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Work and Life: How is it Balanced?

An Empirical Study
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Abstract

The employed youths have lately sensed the need to prioritize work over, fapnlgs, entertainment

and hobbies. Be it the anxieties of professional growth or cut-throat competition in organizations,
individuals are unconsciously neglecting their personal interests in one way or th&ethttrere

exists another section of the same generation who juggle between work and home trying to strike a
balance. How perfect is the balance they achieve? Is it precisely 50-50 or at least 70-30? More often
than not we see an ever-changing ratio. These variations are caused by eventualities, family obligations,
challenging deadlines, demanding customersoriife balance” addresses the unfair life choices
people make with an intention to get ahead in their professional lives. This paper examines the work-life
balance of 100 employees working in the IT Enabled Services Sector and introspects on the three facets
put forth by McAuley et al (2003)Work Interference in Personal Life, Personal Life Interference in

Work, Work and Personal Life Enhancement.

Keywords: work-life balance, work environment, personal enhancement, work enhancement

Introduction

Contemporary changes in the socio-economic environment have brought to light the importance
of work-life balance. Salaried jobs are much more in demand than what it was a decadetagjo.
youngsters are migrating to the cities in search of regular income and better standard of living. The
joint family business system too has seen a dramatic change over the years. Stay-at- home mothers are
no more a tradition, the income they bring home is valuable and crucial in most families. Families, today
understand the importance of each individualork-life and recognize theirfefts. They respect each
other's responsibilities and priorities at work. Managing work and personal life involves innumerous
challenges, proper planning and time management. Better the balance, happier the families, However
there is a flip-side to this happy story too. Individuals holding glamorous designations and heavy pay
cheques have something more in their kitty - long work hours, unearthly shift timings, strenuous daily
schedules, traumatic deadlines added to low esteem, relationship issues, anxieties about home and
children. Spas and luxury homes may be their destinations, but not as frequent as the counseling
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centre or medical cell¥hey have plunged into the fallacies of corporate caimesme and lifestyle,
sacrificing their health and emotional wellness.

Work-life balance: the dilemma

Organizations across the globe are demanding more and more from their employees and pressurising
them to deliver the best. They are focusing more on motivation and recognition of employees to
enhance productivitp healthy balance is a strategy that the new-age employers are aiming at. Research
findings show thaiork-Life Balance Programs help employees manage their work and family better
(Thomas and Ganstet995).There is less boundary between employee work and non-work lives
(Hochschild, 1997).

The percentage of stay-at-home mothers has come down drastically over the last decade. The
health benefits of leading a balanced life is well known (Quick et al., 2004).Research frodrhkmnitta
has shown that organizations with a greater concern for employee work life strategies find it easier to
attract and retain valued employees (e.qg., Bailyn, 19@3k-life balance reduces employee absenteeism
(Dex and Scheibl, 1999) and enhances the productivitygemizations (Sands and Harg2007).

Today it has become ditult to define what work is and what life is. ‘&k”, in todays
scenario has no fixed place and timing; young professionals work beyond what they ideally should and
strive to meet t@ets even at the cost of their physical welln@slvances in technology have made
work-life balance more complex. Employees are expected to be available 24/7 with the usage of mobile
phones, internet connectivityata cards and text messagifigis makes compartmentalizing work and
personal life nebulous.

Review of Literature

Felstead et al (2002) state that work from home options is more likely to be available in large
establishments and work environment. J.Caproni (2004) illustrates how the dominance of an
individualistic ethos pervade both the labour market and the welfare state. Gillian Maxwell and Marilyn
McDougall (2004) explore connections between macro, organizational and individual levels of WLB
policy and practice. Una Byrne (2005) discusses the development of the concept of the ‘work-life
balance’ as a means of tackling the problem of increasing amounts of stress in the work-place . Rosemay
Crompton and Clareylonette (2006) found evidence of a ‘societétef in the cases of Finland and
Norway FisherMcAuley et al, (2003) examined the antecedents and outcomes of work life balance
with a 19 items instrument designed to capture employee perceptions of work life balance. Jeremy
Hayman (2004) undertook an exploratory factor analysis and evaluated the worth of an instrument
developed by Fisher et al, (2008Blhey found that the instrument has acceptable validity and reliability



Vol.-3 No.-1, June-2012 [37]

This indicates that the instrument has potential for providing managers with a useful tool for determining
work life balance perceptions among employees.

Objective of the study

This paper examines the work-life balance of employees working in the IT Enabled Services
Sector and introspects on the three facets put forth by Fisher et al, (@@0R)|nterference in
Personal Life, Personal Life InterferencéNbrk, Personal Life and/ork Enhancement. Further the
study analyses thefett of factors such asge, GenderMarital Satus, Parentalt8tus, Income and
Work Experience on work-life balance.

Methodology

The study is an empirical one. It is based on primary data collected with the help of structured
guestionnaire from 100 respondehterk life balance is measured with a 15 item scale adapted from an
instrument reported by Fisher et al. (2003). In this sttty respondents are asked to indicate the
extent to which they agree or disagree using a seven point time related scale (e.g., 1=Not at all, 7=All the
time).

Profile of the Respondents

The respondents are employees of multinational companies in the ITES. 8getavise
classification reveals that 75 per cent of the sample constitutes individuals who are less than 35 years.
Gendeswise classification shows that the 70 per cent of the respondents areAnalaalysis of the
marital status of employees revealed that 64 per cent are married and 53 per cent of the respondents
have children. Income wise analysis showed that 78 per cent of the respondents had an annual gross
salary of less than 3 lakhs and only 7 per cent earned an annual salary of more than 5 lakhs, However
a large number of the respondents (57 per cent) have an overall work experience of more than 5 years.
The findings reflect the influence of work and life on each oth#rows light on the factors enhancing
life and work achievements.
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Results and Discussion

Table 1:Age of the Respondents and/ork-Life Balance

Work Interference with Personal Life Interference Work and Personal Life
Age of the | personal Life with Work Enhancements
Respondent Low Medium High  Low Medium High  Low | Medium | High
Impact [ Impact Impact Impact Impact Impact Impact [ Impact | Impact

Less than 25
years 7 11 - 7 8 3 5 10 3
39% 61% - 39% 44% 17% 28% 56% 17%

26 years to 30
years 11 8 21 14 12 14 4 25 11
28% 20% 53% 35% 30% 35% 10% 63% 28%

31 years to 35
years 7 5 23 10 5 20 5 24 6
20% 14% 66% 29% 14% 57% 14% 69% 17%

36 years and

above - 7 - 3 2 2 2 5 -
- 100% - 43% 29% 29% 29% 71% -
Total 25 31 44 34 27 39 16 64 20
25% 31% 44% 34% 27% 39% 16% 64% 20%
Chi-Square 39.727 10.483 6.373
df 6 6 6
p value 0.000 0.106 0.383

Source: Field Survey

Table 1 indicates that among young employees there is moderate to low impact of work on
their personal life. 61 percent of them feel that work interferes in their personal life, while 39 percent of
them agree that the interference of work in their personal life isNowe of the respondents who are
less than 25 years have indicated high impact of work on personal interests, hence showing a good
balance between work and personal life. Similaaty analysis of personal life interference on work
shows that the impact of personal life on work is moderate to low among young employees. The
highest impact of work on personal life and vice versa is seen among employees in the age group of 31
years to 35 years, indicating low work-life balankenajority of respondents in this age group have
agreed that there is high level of interference of work in personal life (66 percent). Chi square analysis
indicates that there is a significant association between age and ‘work interference in personal life’ as
the p value is 0.000. Howevehere is no significant association between age and personal life
interference in work and ‘work and personal life enhancement.

An examination of the impact of the respondents’ gender on work life balance is shown in
table 2A majority of male respondents (49 percent) are highly impacted by their work and 44 percent of
them agree that their work is affected due to personal reasons. However the study shows that there is
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Table 2: Genderof the Respondents antVork-Life Balance

G Work Interference with Personal Life Interference Work and Personal Life
ender of i )
the Personal Life with Work Enhancements
Respondent Low Medium | High Low Medium High Low Medium | High
Impact | Impact Impact Impact Impact Impact Impact Impact | Impact
Male 18 18 34 23 16 31 10 49 11
26% 26% 49% 33% 23% 44% 14% 70% 16%
Female 7 13 10 11 11 8 6 15 9
23% 43% 33% 37% 37% 27% 20% 50% 30%
Total 25 31 44 34 27 39 16 64 20
25% 31% 44% 34% 27% 39% 16% 64% 20%
Chi-Square | 3.259 3.244 3.884
df 2 2 2
p value 0.196 0.197 0.143

Source: Field Survey
only a moderate impact of gender on work and personal life enhancements. Chi-square analysis shows
that the association between gender and work interference on personal life is not significant as the p
value is higher than the commonly accepted level. This is an interesting outcome as most studies focus
on gender as an influential factor in analyzing work-life balance. However we decipher a positive
cultural change which could be the reason for gender not being a prominent factor in influencing work-
life balance. The difference between men and women may not be consistent across generations. Hence,
further analysis will be required to get a clearer idea. There is no significant association between
gender and work interference on personal life, personal life interference with work, as also between
gender and life enhancements

Table 3: Marital Status of the Respondents anWork-Life Balance

gﬂgt'fgl of Work Int‘erference with Pgrsonal Life Interference | Work and Personal Life

the Personal Life with Work Enhancements

Respondent | Low Medium | High Low Medium | High Low Medium | High
Impact | Impact | Impact | Impact | Impact | Impact | Impact | Impact | Impact

Married 13 21 30 24 14 26 9 40 15
20% 33% 47% 38% 22% 41% 14% 63% 23%

Unmarried 12 10 14 10 13 13 7 24 5
33% 28% 39% 28% 36% 36% 19% 67% 14%

Total 25 31 44 34 27 39 16 64 20
25% 31% 44% 34% 27% 39% 16% 64% 20%

Chi-Square | 2.085 249 1.53

Df 2 2 2

p value 0.353 0.288 0.465
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Source: Field Survey

Table 3 shows the association between marital status and work-life balaatable indicates
that the personal life of majority of married respondents (47 percent) is highly impacted by their work.
Similarly, 41 percent of them agree that their work fe@ed due to family commitments. Howeyver
majority of respondents have shown a moderate impact of marital status on work and personal life
enhancements. Chi-square analysis shows that the association between marital status and work-life
balance is not significant as the p value is higher than the commonly accepted level of 0.05

Table 4: Paental Satus andWork-Life Balance

Work Interference with Personal Life Interference Work and Personal Life

Children in | Personal Life with Work Enhancements
the family
Low Medium High Low Medium High Low Medium | High
Impact | Impact  Impact Impact Impact Impact Impact Impact [ Impact
Yes 6 16 31 17 12 24 7 34 12
11% 30% 59% 32% 23% 45% 13% 64% 23%
No 19 15 13 17 15 15 9 30 8
40% 32% 28% 36% 32% 32% 19% 64% 17%
Total 25 31 44 34 27 39 16 64 20
25% 31% 44% 34% 27% 39% 16% 64% 20%
Chi-Square | 13.846 2.058 0.943
Df 2 2 2
p value 0.001 0.357 0.624

Source: Primary Data

An examination of the impact of the respondents’ parental status on work life balance is
shown in table 4A majority of respondents who have children (59 percent) are highly impacted by their
work. Similarly 45 percent of them agree that their workis@gd due to personal reasons. However
majority of respondents have shown a medium impact of parental status on work and personal life
enhancements. Chi-square analysis shows that the association between parental status and work
interference on personal life is significant as the p value is 0.001. There is no significance in the
association between marital status and personal life interference with work, and also between marital
status and life enhancements.

Table 5 shows the association between income of the respondents and their work-life balance.
A quick look at the table shows that majority of the respondents earn an annual gross salary of less
than Rs.3 lakhs'hey show a high impact of personal life on their work. Howenverk and personal
enhancements are at a moderate level for the groups. The association between gross annual salary and
work interference in personal work is significant as the p value is 0.033 which is lower than the acceptable
level of 0.05. Chi-square analysis shows that there is significant association between income and
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Table 5: GrossAnnual Salary andWork-Life Balance

Work Interference with | Personal Life Interference | Work and Personal Life
Gross Annual | Personal Life with Work Enhancements
Salary

Low Medium | High Low Medium | High Low Medium | High
Impact | Impact | Impact | Impact | Impact | Impact | Impact | Impact | Impact

Less than 3
Lakhs 23 26 29 26 20 32 14 47 17
30% 33% 37% 33% 26% 41% 18% 60% 22%

3 Lakhs to 5
Lakhs - 5 10 6 2 7 2 10 3
- 33% 67% 40% 13% 47% 13% 67% 20%
More than 5
Lakhs 2 5 2 5 - - 7
29% 71% 29% 71% - - 100% -
Total 25 31 44 34 27 39 16 64 20
25% 31% 44% 34% 27% 39% 16% 64% 20%
Chi-Square 10.52 9.476 4.502
df 4 4 4
p value 0.033 0.05 0.342

Source: Primary Data

personal life impact on work. Howevyehere is no significant association between income and
enhancements in work and life.

Table 6:Work Experience of the Respondent anwork-Life Balance

Work Interference with | Personal Life Interference | Work and Personal Life
Personal Life with Work Enhancements

Work

Experience Low Medium | High Low Medium | High Low Medium | High
Impact | Impact | Impact | Impact | Impact | Impact | Impact | Impact | Impact

Less than 1

year 7 8 - 7 5 3 5 7 3
47% 53% - 47% 33% 20% 33% 47% 20%

2 Years to 4

Years 4 15 9 9 10 9 4 22 2
14% 54% 32% 32% 36% 32% 14% 79% 7%

5 Years and

above 14 8 35 18 12 27 7 35 15
25% 14% 61% 32% 21% 47% 12% 61% 26%

Total 25 31 44 34 27 39 16 64 20
25% 31% 44% 34% 27% 39% 16% 64% 20%

Chi-Square 27.832 5.341 8.505

df 4 4 4

p value 0.000 0.254 0.075

Source: Primary Data
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An examination of the impact of the respondents’ overall work experience on work life balance
shows that majority of the respondents with less than ésyegperience have low to moderate impact
on work interference with personal life, and vice versa. Employees with work experience exceeding 5
years have a high effect on all aspects of work life balance. However majority of respondents have
shown a moderate impact of work experience on work and personal life enhancements. Chi-square
analysis shows that the association between work experience and work-interference in personal life is
significant. Howeverwork experience and personal life interference in work and enhancements have
no significant association.

Conclusion

The present study examined the work life balance of employees in the IT Enables Services
sector and attempted to identify the association of work-life balance with age,,geadéal and
parental status, income and work experience of the respondents. The study indicates a significant
association between age and ‘work interference in personal life. The association between parental
status and ‘work interference on personal life’ is also significant. Chi-square analysis indicates that
there is significant association between income and personal life impact on work. The association
between work experience and work-interference in personal life is significant. Most organizations are
giving high-priority to work-life balance through flexi-timings, work from home options, extended
maternity/paternity leave, fun activities at work, comfortable environment with fithess centres, cafeteria
and recreation roomgJ/ork-life balance need not always be viewed as negative. If each busy day were
treated as a day well-spent, employees can derive satisfaction out of the same. Focus is what is
important; be it home or office, it is essential that employees create a compartment and live each to its
fullest and devote 100 percent attention to where they are. Open communication, planning for
forthcoming events both at home and work, and setting priorities is the key to striking a near-to-perfect
work-life balanceWith a little efort and time-management, managing both work and home seamlessly
is definitely possible.
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Psychological Mapping of ConsumerToward Mobile
Number Portability: An Empirical Study
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Abstract:

India is a developing economy and is moving ahead better compared to other similar economies with
rapid speed. Communication is the key to growth and a mobile-phone is an essential part of this
communication system. This research paper focuses on the different purposes for which people use
their mobile phones and their criteria of selection of a service provider in their ragambfrom that,

with the new introduction of Mobile Number Portability (MNP) scheme there have been quite a lot of
transitions of service-providers among the customers. This research paper focuses on specific factors
pertinent to a service provider, which is fueling this transition. It has been mapped to a service-
provider level consisting of 207 people from State capital Dehradun, various section of persons have
been surveyed to conduct this research. This research is of strong significance to the existing mobile
service providers, marketers, new entrants in mobile communication sectors, market analysts, policy
makers and customers to understand the prevalent consumer perception and factors for future growth.
Analysis of various factors and inputs collected in the study show varying customer satisfaction levels
across different mobile subscribers. The research suggests certain service aspects that the existing
players should focus more closely to allure the customers with better services and at the same time to
retain the existing customers.

