT:

Keywords: Customer Satisfaction, Internet Banking, Service Quality, Methodological Review, Thematic Review, Systematic

Review of Literature

With the push to financial inclusion and the changing ecosystem of banking sector, the research interest on this topic is never-ending.

This research attempts to highlight the existing concepts through a systematic review of literature methodology. A total of 47 relevant

papers for the review process were selected which lead to identification of five major themes like Service Quality, Internet Banking,

Rural Banking Service, M-Banking and ATM. This research has taken into consideration customer satisfaction with respect to both

private and public banks. The thematic and methodological review revealed overlapping themes and mixed methods respectively. The

existing literature predominantly focuses on factors leading to customer satisfaction in traditional banking. A need is felt to review the

concept with a new perspective given the adoption of technology in banking sector and also changing consumer behaviour. Therefore,

more quantitative, mixed methods and theory based research on how technology is affecting customer satisfaction in banking sector is

imperative.

Kevin George Julius*

Khandaker Ruhul Amin**

Smita Mehendale***

*MBA Student, Symbiosis Institute of Management Studies, Symbiosis International University, Pune, Maharashtra.

**MBA student,Symbiosis Institute of Management Studies, Symbiosis International University, Pune, Maharashtra.

***Assistant Professor, Symbiosis Institute of Management Studies, Symbiosis International University, Pune, Maharashtra.



59Customer Satisfaction in the Banking Industry
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retention, one method includes the factors like service quality, m-
baking, internet banking, and rural services and so on. These
factors play a major role in enhancing customer experience and
satisfaction.

Public and private banks coexist in India. But the public sector
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for the private sector, a lot of papers have tried to showcase the
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time(Mishra, 2014).Often these papers concentrate on several
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post benefit convenience increase customer satisfaction(Kaura,
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Similarly, we examined several research articles through which
we were able to identify many factors that play a major role in
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literature and the papers are included in this review.
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content and the content itself. The first criterion limits the search
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context. It excludes articles on religious banking and employee
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between 2013 and 2017, with an unwavering and prodigious
increase over this five-year period (Figure 1). This can be
elucidated by the fact that the penetration of banks in rural areas
and extension of banking services (ATM's) emanated only a few
years ago. User friendliness and accessibility of internet banking
and mobile wallet is a major reason for the same. Microfinances
in rural areas have emerged as a major backbone for the rural
population.

The identification of literature as a process was carried out in one
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took place simultaneously. During our research we focused on
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title were among a few steps in the first filtration process. The
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customer satisfaction ensures survival and future growth.

Customer satisfaction is a popular topic among scholars and
researchers, as they have written ample numbers of papers
covering various aspects/factors that are related to customer
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Banks have modified themselves in many ways to meet the
demands of customers and to analyse the expectations of the
customers. Measuring of the customer satisfaction is important in
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services. However this is not a new concept introduced in
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low level of customer retention over time and customer's
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Figure 3:Flowchart of the selection process of papers

Table1: Database searched

Table 2. Methodology of research used in the reviews

3. Methodological Review

4. Thematic Review

Without illustrating the procedures and research outline of the
examined literature, this short structured reviews looks to give a
separate perspective into customer satisfaction in banking sector
in India in terms of methodical approaches used during research
by authors of relevant literature. Both authors collaborated to
pick out sections pertaining to the concerned methodology which
led to segmenting the article into:

Research which is qualitative, which mostly included

examining of case studies and interviews.

Quantitative research by the use of surveys.

Mixed method research which is an amalgamation of both
quantitative and qualitative research.

Non-empirical research included essays and few papers.

Quantitative research accounted for 51.06% of the referred
articles (n=24), which preceded qualitative research articles
which accounted for 27.65% (n=13), non-empirical and mixed
methods research articles accounted for 10.64% each (n=5)
(Table 1).This methodological segmentation can be described by
the diversity of topics and questions probed in the reviewed
journals.

Qualitative and quantitative research articles have a more crucial
impact in the reviewed literature on customer satisfaction in
banking sector as the topic is new in the current age. This study
indicates the various stages a new topic has to go through before
achieving maturity(Passmore, Johnathon, & Fillery-Travis,
2011).

For these topics the first focus is on the definition which is
followed by discovering studies and lastly it is focused on the
measures and theories relating to it.(Passmore, Johnathon, &
Fillery-Travis, 2011). Research in Customer satisfaction in
banking sector is making its way for more in-depth and theory
based research as it is in its early stages.

The purpose of thematic review was to capture the core themes
presented in the articles under study. The main ideas in the
articleswere grouped into common themes. Both authors went
through sections of the articles which included abstract and key
words of 47 articles, before thoroughly reading the entire paper to
compile a list of repeating ideas and themes. This resulted in
identification of service quality as a predominant theme in 15
papers followed by internet banking which was discussed in 11
papers, rural banking services in 9 papers, M-Banking in 7 and
ATM in 5 papers.

This research covers internet and m-banking which is a
determinant of convenience in banking and rural banking
services focused on financial inclusion of people from rural
areas.

·

·

·

·
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Figure 4: Main topics of research

4.1 Service Quality

4.2 Internet Banking

4.3 Rural Banking Services

One of the most recurring themes in the customer satisfaction
topic is service quality. Service quality is identified as one of the
prime factors accountable for achieving competitive gains and
continuation of satisfactory relationships with customers(Cronin
& Taylor, 2015). Since banking is a part of the service sector,
major issues that come to the forefront are related to intangible
and inconsistent nature of services. Due to the intangible nature
of services, apart from making judgements based on the
experience of dealing with staff and the basket of products
offered, the customers also judge banking services based on
physical evidence like layout, décor, equipment, monthly
statement and machines used in the bank. These factors play
major role in creating the mind-set of the customers in the initial
stages of interaction as well as continuation of relationship in the
future.

This observation has been strengthened by the quantitative
research done by many researchers.George (2008), Jha (2013),
and Levesque & McDougall (2015) have also found that physical
factors have a significant impact in the level of customer
satisfaction.According to a survey done on SBI and HDFC it was
found that both the banks fared poorly due to various factors like
non-courteous and indifferent behaviour of staff (Ugur, Zeynep
& Donald, 2009). Another survey indicated that tangibles like
how staff is dressed, bank layout, water and sanitary facilities,
and interaction of employees with customer can have both
negative and positive response. (Mishra, 2010)

Perceived value of service quality in banks is a common
assessment overall service quality. This was indicated by a study
conducted on PNB bank in the branches of Haryana(Dutta &
Dutta , 2009).Among three important aspects of service quality
namely people, process and physical evidence, people and
physical evidence were found to have significant positive
influence on service quality in banking(Kaura & Datta, 2012).

Internet banking was found to be the predominant theme in 11
papers reviewed. Various E-channels like phone banking, tele-
banking, ATMs and online banking are revolutionising the banks
in India.

“Anywhere anytime” banking access to his/her account and also
access to the information on the bank's website is referred to as
internet banking. The application of information technology in
the form of electronic payments, online banking etc has helped in
the growth of the banking sector(Kesharwani A &Bisht S, 2011).
Educated respondents make use of the internet banking more as
compared to the other section of the society. The service class and
business class use the internet banking service in a 2:1 ratio as
compared to the other occupation.The respondents having
monthly income more than 1 lakh prefer to use this service.
Account holders of private sector banks generally use this service
more compared to the public sector banks. Security and
convenience play a very crucial role for the use of internet
banking. A study conducted by Firdous & Farooqi(2017)
concluded that efficiency, privacy and website design have the
highest impact on customer satisfaction.

Residents in rural India over the past one decade have gradually
become wealthier. Now many of the farmers belong to the
category of rupee millionaires resulting in them being grab
worthy attractions for the bankers. Establishment of rural
banking in India is very vital for the development of the rural
economy(Subbarao, 2011). So, the commercial banks and
regional rural banks are set up in rural regions of India to enhance
the all-round development of the rural population. Generally,
rural banking is referred to as the engine of rural growth (Khan&
Adil., 2012). For the overall development of a country financial
inclusion plays a very major role (Smith& Bolton, 2013).
Development in the rural retail banking industry provides
financial inclusion by giving services and financial products to
the farthest regions in India. India still faces the lack of access to
basic financial services for its rural areas(Shin D. & Elliott K.,
2013). Non-banking financial corporations (NBFC's) and
upcoming microfinance institutions (MFIs) in the rural sector has
led to a enriching growth.

Indian banking sector is globalising increasingly followed by the
bundling of financials services and the pace changing evolution
of universal banks(Soderlund & Ohman, 2014). The
amalgamation of the both will result in the banking industry
competition to intensify further.Automation has been rampant in
the banking industry which has a very powerful impact for
raising the standards of the banking services (Trochim, 2014).
The ample number of individual banks which are major
participants in the financial systems are considered to be
protectors against financial risks.

Rural banks need to implement more robust risk management
practices and promise to deal with competition without diluting
the operating standards(Walker A. Smither J & Waldman D,
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Without illustrating the procedures and research outline of the
examined literature, this short structured reviews looks to give a
separate perspective into customer satisfaction in banking sector
in India in terms of methodical approaches used during research
by authors of relevant literature. Both authors collaborated to
pick out sections pertaining to the concerned methodology which
led to segmenting the article into:

Research which is qualitative, which mostly included

examining of case studies and interviews.

Quantitative research by the use of surveys.

Mixed method research which is an amalgamation of both
quantitative and qualitative research.

Non-empirical research included essays and few papers.

Quantitative research accounted for 51.06% of the referred
articles (n=24), which preceded qualitative research articles
which accounted for 27.65% (n=13), non-empirical and mixed
methods research articles accounted for 10.64% each (n=5)
(Table 1).This methodological segmentation can be described by
the diversity of topics and questions probed in the reviewed
journals.

Qualitative and quantitative research articles have a more crucial
impact in the reviewed literature on customer satisfaction in
banking sector as the topic is new in the current age. This study
indicates the various stages a new topic has to go through before
achieving maturity(Passmore, Johnathon, & Fillery-Travis,
2011).

For these topics the first focus is on the definition which is
followed by discovering studies and lastly it is focused on the
measures and theories relating to it.(Passmore, Johnathon, &
Fillery-Travis, 2011). Research in Customer satisfaction in
banking sector is making its way for more in-depth and theory
based research as it is in its early stages.

The purpose of thematic review was to capture the core themes
presented in the articles under study. The main ideas in the
articleswere grouped into common themes. Both authors went
through sections of the articles which included abstract and key
words of 47 articles, before thoroughly reading the entire paper to
compile a list of repeating ideas and themes. This resulted in
identification of service quality as a predominant theme in 15
papers followed by internet banking which was discussed in 11
papers, rural banking services in 9 papers, M-Banking in 7 and
ATM in 5 papers.

This research covers internet and m-banking which is a
determinant of convenience in banking and rural banking
services focused on financial inclusion of people from rural
areas.

·
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Figure 4: Main topics of research

4.1 Service Quality

4.2 Internet Banking

4.3 Rural Banking Services

One of the most recurring themes in the customer satisfaction
topic is service quality. Service quality is identified as one of the
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continuation of satisfactory relationships with customers(Cronin
& Taylor, 2015). Since banking is a part of the service sector,
major issues that come to the forefront are related to intangible
and inconsistent nature of services. Due to the intangible nature
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experience of dealing with staff and the basket of products
offered, the customers also judge banking services based on
physical evidence like layout, décor, equipment, monthly
statement and machines used in the bank. These factors play
major role in creating the mind-set of the customers in the initial
stages of interaction as well as continuation of relationship in the
future.

This observation has been strengthened by the quantitative
research done by many researchers.George (2008), Jha (2013),
and Levesque & McDougall (2015) have also found that physical
factors have a significant impact in the level of customer
satisfaction.According to a survey done on SBI and HDFC it was
found that both the banks fared poorly due to various factors like
non-courteous and indifferent behaviour of staff (Ugur, Zeynep
& Donald, 2009). Another survey indicated that tangibles like
how staff is dressed, bank layout, water and sanitary facilities,
and interaction of employees with customer can have both
negative and positive response. (Mishra, 2010)

Perceived value of service quality in banks is a common
assessment overall service quality. This was indicated by a study
conducted on PNB bank in the branches of Haryana(Dutta &
Dutta , 2009).Among three important aspects of service quality
namely people, process and physical evidence, people and
physical evidence were found to have significant positive
influence on service quality in banking(Kaura & Datta, 2012).

Internet banking was found to be the predominant theme in 11
papers reviewed. Various E-channels like phone banking, tele-
banking, ATMs and online banking are revolutionising the banks
in India.

“Anywhere anytime” banking access to his/her account and also
access to the information on the bank's website is referred to as
internet banking. The application of information technology in
the form of electronic payments, online banking etc has helped in
the growth of the banking sector(Kesharwani A &Bisht S, 2011).
Educated respondents make use of the internet banking more as
compared to the other section of the society. The service class and
business class use the internet banking service in a 2:1 ratio as
compared to the other occupation.The respondents having
monthly income more than 1 lakh prefer to use this service.
Account holders of private sector banks generally use this service
more compared to the public sector banks. Security and
convenience play a very crucial role for the use of internet
banking. A study conducted by Firdous & Farooqi(2017)
concluded that efficiency, privacy and website design have the
highest impact on customer satisfaction.

Residents in rural India over the past one decade have gradually
become wealthier. Now many of the farmers belong to the
category of rupee millionaires resulting in them being grab
worthy attractions for the bankers. Establishment of rural
banking in India is very vital for the development of the rural
economy(Subbarao, 2011). So, the commercial banks and
regional rural banks are set up in rural regions of India to enhance
the all-round development of the rural population. Generally,
rural banking is referred to as the engine of rural growth (Khan&
Adil., 2012). For the overall development of a country financial
inclusion plays a very major role (Smith& Bolton, 2013).
Development in the rural retail banking industry provides
financial inclusion by giving services and financial products to
the farthest regions in India. India still faces the lack of access to
basic financial services for its rural areas(Shin D. & Elliott K.,
2013). Non-banking financial corporations (NBFC's) and
upcoming microfinance institutions (MFIs) in the rural sector has
led to a enriching growth.

Indian banking sector is globalising increasingly followed by the
bundling of financials services and the pace changing evolution
of universal banks(Soderlund & Ohman, 2014). The
amalgamation of the both will result in the banking industry
competition to intensify further. Automation has been rampant in
the banking industry which has a very powerful impact for
raising the standards of the banking services (Trochim, 2014).
The ample number of individual banks which are major
participants in the financial systems are considered to be
protectors against financial risks.

Rural banks need to implement more robust risk management
practices and promise to deal with competition without diluting
the operating standards(Walker A. Smither J & Waldman D,
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area of research, but factors affecting customer satisfaction is
limited. There are not many literatures available that have
focussed on one aspect of customer satisfaction and have drawn
conclusion based upon that. Only a handful of literature is
available for reference purpose. Paper on internet banking, m-
banking and how banks have worked to improve customer
satisfaction is missing in the existing literature like safety,
security, new technology and so on.

Main focus that the paper had was to understand the satisfaction
levels of customers in banking sector of India. Much of the data
was taken from articles and papers found on similar research
papers. An attempt needs to be made to reach out to rural areas
with offline handmade forms in a manner easy to understand
among all. There is a need for longitudinal research over a
prolonged period of time to observe how customers and the banks
evolve over time.

In terms of future research in service quality the sample size of
the research can be large and there is a possibility of comparison
of branches of a bank which are located in different geographies
like rural and urban. The tangible factors and services are offered
differently in such cases, a comparative customer satisfaction
research can be done based on geographies of a bank. It will help
understand the shift in service to satisfy the customers and its
impact on customer satisfaction.

The other factors were closely related to technology and there has
been a simple quantitative analysis of how technological service
plays a major role in customer satisfaction. However, there is a lot
of scepticism regarding the use of technology and technology has
failed on several occasions which have led to this situation. A
research can be done to check the level of customer
dissatisfaction and the inconvenience caused due to such failures
and the possible impact it had on the banks overall image.

Literature review on a broad and ever changing field is a difficult
task. Although, the topic is highly researched, but still there is a
lot of scope available. With the advent of technology banking is
no more a limited space and the customer needs and satisfaction
level are higher than ever. We have adopted systematic literature
review, the 44 articles were located and five major recurring
themes were shortlisted namely: service quality, m-banking,
internet banking, rural banking andATM.

In terms of themes, they can be narrowed down more and more
quantitative and experimental research should be done based
upon that. Also, given the challenge in banking as it has to
maintain financial and customer satisfaction balance the pressure
is always palpating. There is a shift from traditional style of
banking, now customer wants easier banking facilities, more and
more technology is being introduced and greater emphasis is
making the customers feel confident about their choice via the
services offered by a bank.

In conclusion, it can be easily assumed that services offered by

banking if served properly leads to customer satisfaction. The
importance of customer satisfaction allows banks to maintain
steady and close relationship with the customers. This close bond
with the customers helps the bank to look into customer
grievances and work upon them to provide them with better
services that suit their needs.

Consumer loyalty is the way to the long haul accomplishment of
any organization. Remembering the significance of consumer
loyalty, banks need to keep up steady and constant association
with their clients(Jaspal Singh and Gagandeep Kaur, 2013). The
cooperation with clients not just help the banks to expel the
grievances of the clients yet, in addition, empowers the bank to
gather extra suppositions and states of mind about their item and
administration advertising.
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2012). Studies have concluded that the possible scenarios for the
Indian rural banking industry will be:

The banking industry will work for designing a localised
financial service(Selvaraj, 2013), that would fulfil the need
for a one stop shop solution and eliminate wrong information
because of their presence locally.

The selection of international banks as the mode of
capitalisation MFIs in the 2020 lies at a very low probability.
The market is going to be nearly capitalised by the local
Indian financial markets. This could be a result of the FDI
regulations in India and also because of the existing liquidity
in the Indian financial market.

The consumers these days have much more availability of
information and they are substantially more educated than
before (Oliver, 2013). So consumer awareness in the rural
regions is going to be a great aid to increase the knowledge
about financial products and services, especially the ones
which are prominently available in the market because of this
the rural population will ask for a single place for all solutions
to their financial needs.

Customisation of products best suited for the rural population
are up and running as the creation and implementation of the
UID project has resulted in an increase in the amount of
databases the financial institutions have (Mishra,2016). This
will help the banks to customise better schemes as the
database contains relevant information about the financial
transactions and consumer credit history.

Mobile services in India have undergone a rampant growth
and they have helped banking achieve the same (McKinsey &
Company, 2012) and again ample number of measures have
been taken to secure the transfer mechanism via mobile
phones and thus even in rural regions mobile phones are
going to be a great platform for delivery in the near future, the
added benefit of using mobile services for banking especially
in rural areas will be the low cost associated with it.

Banks are working in a highly competitive environment and the
competition has led to banks serving the customers with the best
facilities in order to make their experience comfortable and
delightful in order to stay ahead of the rest. It basically uses the
mobile to perform various financial transactions (Amoroso &
Magnier-Watanabe, 2012). With the digital India push it has
become more significant, but m-banking has its own sets of
challenges such as customer scepticism like threat, security and
safety(Raajpoor & Sharma, 2014). Thus, customer satisfaction
from m-banking is a major stumbling block for banks.

With majority of the India which is not so tech savvy, it is a
considerable factor in m-banking expansion and usage. The data
suggest that there is a direct relation between usability and m-
banking services in m-banking. The touch response, interface
and small phone screen are few factors that impact m-banking. It
becomes an interrelated issue where both the hand-set maker and

telecom service provider are required to work together and
provide customer with a user friendly service (Wessels &
Drennan, 2010).

Another research indicated that m-banking has an edge over
other technologies like debit card and credit card. Internet
banking via laptops or computers is useful for
customers(Mortimer, 2015). The research also suggests that
device incompatibility and complexity are important constraints
in forming of positive outlook towards m-banking. There is a
general distrust among the users regarding the sensitivity of the
information whether m-baking is safe enough(Lin, 2013). Some
of the problems faced by m-banking hackers getting access to
sensitive information like card details, internet banking
credentials and other important data. The banks are looking into
the issue and have introduced new methods to reduce risks such
as introduction of public key, infrastructure security, biometrics,
passwords and integration mobile numbers with the app directly.

ATM service has emerged as a major factor when it comes to
customer satisfaction. The service started around 1967 where
cash machines or popularly known as Holes in the wall or mini
bank came into existence(Kaur M. , 2013). Various factors play
an influential role in the determination like accessibility,
reliability, security, safety, efficiency and responsiveness.

Money plays a major factor in today's world and the availability
of money at all-time makes life easy during the time of
emergency (Pawah, 2012).The number of ATM machines in a
locality, user-friendliness and procedures during the use of an
ATM plays a major role in customer satisfaction. It has also been
studied that people in India are more comfortable using ATMs'
rather than m-banking or internet service (Tuli, Kritika& Yadav,
2012). The most significant factor that has been observed in
multiple researches that leads to customer satisfaction through
ATM service is its availability of cash. A lot of ATM's despite
being in right location are out of cash, this poses as a problem.

Some of the dimensions used to measure customer satisfaction
with ATMs are: Accessibility, Convenience, Efficiency,
Responsiveness, Security & Privacy and Reliability. ATMs of
public banks are found to be more trust worthy than private
banks. A study has found that the satisfaction level is highest in
SBI as compare to other banks (Komal, 2009).

Overall all the analysis shows that ATM service is cost effective
and they were impacting the all-round customer satisfaction in
banking.

The two main limitations to this review were the selected
keywords and the repetitive nature of the sub-topics in various
literatures. We tried to select keywords that could have a broad
and an inclusive overview of the topic, however, the previous
literature based on the selected keywords was on the same
themes. This possibly led to some literature with different themes
of research being overlooked. Though, the title indicates a broad
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area of research, but factors affecting customer satisfaction is
limited. There are not many literatures available that have
focussed on one aspect of customer satisfaction and have drawn
conclusion based upon that. Only a handful of literature is
available for reference purpose. Paper on internet banking, m-
banking and how banks have worked to improve customer
satisfaction is missing in the existing literature like safety,
security, new technology and so on.