Keywords: Mobile Number Portabilityconsumer satisfaction,

Introduction

Mobile Number Portability(MNP) is defined as a system that allows consumers to change
operator without a necessity of changing the mobile phone nuBlmee it gives consumers the
chance of giving service from any operator whichever they want, it does not only increases competition
level in mobile communication market but also increases consumer welftire. consumer oriented
perception, being the aim of this stutlye efects of the mobile number portability application have
been examined theoretically at first. Then, the relationships among “mobile number portability application
satisfaction”, “perceived public illumination activities” and “knowledge (information level) about the
application” with “the intention to change the operator (switching intention)” are scrutinized and the
results are interpreted.

The introduction of MNP by TRAI has created unsettle situation for telecom service provider
in the market. It has generated fierce competition between service providers and force big ones to
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improve their serviceét the same time, it will benefit new players immensg8lgveral surveys have

found that about 7-10 percent of all mobile users are unhappy with their current mobile service provider
Introduction of mobile number portability will facilitate the easy exit of disgruntled users which will
also means that telcos will have to put more effort to retain those customers, who earlier stayed loyal
to the operator out of the necessity of retaining their nun¥ebile operators ééring telecom
services in India include state-owned BSaiid MTNL, besides private operators lieel, Reliance
Communicationsyodafone, Idea Cellularoop Mobile Aircel, MTS andrata Indicom/Do Como. Once
mobile number portability is across in India, every operator will have to facilitate customers’ exit from
and entry to their networks with the same number

The change of paradigm and the symptoms of a market in transition are driving the industry’
restructuring efforts and intensifying competition between companies. Mobile phone service providers
in india are coming to a full realization of the importance of a customer-oriented business strategy as a
condition for sustaining their competitive edge and maintaining a stable profit level, and, indeed, for
their very survival. When the number of subscribers has reached its saturation point, creating and
securing new customers is not only difficult but also costly in terms of marketing. Hence, it is becoming
an industry-wide belief that the best core marketing strategy for the future is to try to retain existing
customers by heightening customer loyalty and customer value.

Review of Literature

Earlier studies suggest that customer loyalty provides the foundation of a cosrpestgined
competitive edge, and that developing and increasing customer loyalty is a crucial factor in companies’
growth and performance (Lee & Cunningham, 2001; Reichheld, 1996). Howetenough studies
have been conducted on the subject of the mobile telecommunication services industry inside or
outside India; a mere handful of research papers have been published. This is partly due to the
relatively short history of the industi®nly in the late 1990s did research on factdectihg customer
loyalty and carrier switching begin. In particyldrere are few studies examining interactions between
factors afecting customer loyaltyThis paper analyses thefadfts on customer loyalty of customer
satisfaction and the switching barri@nd the structural relationship between these factors in the
mobile telecommunication services industry

Behavioral approach examines the custéosentinuity of past purchases, and then measures
customer loyalty by rate of purchase, frequency of purchase, and possibility of purchase. The attitude
approach infers customer loyalty from psychological involvement, favoritism, and a sense of goodwill
towards a particular product or service approach takes account of both behavioral and attitudinal
variables, in order to create its own concept of customer loys#yadopt the integrated theory of
customer loyalty as our methodological framework. The concept of customer loyalty is understood as
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a combination of customers’ favorable attitude and the behavior of repurchase. Earlier studies of
factors affecting customer loyalty usually set the focus on customer satisfaction and the switching
barrier (e.g., Dick & Basu, 1994; Gerpott, Rams, & Schingd@d1; Lee & Cunningham, 2001). Customers
experiencing a high level of satisfaction are likely to remain with their existing providers and maintain
their subscription. Howeveaccording to some research, customer satisfaction, while positively
influencing customer loyaltys not always a sfi€ient condition, and, in some cases, fails to produce

the expected effect. Hence, these researchers suggest that it is necessary to analyze other potentially
influential factors. It is in this context that the concept of the switching barrier was proposed (Jones,
Mothersbaugh, & Betfy2002). Furtherit has been demonstrated that the switching barrier plays the
role of an adjustment variable in the interrelationship between customer satisfaction and customer
loyalty. In other words, when the level of customer satisfaction is identical, the level of customer
loyalty can vary depending on the magnitude of the switching barrier (e.g., Colgate & Lang, 2001;
Jones et al., 2002; Lee & Cunningham, 2001). The significance of customer loyalty is that it closely
relates to the comparsytontinued survival, and to strong future growth. Hence, for a company to
maintain a stable profit level when the subscription level has reached the saturation point, the market
is mature, and competition is fierce, a defensive strategy which strives to retain existing customers is
more important than an aggressive one, which expands the size of the overall market by inducing
potential customers (Fornell, 1992hmad & Buttle, 2002). In the case of Korean mobile
telecommunication services, customer loyalty is particularly significant, given the rising customer
churn rate as the market matures. Specifictly monthly average customer churn rate rose sharply
from 1.3% in the late 1990s (1998-1999) to 3.3% in the early 2000s. These rates are rather high, compared
to the rates recorded by other major foreign mobile carriers during the same period (from 1.0% to
3.0%).2 Furtherthe full-scale launch of the IMZ000 service and the introduction of mobile number
portability are likely to increase customer churn, making customer loyalty more crucial theéhzver
Customer satisfaction Customer satisfaction generally means customer reaction to the state of fulfillment,
and customer judgment of the fulfilled state (Olj\&97).There are many benefits for a company from

a high customer satisfaction level. It heightens customer loyalty and prevents customer churn, lowers
customersyprice sensitivity reduces the costs of failed marketing and of new customer creation,
reduces operating costs due to customer number increases, improves the effectiveness of advertising,
and enhances business reputation (Fornell, 1992). The main factor determining customer satisfaction is
the customersdwn perceptions of service quality (Zeithamal & Bitri&396). In this studywe shall

define service quality as the customers’ satisfaction or dissatisfaction formed by their experience of
purchase and use of the service (Parasuraman, Zeithamal, & B338). In earlier studies on mobile
telecommunication services, service quality has been measured by call gtielity structure, mobile
devices, value-added services, convenience in procedures, and customer support (e.g., Kim, 2000;
Gerpottetal., 2001; Lee, Lee, & Freick, 2001).
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The Switching Barrier

The switching barrier refers to the difficulty of switching to another provider that is encountered
by a customer who is dissatisfied with the existing service, or to the financial, social and psychological
burden felt by a customer when switching to a new carrier (Fornell, 1992). Therefore, the higher the
switching barrierthe more a customer is forced to remain with his or her existing cAngerding to
a previous studythe switching barrier is made up of switching cost, the attractiveness of alternatives,
and interpersonal relationships.3 Switching cost means the cost incurred when switching, including
time, money and psychological cost (Dick & Basu, 1994), and is defined as perceived risk, insofar as
there are potential losses perceived by customers when switching carriers, such as losses of a financial,
performance-related, social, psychological, and safety-related nature (Mi®®4ayAttractiveness of
alternatives means the reputation, image and service quality of the replacingwhitteare expected
to be superior or more suitable than those of the existing cattiexctiveness of alternative carriers
is intimately linked to service differentiation and industrial organization. If a company offers
differentiated services that are difficult for a competitor to match or to provide with equivalents, or if
few alternative competitors exist in the market, customers tend to remain with the existing company
(Bendapudi & Berry1997). Interpersonal relationship means a psychological and social relationship
that manifests itself as care, trust, intimacy and communication (Grel@%).The interpersonal
relationship built through recurrent interactions between a carrier and a customer can strengthen the
bond between them and finally lead to a long-term relationship. Companies are not alone in desiring a
sustained relationship. Many customers wish to establish, develop and continue with a company an

The relationship between customer satisfaction, the switching barrier and customer loyalty as
a general rule, customer satisfaction and customer loyalty are very closely related. Customer satisfaction
functions as an antecedent of customer loy&lfyrevents customer churn and consolidates retention,
thereby constituting an important cause of customer loyalty (Fornell, 1992; Reichheld, 1996), Further
while affected by market structure, customer type and customers’ individual ways of solving problems,
the connection between customer satisfaction and customer loyalty is not always a linear relation,
although it constitutes a positive relationship (Fornell, 1992; Soderlund, 298Bj)vhen customers
switch the service providethey tend to perceive the burden of risks which becomes the switching
barrier that influences customer loyalBased on the results of earlier studies discussed in Section 3,
we have formulated the following hypothese$able 2. 4. Research methodology

Zhou Hui of Coll. of Econ. & Manage., Nanjing Unof Inf. Sci. &Technol., Nanjing, China,
in his study reveals that welfare effect of introducing number portability is uncertain in a growing
market. Number portability may reduce the social welfare if it is introduced when the market scale is
increasing substantiallyvhile it may increase the social welfare when the growing speed is not so



[12] Management Convergence

high. He is of opinion that number portability should be introduced when the scale of the
telecommunication market has developed to the mature stage.

MNP is seen as a great opportunity which can increase acquisition and to a greater extent
encourage healthy competition among telephone operators but the process, fun¢cgababtyuent
administration and maintenance is a complex one, involving the careful planning and balancing of
factors such as cost, convenience, simpligpeed, reliabilityheterogeneous integration
and robustnes3he reduced taffiftransparencyincreased competitiveness and lower cost of call
and inter-connection rate that would normally result from the introduction of MNP is a problem that
could seriously affect the usabilitgffordability, on-line connection of mobile services for users and
have great impact on the profit margin.

Objectives and Methodology

The globalizing world necessitates being customer centered and taking into consideration of
their problems, wants and expectatidxstime goes hycustomer oriented practices and the applications
that lead more competitive environments in markets and higher quality of service/good, increases
inevitably. This research has been taken to an importance to ensure the better understanding of
consumer expectations and identifying the faults, failures and defects of consumer oriented applications.
In the research, measuring the MNP awareness of consumers, MNP process satisfaction, perceived
public illumination activities and relationships of them with the consumer switching intention are
targeted.To reach this tget the hypothesis listed below are constructed;

1.To study and analyze Consumer Perception towards mobile number portability services and
their intention to avail service provider

2.To study and analyze factors Influencing consumer perception to change their service. provider
3.To determine the rate of switching of customers tiedéht service providers
4.7o analyze the most preferred service provider

Hypothesis

H1: There is a no relationship between MNP awareness of consumers and

consumer switching intention.

H2: There is no relationship between MNP satisfaction (about process and results) and consumer
switching intention.



Vol.-3 No.-1, June-2012 [15]

H3: There is a meaningful relationship between perceived public illumination activities and consumer

switching intention.

To attain the listed objectives and test the hypothesis, a survey of 207 respondefieteaf dif
categories located in Uttarakhand were administ@i@dollect the necessary information, various
parameters were developed with the help of literature. The responses to these parameters were gatherec
coded, tabulated and analyz&d. measure the intensity of parameters open ended and close ended
guestionnaire was usetio test the hypotheses, factor analysis , me&RQOVA and @& tests were
applied.Table 1 indicates the profile of respondents.

Table 1: Demographic Characteristic of Respondents

Categories Number aofPercentage
Respondent
S
Age 15-25 45 21.7
wise 26 - 35 86 41.5
Classific 36 - 45 36 17.4
ation 46 - 55 37 17.9
56 and above 3 1.4
Gender Male 125 60.4
categori Female 82 39.6
es
Marital Married 140 67.6
Status Unmarried 67 32.4
Monthly | 1000 to 5000
income | 5001 to 10000 12 ol
10001 to 20000 27 13'0
20001 to 30004 '
30001 and 28 13.5
33 15.9
above
Level of | Upto Metric
Educati Upto 13 6.3
on Graduation 118 57.0
Post graduate 42 20.3
Professional 26 12.6
Qualification 8 3.9
Others
Occupat | Business man 13 6.3
ional Employed 63 30.4
Categor | Unemployed 120 58.0

ies Retired 11 53
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The data presented in the above table indicates that sample is dominated by male respondent as it is
indicated by 60.percentrespondent in the sampl@ge analysis of respondents indicates that most

of respondents fall in the age group of 26-35 years as it was indicated by 41.5 percent respondents in
the sample. The respondents in the age group of 15-25 years accounts for 21.7 percent and respondents
in the age group of 36- 45 years account for 17.4 percent. Respondents in the age group of 46.55
contributes 17.percentn the sample. The remaining 1.4 percent respondents fall in the age group of
above 55 years. The information related to educational qualifications of respondents indicates that
sample is dominated by those resopondents who are having post graduate and other professional
degree to their credit at it was indicated by Pe&entespondents in the sample. Income classification

of respondents indicates that very few respondenpé&dentindicated that their income falls up to

Rs. 10000 PM. 15.j@ercentrespondent indicated that their income fall in the range of Rs. 10000 to
Rs15000PM. 39.percentrespondents revealed that their income ranges from Rs. 15000Pm top
Rs25000PM. 3 6.percentrespondent falls in the income categories of above Rs. 25000PM. Marital
status of the respondents indicate that @@&entrespondents belongs to married categtiris
significant to note that majority of the employees belong to urban background.

Table 2: Single orDouble Sim

Sl. No | Type of SINV|No. of responden| Percentac
Single Sim 147 71.0
B Double Sin 60 29.0
Total 207 100.0

Growth in the mobile phone service and various innovative services offered by the mobile
service provider has motivated customers to have multiple SIM with the intention to retain previous
service and utilize new services from other service providers. In this context, it is seen from the survey
presented in the table above that majority of the respondents are having Single g&vtentown
single and 2®ercenthave double SIM out of total 207 respondents.



Vol.-3 No.-1, June-2012 [17]

Table 3: Mobile Service Povider

Sl. No | Sewice Provide | No. of responden | Percentac
BSNL 72 34.8
B Airtel 57 27.5
Idea 38 18.4
Tata Indicom 37 17.9
Others 3 1.4
Total 207 100.0

Considering the report and its objectives, it becomes even more important to know the usage
pattern of consumé&s and also to know why an individual has opted to use the current service provider
With the intention in mind the question was designed and the findings were, that out of 207 respondents
34.8percentopted for BSNLas their service provider the second rank ial with 27.5percent
consumerldea and on the same position with 18edcentand 17.Percentwere withTata Indicom.

BSNL was by far a clear runner

Table 4: Monthly Bill

SI. No | Monthly Bill No. of responden| Percentac
Below 200 73 35.3
B Rs200 to Rs5( 112 54.1
Rs500 to Rs1000 22 10.6
Total 207 100.0

The question was intended to bring out findings that would be useful in knowing the usage
pattern of consumés. as the research was done on 207 respondémgindings revealed that 54.1
percentonsumers were in the range of Rs 200 to Rs 500, followed bp&sént whose usage pattern
was below Rs 200 and the rest 1@ecentwere in the range of Rs 500 to Rs 1000.
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Table 5: Purpose of

having Mobile Services
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SI. No. Service Provider No of respondents Percentdge
A Official 61 10.9
B To be in touch with family 155 27.6
c | Uit
D Security 53 9.4
E Flaunt 131 23.4
F Passion 32 5.7
G STD Calls 28 5.0
H SMg 25 4.5
Total 561 100.0

The intention behind this inquiry was to measure the reason and intention in owing a mobile

phone, the results were a bit startling. Z®6centvere using the mobile phone with an intention to be

in touch with family members. 23pkrcentwere those respondents who use their mobile phones to
flaunt. Only 10.9ercentrespondents use it for official purpose. The rest percentages were not very
significant. * Since this question was a multiple answer question hence the total exceeds 561 instead of

207.