Main focus that the paper had was to understand the satisfaction
levels of customers in banking sector of India. Much of the data
was taken from articles and papers found on similar research
papers. An attempt needs to be made to reach out to rural areas
with offline handmade forms in a manner easy to understand
among all. There is a need for longitudinal research over a
prolonged period of time to observe how customers and the banks
evolve over time.

In terms of future research in service quality the sample size of
the research can be large and there is a possibility of comparison
of branches of a bank which are located in different geographies
like rural and urban. The tangible factors and services are offered
differently in such cases, a comparative customer satisfaction
research can be done based on geographies of a bank. It will help
understand the shift in service to satisfy the customers and its
impact on customer satisfaction.

The other factors were closely related to technology and there has
been a simple quantitative analysis of how technological service
plays a major role in customer satisfaction. However, there is a lot
of scepticism regarding the use of technology and technology has
failed on several occasions which have led to this situation. A
research can be done to check the level of customer
dissatisfaction and the inconvenience caused due to such failures
and the possible impact it had on the banks overall image.

Literature review on a broad and ever changing field is a difficult
task. Although, the topic is highly researched, but still there is a
lot of scope available. With the advent of technology banking is
no more a limited space and the customer needs and satisfaction
level are higher than ever. We have adopted systematic literature
review, the 44 articles were located and five major recurring
themes were shortlisted namely: service quality, m-banking,
internet banking, rural banking andATM.

In terms of themes, they can be narrowed down more and more
quantitative and experimental research should be done based
upon that. Also, given the challenge in banking as it has to
maintain financial and customer satisfaction balance the pressure
is always palpating. There is a shift from traditional style of
banking, now customer wants easier banking facilities, more and
more technology is being introduced and greater emphasis is
making the customers feel confident about their choice via the
services offered by a bank.

In conclusion, it can be easily assumed that services offered by

banking if served properly leads to customer satisfaction. The
importance of customer satisfaction allows banks to maintain
steady and close relationship with the customers. This close bond
with the customers helps the bank to look into customer
grievances and work upon them to provide them with better
services that suit their needs.

Consumer loyalty is the way to the long haul accomplishment of
any organization. Remembering the significance of consumer
loyalty, banks need to keep up steady and constant association
with their clients(Jaspal Singh and Gagandeep Kaur, 2013). The
cooperation with clients not just help the banks to expel the
grievances of the clients yet, in addition, empowers the bank to
gather extra suppositions and states of mind about their item and
administration advertising.
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2012). Studies have concluded that the possible scenarios for the
Indian rural banking industry will be:

The banking industry will work for designing a localised
financial service(Selvaraj, 2013), that would fulfil the need
for a one stop shop solution and eliminate wrong information
because of their presence locally.

The selection of international banks as the mode of
capitalisation MFIs in the 2020 lies at a very low probability.
The market is going to be nearly capitalised by the local
Indian financial markets. This could be a result of the FDI
regulations in India and also because of the existing liquidity
in the Indian financial market.

The consumers these days have much more availability of
information and they are substantially more educated than
before (Oliver, 2013). So consumer awareness in the rural
regions is going to be a great aid to increase the knowledge
about financial products and services, especially the ones
which are prominently available in the market because of this
the rural population will ask for a single place for all solutions
to their financial needs.

Customisation of products best suited for the rural population
are up and running as the creation and implementation of the
UID project has resulted in an increase in the amount of
databases the financial institutions have (Mishra,2016). This
will help the banks to customise better schemes as the
database contains relevant information about the financial
transactions and consumer credit history.

Mobile services in India have undergone a rampant growth
and they have helped banking achieve the same (McKinsey &
Company, 2012) and again ample number of measures have
been taken to secure the transfer mechanism via mobile
phones and thus even in rural regions mobile phones are
going to be a great platform for delivery in the near future, the
added benefit of using mobile services for banking especially
in rural areas will be the low cost associated with it.

Banks are working in a highly competitive environment and the
competition has led to banks serving the customers with the best
facilities in order to make their experience comfortable and
delightful in order to stay ahead of the rest. It basically uses the
mobile to perform various financial transactions (Amoroso &
Magnier-Watanabe, 2012). With the digital India push it has
become more significant, but m-banking has its own sets of
challenges such as customer scepticism like threat, security and
safety(Raajpoor & Sharma, 2014). Thus, customer satisfaction
from m-banking is a major stumbling block for banks.

With majority of the India which is not so tech savvy, it is a
considerable factor in m-banking expansion and usage. The data
suggest that there is a direct relation between usability and m-
banking services in m-banking. The touch response, interface
and small phone screen are few factors that impact m-banking. It
becomes an interrelated issue where both the hand-set maker and

telecom service provider are required to work together and
provide customer with a user friendly service (Wessels &
Drennan, 2010).

Another research indicated that m-banking has an edge over
other technologies like debit card and credit card. Internet
banking via laptops or computers is useful for
customers(Mortimer, 2015). The research also suggests that
device incompatibility and complexity are important constraints
in forming of positive outlook towards m-banking. There is a
general distrust among the users regarding the sensitivity of the
information whether m-baking is safe enough(Lin, 2013). Some
of the problems faced by m-banking hackers getting access to
sensitive information like card details, internet banking
credentials and other important data. The banks are looking into
the issue and have introduced new methods to reduce risks such
as introduction of public key, infrastructure security, biometrics,
passwords and integration mobile numbers with the app directly.

ATM service has emerged as a major factor when it comes to
customer satisfaction. The service started around 1967 where
cash machines or popularly known as Holes in the wall or mini
bank came into existence(Kaur M. , 2013). Various factors play
an influential role in the determination like accessibility,
reliability, security, safety, efficiency and responsiveness.

Money plays a major factor in today's world and the availability
of money at all-time makes life easy during the time of
emergency (Pawah, 2012).The number of ATM machines in a
locality, user-friendliness and procedures during the use of an
ATM plays a major role in customer satisfaction. It has also been
studied that people in India are more comfortable using ATMs'
rather than m-banking or internet service (Tuli, Kritika& Yadav,
2012). The most significant factor that has been observed in
multiple researches that leads to customer satisfaction through
ATM service is its availability of cash. A lot of ATM's despite
being in right location are out of cash, this poses as a problem.

Some of the dimensions used to measure customer satisfaction
with ATMs are: Accessibility, Convenience, Efficiency,
Responsiveness, Security & Privacy and Reliability. ATMs of
public banks are found to be more trust worthy than private
banks. A study has found that the satisfaction level is highest in
SBI as compare to other banks (Komal, 2009).

Overall all the analysis shows that ATM service is cost effective
and they were impacting the all-round customer satisfaction in
banking.

The two main limitations to this review were the selected
keywords and the repetitive nature of the sub-topics in various
literatures. We tried to select keywords that could have a broad
and an inclusive overview of the topic, however, the previous
literature based on the selected keywords was on the same
themes. This possibly led to some literature with different themes
of research being overlooked. Though, the title indicates a broad
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·

·

·

·
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cross-tool character. The study provides various inputs, such as
the design of Workspace Mirror, a novel PIM-integration
prototype.

Elsweiler and Ruthven (2007) purpose a task-based evauation
method for systems designed to help users in managing and re-
locating information. First component of the research
investigates the type of tasks that require users to re-locate
information and build up a catalog of re- located tasks for emails
and internet pages. Second part of the research propose a task-
based appraisal method based on the results of the study.

Bergaman et al.(2008) undertake a study to examine wether PC
users have a preference for navigation over search while
recovering their files, and to check the impact of advanced
search engines on their retrieval likings. Results of the study did
not find any indication that advanced desktop will result in
changing their filing practices to turn into less dependant on
pecking order file organization. The findings of the study reveal
that respondents rather have a preference for navigation over
search, even with the availability of advanced search engines.

Hicks et al. (2008)conducted a study to examine the organization
of the basic types of files carried by mechanical engineers over
their Purchase. The findings show that engineers usually use two
devices, a PC and a laptop. The results of the study also reveal
that more than 60% of respondents swap and share electronic
files with partners working on the sigle project. Results of the
study will be utilized to draw an idea of the habits and needs of
engineers for managing their digital files.

Fourie (2011) explored the prospective of PIM and reference
management for trouble-free citation of documents and the
formation of bibliographies. The focus of the paper is on the
utility of the librarians in creating understanding of the potential
PIM and reference management. The findings of the study
reveal that there exist various matters where librarians can help
users in their information needs other than what tools are able to
put forward.

Otopah and Dadzie (2013) reports that diverse and healthy type
of PIM practices are prevailing among students at the University
of Ghana. Researchers found inadiquate skills, information
fragmentation, inappropriate habits as the major information
management weaknesses among the students. The study
suggest that when these aspects will be improved, it would help
improving the effectiveness of the students' PIM practices.

Divya and Sudhier (2015) conducted a study to know the PIM
behaviour of the research scholars of the faculty of applied
sciences at the University of Kerala. The study report the 'email'
as the most regularly used internet service for PIM among the
scholars and further most of the respondents were found to be
aware about managing their personal information and apply it to
research work. The results also reveal that the greater part of the
research scholars store the information with the intention to share
it with others.

Sedghi et al. (2015) examined the PIM behaviour of the faculty

members of Iran University of Medical Sciences. The use of
PIM tools among the university teachers was found to be a bit
lower and only 37% were aware about the PIM tools. The
findings of the study also reveal that respondents make extensive
use of internal mass memories and flash memories to save
information.

Ameen (2016) explored the PIM behavior of 221 master degree
students in the five social science disciplines at the University of
the Punjab, Pakistan. Results of the study report the varied types
of frequently used tools for relocateing information for reuse in
future. URLs were found to be the highly employed elements to
store online information for future reuse.

AL-Omar and Cox (2016) studied the personal information
collections(PICs) of the education and health scholars' of the
Kuwaiti University. Results of the study reveal that research
scholars' personal information collections were added
throughout the research life-cycle. The study also highlights the
varied type of reasons for shaping the shcolars' personal
collections. The results further reveal that older scholars have
the pressures of slightly different kind.

Research scholars need to manage avariety of information found
from various websites, books, libraries and from other
information sources in their life cycle of research work. In this
process, they need to find, organize, store and re-find the bulk of
information from various information sources. This bulk of
information found by the researcher may be either of immediate
use by the researcher or it may be useful at the later stage of their
research work. So, they have to manage the information in such a
way so that it may be relocated again easily and quickly in the
future.

The findings of the present study may be of immense use to the
university authorities in understanding the PIM behaviour of the
research scholars to enable them in designing better information
literacy programs for the research scholars at the earlier stage of
their research work.

Moreover, there is a huge research gap between developing and
developed countries in the area of PIM. In developed countries
there are various studies on different aspects of PIM. Whereas in
developing countries like India, research on the topic of PIM still
needs to be explored. The review of literature reveal that there are
a very few studies published on PIM in developing countries.

1. To investigate  the PIM behaviour of the business
management scholars in the digital era

2. To identify the PIM tools used by the business
management scholars

3. To know the type of information business management
scholars  keep regarding the information sources

4. To study the information sharing behaviour of the business
management scholars.

Need and significance of the study

Objectives of the Study

66 PMR   JUL - DEC 2017

Introduction

Review of Literature

Personal Information Management (PIM) is related to study and
practice of the activities an individual does in order to access,
store, organize, retrieve, use and disseminate the information
needed to complete tasks (Jones, 2007). Therefore, PIM is about
finding, keeping and organizing information(Jones, 2008).

PIM is the everyday process carried out by an individual he or
she adopts to handle or organize information (Lansdale, 1988).
So, PIM mainly focuses on the management of personal
information collections such as E-documents, URLs,files, print
documents, handwritten notes and e-mail, in such a way that
these information items can be easily retrieved for future use and
repeatedly reused.

Personal information management and general information
management are both different kind of concepts. In general
information management, information professionals like
librarians and website designers are managing information to
satisfy the information needs of different kinds of people. On the
other hand, personal information management is related to
managing own information for own use only.(Bergman et al.
2003)

In today's digital era, bulk of information is available in a variety
of electronic formats and there are various devices through which
the information can be accessed such as desktop, laptop and
smart phones. So, it is very easy to access, create and store
information through these devices, but the problem is how to
manage this information to be reused in future. It leads to the

proper management of the personal information collection, so
that the required information can be retrieved easily for reuse. To
overcome these issues, there should be a pre-planned strategy for
the management of personal collections in an organized way so
that the particular information is easily and quickly accessible
for reuse in future. Therefore, scholars need to be aware of the
PIM tools and techniques to 'keep the found things found', to
save precious time and efforts again.

Nowadays various PIM tools and techniques are existing for the
management of personal information collection such as
bookmarks or favorites, e-mail to self, bibliographic
management software(Refworks, Endnotes and Mendeley),
online bookmarks(Delicious) and Digital Notebook App
(Evernote).By using such kind of tools and techniques, research
scholars can manage their personal collections throughout their
research life cycle for reuse in future.

Whittaker & Hirschberg (2001) explored the general issues
regarding PIM behaviour by studying the attributes of office
workers' paper-based information. The study also inspect the
motives why people collect paper, types of data, and difficulties
faced by them in holding papers.

Boardman & Sasse (2004) employ a user-oriented research
design for the better understanding of PIM, and in particular to
make available a direction for PIM-integration design. The study
undertakes an investigative study of file, bookmark management
and email, which is different from the previous studies by its
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Note: Always=5; Frequently=4; Sometimes=3; Rarely=2;
Never=1

Table 4 depicts that out of 97 only 20.61 per cent respondents
retrieve   information on daily basis    from one of the systems
mentioned in Table 3. A majority of the respondents (55.67%)
retrieve  information  from one of the systems on weekly basis.
The findings of the study reveal that out of 97 only 6.18 per
cent scholars arei n the habit of retrieving information on a

monthly basis.

Divya and Sudhier (2015) in their study of the PIM practices
among the research scholars of University of Kerala do not
have the similar kind of results. The results of the study reveal
that   64 per cent of the scholars  retrieved information on a
daily basis and only 6.80 per cent respondents  retrieved
information on a weekly basis.
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Table: 2 Gender of the respondents

Results and Discussion

The present study has used a quantitative research design based
on a survey to fulfill the objectives of the study. The study used
the questionnaire developed by Van Helvoort (2012) for the
collection of the data from the business management scholars of
Punjabi University, Patiala and Panjab University, Chandigarh.
Van Helvoort had developed this particular questionnaire to
measure the PIM behaviour of agroup of students. However, the
questionnaire was used in the present study after getting the
permission from the author and important modifications
were made in the same according to the needs of the current
study.

The questionnaire is mainly divided into following five main
sections:

1. Section A:  PIM tools

2. Section B: Frequency of retrieval of  information items
from the mentioned information systems

3. Section C: Keeping   information about information sources

4. Section D:Information sharing behaviour of the scholars

5. Section E: Demographic information

Table 1 depicts that a total of 140 questionnaires were distributed
(70 to School of Management Studies, Punjabi University,
Patiala and 70 to University Business School, Panjab University,
Chandigarh) But only 97 filled in questionnaires were retuned
back by the scholars (52 from School of Management Studies,
Punjabi University, Patiala and 45 from University Business
School, Panjab University, Chandigarh). So, overall response
rate was 69.28 per cent.

able 2 depicts that majority of the respondents (68%) were
female, while only 32 percent respondents were male.

Male 31 32%

Female 66 68%

Total 97 100

Table 3 shows the tools used by management research scholars
for relocating information. The results reveal that keeping copies
of digital documents (downloads) on PCs have the highest rating
(mean score =4.47) on a 5 point Likert type scale. It is followed
by bookmarks (mean score=3.67), email to self with URL (mean
score =3.67) and self-created digital documents with mean value
=3.66. The respondents using tools of other categories were
found to be modest. Do nothing to save but search again (mean
score =2.21) was a least preferred practice among the
respondents.

The study by Ameen (2016) of master level students also
concluded that keeping digital documents (downloads) have the
highest mean value. The results of these studies reveal that
keeping copies of digital documents (downloads) are most
commonly used tool for relocating information by research
scholars as well as by master level students.

The study of Bruce et al.(2004) concluded that about 89.72 per
cent of the respondents were using bookmarks or favorites for
relocating information for future use, followed by 77.56 per cent
sending e-mail to self and printing out the web page(77.10 %).

a few

Table 1: Sample Profile
Name of the Department Distributed

questionnaires

Received

questionnaires

Response

(%)

School of Management
Studies,Punjabi
University,Patiala

70 52 74.28

University Business
School, Panjab University,
Chandigarh

70 45 64.28

Total 140 97 69.28

Table 3 : Frequency of tools used for re-access  to the information once discovered

Tools Always Frequentl

y

Sometime

s

Rarely Never Mean

Score

Std.

Deviation

Bookmarks or
Favorites on my
computer

17
(17.52%)

45
(46.39%)

22
(22.68%)

12
(12.37%)

1
(1.03%)

3.67 0.939

Write it down on
paper

16
(16.49%)

32
(32.99%)

34
(35.05%)

11
(11.34%)

4
(4.12%)

3.46 1.025

Online
bookmarks(for
Instance
Delicious)

14
(14.43%)

26
(26.80%)

26
(26.80%)

22
(22.68%)

9
(9.28%)

3.14 1.192

A digital
notebook app
(for Instance
Ever note)

5
(5.15%)

16
(16.49%)

14
(14.43%)

32
(32.99%)

30
(30.93%)

2.32 1.067

A self-created
digital document
(for Instance with
MS Word, Excel,
Google Docs)
with URLs &
hyperlinks

22
(22.68%)

38
(39.17%)

19
(19.59%)

9
(9.28%)

9
(9.28%)

3.66 1.198

Bibliographic
Management
Software for
Instance
Refworks,
Endnote or
Mendeley)

18
(18.56%)

15
(15.46%)

20
(20.62%)

21
(21.65%)

23
(23.71%)

2.84 1.427

I keep copies
(downloads) of
digital
documents on
my own
computer

62
(63.92%)

23
(23.71)

9
(9.28%)

2
(2.06%)

1
(1.03%)

4.47 0.825

Send myself
Email with URL

29
(29.89%)

27
(27.83%)

25
(25.77%)

12
(12.37%)

4
(4.12%)

3.67 1.146

History 18
(18.56%)

30
(30.93%)

21
(21.65%)

18
(18.56%)

10
(10.31%)

3.19 1.249

Do nothing to
save but search
again to re-access

12
(12.37%)

5
(5.15%)

14
(14.43%)

27
(27.83%)

39
(40.21%)

2.21 1.347
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Note: Always=5; Frequently=4; Sometimes=3; Rarely=2;
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Table 4 depicts that out of 97 only 20.61 per cent respondents
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Conclusion References

The main aim of PIM is to ensure that once a useful information
source has been found by the researcher for his/her research
work, it should be easily re-accessible for reuse in future for
saving time and efforts for searching the document again. In their
research life cycle research scholars store large amount of
information from different kind of devices without any strategy
to reuse that information again in future. Therefore, managing
the stored information for reuse in future is a difficult task in the
present electronic environment. So, scholars must be aware about
the PIM systems for saving precious time. The present study tries
to understand the PIM practices and behaviour of the business
management scholars, how they manage personal information
for reuse in future in the present digital environment. To achieve
the objectives of the study, a questionnaire developed by A.A.J.
(Jos) Van Helvoort to measure the PIM behaviour, was
distributed among 140 business management research scholars
and 97 filled-in questionnaires were received back from the
respondents. Findings of the study reveal that the commonly
applied tools for relocating information are keeping digital
copies with highest mean value of 4.47, followed by bookmarks
(mean score=3.67) and send myself email with URL(mean
score=3.67). The results of the study also reveal that 55.67 per
cent of the respondents are in the habit of retrieving digitally
saved information on a weekly basis from the mentioned PIM
systems.The majority of the research scholars are keeping the
bibliographic information of the sources (author, title,
publication year) for the purpose of re-access the information
again. Results indicate that 67.01 per cent respondents are
sharing their digitally saved information with friends or
classmates through emails.
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Table 4:Frequency of information retrieval from the mentioned systems

Table 5: Information regarding the sources

Table 5 reveals that the respondents have an encouraging attitude towards keeping the information regarding the sources to re-access
the sources for use in future. The results of the study elaborate that the majority of the respondents keep bibliographic details (author,
title and publication year) to re-access the digitally saved information to use in future (mean score =4.11), followed by URL (mean
score=3.86) and subjects (mean score=3.68). A good number of respondents also agreed that summaries and abstracts also have
positive aspect on information relocation (mean score=3.61).

The study by Ameen (2016) of master level students do not have similar kind of results. The results of the study depict that only 34.4
per cent respondents were keeping bibliographic data to re-access the digitally saved information for the purpose of using again. It may
be due to the difference between the information needs of research scholars and master level students. Master level students, mostly
depend on some particular books and hardly depend on journals, but on the other hand, research scholars mostly depend on a variety of
books and journals.

Note:Always=5; Frequnetly=4; Sometimes=3; Rarely=2; Never=1

Table 6 reveals the overall experience of the respondents in sharing the digitally saved information with others. The findings of the
study elaborate that the majority of the scholars are not interested in sharing personal digitally saved information on online spaces
where everyone can access the information. Out of 97 only 15.46 per cent scholars show interest in sharing personal, digitally saved
information on the public internet. It may be due to lack of awareness of online spaces for sharing information or it may be due to the
environment of the Indian universities or local environment. The findings of the study reveal that the majority of the respondents (67
%) share their personal, digitally stored information with classmates or friends through emails. A good number of respondents were
not willing to share their information with others (37.11%). The reason may be hiding their information from other scholars or due to
lack of information sharing environment of the Indian universities.

Magnitude Frequency Percentage

Daily 20 20.62
Weekly 54 55.67
Less than once a month 17 17.52
Monthly 06 6.18
Total 97 100

Information Always Frequently Sometimes Rarely Never Mean

Score

Std.