Table 6: BetterConnectivity

Sl. No. Service Provider No. of respondents Percemﬂage
A BSNL 34 16.4
B Airtel 10 4.8
C Idea 154 74.4
D Vodafone 9 4.3
E Total 207 100.0
Total 561 100.0

The fundamental reason in choosing a mobile service provider by a rational consumer is the connectivity
aspect.This query was intended in knowing about the general idea of consyrinegspective of

using the current service provider and to have a general idea of what they feel which service provider
offers the best connectivitjdea was a clear winner with 74oércentrespondents saying it had a

superior network, followed by BSNL 16p&rcent.
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Table 7:Period ofAssociation

Sl Period of Associatiol | No. of responden [ Percentac
A Upto 2 Month 10 4.8
B From 2 to 5 Month 13 6.3
C From 5 to 12 month 13 6.3
D Abovel2 month 171 82.6
E Total 207 100.0

The preliminary idea behind the research was to focus on the psyche of consumer with reference
to interrogate the use of mobile. The focus was however on gauging an idea to understand the reason
of using the present service providand the findings revealed that out of 207 respondents 82.6
percentwhere those consumers who were using their current service provider for more than one year
and 6.3percenthas a period of association from two to five months respectiaaty the rest 4.8
percenthad just started using the current service provider

Table 8: Feature influencing in favor of Particular Services

Sl. Featureg No. of| Percentagg
No. _ responden

A Tariff 15 7.2

g |Network 111 53.6

C Serviceq 26 12.6

p | Others 55 26.6

g | Total 207 100.0

The main idea behind feature influencing in favour of Particular Services was to understand the reason
why an individual prefers to have a particular service proyitierresult were quite obvious, out of
total 207 respondents 536rcentrefer network as the main feature, followed by J2&entprefer

services offered as the main feature and aboyiet@ntave tariff as their main feature behind the
usage.
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Table 9: Satisfaction with Pesent Service * Mobile Service Rwvider Cross tabulation

Mobile Service Providk Total
Tata
BSN | Airte Indico | Other
L [ ldee m <
Satst Excelle | -, | 56 35 o4 | 0 152
ction nt
with Very | g | 1 4 8 | 0 13
Present gooc
Service Gooc 0 3 2 3 10
Satisfa
tory 0 0 0 2 0 2
Not up
0 Mark 0 27 2 1 0 30
Total 72 57 38 37 3 207
Pearson CI- 165.: 16
Squar 19(a

As it can been seen from the table 9, BSNL has the maximum satisfaction level, followed by Idea, it is
however interesting to note thttel has the maximum dissatisfaction level, the main thought behind
this table is to understand the satisfaction level of consumers with their present service.provider

Analysis and Discussion

Understanding consumer behavior in buying for purchasing and utilizing mobile phone services
has become major interest for mobile service providesshnological advancement and service
providers marketing and operations decisions are significantly based on the buyers’ preferences and
likings. These decisions are also influenced by exogenous factors such as economy condition and
government policies, and market interaction among the major players like conswanmeafacturer
service providers and government. The empirical study indicates that consumers make purchasing
decision based on their own personal attributes such as age and education, as well as vehicle attributes
such as price and performance. Government influences the process by means of increasing or decreasing
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taxes and creating new polices for product design and performance and protecting consumer interest.
Exogenous factors such as service cost, service quality of other competitor and nature of competition
may also impact both consumer purchase decisions and manufacturer de@siomslogy of mobile

number portability has forced service provider to improve their services and retain existing customer
These components are viewed together since they are highly interdependent and together represent
forces that influence how the consumer will react to the object. Keeping these into consideration, an
attempt was made to assess the conssmatisfaction from the dédrent factor influencing in favor of

their purchase. For this respondent were asked to rate their views on the following statement such as
poor connectivityhigh tarif, variety of services ééred by other service providaerew technology
introduced by other service providers, the introduction of mobile number portability has given chance
to avail other services without loosing previous numbmoor staf services, poor customer care,

billing problems, poor coverage, promises made are not fulfilled at right time, information is not provided
by the stafat timely, staf provides incomplete and inaccurate information, poor employees customer
relation, poor employees responsiveness, service provider is not capable of solving problem, employees
are not available to handle customer problem, on a scale of 1 to 5 in order of their preference. The
exploratory factor analysis was used in order to identify the various motivational factors of purchase
or shifting to another service providé&rincipal Component analysis was employed for extracting
factors and orthogonal rotation wifarimax was applied\s latent root criterion was used for extraction

of factors, only the factors having latent roots or Eigen values greater than one were considered
significant; all other factors with latent roots less than one were considered insignificant and disregarded.
The extracted factors along with their Eigen values are shown in table 6. The factors have been given
appropriate names on the basis of variables represented in each case. The names of the factors, the
statements, the labels and factor loading have been summarivaulés 6 There are three factors

each having Eigen value exceeding one for motivational factors. Eigen values for four factors are 5.656,
3.200, and 1.703, respectivelhe index for the present solution accounts for 65.988% of the total
variations for the motivational factors. It is a pretty good extraction because we are able to economise
on the number of choice factors (from 16 to3 underlying factors), we lost 34.0122 % of information
content for choice of variables. The percentages of variance explained by factors one to six are 35.350,
19.997, and 10.641 respectivdlarge communalities indicate that aamumber of variance has been
accounted for by the factor solutioMarimax rotated factor analysis results for motivational factors

are shown in table 5which indicates that after 3 factors are extracted and retained the communality is
.713, for variablel, .709 for variable 2, 0.584 for variable 3 and so on. It means that approximately 71.3 %
of the variance of variablel is being captured by extracted factors togdikeproportion of the
variance in any one of the original variable which is being captured by the extracted factors is known
as communality (Ngundkay 2002).
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Table 10: Principal Component analysis with Rotated Component
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Comm
Factor | Factor| Factor
Poor Customer Care .822 713
The introduction of mobile number portability has gi\ .806 .709
Service provider is not capable of solving problem 748 584
Poor Coverage .691 .662
Poor Employees customer relation .678 .685
Information is not provided by the staff is timely .578 .670
Variety of services offered by other service provider 566 507
Poor Employees Responsiveness .929 .886
High tariff .855 .820
Poor Connectivity .810 . 781
Employees are not available to handle customer problem .589 .379
Promises made are not fulfilled at right t .833 .700
New technology introduced by other service providers .796 .666
Billing Problems 778 .625
Staff provides incomplete and inaccurate information .720 .525
Poor Staff Services .719 .635
Eigen Values 5.656 | 3.200 | 1.703
% of Variation 35.350| 19.997| 10.641
Cumulative % of Variation 35.350| 55.347| 65.988
EXtraction Method: Principal Componenmnalysis.
Rotation MethodVarimax with Kaiser Normalization.
A Rotation converged in 9 iterations.
Table 11: Principle components and associate variable
Factor| Name of Statement Factor
Dimension Loading
F1 Diverse Poor Customer Care .822
service by The introduction of mobile number portability hlas 806
competitor : - - - : - —
and Service provider is not capable of solving problem 748
relationship Poor Coverage 691
factor Poor Employees customer relal 678
Information is not provided by the staff is timely 578
Variety of services offered by other service provider 566
F2 Tariff and Poor Employees Responsiveness .929
employees | High tariff 855
reSPONSIVeNesSsy Sor Connectivity 810
Employees are not available to handle customesgg
F3 Employees Promises made are not fulfilled at right time 833
assurance an
technological | New technology introduced by other servjce ;gg
factor nroviders
Billing Problems 778
Staff provides incomplete and inaccurate informe .720
Poor Staff Services .719
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Principal components & associat¥driables indicates that first factor (diverse Services
provided by competitor and relationship factor) indicating the customers preferences towards changing
the service provider that is the combination of variable like Maintenance Costs associated with the
vehicle affects my satisfaction, the coordination Poor Customer Care, The introduction of mobile
number portability has given chance to avail other services without loosing previous n&ahece
provider is not capable of solving problem, Poor Coverage, Poor Employees customer relation,
Information is not provided by the stéf timely, Variety of services é&red by other service provider
tand accounting 35.350% variance of the total variafidessecond Factor is thariff and employees
responsiveness factor which is the combination of the variable like Poor Employees Responsiveness,
High tariff, Poor ConnectivityEmployees are not available to handle customer problem, and accounts
19,997% variance of total variance. Third factor is the Employees assurance and technological factor
which is the combination of Promises made are not fulfilled at right time, New technology introduced
by other service providers, Billing Problems, Staff provides incomplete and inaccurate information,
Poor Staff Services, and account 10.641% variance of the total variances.

Table 12: Mean of diferent FactorsAcross DiferentAge

Diverse service by Tariff and Employees
competitor and | employees assurance and
relationship factor responsiveness technological
Age factor
15-25 3.4603 3.5278 3.3822
26 - 35 3.7442 3.2733 3.1860
36 - 45 2.9405 2.9514 3.5667
46 - 55 3.6293 3.7230 3.1514
56 and above 4.0000 4.2500 3.0000
Total 3.5259 3.3671 3.2860

After reducing the factors’ combined mean of the different motivating factors for changing
the present reveals thatdfiff and employees responsiveness” has scored highest among all. It is
significant to note that Diverse service by competitor and relationship factor have been rated lowest
by the by the respondent in the age group of 36 to 45 as it has scored 2.9405.
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Table 13:ANOVA with dif ferent age categoy respondents
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Sum of df Mean Square F Sig.
Squares
Diverse Between Groups 17.700 4 4.425 17.777 .000
service by  Within Groups 50.279 202 .249
competitor  Total 67.979 206
and
relationship
factor
Tariff and Between Groups 15.165 4 3.791 8.660 .000
employees  Within Groups 88.432 202 438
responsiven Total 103.597 206
ess Between Groups 5.028 4 1.257 4.195 .003
Within Groups 60.521 202 .300
Total 65.549 206

One wayANOVA is calculated to check the hypothesis,fatiént factors influencing customer
to avail mobile number portability does not differ significantly across the personnel of different age
categories”. From the table it is clear that calculated value of F is greater than the tabulated value of F
(2.37) at (p< 0.05) level of significance in the case of all the listed fadéorce null hypothesis is
rejected indicating that there is significant difference in the mean of different motivating factor across
the different age category respondents.

Table 14: Peferred services in futue

D

Sl. |Name of No. of| Percentag
No. | Service responden
A BSNL 128 61.8
Airtel 10 4.8
C Idea 55 26.6
p |Tata Indicom 10 4.8
E Reliance 4 1.9
Total 207 100.0

One of the important question we wanted to access was, how many respondents were ready to
change there current service provider and to which service provider they wouldvpeafere however
in the notion that Idea would be the leader but BSNL won the nhumber one spot withefle8t
respondents wanting to have BSH& there future service provigdédea however was at number 2

spot with 26.6ercent
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Table 15:Impact of MNP

Sl. | Nature of impact No. of| Percentagg
No. responden

A It has deep positive imp: 148 715

B |IT has some positive impagt 6 29

C It has no Impact 25 12.1

D It has negative impact 28 13.5

E Total 207 100.0

One of the important question is to know weather MNP has had an impact on the service
provider with special reference to improving their services and out of 207 respondernisré&ri
respondents feel that MNP have had a positive impactp&2cknteel is has no impact, 13p&rcent
respondents are in the notion that it has a negative impact and the pest2réfeel that it has some
positive impact.

Table 16: Influence of MNPin Changing Services

Sl. | Extent of influence No. gfPercentagp

No. responden

a To agrea exten 177 85.5

b To Some Extent 10 4.8

c To a considerable extent 10 4.8

d To a little extent 10 4.8
Total 207 100.0

The critical question concerning whether or not MNP have had any success in bringing change
to the service provider reveals the fact from the table shown thap&@8ntrespondents feel that
MNP have had a significant effect on forcing the mobile service provider to improve their services and
the rest 9.@ercentare against this notion. Thus we can however conclude that MNP has been critical
in increasing the buying power of consumers.
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Table 17: Role of MNFin Incr easing Bargaining Power

Sl. |Extent  of{No. of| Percentagp
No. |influence respondent
a Yes 182 87.9
b No 13 6.3
¢ | cantsay 12 5.8
Total 207 100.0

Management Convergence

As evident from the table, it can clearly been inferenced that a significant percentage of
respondent 87.percentto be exact strongly feel that MNP has increased their (consumers) buying
power and a negligible percentage feel against

Table 18: Customerperception towards Responsiveness of servicequiders

1%

Sl. | Responsivenesdo. of| Percentag
No. responden
a Yes 190 91.8
b No 9 4.3
c cant say 8 3.9
Total 207 100.0

Information pertaining to role of MNP influencing companies to improve their responsiveness
and become customer friendly reveals that @ie&entrespondent customer are in favor with the
statement. On other hand only 48rcentdid not agree and 3 8rcentrespondent were not sure
whether this can enhance the responsiveness towards customers.
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Table 19:Ability in Bringing Change

Sl. | Description No. of Percentagp

No. responden
To a greater

& | axtent 173 83.6
To Some

b Exten 5 2.4
Toa

d considerable 16 [

e To a little 13 6.3
extent

c |Tota 207 100.0

It can clearly be seen from the table, which actually brings us to our conclusion that out of the
total population of 207 respondents 8@escenipeople feel that with the inclusion of MNP and TRAI
giving a go ahead to MNRave actually brought a significant change in the service provitler
remaining 14percentare not in the notion that MNP have had any significant change.

CONCLUSION

It can however be concluded that the consumers are quite aware about MNP and they can now
exert an immense amount of pressure on service provider for better services and there is no doubt that
the service providers have now understood this fact and are on their toes to provide competitive
services where ever possible and cannot ignore what the consumers want as the chances of error is
minimal. It has become a win win situation for the consumers as they now feel liketkiBy@an now
demand anything within their previe®o TRAI for implementing MNRand giving more options to the
consumers.
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CustomerDemographics and Choice of RetailtSre for

Household Consumables

Rahul Gupta*
Amit Kumar Singh**

Abstract
Indian organized retail sector is passing through a transformation. This emerging sector is witnessing a
momentous change in its investment and growth pattern; both national as well as international players
are experimenting with different kinds of new retails formats. Currently two well-liked formats: super-
markets and hypermarkets are getting populafheg retail players are yet to find the trend of shopping
behaviour of Indian customers so that they could devise the method of long lasting bond with their
customers. Present study deals with this issue and suggests measure for strengthening the relationship
between customers and retail organizations.
This study aims to find out the factors affecting selection of a retail store for purchasing household
groceries and apparels by consumers in National Capital Region (NCR) and Delhi. The study is based on
survey conducted through a structured questionnaire administered by the researcher during customers
visit to the store for their shopping. Store service quality as a factor of selection was measured with the
help of an instrument called SERUAL. Data gathered through the survey was analysed and tested by
statistical tools like: Duncas’'mean test and Z te§¥e found that retail store image, proximity of store
from the residence, product quality and assortment, product price and service quality of the store are
major factors that &ct the consumés selection regarding stores for the purchase of house hold items
including groceries and apparels. Further this study indicates that age and income of the shoppers are the
important determinantsfatting the store image and thereby the store choice behaviour

Keywords: Organized retail, Service qualifyroximity, Retail store image

Introduction

Modern Retail business originated in 1859 when great businessmege&dsditman (1830 —
1910) and his partner GegrHuntington Hartford (1833-1917) founded the Gidlantic & pacificTea
Company (which is better recognized/fag P) grocery stores in NeWork City. The idea trapped
quickly. In 1879W.P. Woolworth opened its doors and J.C. Penny followed it in 1902. Eventually
numerous kinds of stores stirred to the chain store model, apparel, shoes, selling groceries, prescription
drugs, jewelleryfurniture, books, hardware and music. By the end of twentieth cenhaiy stores
were selling around one third of all commoditieAmerica. The history of retail store is influenced by
the evolution of technologynd adoption of new technology has been a key enabler of retail in the
word. Over last 10¥ears, the rate of change has increased dramatically

*Associate Professpivertis UniversityBareilly

**Assistant ProfessqiDepartment of Management, Mizoram University
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Retail store have their own images that serves to influence the professed quality of products
they carrythe decisions of consumers as to “where to shop “and “where not to $hep& images
stop from their plan and physical environment, their strategies for pricing, and product assortments.
Functional attributes include merchandising selection, prices ranges, credit policies, store layout and
other factors that can be measured to some degree and used to compare one outlet objectively with its
competitors. Different functional attributes suit different types of customers and different shopping
situations. While some enjoy the wide selection of a store, others preferring speed and ease in shopping,
find it overwhelming and would rather go to a small office supply retailer or order from a catalogue.

Psychological attributes are a little more difficult to identify and compare across outlets. They
include subjective considerations such as a sense of belonging, a feeling of warmth or friendliness, of
a feeling of excitement. Consumers form an outlet image based simultaneously on functional and
psychological attributes. It develops through the conslarmrception of just about everything
associated with the outlet- things that can be put into words and those can’t. These functional and
psychological attributes apply just as easily across all types and sizes of the outlets.

The greatest need to capture the customer attributes in choosing the store model, thia study
select only the socio-economic and demographic variables, for conceptualization. The primary reasons
are that, a large number of the obtainable studies have previously used the information and the efficacy
of using most effective demographic variables as predictors for

choosing format which has already been confirmed. Fyrthedetail customer demography can be
independently measured and have a greater confidence associated to them by

managers. Finallyup to great extent demographic variables are responsible for building behavior
values and attitudes.

Review of Literature

Literature and research that has been conducted on service quality perception of retail stores
and other similar retail services. It has been attracted to give a brief outline of service and what is meant
by service qualityfollowed by the research on Retail store imagdereSLoyalty/patronage &tSre
image, Shopper characteristics & Store choice. This gives a broad outline of the underlying theoretical
concepts used in this research. Fustiiexplores the significance of service quality and its impact of
satisfaction as a precursor to custom@erception of services, and the frameworks linking customer
perception of service quality and satisfaction. Finalfya frame of reference, we have chosen models/
studies that fit for our chosen variables and provide a basis for conducting this empirical research.
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The stores name is an information-rich cue to its imagkee mention of the stor®hame
evokes a vivid store image in consumers mind. Zimmer and Golden (1998) found that consumers
sometimes used store name to describe a typical prototype store (e.gAsesargyested by Keaveney
and Hunt (1994), the store name represents a stabstract, gestalt nature, and is a form of the
category-based processing perspective of store image. Sharma ( 2010) suggest in his study that brand
choice plays very important role in choosing mobile phones and he also emphasise that customer
seems to be aware of preferences in terms of their brand and attribute. Zinn and Peter (2001) has
reported the result of their study that consumers short term responses to stakeouts appears able to
insulate experiences of recent stock out from their perceptiorfefetif dimensions describing stare’
image.

Zulkifli, z &T ahir, m (2012) had undertaken to examine the impact of demographic variables
(gender age, employment, education level, etc) on custonpergeptions about practices of CRM
among banksANOVA and chi-square were performed to test the hypothesis whether the means of
the customergerceptions diér by demographic variable such as age, geedacation level, and
employment. The result of their study shows that there is no significant difference in means among
CRM practices in banks and customers’ perceptions based on these demographic factors. The study
finally concludes that customers’ perceptions on CRM practices among banks are similar despite of
genderage group, education level, employment, and online banking usage.

In order to understand the product quality perception problem, Stanfford and Enis (1977)
considered two independent variables, naplge and store information, and one product, house
hold carpet. The results of the study suggested that product quality perception depends on the
influence of price and store imageken separatelgach of the independent variable-price and store
information—significantly influenced product quality judgement. When the respondents were given
some knowledge about the store from which the product was published, in addition to price information,
their perception of the produstguality was significantly &cted Another interesting result was the

inverse relationship of store image might bd&ngered if it also carries a cross-section of low-priced
merchandise.

Objective
The present paper examines the relationship of customer demographics and choice of their

retail store for consumables household items.

Research Methodology

The mehod selected for exploring the relationship between customer demography and choice
of their retail store is survey research. The research starts with identification of different demographic
variables, (age, gendenarital status, profession and income, etc) aridreéifit dimension describing
quality of service and image of retail stores that is included in the questionnaire



[32] Management Convergence

The requisite information was collected from different malls of NCR, data were collected from
525 respondents through a structured and undisguised questionnaire, out of which responses for
fifteen questionnaires were not found prom® not included in the sample, only 510 samples of
customers were taken for the analysis. The required analysis was done with the help of SPSS package.
Cronbach alpha and testwas applied to test the reliability of questionnaire. Durearéan test is
used for checking the significance.

Hypothesis
1. There is significant relationship between age of customers and their choice of retail stores.

2. There is significant relationship between profession of customers and their choice of retail
stores.

3. There is significant relationship between income of customers and their choice of retail
stores.

Reliability of the scale

In order to find out the reliability Cronbach alpha was applied. The reliability in the form of
cronbach alpha came @087for service quality scale and the questions for Image, chronbach alpha

comesto 0.78.78.

Calculation of Sandard Normal Variable Z by the formula

Normal Variable Z by the formula

[X1-X2|

VSIGMA 2/N + SIGMA 2/N
At 5 percent level of significance, and if |Z|> 1.96, the difference between means is significant
at 5 percent level of significance, and if |Z|< 1.96, the difference between means is not significant,
for all the variables of service quality with variables of Images
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Table: 1 Characteristics of the respondents (N=510)
Characteristics Numbers Percentage
Gende
Male 323 63.3
Female 187 36.7
Age
Up to 25 Yrs 220 43.1
26 Yrs to 40 Yrs 242 47.5
41 and above 48 9.4
Marital Status (MS)
Married 257 50.4
Unmarried 253 49.6
Profession (Profs)
Service 219 42.9
Business 128 25.1
Students & Others 163 32
Income
Up to 20,000 161 31.6
20,001 — 50,000 293 57.5
50,001 On wards 56 11
No. of Family Members (Member)
Below 3 No. 120 23.5
4 No. — 6 No. 292 57.3
7 No. and Above 98 19.2
Table Z: The value of Z for Image
Dimensions Reliability | Assurance | Tangibility Empathy Responsivene:
Latest brand 1.5¢= 2.564 1.982* 0.640* 0.47¢
Quality product 1.0¢* 0.0C** 0.52(** 3.70% 2.394
Low price rang 1.20* 2.42z 1.7420% 1.304* 0.00*
Good displa 4.62* 3.527* 3.752 7.432 6.03%
Easy check ou 3.0z 1.915* 2.32* 5.74¢* 4.384
Payment facilit 1.8¢+* 0.758* 1.238x* 453 3.19¢*
Promotions& Disct.| 0.931* 0.18&* 0.35&* 3.58¢ 2.25¢*
Sufficient spac 0.912%* 0.185* 0.34¢+ 3.51% 2.21¢*

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.**The difference between means is not significant at 5 percent
Level of significance, and these are same as far the averages are concern.
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AGE
Table 3: Comparison of dimension of Quality of Services among three Age groups
respondents (A 1 =15to 25, A 2 = 26 to 40, A 3 = 41 and above) — Duncan’s Mean Test
Dimension: Al (N=220) A2 (N=242) A3 (N=4§) | A1 | A1 | A2 F-
Mear | SD | Mear | SD Mear | SD | VIS | VIS | VIS | Value
A2 | A3 | A3
Reliability 3.3¢ | 078 | 358 | 0.68 | 3.3¢ | 0.7C| * - - 4.01*
Assuranc 347 | 0.6¢ | 3.5¢ | 0.68 | 3.3¢ | 0.5¢| * - * 3.39*
Tangbility 34C | 0.8t | 35¢ | 0.7¢ | 3.2¢ | 0.81| * - * | 4.23*
Empath) 3.3C | 0.7C | 3.2¢ | 0.6€ | 3.2z | 0.5¢| - - - 71
Responsivene | 3.41 | 0.6¢ | 3.3¢ | 0.6€ | 3.2z | 0.71| - - - 1.67

*Significant at .05 level

** Significant at .01 level

Analysis shows that there is a significanfeliénce among three age groups of resporslent’
The Duncars mean test reveals that age group 1 (15 yrs to 25 yiesdfgnificantly with age group
2 (26 yrsto 40 Yrs), as the mean value in age group 1 is more as compared to age group 2, which means
opinion of the respondents of age group 1 is more positive as compared to respondents of age group
2 for reliability, assurance and tangibiliccordingly age group 2 (26 yrs to 40 yrsYeli§ significantly
with age group 3 (40 yrs and above) as the mean value in age group 2 is more as compared to age group
3, which means opinion of the respondents of age group 2 is more positive as compared to respondents
of age group 3 forassurance and tangibility
Table 4: Comparison of dimension of Image amonghree Age groups of respondents (A 1 =1

to 25, A2 =26 to 40, A 3 =41 and above) — Duncan’'s Mean Test

Dimension: Al (N=220) A2 (N=242) A3 (N=48 | Al | A1 | A2 F-
Mear SD Mear | SD | Mear | SD | VIS | VI | VIS | Valu

A2 S A3 e

A3

Latest brand 3.3C 1.3C 3.48 | 1.1% | 3.1€ | 1.2¢ 1.5¢
Quality product | 3.4t 1.0¢4 3.5¢ RIS 3.3¢ | 1.1 1.61*
Low price rang 3.2¢ 1.0¢ 3.5¢ .91 3.38 | 1.0¢ * 5.69*
Good displa 3.7¢ .9¢ 3.61 .94 | 3.5C | .9€ 1.99*
Easy check ou 3.6( .9¢ 3.6¢€ 92 | 3.47 | 1.0¢ .8E
Payment facilit | 3.5¢ .97 3.62 9€ | 3.0¢ | 1.0¢| * * 6.46*
Promotions& Dis{ 3.5C 1.0¢ 3.52 97 | 3.4F | 1.0¢ .13C
Sufficient spac 3.4¢ 1.0¢ 3.51 9€ | 3.2¢ | 1.0¢ 1.65*
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*Significant at .05 level
** Significant at .01 level

Analysis shows that there is a significanfetiénce among three age groups of responslent’
The Duncars mean test reveals that age group 1 (15 yrs to 25 yies)sdsignificantly with age group
2 (26 yrsto 40 Yrs), as the mean value in age group 1 is more as compared to age group 2, which means
opinion of the respondents of age group 1 is more positive as compared to respondents of age group
2 for Payment facilityMoreoverage group 1 (15 yrs to 25 yrs)fdifs significantly with age group 3 (40
yrs and above) as the mean value in age group 3 is more as compared to age group 1, which means
opinion of the respondents of age group 3 is more positive as compared to respondents of age group
2 for low price. Therefore, mean value of age group 1 is more as compared to mean value of age group

3for payment facility so opinion of age group 1 is more positive for payment facility

Value of Z for different categories oAge among Service quality variables and variables of Image,

ConvenienceApparels and Giocery

Table 5: The value of Z for Age grouf-A 1 (15 Yrs to 25 yrs)

Dimensions Reliability | Assurance | Tangibility | Empathy | Responsivenes
Latest brand .889** 1.713* 0.954** 0.00** 1.108**
Quality product .694** 0.273* .552%* 1.774% 0.475**
Low price rang 1.804** 2,777 1.834** 0.806*¢ 2.083°
Good displa 4.841* 3.970° 4.473° 6.116* 4.739’°
Easy check ou 2.507* 1.597** 2.273 3.669* 2.335°
Payment facilit 1.804** 1.370** 2.070° 3.471° 2.118°
Promotions& Disct] 1.305** 0.366** 1.130** 2.430° 1.098**
Sufficient spac 1.142** 0.234** 0.982** 2.218° 0.93&*

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.

**The difference between means is not significant at 5 percent Level of significance, and these are
same as far the averages are concern.
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Table 6: The value of Z for Age group A 2 (26 Yrs to 40 yre
Dimensions Reliability | Assurance | Tangibility | Empathy | Responsivenes
Latest brand 1.193* 1.670* 1.586** 2.496’ 0.713*
Quality product 1.351** 1.892** 1.771* 2.284° 0.806**
Low price rang 0.556** 0.00** 0.00** 4.843° 2.767°
Good displa 0.136** 0.680** 0.636** 4.06* 2.031’
Easy check ou 1.642** 1.096** 1.025** 5.865** 3.819’
Payment facilit 1.475%* 0.939** 0.880** 5.608° 3.605’
Promotions& Disct. 1.065** 0.332** 0.499** 5.171° 3.182’
Sufficient spac 0.264** 0.793** 0.745** 3.818’ 1.843**

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.

**The difference between means is not significant at 5 percent Level of significance, and these are

same as far the averages are concern

Table 7: The value of Z for Age group A 3 (40 yrs and abowv:

Dimensions Reliability Assurance Tangibility Empathy Responsivene:
Latest brand 0.827** .009** 0.608** 0.305** 0.290**
Quality product 0.891** 1.094** 0.651** 0.331** 0.313**
Low price rang 0.331* 0.173** 0.525** 0.997** 0.935**
Good displa 0.115** 0.0608t 0.326** 0.797** 0.744**
Easy check ou 0.909** 0.782** 1.071* 1.583** 1.491**
Payment facilit 0.753** 0.619** 0.923** 1.423* 1.340**
Promotions& Dis 1.39** 0.503** 1.110** 0.827** 0.775**
Sufficient spac 0.641** 1.117* 0.816** 1.300** 1.224**

*The difference between means is significant at 5 percent Level of significance, and these are not

same as far the averages are concern.

**The difference between means is not significant at 5 percent Level of significance, and these are

same as far the averages are concern.
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Profession
Table 8: Comparison of dimension of Queity of Services among three Professions groups
respondents (P 1 = Service, P 2 = Business, P 3 = Students and Others) — Duncan’s Mean Test
Dimension: P1(N=21¢) P2 (N=12¢) P3(N=16%) PL [P1 [P2 [F-
Mear | SD Mear SD Mear | SD | VIS | VIS | VIS | Value
P2 | P3 | P3
Reliability 3.4¢ 0.6¢ 3.4¢ 0.7¢ 3.4¢ | 0.7¢ - - - 11¢
Assuranc 3.51 0.6: 3.5¢ 0.7¢ 3.4¢ | 0.6¢ - - - 481
Tangibility 3.5¢ 0.7¢ 3.4¢ 0.8 3.4z | 0.8¢ - - - 1.0
Empathy 3.5¢ 0.67 3.21 0.6t 3.3z | 0.6¢ - - - .321
Responsivene 3.3¢ 0.6¢ 3.4¢ 0.6¢ 3.4z | 0.71 - - - 1.4

*Significant at .05 level
** Significant at .01 level

Analysis shows that there is a no significant difference among three profession groups of
respondens. The Duncars mean test reveals that all the three profession groups show same mean

value among all the dimensions of the service quality

Table 9: Comparison of dimension of Image among three Professions groups of responde
(P 1 = Service, P 2 = Business, P 3 = Students and Others) — Duncan’s Mean Test
Dimensions P1 (N=219 P2 (N=128 P3 (N=163 P1 | P1| P2 F-
Meg SD Mear | SD | Mear | SD | V/ | V/ | V/ | Value
n S| S| S
P2 | P3| P3
Latest brand 3.41 1.1 3.32 1.31 | 3.3Z 1.32 281
Quality product 3.5C 91 3.5€ | 1.0e | 3.4¢ | 1.0¢ .19z
Low price rang 3.52 .87 3.47 97 3.1¢4 | 1.1¢ * * 7.30%
Good dispay 3.6¢ 91 3.6 | 1.0z | 3.8 .9C 1.69*
Easy check ou 3.61 .98 3.67 .9¢ 3.5¢ | 1.01 .35¢
Payment facilit 3.57 .98 3.3¢ | 1.0 | 3.6¢ .9€ * 3.12*
Promotions& Disct| 3.5 9t 3.4: | 1.0C| 3.5% | 1.01 .50¢
Sufficient spac 3.57 9t 3.3¢ | 1.11| 3.52 | 1.0¢ 1.20*

*Significant at .05 level

** Significant at .01 level
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Analysis shows that there is a significant difference among three profession groups of
respondens. The Duncars mean test reveals that profession group 1 (servideyggignificantly
with profession group 3 (students and others) as the mean value of profession group 1 is more as
compared to profession group 3, which means opinion of the respondents profession group 1 is more
positive as compared to respondents of profession group 3 for low prices.
Profession group 2 (business) differs significantly with profession group 3 (students and others) as
the mean value in profession group 2 is more as compared to profession group 3, which means opinion
of the respondents of profession group 2 is more positive as compared to respondents of profession
group 3 forlow price range. Further Z value for students and others shows that, mean value is more in
profession 3 as compared to profession 2 for payment facility which means opinion of profession 3 is

more positive as compared to the respondents of profession group 2.