Deviation

Bibliographic

data like author,

title and

publication year

44

(45.36%)

24

(24.74%)

25

(25.77%)

4

(4.12%)

0

(00%)

4.11 0.928

URL (address

on the WWW)

30

(30.93%)

37

(38.14%)

20

(20.62%)

7

(7.22%)

3

(3.09%)

3.86 1.030

Subjects

(subjects

headings, labels

or tags)

16

(16.49%)

44

(45.36%)

28

(28.86%)

8

(8.24%)

1

(1.03%)

3.68 0.878

Summaries/

Abstracts

19

(19.59%)

38

(39.17%)

26

(26.80%)

12

(12.37%)

2

(2.06%)

3.61 0.99

Information sharing Frequency Percentage

Publish on public internet 15 15.46

Share in a closed community 21 21.65
Share throughe-mail 65 67.01

Keep for oneself and nobody else has
access to data.

36 37.11

The survey done by Ameen (2016) of social sciences' students also concluded that majority of the students were not using online
places for sharing personal information and 56.6 per cent respondents were sharing personal information by sending email to
classmates and friends.

Table 6: Sharing digitally saved information with others (multiple answers were allowed)
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Introduction

Critical factors Consider for successful co-branding strategy

Co-branding is a gradually increasing popular technique used by
businesses to attempt to transfer the positive associations of
another company's product or brand to a freshly formed co-brand
or composite brand, or to generate synergy with existing brands.
The co-branding strategy can be a win-win situation for both co-
branding partners even if the corresponding brands do not have
equal standing or brand equity in the marketplace. A well-
implemented co-branding strategy can be effective in exploiting
good product performance, or in breaking into beneficial new
markets previously unavailable or untapped by either or both of
the co-branding partners.

In today's world Co-branding is a tool for the brands to increase
their brand visibility and credibility. This strategy can be win-win
for combining brands even if their areas of interest are different.
A consumer today has been filled by different brands. These
brands can be from a same parent company or from other
different fields. By this thing we can conclude that a single
human being can be target customers for different brands. An
exampleof this can be a traveler for brands, Kingfisher Airlines,
Club Mahindra, Indian Railways, Credit Card companies,
Reebok, SOTC etc. Therefore by keeping this thing in mind some
aspects which should be taken care to maximize the result of
association between brands can be:

Target customers should have an interest (tangible &
intangible) in both the brands.

Both brands should have interest in association.

Tangibles benefits should be targeted more than intangible
benefits.

A proper analysis before association like any mobile brand
with mobile accessories brand, as this will not benefit mobile
brand much.

Co-branding will also contain selling of products (in cases)
together. Therefore if one brand fails to deliver its promise
both of them will be affected.

Co-branding strategy define clearly five acute factors emerge for
a successful co-branding strategy. This can be mentioned to as a
5C co-branding strategy. These factors can assist a company in
organizing a successful and suitable co-branding strategy from a
macro perspective.

·

·

·

·

·

Co-Branding Strategies of ‘Red Bull’ Energy Drink

Bhawna Sharma

*Assistant Professor, Amity University, Noida, UP.

CASE STUDY

ABSTRACT

Today's market is suffering from a syndrome of repetitiveness where all the products offered to the customers look very similar. This

similarity is not only from the repetitiveness in the physical brand element but also in the symbolic value proposition offered to the

market. In this condition marketers are searching for alternate method of branding for creating sustainable competitive advantage.

Co-branding as an alternate branding proposition is fast making grounds due to several factors. The opening of Indian economy with

series of entries by multinationals makes it apparent that the Indian consumer is going to face lot of products with co-branding options.

This case study aim in to identify the psychological principles of co-branding strategy and highlights the possible benefits and threats

of co-branding strategy as a brand building alternate in Indian Market. Case is prepared by analyzing the successful brand

positioning strategies of Red bull.

73Co-Branding Strategies of “Red Bull” Energy Drink72 PMR   JUL - DEC 2017



http://www.informationr.net/ir/10-1/paper207.html

Divya, L. R., & Sudhier, K. G. (2015). A study on the
personal information management practices among the
Research Scholars of University of Kerala. Information
Studies, 21(2&3), 63. doi:10.5958/0976-
1934.2015.00007.5

Elsweiler, D., & Ruthven, I. (2007). Towards task-based
personal information management evaluations. Proceedings
of the 30th annual international ACM SIGIR conference on
Research and development in information retrieval - SIGIR
'07. doi:10.1145/1277741.1277748

Fourie, I. (2011). Personal information and reference
management:Librarians' increasing creativity. Library Hi
Tech, 29(2), 387-393. doi:10.1108/07378831111138242

Gregory, M., & Descubes, I. (2011). Understanding PIMS:
personal information management system. Research
Journal of Economic, Business and ICT, 3, 31-37.
Retrieved from www.researchjournals.co.uk

Hicks, B. J., Dong, A., Palmer, R., & Mcalpine, H. C.
(2008). Organizing and managing personal electronic files.
ACM Transactions on Information Systems, 26(4), 1-40.
doi:10.1145/1402256.1402262

Jones, W. (2007). Personal information management. In B.
Cronin (Ed.), Annual review of Information Science and
Technology (pp. 453-504). Medford, N.J.: Information
Today.

Jones, W. P. (2008). Keeping found things found: The study
and practice of personal information management.
Amsterdam: Morgan Kaufmann Publishers.

Lansdale, M. (1988). The psychology of personal
informtion management. Applied Ergonomics, 19(1), 55-
66.

Osae Otopah, F., & Dadzie, P. (2013). Personal information
management practices of students and its implications for
library services. Aslib Proceedings, 65(2), 143-160.
doi:10.1108/00012531311313970

Sedghi, S., Abdolahi, N., Azimi, A., Tahamtan, I., &
Abdollahi, L. (2015). A qualitative study on personal
information management (PIM) in clinical and basic
sciences faculty members of a medical university in Iran.
Medical Journal of The Islamic Republic of Iran, 1-7.
Retrieved from http://mjiri.iums.ac.ir

Van Helvoort, A. A. (2012). A questionnaire for the
institutional assessment of personal information
management. Communications in Computer and
Information Science, 138-149. doi:10.1007/978-3-642-
33299-9_16

Whittaker, S., & Hirschberg, J. (2001). Research alerts: the
character, value, and management of personal paper
archives. interactions, 8(2), 150-170.

!

!

!

!

!

!

!

!

!

!

!

!

Introduction

Critical factors Consider for successful co-branding strategy

Co-branding is a gradually increasing popular technique used by
businesses to attempt to transfer the positive associations of
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The co-branding strategy can be a win-win situation for both co-
branding partners even if the corresponding brands do not have
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A consumer today has been filled by different brands. These
brands can be from a same parent company or from other
different fields. By this thing we can conclude that a single
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exampleof this can be a traveler for brands, Kingfisher Airlines,
Club Mahindra, Indian Railways, Credit Card companies,
Reebok, SOTC etc. Therefore by keeping this thing in mind some
aspects which should be taken care to maximize the result of
association between brands can be:

Target customers should have an interest (tangible &
intangible) in both the brands.

Both brands should have interest in association.

Tangibles benefits should be targeted more than intangible
benefits.

A proper analysis before association like any mobile brand
with mobile accessories brand, as this will not benefit mobile
brand much.

Co-branding will also contain selling of products (in cases)
together. Therefore if one brand fails to deliver its promise
both of them will be affected.

Co-branding strategy define clearly five acute factors emerge for
a successful co-branding strategy. This can be mentioned to as a
5C co-branding strategy. These factors can assist a company in
organizing a successful and suitable co-branding strategy from a
macro perspective.
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similarity is not only from the repetitiveness in the physical brand element but also in the symbolic value proposition offered to the

market. In this condition marketers are searching for alternate method of branding for creating sustainable competitive advantage.

Co-branding as an alternate branding proposition is fast making grounds due to several factors. The opening of Indian economy with

series of entries by multinationals makes it apparent that the Indian consumer is going to face lot of products with co-branding options.

This case study aim in to identify the psychological principles of co-branding strategy and highlights the possible benefits and threats

of co-branding strategy as a brand building alternate in Indian Market. Case is prepared by analyzing the successful brand
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Fig : 1 Critical Factors of Co-branding

Types of Co-branding adopted

Promotional/sponsorship co-branding:

Ingredient co-branding

Value chain co-branding

Product-service co-branding

Various types of cobranding strategies are adopted in all the
segments ranging from consumer good to convenience goods.
Few are highlighted here

At the most basic level, a company co-brands by participating in
activities that link its image to particular events in consumers'
mindsExxonMobil Masterpiece Theatre, for example;
Qualcomm Stadium; Conseco, “the official financial services
provider of NASCAR"; or, in the case of this company, the
Accenture Match Play Championship round of the World Golf
Championships. Endorsements are where co-branding got its
start, and they can be a natural place for many organizations to
begin a co-branding campaign. Whether it's with celebrities, like
Tiger Woods and GM's Buick line, or with trusted institutions,
like the American Dental Association and Crest toothpaste, the
approach keeps the relationship simple. It remains at the level of
fees and marketing activities, yet it can result in significant brand
enhancement. Sponsorship sometimes leads to unplanned
opportunity. Motorola's sponsorship of the National Football
League in the United States led to a request to create a more
effective and comfortable set of headphones for coaches to wear
on the sidelines. The new headphones, with a prominent logo
placement, increased Motorola's visibility as a company capable
of solving communications problems.

When many executives think co-branding, they think ingredient.
This is partly because the partners in ingredient co-branding tend
to be distinct, and partly because the logical partners for this type
of co-branding are readily apparent: the company's current

suppliers or largest buyers. Easy access to offerings and well-
established relationships keep the level of investment required
lower than for other types of more creative co-branding. This
kind of co-branding can be critical to the enduring success of
certain ingredients. Intel's partnership with computer makers is a
classic example, particularly the company's Intel Inside
campaign. Many people are familiar with it, but fewer know that
before 1989, the chipmaker marketed its product directly to
computer manufacturers and design engineers, not to consumers.
Noticing that chips were increasingly playing a defining role in
personal computing, Intel marketing executive Dennis Carter
decided that the company needed a better way to communicate
with end users. But Carter's efforts to find and bring to market an
approach that really met this objective were stymied for two
years while the company attempted traditional umbrella
branding approaches across its line of processors. After failing to
secure trademark protection for its 386 and 486 processors,
Carter went back to the drawing board and, in a single weekend in
1991, came up with “Intel Inside." This ingredient co-branding
approach garnered quick supportfirst from the company, then
from customers. Partners such as Dell and Compaq reaped the
benefits of newly generated consumer awareness and demand for
Intel components by taking advantage of the chipmaker's offer of
co-marketing dollars for companies that included the Intel Inside
logo in their advertising. To date, more than $7 billion has been
spent on this advertising program by the more than 2,700
computer makers licensed to use the Intel Inside logo. The
success of an ingredient brand relies on being distinct, either
through patent protection, like NutraSweet or LYCRA, or by
being a dominant brand, like Ocean Spray in the cranberry
market. NutraSweet has been so successful as an ingredient in
other products that it has retained consumer demand long after its
label has come off most packaging. In undifferentiated markets,
however, being first mover can be a big advantage. An attempt at
ingredient co-branding by a second leading chip companywhich
focused on the videogame market, as well as on personal
computersmet with dramatically less success than the Intel
campaign.