Management Convergence

Table 1C: The value of Z for Profession P 1 (Servic

Dimensions Reliability | Assurance | Tangibility Empathy | Responsivene:
Latest brand 0.561** 0.561** 1.38** 1.454%* 0.891°
Quality product: 0.658** 0.658** 1.596** 1.702*%* 1.042**
Low price rang 0.789** 0.137** 0.503** .539** 2.278°
Good displa 2.854° 0.133** 0.245** .261** 2.475°
Easy check ou 2.854° 2.239’ 1.697** 1.807** 4.495’
Payment facilit 1.946** 1.317* 0.848** 0.9(3** 3.596°
Promotions& Disct. 1.407** 0.778** 0.359** 0.381** 3.040°
Sufficient spac 0.895** 0.259** 0.119** 127** 2.533°

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.**The difference between means is not significant at 5 percent

Level of significance, and these are same as far the averages are concern.
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Table 11: The value of Z for P 2 (Busines:

Dimension: Reliability | Assurance | Tangibility Empathy Responsivees:
Latest brand 1.218* 1.828** 0.958** 0.386** 0.931**
Quality product 1.406** 2.109** 1.094** 0.448** 1.081**
Low price rang 0.756** 0.00** 0.989** 2.809° 1.168**
Good displa 0.091** 0.823** 174 1.870** 0.281**
Easy check ou 1.119* 0.37& 1.333* 3.152° 1.535**
Payment facilit 1.670* .966** 1.851** 3.590° 2.072’
Promotions& Disct. 0.834** 1.575% 0.530** 1.138** 0.476**
Sufficient spac 0.431** 1.120* 0.165** 1.407* 0.088**

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.**The difference between means is not significant at 5 percent

Level of significance, and these are same as far the averages are concern.

Table 12: The value of Z for P 3 (stidents and others

Dimensions Reliability | Assurance | Tangibility | Empathy | Responsivenes
Latest brand 1.009** 1.371* 0.810** 0.00** 0.851**
Quality product 1.157* 1.583** 0.919** 0.00** 0.981**
Low price rang 0.464** 0.905** 0.622** 1.618* 0.661**
Good displa 3.269’ 3.827 2.871 2.026’ 3.118’
Easy check ou 3.653’ 3.340° 3.675’ 5.010’ 3.929°
Payment facilit 1.469* 1.079* 1.584** 2.807" 1.710*
Promotions& Disc| 2.435° 2.087" 2.502’ 3.757° 2.688*
Sufficient spac 0.890** 0.580** 1.C34* 2.133 1.107*

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.**The difference between means is not significant at 5 percent

Level of significance, and these are same as far the averages are concern.

Income
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Table 13: Comparison of dimension of Quality of Services among three Income groups of responde
(1 = Upto Rs 20,000, |2 =Rs 20,000 to 40,000, |3 =Rs 40,001 and above) — Duncan’s Mean Test

Dimensiors 11 (N=161) 12 (N=297) 13 (N=56) 11 11 12 | F-Value
Mear SD Mear SD Mear | SD | VIS | VIS | VIS
12 13 13
Reliability 3.3¢ .7C 3.5¢ .6€ 3.4¢ 7z * 4.2
Assuranc 3.37 .6E 3.5¢ .6€ 3.5C .67 * 5.78*
Tangibility 3.2¢ 7€ 3.61 .88 3.47 7€ * 9.84*
Empahy 3.2( .6€ 3.3¢ .67 3.2¢ .67 * 3.59*
Responsivene 3.27 .6€ 3.44 .67 3.41 .64 * 3.31¢

*Significant at .05 level

** Significant at .01 level

Analysis shows that there is a significant difference among three income groups of
respondens$.The Duncars mean test reveals that income group 1 (Up to Rs 20,08@0%difgnificantly
with income group 2 (Rs 20,000 to 40,000) as the mean value of income group 2 is more as compared to
income group 1, which means opinion of the respondents income group 2 is more positive as compared
to respondents of income group 1 for ReliahiitgsuranceTangibility, Empathy and Responses.

est

Table 14: Comparison of dimension of Image among three Income groups of responder
(I'1 =Upto 20,000, I 2 = 20,000 to 40,000, | 3 = 40,001 and above) — Duncan’'s Mean T
Dimension: 11 (N=161, 12 (N=293, 13 (N=56) 1111 |12 F-
Mear | SD | Mear | SD | Mear | SD | VI | VI | VI | Value
S| S|S
12 |13 |13
Latest brand 3.1 | 1.27| 344 | 1.2C| 3.5¢ | 1.3C| * * 4.26*
Quality product 3.4C | 1.08 | 3.5¢ | .9 | 3.4€ | 1.2¢ 1.60*
Low price rang 3.21 | 1.01 | 3.4¢ 9¢ | 357 | 1.0z | * * 3.88*
Good displa 357 | 97 | 382 | .86 | 3.4¢ | 1.1E| * * 1 6.23¢
Easy check ou 3.4t .91 3.6¢ 97 | 3.67 | 1.11| * 3.28%
Payment facilit 3.44 | 1.0z | 3.6 .9¢€ 3.5C | 1.0z 21.8*
Promotions& Disq 3.37 | .9¢ | 3.61 | .95 | 3.41 | 1.1z | * 3.37*
Sufficient spac 3.5C | 1.0z | 3.5z | .9¢ | 3.4¢ | 1.1¢ .037

*Significant at .05 level ** Significant at .01 level
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Analysis shows that there is a significant difference among three income groups of
respondens. The Duncars mean test reveals that income group 1 (Up to 20,0G8jslgfignificantly
with income group 2 (20,000 to 40,000) as the mean value of income group 2 is more as compared to
income group 1, which means opinion of the respondents income group 2 is more positive as compared
to respondents of income group 1 for latest brands, low price range, good,disphagtions and
discounts. The mean value of income group 2 is more than income group 1 for easy check outs, which
means opinion of respondents of income group 1 is more positive as compared to income group 2.
More,over income group 1 (Up to 20,000) differs significantly with income group 3 (40,000 and above)
as the mean value of income group 3 is more as compared to income group 1, which means opinion of
the respondents income group 3 is more positive as compared to respondents of income group 1 for
low price range. Furtheincome group 2 (20,000 to 40,000)feis significantly with income group 3
(40,000 and above) as the mean value of income group 2 is more as compared to income group 3, which
means opinion of the respondents income group 2 is more positive as compared to respondents of

income group 3 for good display

Table 15: The value of The Standard normal variabl¢ Z for Income 1(Up to 20,000
Dimensions Reliability Assurance | Tangibility Empathy Responsivene:

Latest brand 1.749° 2.134° 1.114** 0.620** 1.229**
Quality product 2.749° 2.460° 1.272** 0.716** 1.413*
Low price rang 2.010° 0.316** 1.405** 2.103° 1.348**
Good displa 0.722** 0.316** 0.514* 0.105** 0.639**
Easy check ou 1.272% 1.731% 3.317** 0.417** 3.333*
Payment facilit 2.652° 2.269° 1.895** 2.611* 1.854**
Promotions& Dis| 1.230** 0.839** 1.829** 2.559** 1.787*
Sufficient spac 1.151*% 0.749** 1.090** 1.763** 1.023**

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.**The difference between means is not significant at 5 percent

Level of significance, and these are same as far the averages are concern.
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Table 16 : The value of The Standard normal variabl& for Income 2 (from 20,000 to 40,000)
Dimensions Reliability | Assurance | Tangibility | Empathy | Responsivenesg
Latest brands 1.116** 1.874** 1.994** 0.747** 0.00**
Quality products 1.337* 2.251* 2.334* 0.896** 0.00**
Low price range 0.712** 0.543** 0.394** 2.803* 2.004*
Good displa 1.249** 2.210° 2.191° 1.099** 0.157**
Easy check outs 4.190* 3.355* 2.815* 6.388* 5.517*
Payment facility 2.328* 1.469** 1.071** 4.532* 3.655*
Prcmotions& Disct. 1.465** 0.591** 0.271* 3.681* 2.797°
Sufficient space 1.140** 0.287** 0.00** 3.293* 2.434*

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern.**The difference between means is not significant at 5 percent
Level of significance, and these are same as far the averages are concern.

Table 17 : The value of The Standard normal variabli Z for Income 3 (from 40,000 and above
Dimensions Reliability | Assurance | Tangibility Empathy | Responsivenes
Latest brand 0.501** 0.409** 0.737** 1.535%* 0.877**
Quality product 0.734%* 0.419** 0.754** 1.573* 0.900**
Low price rang 0.122** 0.241** 0.174* 1.103** 0.310**
Good displa 0.730** 0.393** 0.750** 1.630** 0.809**
Easy check ou 0.00** 0.346** 0.054** 0.923* 0.175*
Payment facilit 1.410** 1.046** 1.392** 2.391° 1.615**
Promotions& Disct. 0.344** 0.00** 0.382** 1.261** 0.522**
Sufficient spac 0.164** 0.493’ 0.104** 0.712** 0.00**

*The difference between means is significant at 5 percent Level of significance, and these are not
same as far the averages are concern. **The difference between means is not significant at 5 percent
Level of significance, and these are same as far the averages are concern.
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Findings

Demographics of the shoppers are the important determinants affecting the store image and
thereby the store choice behaviour of respondents in the NE€fr as demographic profile of the
respondents for the study is concerned, 63 percent respondents are male and 37 percent are female
The researcher finds that male population is more than female in theAstddyas age is concerned
43 percent respondents are of age up to 2&&percent respondents are between age of the 26 yr to
40 yr and 9 percent respondents are 41 yr and above. From the findings it can be stated that people of
younger age are visiting more in comparison to older age people. Respondents who are married and
unmarried were in same proportion as our respondesfar as profession is concerned, service class
respondents were 43 percent, business class were 25 percent and students and others were 32 percer
Therefore it can be concluded that service class people are more participating, than business class and
students.

For analysis of buying behaviour of shoppers’ which may be influenced by their frequency of
visit, since their buying behaviour will change as they increase their frequency of visits to the store,
and respondents visit to the store as per their availability of time. The study of their frequency of visit
and demographic profile was done. The findings of the study on different professional groups say that
maximum frequency of visits fall in the category of service class. 52.5 percent service class people visit
in 15 day while 40 percent service class people visits monthly and above basis. Next category of
visitors are student 35.9 percent student visits on weekly basis while rests visits once in a month or
even take more time. Itis followed by business class 33.1 percent of which visits on weekly basis, while
rest takes more time to visit. The Chi square value is 18.68 which are significant at 5% level of significance.
It may be concluded that shoppers’ frequency of visits to retail stores differ significantly so far as
profession is concerned and frequency affects the buying behaviour of shoppers.

For analysis of age with frequency of visit is concerned, it is customers of the age group
between 26 to 40 yrs who visit store once in 15 days are 60.2 percent, than customers of age group up
to 25 years who visits store weekly are 57 percent, it is followed by same age group in monthly and
above are 44.2 percent, followed by age group 26 yrs to 40 yrs, who visit store monthly and more are
38.8 percent, and the least visiting age group is age group 41 and above, for weekly and 15 days with
6.3 percent but in this age category they visit maximum for monthly and more with 17 pékcerdy
infer that because of age 41 yrs and above these respondents are visiting very less compare to othelr
respondents. The Chi square value is 37.22 which is significant are 5% level of significance, so it may
be concluded that shoppers’ frequency of visits differ significantly so far as is concerned and age
differ the buying behaviour of shoppers.

On Comparison of quality dimension, among three groups of professionals, service class and
students are more concern with good displayile business class is more concern with easy check
out facilities. Most of students are concentrated on good display as their standard deviation (0.90) is
very less comparison to other groupd.these three groups have high standard deviation (ranging
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1.14 to 1.32) for the latest brand, which shows more variation in brand choice. Students and others have
high mean score (3.68) in comparison to service and business class for paymentaadiity are

more concern about it.

Conclusion

The conclusions drawn from this research mainly focus on two issues: dimensions describing
store image and the link between the demographic variables and its relationship with buying behaviour
The early part of research shows the dimensions of store image, such as latest brands, quality products,
price range etc @ble 4). Secondly the result shows that age and income is significant in choosing retalil
store, while the profession has no significance.

In the study it was found that the visitors in mall are usually guided by the age of the
respondent. It was also found that, they are mostly of middle aged 26 to 40 and followed by customers
of age group of 41 yrs and above usually,las/they are busy in their job related activities, so they
found very less time to visit the malls for their shopping and entertainfmmniger visitors usually
visits mall on weekly basis for spending their leisure time and entertainment purposes as they do not
have to go office or for their business activities, so retailers should take care of the preferences of this
age group. It has been seen that these shoppers usually visit store for their birthday celebrations or for
any other kind of celebrations. Therfore, retailers in these malls are recommended to offer the merchandise
in their stores which helps and motivates this age group of respondents to purchase and use like gift
items fashion apparels, and sports related merchandises.
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Factors Affecting Market Accessibility of Small Farmers in
West Gar Hills District of Meghalaya
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Abstract

Recently many researchers have emphasized the impact of globalization in the Indian market. These
changes have lead to a shift towards differentiated products (mostly high value agricultural products)
along with services. However, Indian agriculture is mostly dominated by small holders. Their ability to
perform in this new market had always been questioned. In this situation the position of supply chain
becomes very crucial. It becomes very important to identify and understand the various factors and its
impact on market accessibility of small holdeks.attempt has been made in this paper to identify and
describe the some of main factors affecting the market accessibility of small farmers from supply chain
perspective and also to understand the relationship between the factors and market accessibility of small
farmers’. This study is based on a sample of 50 fruits and vegetable growers\Wesheésaro Hills
distributed across the 5 blocks (10 producers from each block). The results of this study are based on
correlation and multiple regression analysis. This study found that accurate and timely information and
extension support are the prime factors impacting the fasmaecess in the markets.

Keywords: Market accessibilitgmall farmers
Introduction

Over the last few decades, a significant change in demand of agricultural products and food
can be seen primarily as a result of improvement in technology and globalization. This has lead to
changes in the way farming has been done in entire globe. Because of increasing demand, the farming
has shifted towards fruits, vegetables, livestock products and other high value agricultural commaodities.
However in this optimistic scenario, the situation of small farmers needs to be seen. Because they will
be requiring to produce products, that can meet regulations relating to food safety and quality standards
and that with competitive price. But it is a daunting task for small holders because they live in villages
that are normally very far from the markets and poor in infrastructures viz. all season motorable roads,
transport and cold storage (very important for perishables). Many researchers have highlighted the
constraint faced by small holders in comparison to large scale farming (Poole et al. 2003; Marsh and
Runsten, 19967aldes, 1994)To add to this problem is globalization which is changing the rules of the
market on a continuous basis (Ghezt'al 2002;Van Der Megr2006). Nowwhether small farmer can
reap the benefit of this new evolving market, will be topic of discussion for researchers over the coming
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few years. In this situation the position of supply chain becomes very crucial. Here it becomes very
important to identify and understand the various factors and its impact on market accessibility of small
holders. In short, the objectives of this paper are:

To identify and describe the main factorfeafing the market accessibility of small farmers.

To understand the relationship between the factors and market accessibility of small farmers in
a traditional supply chain

In reaching the above mentioned objectives, the structure of this paper has been framed as
following. Section Il presents a critical analysis of the literatures related to supply chain and small
holders. Methodology related to data collection, variable description, and analytical tools has been
presented in section Ill. Section presents the statistical results and finaictionV concludes the
paper

Literature review and concept building

Since most of high value food commodities are labor-intensive, have low gestation periods
and generate quick returns, they present an ideal opportunity for smallholders to make use of surplus
labor and enhance their incomes (Jathal 2002; Baghoutiet al. 2005;Weinbeger and Lumpkin
2005). But the things are not as easy as it seems especially for smallholders. Since traditionally farmers
were mostly growing field crops and they lack necessary information and skill regarding production
methods, marketing opportunities and meeting the consumer demands. The situation becomes critical
when the target consumers have very precise quality requirements and/or strict food safety requirements.
There is no doubt that farmer can acquire the necessary information, but this often involves a fixed cost
(one not related to the level of output), thus giving an advantage to larger-scale farmers (Minot and
Roy, 2006). Latelythere has been significant changes farming and marketing system in developing
countries with focus towards value chains mainly to target urban consumers. These transformation,
popularly “the new agricultural economy”, have led to fresh and innovative organizational and
institutional provision within the food marketing chain as well as use of grades and standards to
maintain food quality and safety (Dolan and Humph2&@p4; Reardon and Berdegué, 2002).