A third kind of co-branding opportunity can come from other
players in the value chain, both horizontally across links and
vertically within a link. These players often combine to create
new experiences for the customeras opposed to simply new
flavors of productgenerating a level of customer value and
differentiation not possible with promotional or ingredient co-
branding. Among the many possibilities, three forms of value
chain co-branding are important for companies to consider:
product-service, supplier-retailer and alliance co-branding.

Product-service co-branding allows partners to share industry-
specific competencies, while at the same time opening
previously inaccessible customer bases. Yahoo! and SBC
Communications are combining their brands to make their
shared value chain shorter and stronger. The deal combines

Yahoo's brand name and high-speed Internet portal service with
SBC's phone lines and know-how in running data networks. This
fits Yahoo's new strategy of diversifying its revenue base and
reducing its dependence on advertising sales. Yahoo! plans to
grow its number of paying customers in the coming years 20-
foldfrom 500,000 to 10 millionwith co-brand customers from
partners like SBC promising to be a significant portion of these.

Some co-branding partnerships seem so natural that executives
might wonder why they didn't initiate those years earlier. The US
retailer Target had established itself as a purveyor of attractive,
good-quality products, but it wasn't until a few years ago that
Target asked designer and architect Michael Graves to create a
new line of co-branded products with the store. The Target-
Graves co-brand has been a significant revenue generator for
both partners, and Target's association with a world-class design
talent has enhanced its brand. Other value-chain co-branding
partnerships might be less obvious. Espresso and high-speed
wireless Internet access may seem like an odd couple. But
Starbucks has recently partnered with wireless provider T-
Mobile and Hewlett-Packard to offer customers cable-free
broadband Internet connection in its participating stores. T-
Mobile and HP now get exposure in upscale coffee shops on
Main Streets around the world, while Starbucks gets publicity for
being on the cutting edge of technology. What does this have to
do with selling coffee, which is, of course, Starbuck' score
business? The company believes wireless Internet access will
bring in additional revenue by attracting more paying customers
outside the morning hours, when Starbucks does the bulk of its
business's-branding can even bring traditional rivals together to
meet important strategic objectiveslike gaining a new position
within the value chain or leading a financial turnaround. Offline
bookselling giant Borders recently teamed with its online
competitor,Amazon.com, to create a co-branded website. Before
partnering withAmazon.com, the Borders Online website had
lost more than $18 million. After the launch, however, the co-
branded site, called Borders teamed withAmazon.com, quickly
became profitable. Though the two companies are still fierce
competitors, the deal helped both advance toward their strategic
goals. Borders gained an online presence that serves its
customers well and drops profits, not losses, to its bottom line.
Amazon, for its part, gained an additional revenue source, and
also took a valuable step toward establishing itself as a viable
supplier of outsourced online retailing capability. And both
companies have ended up better positioned against common
entrenched rivals.

Another potential source of value chain co-branding is vertical
co-brandingforming alliances with similar companies. Airline
alliances one world and Star Alliance are examples, as is FTD in
flower delivery. Companies must ask themselves whether
globalization, or simply the chance to create a better, broader
offering through cooperation, is making this a critical time to
consider co-branding opportunities in their industry. This is

almost certainly the case in rapidly consolidating industries like
health care and financial services.

In this approach to co-branding, partners co-create entirely new
offerings to provide substantial increases in customer and
corporate value. More than other approaches, it offers the
potential to grow existing markets and create entirely new ones.
Because both partners are seeking a higher level of value
creation, the rewards and risks are often an order of magnitude
larger than those created by other co-branding approaches. For
that reason, innovation-based co-branding requires a higher level
of senior executive attention and organizational collaboration.

It's a form of marketing that can generate business even when
rates climb.

Many line extensions capitalize on a partner's brand equity.

Brand extension success rates are maximized in the new
market when co-branded with the reputed brand that has
established in that market.

Co-branding may help usage extension.

Image strengthening may take place due to co-branding.

It is cost effective.

Loyalty programs increasingly include co-branding
arrangements. The costs of loyalty programs are shared by
corporation. Hence, the promotional costs to the companies
are coming down.

Co-branding indicates a trade marketing operation.

Take advantage of the synergies among a number of brands is
yet another advantage of co-branding.

Co-branding between an Indian major and a global firm in the
Indian markets is beneficial because the Indian company would
be having well known established existing distribution network
and a brand image in the market. The MNC in turn will offer the
Indian partner with the technical know-how and an international
brand attachment.

Encouraged by functional drinks from the Far East, Dietrich
Mateschitz originated Red Bull in the mid 1980's. He formed the
formula of Red Bull Energy Drink and established the exclusive
marketing concept of Red Bull. In 1987, on April 1, Red Bull
Energy Drink was traded for the very first time in its home market
Austria. This was not only the inauguration of a completely new
product, in fact it was the birth of a completely new product
category. In Today scenario Red Bull is available in more than
165 countries and more than 35 billion cans of Red Bull have
been used up so far.

As the world's No.1 energy drink (disseminated in 160 nations),

Supplier-retailer co-branding

Alliance co-branding

Innovation-based co-branding

Benefits of Co-branding

Feasibility of Global Co-branding

Red-Bull Co-branding Strategy:

·

·

·

·

·

·

·

·

·
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Fig : 1 Critical Factors of Co-branding

Types of Co-branding adopted

Promotional/sponsorship co-branding:

Ingredient co-branding

Value chain co-branding

Product-service co-branding

Various types of cobranding strategies are adopted in all the
segments ranging from consumer good to convenience goods.
Few are highlighted here

At the most basic level, a company co-brands by participating in
activities that link its image to particular events in consumers'
mindsExxonMobil Masterpiece Theatre, for example;
Qualcomm Stadium; Conseco, “the official financial services
provider of NASCAR"; or, in the case of this company, the
Accenture Match Play Championship round of the World Golf
Championships. Endorsements are where co-branding got its
start, and they can be a natural place for many organizations to
begin a co-branding campaign. Whether it's with celebrities, like
Tiger Woods and GM's Buick line, or with trusted institutions,
like the American Dental Association and Crest toothpaste, the
approach keeps the relationship simple. It remains at the level of
fees and marketing activities, yet it can result in significant brand
enhancement. Sponsorship sometimes leads to unplanned
opportunity. Motorola's sponsorship of the National Football
League in the United States led to a request to create a more
effective and comfortable set of headphones for coaches to wear
on the sidelines. The new headphones, with a prominent logo
placement, increased Motorola's visibility as a company capable
of solving communications problems.

When many executives think co-branding, they think ingredient.
This is partly because the partners in ingredient co-branding tend
to be distinct, and partly because the logical partners for this type
of co-branding are readily apparent: the company's current

suppliers or largest buyers. Easy access to offerings and well-
established relationships keep the level of investment required
lower than for other types of more creative co-branding. This
kind of co-branding can be critical to the enduring success of
certain ingredients. Intel's partnership with computer makers is a
classic example, particularly the company's Intel Inside
campaign. Many people are familiar with it, but fewer know that
before 1989, the chipmaker marketed its product directly to
computer manufacturers and design engineers, not to consumers.
Noticing that chips were increasingly playing a defining role in
personal computing, Intel marketing executive Dennis Carter
decided that the company needed a better way to communicate
with end users. But Carter's efforts to find and bring to market an
approach that really met this objective were stymied for two
years while the company attempted traditional umbrella
branding approaches across its line of processors. After failing to
secure trademark protection for its 386 and 486 processors,
Carter went back to the drawing board and, in a single weekend in
1991, came up with “Intel Inside." This ingredient co-branding
approach garnered quick supportfirst from the company, then
from customers. Partners such as Dell and Compaq reaped the
benefits of newly generated consumer awareness and demand for
Intel components by taking advantage of the chipmaker's offer of
co-marketing dollars for companies that included the Intel Inside
logo in their advertising. To date, more than $7 billion has been
spent on this advertising program by the more than 2,700
computer makers licensed to use the Intel Inside logo. The
success of an ingredient brand relies on being distinct, either
through patent protection, like NutraSweet or LYCRA, or by
being a dominant brand, like Ocean Spray in the cranberry
market. NutraSweet has been so successful as an ingredient in
other products that it has retained consumer demand long after its
label has come off most packaging. In undifferentiated markets,
however, being first mover can be a big advantage. An attempt at
ingredient co-branding by a second leading chip companywhich
focused on the videogame market, as well as on personal
computersmet with dramatically less success than the Intel
campaign.

A third kind of co-branding opportunity can come from other
players in the value chain, both horizontally across links and
vertically within a link. These players often combine to create
new experiences for the customeras opposed to simply new
flavors of productgenerating a level of customer value and
differentiation not possible with promotional or ingredient co-
branding. Among the many possibilities, three forms of value
chain co-branding are important for companies to consider:
product-service, supplier-retailer and alliance co-branding.

Product-service co-branding allows partners to share industry-
specific competencies, while at the same time opening
previously inaccessible customer bases. Yahoo! and SBC
Communications are combining their brands to make their
shared value chain shorter and stronger. The deal combines

Yahoo's brand name and high-speed Internet portal service with
SBC's phone lines and know-how in running data networks. This
fits Yahoo's new strategy of diversifying its revenue base and
reducing its dependence on advertising sales. Yahoo! plans to
grow its number of paying customers in the coming years 20-
foldfrom 500,000 to 10 millionwith co-brand customers from
partners like SBC promising to be a significant portion of these.

Some co-branding partnerships seem so natural that executives
might wonder why they didn't initiate those years earlier. The US
retailer Target had established itself as a purveyor of attractive,
good-quality products, but it wasn't until a few years ago that
Target asked designer and architect Michael Graves to create a
new line of co-branded products with the store. The Target-
Graves co-brand has been a significant revenue generator for
both partners, and Target's association with a world-class design
talent has enhanced its brand. Other value-chain co-branding
partnerships might be less obvious. Espresso and high-speed
wireless Internet access may seem like an odd couple. But
Starbucks has recently partnered with wireless provider T-
Mobile and Hewlett-Packard to offer customers cable-free
broadband Internet connection in its participating stores. T-
Mobile and HP now get exposure in upscale coffee shops on
Main Streets around the world, while Starbucks gets publicity for
being on the cutting edge of technology. What does this have to
do with selling coffee, which is, of course, Starbuck' score
business? The company believes wireless Internet access will
bring in additional revenue by attracting more paying customers
outside the morning hours, when Starbucks does the bulk of its
business's-branding can even bring traditional rivals together to
meet important strategic objectiveslike gaining a new position
within the value chain or leading a financial turnaround. Offline
bookselling giant Borders recently teamed with its online
competitor,Amazon.com, to create a co-branded website. Before
partnering withAmazon.com, the Borders Online website had
lost more than $18 million. After the launch, however, the co-
branded site, called Borders teamed withAmazon.com, quickly
became profitable. Though the two companies are still fierce
competitors, the deal helped both advance toward their strategic
goals. Borders gained an online presence that serves its
customers well and drops profits, not losses, to its bottom line.
Amazon, for its part, gained an additional revenue source, and
also took a valuable step toward establishing itself as a viable
supplier of outsourced online retailing capability. And both
companies have ended up better positioned against common
entrenched rivals.

Another potential source of value chain co-branding is vertical
co-brandingforming alliances with similar companies. Airline
alliances one world and Star Alliance are examples, as is FTD in
flower delivery. Companies must ask themselves whether
globalization, or simply the chance to create a better, broader
offering through cooperation, is making this a critical time to
consider co-branding opportunities in their industry. This is

almost certainly the case in rapidly consolidating industries like
health care and financial services.

In this approach to co-branding, partners co-create entirely new
offerings to provide substantial increases in customer and
corporate value. More than other approaches, it offers the
potential to grow existing markets and create entirely new ones.
Because both partners are seeking a higher level of value
creation, the rewards and risks are often an order of magnitude
larger than those created by other co-branding approaches. For
that reason, innovation-based co-branding requires a higher level
of senior executive attention and organizational collaboration.

It's a form of marketing that can generate business even when
rates climb.

Many line extensions capitalize on a partner's brand equity.

Brand extension success rates are maximized in the new
market when co-branded with the reputed brand that has
established in that market.

Co-branding may help usage extension.

Image strengthening may take place due to co-branding.

It is cost effective.

Loyalty programs increasingly include co-branding
arrangements. The costs of loyalty programs are shared by
corporation. Hence, the promotional costs to the companies
are coming down.

Co-branding indicates a trade marketing operation.

Take advantage of the synergies among a number of brands is
yet another advantage of co-branding.

Co-branding between an Indian major and a global firm in the
Indian markets is beneficial because the Indian company would
be having well known established existing distribution network
and a brand image in the market. The MNC in turn will offer the
Indian partner with the technical know-how and an international
brand attachment.

Encouraged by functional drinks from the Far East, Dietrich
Mateschitz originated Red Bull in the mid 1980's. He formed the
formula of Red Bull Energy Drink and established the exclusive
marketing concept of Red Bull. In 1987, on April 1, Red Bull
Energy Drink was traded for the very first time in its home market
Austria. This was not only the inauguration of a completely new
product, in fact it was the birth of a completely new product
category. In Today scenario Red Bull is available in more than
165 countries and more than 35 billion cans of Red Bull have
been used up so far.

As the world's No.1 energy drink (disseminated in 160 nations),
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Red Bull caters to over 4,000,000,000 individuals every year.
Notwithstanding the ongoing problems presented by the
economic decline, Red Bull remains an ambitions brand with
innovation at its heart. In 1984, Dietrich Mateschitz fine-tuned
the product, established a unique marketing idea and initiated the
selling of Red Bull Energy Drink. About 4 billion cans of Red
Bull are consumed every year. The accountability for the success
of the world's No. 1 energy drink is pooled by the company's
6,900 employees around the world.

Red Bull were looking to launch a promotional Programme
illustrating the benefits of their energy drink to sportsmen and
women and ultimately to the general public. They wanted to
develop a bottle 'jacket' that encased the can so sportsmen and
women could mix Red Bull with water and so that the can would
remain visible. Red Bull is a well-recognized product and an
innovative outer bottle was regarded as a good way of further
promoting this.

To assist with the launch of a promotional Programme targeting
sportsmen and women, Red Bull had plans to progress a 'jacket'
which enclosed the iconic Red Bull can to allow an easy mix with
water. The team at 4c developed and designed a range of ideas to
bring to life a 'lock and load' feature permitting the end user to
open and click the can into place within the jacket, with
robustness being a key consideration.

In terms of further expansion, Red Bull is aiming the core
markets of Western Europe and the USA and the growth markets
of Japan, South Korea, Brazil and India, while also aiming on the
worldwide roll-out of the Red Bull Editions.

In keeping with their target market of young guys, Red Bull has
also registered help from celebrities, such as Eminem that would
demand to this cluster (sponsoring the Red Bull "EmSee Battle
Rap championships"). It also hosts events like the "Red Bull
Flugtag" (German for "flight day" or "flying day") and other such
challenges. Red Bull also maintains association football teams,
with clubs in Austria, Germany, the United States and Brazil
introducing the Red Bull trademark in their titles. By connecting
the drink's image with these events, the enterprise seeks to
promote a "cool" public image and increase brand power. Hence,
this one energy drink has facilitated create a market for above 150
related types of commodities, like Red Rooster and Blue
Lightning.

Red Bull's slogan "gives you wings" is broadly used in these
marketing events. Claims about the drink's effects and
performance have been challenged on numerous occasions, with
the United Kingdom's Advertising Standards Authority
impressive advertising limits in 2001 in response to criticisms
first recorded as initial as 1997. In 2011, Red Bull received
around EUR 4.2 billion in global sales and was accessible in 165
nations globally

In the PlayStation 3's societal gaming platform, PlayStation
Home, Red Bull has established its own in-game island, specially

advertising its energy drink and the Red Bull Air Race event (for
which the interplanetary is named) out in January 2009. In late
November 2009, Red Bull brought out double new spaces, the
Red Bull Illume interplanetary, and the Red Bull Beach space
including the Red Bull Flugtag, both released on the similar day.
In January 2012, Red Bull released its leading individual
interplanetary called the Red Bull House of Skate featuring an
indoor skate park.

In the video game , Red Bull permits the worms to
move more rapidly. Red Bull is showed on virtual track-side
billboards through gameplay and in the inaugural cinematic in
the video game.

(formerly ) is an
Austrian Formula One racing team based in Milton Keynes,
England. It is, along with Scuderia Toro Rosso, one of two teams
owned by beverage company Red Bull GmbH. The team has won
three Constructors, Championship titles, in 2010, 2011, and
2012, becoming the first Austrian licensed team to win the title.
The team also produced the triple world champion driver of
2010, 2011, and 2012, Sebastian Vettel. The team is managed by
Christian Horner, boss of the Arden International GP2 Series
team. The team has used Renault engines since 2007, and has a
contract to do so until 2016. In November 2012, it was announced
that Infiniti would become the team's title sponsor from the 2013
season onwards, with the team to be known as

.

The current Red Bull team can trace its origins back to the
Stewart Grand Prix outfit that made its debut in 1997. Jackie
Stewart sold his team to the Ford late in 1999, and Ford made the
decision to rebrand the team Jaguar Racing, with little
subsequent success over the next five years.

The Jaguar Racing Formula One constructor and racing team was
put up for sale in September 2004 when its owner, the Ford Motor
Company, decided it could "no longer make a compelling
business case for any of its brands to compete in F1." Red Bull, an
energy drinks company, agreed its purchase of Jaguar Racing on
the final day of the sale, 15 November 2004. BBC Sport reported
that Ford asked bidders for a symbolic US$1 in return for a
commitment to invest US$400 million in the team over three
grand prix seasons. The team continued to have access to the
Cosworth engine developed for their 2005 chassis, and the
operation continued under the new title. Christian Horner was
installed as the new Team boss and lined up David Coulthard and
Christian Klien to drive for the team.

Red Bull Racing was not the start of Red Bull's involvement in
open-wheel racing. Setting up a Formula One team of its own
meant that Red Bull had to end its long-term partnership with the
Sauber Formula One team. The drinks company also runs a
young drivers programme, Red Bull Junior Team, whereby Red
Bull sponsors promising young drivers. High-profile drivers who
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have received this backing include Enrique Bernoldi, Christian
Klien, Patrick Friesacher, VitantonioLiuzzi and Scott Speed. Red
Bull also sponsors many drivers and teams competing in the GP2
Series, Formula One's "feeder" series.

Red Bull have been very vocal about wanting to make F1 'fun'
again. One way in which they went about doing that was by
employing Mark Gallagher, who was head of marketing for nine
years at Jordan, itself an exciting brand in the late 1990s. Red Bull
also started The Red Bulletin, a satirical magazine that is released
four times per race weekend and distributed to the paddock and to
members of the public from behind the main grandstand at each
track.

In the 2006 Monaco Grand Prix, they supported the movie
, which continues the line of marketing events

begun by the promotion of 2005 (in the
2005 race, the pit crew dressed up as clone troopers) and the

promotion of 2004 when the team ran under the
Jaguar Racing banner. When David Coulthard finished third in
the 2006 race, he donned a Superman cape for his appearance on
the podium.

Red Bull Technology is the subsidiary set up to design, engineer
and build the cars for Red Bull Racing, and previously its sister
team Scuderia Toro Rosso. Red Bull Technology was regarded as
a loop-hole to allow Red Bull to run two teams with the same car,
which had been prohibited in Formula One since the 1980s.
Complaints were issued to the FIA from rival teams, but they
were discarded by the sport's governing body. Neither Red Bull
Racing nor Scuderia Toro Rosso denied they ran fundamentally
the same chassis, but claimed the separate development
programs, different engines and that the chassis was designed by
neither team made it legal.

The regulations were changed in 2010 to forbid the use of
identical cars between teams, and Toro Rosso no longer has its
cars produced by Red Bull Technology. Toro Rosso now designs
and builds their own cars, having built the necessary
infrastructure in-house.

Marketing, more precisely through sponsorship means. They
selected an excellent partner in order to create a potent
storytelling, the event reached the wanted visibility, it created
very nice branding results, and all this was perfectly activated by
Red Bull marketing guys' team. Red Bull just mastered all the
pieces of this very special branding project.However, there is
truly something that makes this story superior and worth to be
analyzed and proposed as example to yield lessons from: the size
and impression of the event. It was monstrous, and there are
various published metrics presenting the vast media and social
media impact.

In this sense, Lot of commonalities shared byRed Bull Stratus
project with genuine sport mega-events, like the Olympics or

FIFA World Cup. In terms of marketing and branding, the
difference is that Baumgartner's show and global media attention
was focused in just few hours, against three weeks for the other
mega events.

While strongly focused in time, it was a mega-event by its
worldwide reach and power in terms of media impact.

FrancescPujol (2009) 'Co-Branding: When Olympics Meet
Beijing and China', Presented at Sports, by International
Association of Sport Economists, Stellenbosch, South Africa, 2-
4 December 2009.Thinking in sport mega-event as co-branding
strategies allow us to approach in a simpler way the intangible
benefits and inheritances associated in hosting such events or, in
Stratus case, to get the naming rights.

Two independent brands

Both brands have complete diverse business and markets

Complementary, common and divergent brand value
elements

Both brands will establish a common project, linked to a
short time span event

The event produces and extraordinary temporary increase of
media coverage of both brands.

Media coverage decreases to normal times after the event,

Each brand splits again, working in their original business

Two independent brands merger during the short span of
time event

Extreme increase and time-concentrated media coverage

Brand perception can be vividly and durably affected by the
event and media treatment of it

Transitory merger of brands during the event can produce
aallocation of brand values from one brand to the other

Therefore, a modification of brand value and brand
perception may be consequence of the time concentrated
increase of media coverage and/or the acquisition of brand
components of the other brand.