Winterset al. (2005) and Eaton and Shepherd (2001) opined that this new and enhanced focus
towards expanding of agricultural markets is going to provide opportunities to farmers in having
access to better inputs, credit and management. But the critical situation will be access to markets
which has proven complex for many smallholder farmers, who time and again stay on the border of this
new agricultural economyn fact, chances are that this process may even make worse poverty levels
by marginalization of small farmers who are in a disadvantaged position as compared to the larger
commercial farmers (Johnson and Berdegué 2004; Bereéegl2003; Reardoat al. 2003; Little and
Watts, 1994).
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However literature in the recent year shows that importance of increasing the efficiency of
markets for small holders and their market accessibility have been widely recognized. It has been found
that both researchers and development practitioners across the globe have started looking at the
subject of overcoming input and output market inefficiencies and inequalities in the value chain in
order to attain increased smallholder participation (De laah2003; Reardon and Berdegeteal.

2002; Barretet al.2001; Pingali 2001).

Based on the above literature review and concept development, an attempt has been made in
this paper to identify and understand the various factors and its impact on market accessibility of small
holders especially in hilly areas likgest Garo Hills district of Meghalaya.

Methodology
Construction of sample

The various factors important for farmers in having satisfactory market access were identified
and established from the previous studies. Based on this the questionnaire was designed and data
collection was donel’he sample consisted of 50 fruits and vegetable growers WekeGaro Hills
distributed spread across the 5 blocks (10 producers from each block).

Construction of variable

The descriptionsf the variables used in the study are presented ifathie 1.

Analysis of variables

The objective of this study was to find out what are the significant factors making farmers
successful in getting market access. Thus an attempt was made to identify statistically significant
relationships between the selected variables by first finding the correlation between different variables
and then multiple regression analysis was done to identify the factors that have a bearing on farmers
getting access to markets.
The regression equation is presented as

MA=4+aIV +alV +........... +a

Where, ‘@’ is the regression constanf, &nd ‘4’ are the regression coefficient of independent
variables (R) and ‘&’is the error term of the regression model. Regressioficieats were tested by
usingt test. Determination coefficient {Rvas used as predictive success criteria for regression model
(Draper and Smith, 1998). MA stands for market access by small famers.



50 Management Convergence

Table 1:Variables used in the study

Sl. Variable Description
No
1 Dependent variable
Market access Market access shows farmer being in a position to sel|
marketable surpluses. This was considered as dependent v.
in the present study. This dependent variable was coded
farmer sold his entire marketable surplus and 0 if otherwise.

2 Independent variable

(i) | Equipment Access to modern equipment shows progressive farmer
modern agriculture. Equipment in the present study m
technical farm equipment such as tractor, ploughs, etc. It
coded as 1 if farmer owns or has ready access to these ty
equipments and 0 if otherwise.

(i) | Education Education if very important in every sector of life and this

true in a supply chain also. It is believed that more the edug
better he can handle the exploitative attitude of middle ma
supply chain. In the present study, education means highest
of education in the family i.e. his actual years of education.

(i) | Information Information on technical, price, market, demand and sy
information, contact with extension services and other tech
support from public/private sectors are very important for sug
in supply chain. Thus it was included as variable in a sy
chain. It is coded 1 if the farmer is satisfied with level
information available and 0 otherwise.

(iv) | Market distance It is assumed that more the distance of farmer (Village)
output market, lesser is the chance that he will meet
transportation cost and get proper price to his produces. T
was added as variable in the study and measured as |
distance in kilometers.
(v) | Asset value Asset value in the present study is defined as technica
inputs, tools, implements, farm machinery, motorized and ¢
transport equipment, household appliances, residential faci
The grand value of total assets was reported and sighted.
(vi) | Infrastructure: Publicly-provided infrastructural facilities including r¢
network, power, water, etc is very important to bring prod
from far flung areas to the markets. Thus was include
variable. It was coded as 1 if the farmer is satisfied with
available infrastructure, and 0 if otherwise.

(vii) | Extension The assistance regarding production and marketing by exte
assistance officers is certainly going to help farmers to meet the demar
the market. It was coded as 1 if the farmer is assisted, an
otherwise.
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Results and discussion

The farmers under study belong to small farmers (0- 4 Ha of land holding). It has been found
that sample farmers normally grow seasonal fruits and vegetables viz. pineapple, carrot, gucumber
green chilli, potato, tomato, oranges etc though on a very small scale. The average education level of
farmers were found to be 1Pass and located at a vicinity of around 6 kilometers from the market. The
farmers under study are having an average asset value of Rupees thirty thousadine omban score
for market access was found to be 0.74 and same for possession of modern equipment was only 0.28
confirming that farmer in the study area still practice primitive or traditional form of agriculture. The

average score for information availability to the sample farmers was found to be 0.72. Thesbageage

for infrastructure availability and extension support was found to be 0.48 and .60 respediviel )T

Table 2: Descriptive statistics

Variables Mean Std. Deviation N
MARACCES 14 44309 50
EQUIP .28 45356 50
EDU 10.0¢ 24574 50
INFOR 12 45356 50
MKTDIST 6.01 3.9800t 50
AASTVALUE 30490.10 65708.70958 50
INFRAST 48 50467 50
EXTAST .60 49487 50

Correlations among the variables

The Table 3 presents the correlation among the variables identified to impact thedarmer
market access. It has been found that possession of modern equipment was significantly correlated
with extension support and negatively correlated with distance from the market. Education of the
farmer under study is highly correlated with market access, information and asset value and negatively
correlated with market distandes far as information is concerned, it has been found that it is positively
correlated with market access, his education, and extension support avAitabédility of asset is
highly correlated with education probably because proper education will help in growing better crops
with production and thus higher income from rest of the farmers.
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Table 3: Correlations among the variables
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MAR MKT | AAST
accEs | EQUIP| EDU | INFOR| fico | x UL | INFRAST | EXT
MAR Pearson x

ACCES | Comelation] 1 167 | .310| 646" | -149 220 204 | 776
Sig. (2- 248 | 029 .000| 303 125 154 00
tailed)

Pearson

EQUIP | - rrelation| 167 1 264 .091| -355| .156 .025 .327
Sig. (2- | g 064| 528| 011 278 863 02
tailed)

EDU Pearson | 495 264 1 | 378 | -4817" | .336 198 265
Correlation
Sig. (2= | 59 064 007 | .000 017 168 06,
tailed)

INFOR Pearson | o) 091 | .376 1 -179 240 243 582
Correlation
Sig.(2- | 000 | 528 | .007 214| 093 090| .00
tailed)
Pearson -

MKTDIST | =800 | -149 | -385 | 0| -179 1 -215 109 -.153
Sig. (2= | 303 011 | .000] 214 134 452 28
tailed)

AAST Pearson *

VALUE | corrolation| 220 156 | .336| .240 | -.215 1 104 231
SIg.- (- | 105 | 278 | .017| .003| 134 472 10
tailed)

Pearson

INFRAST | o 2o | 204 025 | .198| .243| 109 104 1 13
Sig. (2-
tailed) 154 863 | .168| .090| .452 472 36

EXT pearson | 706" | 327 | 265 | 582 | -153 | 231 131 1
Correlation
Sig. (2- .000 020 | .063| .000| .289 107 365
tailed)

*, Correlation is significant at the 0.05 level (2-tailed).

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

Multiple linear regression analysis

The factors influencing the ability of the farmers in getting access to market for selling their

complete marketable surplus was analyzed using the multiple regression models.
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Model summary

The R was found to be 0.6104ble 4). Though there is no rule or guideline as to what value
of this statistic signifies a good regression, in social and behavioral sciences, coefficient of determination
of 0.3 are often considered quite good. (Freund, 2010). Thus, the model can be easily accepted.

Table 4: Model Summay

R R Square Adjusted R Square Std. Error of the Estimate
78T .610 .545 .29892

a. Predictors: (Constant), EXET, INFRAST, MKTDIST, AASTVALUE, EQUIR EDU, INFOR

Analysis ofVariance:

Table 5 shows an analysis of variance (AMQWhich tests the suitability of the model in predicting

the outcome. Basically the fit of the regression model can be assessed using the model summary and
ANOVA. TheANOVA tells that the model is a significant fit of data overall (as F- stat is found to be
significant (p<0.001i.e the calculated value of F is more than the tabulated value of F with 7 and 42
degrees of freedom at 0.001 level (ke there is no linear relationship between the dependent variable

and the explanatory variable) can be rejected and it can be concluded that at least one of the explanatory
variable is related to satisfaction.

Table 5:ANOVAP
Sum of Squares df Mean Square F Sig.
Regressiol 5.86: 7 83¢ 9.38 .00
Residual 3.753 42 089
Total 9.6 4¢

a. Predictors: (Constant), EXET, INFRAST, MKTDIST, AASTVALUE, EQUIR EDU, INFOR

b. Depender¥ariable: MARACCES
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Identificati on of factors affecting market accessibility of small farmers

Management Convergence

A perusal of th@able 6 shows that out of all the variables used in the sitnfdymation and

extension support are found to be significantly impacting the market accessibility of small farmers in
the study area. Thus, it can be concluded that to improve the market accessibility of small farmers,
specially in hilly areas, the government should focus on development of a system which helps farmers
with timely and accurate information deliveAlso, there is a need to strengthen the agriculture

extension system by making it more useful and efficient.
Table 6: Coeficients

Variable Unstandardized Coefficients Standardized
Coefficients
B Std. Erro Beta Sig.

(Constant) .150 .253 593 .556
EQUIP -.059 .108 -.061 -.551 .585
EDU .009 .022 .049 .399 .692
INFOR .28¢ 12t .29¢ 2.308" .02¢€
MKTDIST -.002 .013 -.014 -119 .906
AASTVALUE 4.375E-8 .00C .00¢€ .06 .951
INFRAST .047 .091 .053 517 .608
EXTAST 493 113 550 4.341* .000

a. Dependentariable: MARACCES

Multi- co linearity analysis

Table 7 helps in co linearity diagnostics. For this model, it can be seen that each predictor has
most of its variance loading onto a different dimension, thus it can be safely said that there is no multi-

co linearity
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Table 7: Colinearity Diagnostics'

Eigen | Condition Variance Proportions

Dime value Index (Cons | EQUI INF | MKTDI | AASTVA | INFRA | EXTA
nsion tant) P EDU | OR ST LUE ST ST
1 5.365 1.00Q .0( 0l .00 .00 .00 01 01

2 .894 2.449 .0( 1y .00 .00 B1 02

3 .667 2.837 .0( .39 .00 .00 pl 01

4 416 3.592 .0( .04 .00 .01 .po 88

5 .352 3.903 .0( 18 .00 10 13 11 02

6 .190 5.318 .02 .02 .06 .06 27 p3 01

7 101 7.306 .02 20 .04 .82 14 .o 02

8 .016 18.361 .96 .00 91 01 37 03 03

a. Dependentariable: MARACCES

Conclusion

The present study has revealed that extension support and access to information are two prime
factors among the many variables which affect farmers in getting market access especially if a farmer is
small holder and leaves in land locked hilly areasgt/Garo hills in this casépart from this, it has
also been found that the farmer of the region still face the age old problem of using traditional equipment,
poor education, low income and poor infrastructdiebring small farmers in the market as main
players, it is very important that government should take necessary steps to provide extension support
to the farmers and give them necessary training so that they can produce products as per market
demand and requirement. Necessary legal set up is required so that small farmers can get access tc
market, avail free and fair opportunity and not exploited by other stakeholders (mostly middlemen) of
the supply chain.
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Abstract

Companies and firms engage in head-to-head competition in search of profitable Jiofeite. this
challenges the corporate strategist need to develop methods to improve firm performance and
productivity They need to continuously search for tools that will motivate their employees to
perform at the highest possible level to face the competitions. By providing an understanding of
benefits of having a well drawn out written vision, mission and organisation value statements, the
paper examines the key elements of the organizational strategic intent and discusses their significance
in relation to firm performance in the health care indufirawing the case of three private hospitals

from Manipur (India), the comparative performances of the hospitals using the number of inpatients,
outdoor patients treated as well as the number of operations (surgeries) performed as the outcome of
the hospital performances has been analyzed.

Keywords: Directional strategies, hospital performances, outpatient services, inpatient
services.

Introduction

Competition is a reality in business. Companies and firms engage in head-to-head competition
in search of profitable growth. The way companies become successful depends upon how ably they
compete with their rivals. Companies thus are most concerned with the intensity of competition within
its industry Competition again is not confined to any specific industry alone. It is pervasive across
industries and health care industry is no difference.

In health care industrospital occupies pre-eminent role in shaping the living standard of the
people and in facilitating the healthcare to the populace. Modern hospitals are profit-making business
firms. Like most business firms, hospitals today are confronted with many challenges both from the
general environment as well as from the task environmienface this challenges the healthcare
strategist need to develop methods to improve firm performance and produ¢indyital executives
need to create new forms of competitive advantages and change the rules of engagement. They neec
to think to the path of creating new competitive space. Hospital executives need to create strategy
whereby they reshape or transform the industry structure not just reorganization of the firm. They need

* Assisstant Professdpepartment of Management, Mizoram Univergiizawl.
**Associate ProfesspbD.M. College of Commerce, Imphal.
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to continuously search for tools that will motivate their employees to perform at the highest possible
level to face the competitions. Existing literature points to the directional strategies specially the
mission statement as a valuable tool for the strategist to use to increase employee motivation and
improve oganizational performance and productivity

Literature Review

Hamel and Prahalad (1994) coined the term “strategy intent” which provides the emotional
and intellectual engy for the journey of a companrategy intentimplies a significant stretch for the
organisation. 8ategy intent has got three attributes namely direction, discovery and diegtiqjies
a particular point of view about the long term market or competitive position that a firm hopes to build
over the future years. Hence, it conveys a sense of direction. It implies a competitively unique point of
view about the future, which holds out employees the promise of exploring new competitive territory
Hence it conveys a sense of discov&gategic intent also has an emotional edge to it; it is goal that
employees perceive as inherently worthwhile. Hence, it implies a sense of.destiny

Hamel and Prahalad (1994) opined strategic intent is as much about creation of meaning for
employees as it is about establishment of direction. They emphasize that the strategic intent must be
personalised for every employee. The first task in personalising strategic intent is to set clear corporate
challenges that focus everyomattentions n the next key advantage or capability to be built. Challenges
are the milestones on the path between today and tomdmyorate challenges are the operational
means of staging the acquisition of new competitive advantages. Corporate challenges identify the
focal point for capacity building in the near to medium term. Challenges instills the employees the
power to contribute the competitiveness of the company

Corporate challenges are usually reflected in the organisations directional strategies such as
— vision, mission and organisational values. These are at the highest order of the strategic intent
hierarchy The strategy of an ganization is driven by these common mission, common vision and
common set of organizational values and goals — the directional strategies. The directional strategies
are the result of considerable thought and analysis by top management and indicate “what the
organization wants to do”. Business strategy needs to begin from the top down. The first directional
strategy that top management should focus on is corporate direction. This means, first, determining
the mission statement of the entirgamization, and identifying the compasyble in the world. If
stakeholders of the company including the CEO of comptminvestors and board of directors do
not agree on a simple message of direction, the company cannot move forward as an entity with a
single purpose.

Swayne et al, (2006, p.187) have discussed out mission, vision, values and strategic goals as
directional strategies. These are appropriately called directional strategies because they guide strategists
when they make key ganizational decisionThe mission attempts to capture thgaorizations
distinctive purpose or reason for being. The vision creates a mental image of what the managers,
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employees, physicians, and other stakeholders want the organization to be when it is accomplishing its
purpose or missioriValues are the principles that are held dear by members ofjgn@zationThese

are the guiding principles the managers and employees will not compromise while they are in the
process of achieving the mission and pursuing the decision and strategic goals. Strategic goals are
those overarching end results that the organization pursues to accomplish its mission and achieve its
vision.