Red bull got the perfect score in co-branding. This was not
attained against nothing and didn't come in a magic, automated
way. Red Bull Stratusachievement story is not telling us how
corporations should expend their marketing money from now on.
Case of Red bull cannot be easily replicated, as far as is it quite
unique by each one of two co-branding partners. This case
delivers some supporting insights, but it does not consist in just
applying a different marketing techniques. This goes in the same
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Red Bull caters to over 4,000,000,000 individuals every year.
Notwithstanding the ongoing problems presented by the
economic decline, Red Bull remains an ambitions brand with
innovation at its heart. In 1984, Dietrich Mateschitz fine-tuned
the product, established a unique marketing idea and initiated the
selling of Red Bull Energy Drink. About 4 billion cans of Red
Bull are consumed every year. The accountability for the success
of the world's No. 1 energy drink is pooled by the company's
6,900 employees around the world.

Red Bull were looking to launch a promotional Programme
illustrating the benefits of their energy drink to sportsmen and
women and ultimately to the general public. They wanted to
develop a bottle 'jacket' that encased the can so sportsmen and
women could mix Red Bull with water and so that the can would
remain visible. Red Bull is a well-recognized product and an
innovative outer bottle was regarded as a good way of further
promoting this.

To assist with the launch of a promotional Programme targeting
sportsmen and women, Red Bull had plans to progress a 'jacket'
which enclosed the iconic Red Bull can to allow an easy mix with
water. The team at 4c developed and designed a range of ideas to
bring to life a 'lock and load' feature permitting the end user to
open and click the can into place within the jacket, with
robustness being a key consideration.

In terms of further expansion, Red Bull is aiming the core
markets of Western Europe and the USA and the growth markets
of Japan, South Korea, Brazil and India, while also aiming on the
worldwide roll-out of the Red Bull Editions.

In keeping with their target market of young guys, Red Bull has
also registered help from celebrities, such as Eminem that would
demand to this cluster (sponsoring the Red Bull "EmSee Battle
Rap championships"). It also hosts events like the "Red Bull
Flugtag" (German for "flight day" or "flying day") and other such
challenges. Red Bull also maintains association football teams,
with clubs in Austria, Germany, the United States and Brazil
introducing the Red Bull trademark in their titles. By connecting
the drink's image with these events, the enterprise seeks to
promote a "cool" public image and increase brand power. Hence,
this one energy drink has facilitated create a market for above 150
related types of commodities, like Red Rooster and Blue
Lightning.

Red Bull's slogan "gives you wings" is broadly used in these
marketing events. Claims about the drink's effects and
performance have been challenged on numerous occasions, with
the United Kingdom's Advertising Standards Authority
impressive advertising limits in 2001 in response to criticisms
first recorded as initial as 1997. In 2011, Red Bull received
around EUR 4.2 billion in global sales and was accessible in 165
nations globally

In the PlayStation 3's societal gaming platform, PlayStation
Home, Red Bull has established its own in-game island, specially

advertising its energy drink and the Red Bull Air Race event (for
which the interplanetary is named) out in January 2009. In late
November 2009, Red Bull brought out double new spaces, the
Red Bull Illume interplanetary, and the Red Bull Beach space
including the Red Bull Flugtag, both released on the similar day.
In January 2012, Red Bull released its leading individual
interplanetary called the Red Bull House of Skate featuring an
indoor skate park.

In the video game , Red Bull permits the worms to
move more rapidly. Red Bull is showed on virtual track-side
billboards through gameplay and in the inaugural cinematic in
the video game.

(formerly ) is an
Austrian Formula One racing team based in Milton Keynes,
England. It is, along with Scuderia Toro Rosso, one of two teams
owned by beverage company Red Bull GmbH. The team has won
three Constructors, Championship titles, in 2010, 2011, and
2012, becoming the first Austrian licensed team to win the title.
The team also produced the triple world champion driver of
2010, 2011, and 2012, Sebastian Vettel. The team is managed by
Christian Horner, boss of the Arden International GP2 Series
team. The team has used Renault engines since 2007, and has a
contract to do so until 2016. In November 2012, it was announced
that Infiniti would become the team's title sponsor from the 2013
season onwards, with the team to be known as

.

The current Red Bull team can trace its origins back to the
Stewart Grand Prix outfit that made its debut in 1997. Jackie
Stewart sold his team to the Ford late in 1999, and Ford made the
decision to rebrand the team Jaguar Racing, with little
subsequent success over the next five years.

The Jaguar Racing Formula One constructor and racing team was
put up for sale in September 2004 when its owner, the Ford Motor
Company, decided it could "no longer make a compelling
business case for any of its brands to compete in F1." Red Bull, an
energy drinks company, agreed its purchase of Jaguar Racing on
the final day of the sale, 15 November 2004. BBC Sport reported
that Ford asked bidders for a symbolic US$1 in return for a
commitment to invest US$400 million in the team over three
grand prix seasons. The team continued to have access to the
Cosworth engine developed for their 2005 chassis, and the
operation continued under the new title. Christian Horner was
installed as the new Team boss and lined up David Coulthard and
Christian Klien to drive for the team.

Red Bull Racing was not the start of Red Bull's involvement in
open-wheel racing. Setting up a Formula One team of its own
meant that Red Bull had to end its long-term partnership with the
Sauber Formula One team. The drinks company also runs a
young drivers programme, Red Bull Junior Team, whereby Red
Bull sponsors promising young drivers. High-profile drivers who
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have received this backing include Enrique Bernoldi, Christian
Klien, Patrick Friesacher, VitantonioLiuzzi and Scott Speed. Red
Bull also sponsors many drivers and teams competing in the GP2
Series, Formula One's "feeder" series.

Red Bull have been very vocal about wanting to make F1 'fun'
again. One way in which they went about doing that was by
employing Mark Gallagher, who was head of marketing for nine
years at Jordan, itself an exciting brand in the late 1990s. Red Bull
also started The Red Bulletin, a satirical magazine that is released
four times per race weekend and distributed to the paddock and to
members of the public from behind the main grandstand at each
track.

In the 2006 Monaco Grand Prix, they supported the movie
, which continues the line of marketing events

begun by the promotion of 2005 (in the
2005 race, the pit crew dressed up as clone troopers) and the

promotion of 2004 when the team ran under the
Jaguar Racing banner. When David Coulthard finished third in
the 2006 race, he donned a Superman cape for his appearance on
the podium.

Red Bull Technology is the subsidiary set up to design, engineer
and build the cars for Red Bull Racing, and previously its sister
team Scuderia Toro Rosso. Red Bull Technology was regarded as
a loop-hole to allow Red Bull to run two teams with the same car,
which had been prohibited in Formula One since the 1980s.
Complaints were issued to the FIA from rival teams, but they
were discarded by the sport's governing body. Neither Red Bull
Racing nor Scuderia Toro Rosso denied they ran fundamentally
the same chassis, but claimed the separate development
programs, different engines and that the chassis was designed by
neither team made it legal.

The regulations were changed in 2010 to forbid the use of
identical cars between teams, and Toro Rosso no longer has its
cars produced by Red Bull Technology. Toro Rosso now designs
and builds their own cars, having built the necessary
infrastructure in-house.

Marketing, more precisely through sponsorship means. They
selected an excellent partner in order to create a potent
storytelling, the event reached the wanted visibility, it created
very nice branding results, and all this was perfectly activated by
Red Bull marketing guys' team. Red Bull just mastered all the
pieces of this very special branding project.However, there is
truly something that makes this story superior and worth to be
analyzed and proposed as example to yield lessons from: the size
and impression of the event. It was monstrous, and there are
various published metrics presenting the vast media and social
media impact.

In this sense, Lot of commonalities shared byRed Bull Stratus
project with genuine sport mega-events, like the Olympics or

FIFA World Cup. In terms of marketing and branding, the
difference is that Baumgartner's show and global media attention
was focused in just few hours, against three weeks for the other
mega events.

While strongly focused in time, it was a mega-event by its
worldwide reach and power in terms of media impact.

FrancescPujol (2009) 'Co-Branding: When Olympics Meet
Beijing and China', Presented at Sports, by International
Association of Sport Economists, Stellenbosch, South Africa, 2-
4 December 2009.Thinking in sport mega-event as co-branding
strategies allow us to approach in a simpler way the intangible
benefits and inheritances associated in hosting such events or, in
Stratus case, to get the naming rights.

Two independent brands

Both brands have complete diverse business and markets

Complementary, common and divergent brand value
elements

Both brands will establish a common project, linked to a
short time span event

The event produces and extraordinary temporary increase of
media coverage of both brands.

Media coverage decreases to normal times after the event,

Each brand splits again, working in their original business

Two independent brands merger during the short span of
time event

Extreme increase and time-concentrated media coverage

Brand perception can be vividly and durably affected by the
event and media treatment of it

Transitory merger of brands during the event can produce
aallocation of brand values from one brand to the other

Therefore, a modification of brand value and brand
perception may be consequence of the time concentrated
increase of media coverage and/or the acquisition of brand
components of the other brand.

Red bull got the perfect score in co-branding. This was not
attained against nothing and didn't come in a magic, automated
way. Red Bull Stratusachievement story is not telling us how
corporations should expend their marketing money from now on.
Case of Red bull cannot be easily replicated, as far as is it quite
unique by each one of two co-branding partners. This case
delivers some supporting insights, but it does not consist in just
applying a different marketing techniques. This goes in the same

Red Bull Image and marketing

Red Bull Technology

StrategiesAdopted by Red Bull

Red Bull Stratus as a co-branding event.

Elements of Red bull Co-Branding

Consequences of Red bull Co-Branding

Conclusion

Superman Returns

Star Wars: Episode III

Ocean's Twelve

·

·

·

·

·

·

·

·

·

·

·

·

77Co-Branding Strategies of “Red Bull” Energy Drink76 PMR   JUL - DEC 2017



way that anefficacious viral campaign. You cannot produce new
viral victories by just copying all the ingredients of the magic
recipe. We have a many of examples on this. Moreover, Red Bull
Company did not run the project at zero brand costs. Red Bull
took the risk and won. Taking risks is seemingly part of Red Bull
DNA brand values, but it is perhaps not the case for many other
corporations.

Under the approach of innovative based co-branding, partners
entirely co-create new offerings to provide substantial increases
in customers and corporate value more than other approaches, it
offers the potential to grow already existing markets and create
entirely new ones. This is because both the parties are looking for
a higher level of value creation, the rewards, and risks are often an
order of magnitude larger than those created by other co-
branding approaches. For this motive innovative based co-
branding requires a higher level of senior executive attention and

organizational collaboration. Therefore, this approach will make
sure that it enhances the customer base, increases profitability,
satisfy the needs of customers through extended production lines,
braces competitive position through a higher market share,
creates new customer-perceived value, and yields operational
benefits through reduced cost.

This case can be used for the application of the theory & Practice
of the following subjects:

Marketing Management

Product & Brand Management

Branding Processes

Cobranding Concepts

Consumer behavior

Teaching Notes:

Scope of the study:
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