Solovy (2000, p.32) has mentioned that the heart, the head, and the gut as three elements of
strategic planning. Each is critical to success and each plays an important role gathizations
ultimate course of actiohe heartof strategic planning involves the mission, vision, and values of
the oganizationThehead of the strategic planning is the analytical aspect of the prAsssessments,
strategic goals, and competitive analysis are important parts of strategic analysis. The strategic planning
gututilises the collective experience and intuition of as many people as possible in the organization. It
is the oganization$ ability to predict and interpret the changing winds. Successful predictions of
hospitals involve internalization of the concerns of the stakeholders such as doctors, nurses, patients,
and community leaders. It is taking intangible intelligence and putting it to practical use.

The importance of the three elements of the strategic planning is highlighted by Solovy
(2000). It is critically important that heart remain part of strategic planning because it provides inspiration
and commitment. The head is important because without strategic goals and outcomes, little focus can
be obtained; and without focus, progress is virtually impossible. Gut and intuition are important because
a great deal of strategic intelligence resides in healthcare organizations and should be integrated into
all strategic thinking processes.

Thompson et al (2005) have given the meaning of ‘a strategic vision’ as a road map showing
the route a company intends to take in developing and strengthening its business. It paints a picture
of a companys destination and provides a rationale for going there. It thus, pointgamization in
particular direction, charts a strategic path for it to follow in preparing the future, and moulds
organizational identityA strategic vision portrays a compasyuture business scope. It answers
“where we are going”.

The mission statement has been regarded by relevant management literature as highly crucial
to the overall success of an organisation. The potential power of meaningful mission statements in
enhancing the ganisations success derives mainly from its main premisés. importance of the
concept of mission was highlighted by Drucker (1973) as “A business is not defined by its name,
statutes, or articles of incorporation. It is defined by the business mission. Only a clear definition of the
mission and purpose of the organization makes possible clear and realistic business obj€hsves
mission statement gives a sense of purpose and direction to the organisation, legitimates its existence
while providing the context for the development and implementation of a successful strategic plan
(Pearce and David, 1987). The missidran organisation outlines the broad directions that it should
and will follow and briefly summarises the reasoning and values that lie behigddh(l2006, p.425).



[601] Management Convergence

When mission of a business is carefully defined, it provides a statement to insiders and outsiders of
what the company stands for — its purpose, image and character (Jauch et al, 2003, ,go&).

mission statement focuses around customer needs and utilities. The mission statement can provide a
method of communicating a desired corporate image (Gray and Srié&&®). Mission statement is an
important strategic management and business performance management tool, which helps in grounding
the organisations by clarifying their purpose to exist and framing the context of their operations
(Bruden, 2010).

According to Barney (2002) the mission statement outlines the broad directions that the
organisation will follow and briefly summarises the reasoning and values that lie behind it. The role of
the mission statement is tommunicateo all the stakeholders inside and outside the organisation
what the company stands for and where it is headed. It therefore needs to be expressed in a language
and with a commitment that all of those involved can understand and feel relevant to their own
circumstances.

Some empirical studies had been conducted to find the relationship between mission statement
and performance of theganization.A study by O’Gorman and Doran (1999) found no significant
relationship between the use of comprehensive mission statements and sales growth. Bart et al, (2001),
study found that mission statements cd@cifinancial performance, partialijhe study also observed
that “commitment to the mission” and “the degree to which an organization aligns its internal structure,
policies and procedures with its mission” were both found to be positively associated with “employee
behavior” Bart (1999) in another study of 103 Canadian Hospitals found a strong connection between
mission content and “degree of satisfaction with the mission” — as well as between mission content
and “degree of satisfaction with financial performance”.

The study by Bartkus et al, (2006) in the impact of mission statements on the financial
performance observed that they have little or no impact on financial performance. H®eetand
Baetz (1998) in a study from a sample of 136 large organisations in Canada found out that that mission
statements and some of their specific characteristics are selectively associated with higher levels of
organizational performance. Thus, previous research accounts for inconsistent relationships between
financial performance measures and the existence of a formal mission statement.

Objective of the paper

Present paper attempts to analyze the relationship between the adoption of directional strategies
and the organizational performances of the hospitals.
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Methodology

Drawing the case of three private hospitals from Manipur (India) the comparative performances

of the hospitals using the number of inpatients, outdoor patients treated as well as the number of
operations (surgeries) performed as the outcome of the hospital performances has been analysed. The
three private hospitals of the state namely Shija Hospitals and Research Institute (SHRI), Catholic
Medical Centre (CMC) and Imphal Hospital and Research Centre (IHRC) have been selected for the
study These three private hospitals are the biggest multispecialty general hospitals tatehef S
Manipur having bed strength of more than 50. These hospitals have been operating in Manipur since
their establishment either in the year 2000 or prior 2000. These hospitals employed more than 100

persons
Findings

Documentation status of Directional Strategies
Table 1: Documentation of Mission, Vision and Organizational Values

Sl. No. | Statements/Documents SHRI| CMC | IHRC
1 Documented Vision statement Yes No No
2 Documented Mission statement Yes No No
3 Documented Organizational values Yes Yes Yes

As can be seen from thable 1, among the three hospitals under st&HRI has well
documented written vision, mission, and organizational value statement. CMC hospital and IHRC has
well documented organizational values but do not have well established mission and vision.

The vision statement of SHRI is worded as 1 a premium & leading brand in healthcare
services in the South Eassia, recognised by our customers for our holistic approach, personal touch
and technological advancement”.

The statement clearly states the aspiration of the SHRI in its near future. It is challenging but
inspirational and gives direction to the stakeholders how everyone should strive for it. It considers
comprehensive approaches such as holistic, personal touch and technological advancement in its
endeavour to strive for its vision. IHRC and CMC hospital do not have well documented written vision
statements.

The mission statement of SHRI is given as follows:
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We are dedicated to provide high quality and customer focused healthcare séfgivgk.
achieve this by focus on:

o Customer needs - being sensitive to our customers’ needs;

0 Research and development - improving our services through constant research and skill
development;

o Quality system - continuing to be highly systematic and organised in our services delivery and
quality control;

o Networking - building up our local and international network with our partners in healthcare;

o People development - caring and grooming our people to set and achieve higher goals.

According to Ireland and Hitt (1992) mission statements provide critical direction for all types
of organizations. Developingfeftive mission statements can contribute to increases in a tikratall
performance. When developing unique mission statements, one should recognize that each organization
has unique internal capabilities and external opportunities.

When the mission statement of SHRI is analyzed, the philosophy of the hospital can be seen
in terms of principal service delivered that is, high quality and customer focused healthcare service.
Mention has also been made of the area that the organization will focus on such as customer needs,
research and development, quality system, building up local and international network and finally
people development. IHRC and CMC hospital do not have well documented written mission statements.

Regarding aganizational value statement, as showtaiole 1, all hospitals have well formulated
value systems. IHRC has come out with three guiding words in their value system such as Sacrifice,
Quality and ServiceThese words appear in their logs hospital is a service ganization, the
importance of sacrifice, quality and service has rightly been accommodated. For CMC hospital, the
value system can be found out in its wordings as follows HAve a mandate from Christ great
physician to participate in the healing ministriie CMC and its statonsider the care of the patient
not only as a profession but also as a mission, vocation and continuation of the healing presence of
Christ Jesus in thé&/orld.” Being a charitable ganization it clearly draws inspiration from with Jesus
Christ this statement mentioning the importance of service to the patient as core in its function. The
organizational culture and priorities of SHRI are set by the following values “Intriggility, and
Passion for Excellence”.

Values are the fundamental principles thgboizations and people stand for along with the
mission and vision, they make an organization unique. Thompson et al (2005) have given the meaning
of organizational values as “compasyalues are the beliefs, business principles, and practices that
guide the conduct of its business, the pursuit of its strategic vision, and the behaviour of company
personnelValues relate to such things as treatment of employees and customers, jratducsy
innovativeness, emphasis on quality or service, social respons#ildtycommunity citizenship.”
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Performances of the Hospitals
Outpatients Service

The numbers of outpatient who have been treated in the three hospitals from year 2004 to the
end of year 2009 are given in thable 2 and fig. 1The figure shows a rising trend in the number of
outpatients of the hospitals. For SHRI and CMC hospital, in a span of six years, the number of patient
treated has almost nearly doubled. For IHRC, the number of patient is rising but in a very slow pace.
Taking 2004 as base yetire percentage increase in 2009 is a mere 18.35 pdroeriigure in the table
also reveals that there is huge difference in the number of outpatients among the hospitals. In the year
2009, SHRI has as many as 42,687 outpatients as compared to 25,256 and 17,848 outpatients of IHRC
and CMC hospital respectively one compares the figure of SHRI and IHRC, it can be observed that
in 2004 the difference in the number of patients was only 1554 however the margin has been broaden
with a difference of 17431 patients in the year 2009. Likewise, if one compares the figure of SHRI and
CMC hospital one can observe that in 2004 the difference in the number of patients was 13423 but the
difference has increased to 24839 patients in the year 2009. This reveals the market dominancy of SHRI
among the private hospitalBhe analysis is also substantiated by the figure 1 shown below

Table 2: Number of Outpatient treated in the Hospitals

SI. No. Year SHRI CMC IHRC
Nos. PC Nos. PC Nos. PC

1 2004 22894 - 9471 - 21340 -

2 2005 29765 30.01 9064 (-4.30) 22068 341
3 2006 30737 34.26 15927 68.17 22529 5.57
4 2007 32300 41.09 14134 49.28 23263 9.01
5 2008 33601 46.77 1562( 64.92 24067 12.78
6 2009 42687 86.45 17844 88.45 25256 18.85

Source: Computed from surveyed data
*PC: Percentage change
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Fig. 1: Showing comparative number of outpatients of the three hospitals
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The numbers of inpatient who have been treated in the three hospitals from year 2004 to the
end of year 2009 are given in fhagble 3 and Figure Zhe figure shows a rising trend in the number of
outpatients of the hospitals. For SHRI, in a span of six years, the number of patient treated has doubled.
For IHRC the number of patient is rising but in a very slow paaking 2004 as base yedhe
percentage increase in 2009 is a mere 26.80 percent. Similarly for CMC hospital also the number of
patient is rising in a very slow padehe figure in th&able also reveals that there is hugéedénce in
the number of inpatients among the hospitals. In the year 2004, SHRI has as many as 4,325 inpatients
as compared to 3,056 and 1,318 inpatients of IHRC and CMC hospital respelftivelgompare the
figure of SHRI and IHRC we can observe that in 2004 the difference in the number of inpatients was
only 1269 however the margin has been broaden with a difference of 5132 patients in the year 2009.
Likewise if we compare the figure of SHRI and CMC hospitals we can observe that in 2004 the difference
in the number of patients was 3007 but the difference has increased to 6625 patients in the year 2009.
This reveals the market dominancy of SHRI in terms of ward treatment among the Private Hospitals.
The analysis is also substantiated by the figure 2 as shown.below
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Table 3: Number of Inpatient treated in the hospitals

SHRI CMC IHRC
Sl. No. Year
Nos. PC Nos. PC Nos. PC

1 2004 4325 - 1318 - 3056 -

2 2005 5414 25.18 1646 24.89 3154 3.21
3 2006 7649 76.86 1905 44.54 3228 5.46
4 2007 7549 74.54 2196 66.62 3506 14.73
5 2008 7493 73.25 2125 61.23 3754 22.84
6 2009 9007 108.25 2382 80.73 3875 26.80

Source: Computed from surveyed ¢
*PC: Percentage chany

Fig. 2: Showing Comparative Number of Inpatients of the Three Hospitals
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Operation and surgeries

Table 4 and Figure 3 show the trend of number of majgesi@s performed in the three
hospitals.As can be seen from the figure, there has been a rising trend in the number of patient
operated in all the three hospitals. For SHRI, in a span of six years, the number of patient operated has
nearly doubled. For CMC hospital the figure in 2009 is more than the double of 2004. However the
figure is much below to the figure of SHRI. For IHRC, the number of patient is rising but in a very slow
paceTaking 2004 as base yetire percentage increase in 2009 is a mere 10.19 percengédriesialso
there is a big difference in the number patient operated among the hospitals. In the year 2009, SHRI has
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as many as 4938 operations as compared to 1786 and 1062 operations of IHRC and CMC hospital
respectivelylf we compare the figure of SHRI and IHRC, we can observe that in 2004fdrenlie in

the number of operation was only 1298 however the margin has been broaden with a difference of 3152
operations in the year 2009. Likewise if we compare the figure of SHRI and CMC hospitals we can
observe that in 2004 the difference in the number of operation was 2084 but the difference has increased
to 3876 operations in the year 2009. The analysis is also substantiated by the figure 5.3 as shown
below

Table 4: Number of major operations performed

SI. No. Year SHRI CMC IHRC
Nos. POI Nos. POI Nos. POI
1 2004 2496 57.71 412 31.26 1198 39.20
2 2005 2945 54.40 465 28.2% 1259 39.92
3 2006 3691 48.25 660 34.6% 1436 44.55
4 2007 3789 50.19 783 35.66 1545 44.07
5 2008 4732 63.15 832 39.15 1604 42.73
6 2009 4938 54.82 1062 44,58 1786 46.09

Source: Computed from surveyed data
POI: Percentage of operations to inpatients

Figure 3: Showing Comparative Number of Operation of the three Hospitals
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Surgeries are one of the main sources of earning revenue for hospitals. More surgeries bring
more revenue to the hospital. From able 4, we can observe the percentage of operation to the
inpatient (POI) treated in the hospitals as shown in the column POI. POl is obtained dividing number of
operations by the number of inpatient and multiplied by 100. For CMC hospital and IHRC, the POl is
less than or equal to 46.09 percent in the all the six years hqwe/BOI of for SHRI are more than 50
percent in all the years other than 2006 which was 48.25 percent. This reveals that the probability of
getting being operated in SHRI is 50 percent. One of the reasons for this is the availability of more
number of sugeons in the hospitalVe can also conclude that most of the patient comes to SHRI for
surgeries.

Discussion

As have been advocated by Hamel and Prahalad (1994) strategic intent implies a particular
point of view about the long term market or competitive position that a firm hopes to build over the
future years which conveys a sense of direction, likewise in the case of three hospital a significant
difference could be observed in the performances of the hospitals. SHRI has well formulated directional
strategies — the vision statement, mission statement and organisational values. SHRI has able to create
its own opportunities over a period of years.

The development of visions, missions and values statement provides the organization with a
strategy compendium from which to create a performance based organization that creates value for the
companyits enployees and customerfhese are important simply because they are like a map, and
without a map, the chances of a company meandering in directions unknown are quite high. It can be
observed that CMC and IHRC are not performing well as compared to SHRI. SHRI far exceeds in terms
of number patients served.

Hamel and Prahalad (1994) viewed strategy with creating stretch goals that challenged
employees to accomplish the seemingly impossible rather than simply ensuring a tight fit between
goals and resource$he wealth of a firm layely depends on its role in creating tomor®mwiarket and
tomorrow’s opportunities, its ability to capture a significant share &sthave mentioned corporate
challenges are usually reflected in the organisations directional strategies such as — vision, mission
and oganisational value3hese are at the highest order of the strategic intent hieratehgirectional
strategies are the result of considerable thought and analysis by top management and indicate “what
the organization wants to do”. The corporate success depends on the vision articulated by the chief
executive or the top management. For a vision to have any impact of the employees of an organization
it has to be conveyed in a dramatic and enduring Weymost dective visions are those that inspire,
usually asking employees for the best, the most or the greatest.
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Conclusions

Having a mission statement, values, and vision creates challenging goals for the organisations
and the individual members of theganisationAn effective vision statement will therefore tell the
world what change you wish to create for the future of the organization and its stakeholders. The
vision statement, mission statement and values statements are practical tools that help govern the
organization towards creating more impact in the environment. It enables the management to think
beyond the day-to-day business and ponder about the future of the organization. The vision statement
provides a framework for operational decisions to the staffs and enables to align with the strategic
goals of the organizations. The cumulative effect of these decisions can have a significant impact on
the success of theganization. It can enable theganisations executive and sfafto better understand
the direction and the path to follow and the associated benefits.

The development of well-written vision, mission and values statements signals intent and
direction of the organisation and communicates stakeholders to perform. The study has shown that
there is a remarkable difference in the numbers of patients served among the hospitals. Higher
performances are associated with the hospitals having well written vision, mission and value statement.
The study showed that the presence of directional strategies - vision, mission and organisational
values, is associated with superior firm performance. Thus, significantly higher performances are
associated with those firms that have formal written directional strategies -vision, mission and
organisational values, as compared to those firms that do not. It is recommended that Hospitals which
do not have formal documented missions, visions and objectives need to make an effort in formulating
these statements to give a strategic direction to the stakeholders of the hospitals. Thus, the findings in
this study add to the growing belief among researchers that that mission statements are associated
with higher levels of organizational performance. It is hoped that the findings presented here will
encourage researchers to continue investigating the dynamics of driving organizations through the
development of strategic tools such as vision, mission and value statement and achieve the desired
performances.
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Role of Commercial Banks in Eradication of Financial

Exclusion in India

Vandana Dangi*

Abstract

Financial exclusion in terms of the unavailability of banking services to vulnerable groups in
accessing credit and financial services is a matter of great concern during the last decade. The
path of inclusion includes improving access of financial services to poor people through the
safe as well as sound spread of new approaches based on principles. The present treaties
explore the diffusion of financial inclusion by commercial banks operating in India. The financial
access in India is compared with selastan peer group and OECD countrigfe paper
explores the competition scenarios by calculating enteponential index, herfindahl index,

Gini coefficient and concentration coefficient of 76 scheduled commercial banks operating in
India. The results indicate fair degree of competition among themselves. The improved
regulations, innovation and value creation in this sector make it a highly competitive sector
But the banking sector in India is dominated by public sector banks followed by private sector
banks. This study also identifies lessons learned on nine principles of innovative financial
inclusion that are applied in providing financial services to vulnerable groups in India. The
results show that the commercial banks have been playing vital role in removing financial

exclusion in India.

Key words: Concentration coétient, EntropyFinancial exclusion, Herfindahl index and Gini ¢ioggnt

financial inclusion, principles of innovative financial inclusion.

Introduction

The economic growth and financial sector development are the result of efforts of banking
sector in mobilizing savings and deployment of funds in the productive sectors. The banking sector
through its institutional infrastructure helps in reducing the cost involved in information, contracting
and transaction that in turn accelerates economic growth. The increasing span of financial penetration
reduces the economic vulnerabilipromotes economic growth, reduces poverty and improves the
standard of living (Alliance for Financial Inclusion, 2010). The earlier theories of economic development
concentrated just on labquapital, institutions etd.he role of finance in economic growth has been
ignored by economists in framing various theories.

* Assisstant ProfessaBovernment College faomen, Rohtak.
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But if the finance ignorant theories were correct then it nullifies the role of financial markets.
However later development showed that there were imperfections in the financial market and how
various financial entities led to reduction of these imperfections (Hannan, t., and J. Liang, 1993). Thus
was born a powerful rejoinder to the Modigliani-Miller neutrality result indicating the enduring influence
of capital structure. Since then there has been many research analysing the role of financial systems in
developing economies. Novinance is considered as the brain of an economic sy3teenmost
economies strive to make their financial systems more efficient. The financial system keeps policymakers
cautious as any problem in this sector could freeze the entire economy

“Financial inclusion may be defined as the process of ensuring access to financial services and
timely and adequate credit where needed by vulnerable groups such as weaker sectébitv
income groups at an affordable cost."Rangarajan Committee (2008).

Financial exclusion means unavailability ldinkingservices to the low-income groups in

accessing credit and financial services. However contrary to that inclusion denotes delivery of financial
products at an affordable cost to the large sections of vulnerable groups. The innovation, growth and
value creation in the banking sector is the result of its competitive nature (Pxasatl Ghosh. S,

2005). The direct measure of market contestability estimates the degree of competition in banking
sector (Mahmood ul Hasan Khan, 2009). There is positive relationship of competition in developing
countries and the level of financial services in terms of credit, savings, insuranceagweznts and
remittance facilitiesThe foreign bank entry improved the credit accessidi. Gormley 2007).So,

there is need to explore the competition scenario and diffusion of financial inclusion by commercial
banks operating in India.

Objectives of the udy

1. To study financial access with market size and penetratiésian Group and @anisation for
Economic Cooperation and Development Countries.

2.To analyse the financial inclusion through commercial banks operating in India.
3.To explore the competition scenarios in commercial banks operating in India.

4.To reconnoitre the adaptation of principles of innovative financial inclusion by commercial banks
operating in India.

Research Methodology

The present treatise mainly emphasized the in-penetration study of role of commercial banks in
eradication of financial exclusion in India over a period of four years (2006-07 to 2009-2010). The study
also explores dynamics of competitiveness in seventy six commercial banks operating in India in
present scenario. The study covers 27 Public sector banks, 22 Private sector banks and 27 foreign
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banks operating in India.uBlic sector banks include all nineteen nationalized banks, State Bank of
India and associates and IDBI Ltd. Nationalised Banks includes Bank ofAtldizgbad Bank, Bank

of BarodaAndhra Bank, Indian Overseas Bank, Dena Bank, Indian Bank, Bank of Maharashtra, Canara
Bank, Union Bank of India, Oriental Bank of Commerce, Punjab & Sind Bank, Punjab National Central
Bank of India, Corporation Bank, Bank, Syndicate Bank, UCO Bank, United Bank of\lijdig Bank

and IDBI Ltd. State Bank Group includes State Bank of India, State Bank of Hyderabad, State Bank of
Mysore $ate Bank of Bikaner & JaipuBtate Bank of Indore, ,t8te Bank of Patiala anda®e Bank of
Travancore. Private Sector Banks includgis Bank Ltd., Catholic Syrian Bank Ltd., Dhanalakshmi
Bank Ltd., Bank of Rajasthan Ltd., City Union Bank Ltd., Development Credit Bank Ltd., Federal Bank
Ltd., INGVysya Bank Ltd.Yes Bank Ltd., Indusind Bank Ltd., HDFC Bank Ltd., ICICI Bank Ltd., Karur
Vysya Bank Ltd., Jammu & Kashmir Bank Ltd., Karnataka Bank Ltd., Kotak Mahindra Bank Ltd.,
LakshmiVilas Bank Ltd., SBI Commercial & International Bank Ltd., Nainital Bank Ltd., Ratnakar Bank
Ltd., South Indian Bank LtdTamilnad Mercantile Bank Ltd. Foreign Banks in India Anéwerp
Diamond BankAbu Dhabi Commercial BanB Bank, Bank oAmerica, , Bank of Ceylon, Bank of
Baharin and Kuwait, Bank of Nova Scotia, Bankokyo-Mitsubishi, BNFParibas, Credigricole,
Deutsche Bank , Barclays Bank PLC, China Trust Commercial Bank, Citi Bank, Mashregbank, Mizuho
Corporate Bank, Development Bank of Singapore, HSBC Ltd., JP Morgan Chase Bank, Krung Thai
Bank, Oman International bank, Shinhan Bank, Societe Generale, Sonali Bank, Standard Chartered
Bank, State Bank of Mauritius and The Royal Bank of Scotland.

The following measures are used to analyze the data in the study:

1.Entropy: The Entropy measure has its theoretical foundations in information theory and measures
theex-anteexpected information content of a distribution. It takes the form:
E=-Xioy 5logss, @

Suppose have sourB®f symbols from ensembled, s2, ...,sN}.
Maximum and Minimum Entropy
Maximum entropy is achieved when all signals are equally likely
No ability to guess; maximum surprise
Hmax = IgN (2)
Minimum entropy occurs when one symbol is certain and the others are impossible
No uncertainty; no surprise

Hmin=0 €]
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2. Exponential Index

The most commonly used market concentration measures are the Herfindahl index and the
concentration ratio. The Hannah-Kay (1971) exponential index is

(5 Y ras st
HE () L \:I o o= ), 1

rl e e 1 ' (4)
Note,|] s = axp LE s, log(s,) | is the exponential index. (5)

1. Herfindahl index

TheHerfindahl index orHerfindahl-Hirschman Index, orHHI is a measure of the size of a firmin
relation to the industryit is an indicator of the quantum of competition among thErs index can

range from 0 to 1, moving from a ¢@ number of very small firms to a single monopolistic producer
Increases in the index generally indicate a decrease in competition alongwith increase of market power
whereas decreases indicate the opposite. The major benefit of the index in relationship to such measures
in terms of concentration ratio is that it gives more weightage to larger firms.

H=3% s ©)
=1
wheres is the share of firmin the market anl is the number of firms in market. So, in a market with two

firms having 50 percent market share, the Herfindahl index equafst058G = 1/ 2.

Normalized Herfindahl: The Herfindahl index ranges between 1/N to one, the normalized Herfindahl
index ranges between 0 to 1. This index is computed as:
(H —1/N)

He="7n @)

where, N is the number of firms in the market, and H is Herfindahl Index.

2.Gini Coefficient: The Gini coefficient is on the Lorenz curve plots the proportion of the total
income of the population on y axis that is cumulatively earned by the bottom x% of the population.
The line at 45 degrees represents the perfect equality of incoimeeasini coefficient range

between 0 to 1. This coefficient sometimes multiplied by 100 to range between 0 and 100. A low

Gini coefficient shows a more equal distribution, with 0 indicating complete equality, while

higher coefficients show more unequal distribution, with 1 indicating to complete inequality. As

the Lorenz curve is represented by function Y = L(X), value of B can be calculated with integration

and:

G-1-2 f LiX)dX ®
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Gini coefficient is half the relative mean difference, it can be calculated by using formulas for
the relative mean difference. For a random sa@teat consist of valugg i = 1 ton, indexed in non-
decreasing ordenf d”y, ), the statistic:

6(8) = g (-2 (g ) 9

3. Concentration Coefficienti.e.C = n/(n-1)*G

4. Ratio Analysis:

Population per branch of commercial banks in rural areas
Population per branch of commercial banks in urban areas
Population peATM of commercial banks in urban areas
Population peATM of commercial banks in rural areas

Financial Access imsian PeerGroup and OECD Countries inTerms of Market Size and Penetration

Financial inclusion means the provision of loans and insurance products by the formal financial
system for people who remain excluded with the following features:

« affordable financial services

* proper access to payments facilities

e proper access to remittance facilities

Financial exclusion remains an area of great concern in India as compared with other countries for
the low levels of financial penetration and deepening. The table 1 and figure 1 indicates the low rank of
India in financial penetration when compared with the Organisation for Economic Cooperation and
Development Countries. Howeydhe diference in the financial access is less striking when India is
compared with seledsian group countries in terms of banks branchiié® position of India is
prominent with regard to accessfotomaticTeller Machines.
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Table 1: FinanciaAccess and PenetrationAdian group and OECD countries

Nations and groups Financial Access Market Size and
Penetration
Number of branches| Number of ATMs | Private credit to
per one lac persons | per one lac persons | GDP ratio(%)
India 6.33 1.63 33.3
Asian group countries 1.33-20 3.80-17.05 23.00-126.40
China 1.33 3.8 111.8
Malaysia 8.26 16.44 126.6
Indonesia 3.73 4.84 23
Thailand 7.37 17.05 90.5
OECD countries 23-45 57-158 47.80-160.48
Australia 24 115 109.73
UK 23 97 160.48
Japan 45 136 97.9
Canada 28 158 75.65
us 26 134 47.84

Source: Kiatchai, Sophastienphong @&mbma, Kulathunga (2009), Getting Finance in Sdgia
2009 - Indicators anéinalysis of the Commercial Banking Secidborld Bank.

The penetration of the banking for India sector in terms of private credit to GDP ratio is lower
than many of ité&\sian group countrie§.hese trends necessitate strengthening of financial inclusion
process in India.

Bolstering of Financial Inclusion Through Commercial Banks Operating in India

The financial system of India has to provide its function of transferring financial resources
from surplus to deficit section to reduce poveBy far the attention and focus has only been on
delivering credit and this policy has been quite successful. Similar success story has to be seen in the
other aspects and areas of finance as well. The process for financial inclusion had started with the
cooperative movement followed by entry of different organisations and schemes in Indian financial
system. The phases of financial inclusion in the present treatise have been divided into four categories.
The consolidation of the banking secfacilitation of industry and trade was during 1950-70 followed
by focussing on channelling of credit to neglected and weaker sections during 1970-90. The period of
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Figure 1: Financiahccess and Penetration

180
L1&0
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120 M Financial AccessNumber of
branchesper LO0O000 persons
100
80 B Financial AccessNumber of AT
60 per 100000 persons
40 . . .
M Financial Market Size and Depth
0 Private creditto GDP ratio
(percent)
0

1990-2005 devoted to strengthening the financial institutions through financial sector reforms. 2005
onwards, the financial inclusion was explicitly framed as a policy objective. Commercial banks constitute
the most vital part of the Indian financial system for channelling credit to the commercial sector in India
to facilitate the process of financial inclusion. The commercial banking sector in India has retained its
predominantly public character with the onset of economic refétth@ugh this sector has undene

a large number of changes in terms of size, pattern of operation and financial soundness.

Competition scenarios

The conditions of banking industry have been changing across the world. The competition
indicators are calculated to explore degree of competition and concentration in banking. ihalbietry
3 portrays the results of different statistical competition indicator tools based on their respective
volume of businesses in Indighe results of entropgxponential index, herfindahl index, Gini dogént
and concentration coefficient of 76 scheduled commercial banks operating in India indicate fair degree
of competition among themselves. Figure 2 also portrays the same results based on Lorenz curve. The
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improved regulations, innovation, growth and value creation in the sector make it a fairly competitive
sector But this sector is dominated by public sector banks followed by private sector banks as depicted
in table 4. The share of foreign banks in India is meagre.

Table 2: Number of commercial banks operating in India

Banks 2006-07 | 2007-08| 2008-09 2009-10
Public sector banks in India 28 28 27 27
State bank of India and its associates 8 8 7 7
Nationalised banks 19 19 19 19
IDBI 1 1 1 1
Private sector banks in India 23 22 22 22
Old private sector banks in India 15 15 15 15
New private sector banks in India 8 7 7 7
Foreign banks in India 28 30 32 32
Regional rural banks in India 88 88 86 86
Non-Scheduled Commercial Banks 4 4 4 4
Total 171 172 171 171

Source: Report on trend and progress of banking in India 2006-07, 2007-08, 2008-09 and 2009-10

Table 3: Competition statistical indicators of scheduled commercial banks

MEASURES RESULTS
Entropy 3.478676
Maximum Entropy 4.332345
Normalized Entropy 0.802852
Exponential Index 0.030989
Herfindahl 0.051989
Normalized Herfindahl 0.039456
Gini Coefficient 0.664120
Concentration Coefficient 0.672987
Categories 76
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Table 4: Percentage share of bank groups in total assets of banking sector in India

Management Convergence

Figure 2: Lorenz curve of scheduled commercial banks

Concentration

Year | Public SectorOld Private Sector New Private SectorForeign
Banks in India | Banks in India Banks in India Banks in
India
2007 | 70.5 4.6 16.9 7.9
2008 | 69.9 4.5 17.2 8.4
2009 | 71.9 4.4 15.2 8.5
2010 | 73.7 4.5 14.6 7.2

Source: Report on trend and progress of banking in India 2006-07, 2007-08, 2008-09 and 2009-10

Table 5: Population per bank branch in India

Year Population per branch | Population per branch | Total Population per
in rural areas in urban areas branch

2007 17.8 12.7 16

2008 17 11.7 15.1

2009 16.6 11 14.5

2010 16.1 10.4 14

Source: Report on trend and progress of banking in India 2006-07, 2007-08, 2008-09 and 2009-10
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Spread and access of commercial banking services in India

The spread and access of banking services is an important indicator of financial penetration
and inclusionTable 5 portrays the distribution of bank branches across urban and rural areas; and
across States in India. The average population per bank branch is a basic indicator of the financial
inclusion in terms of penetration of banking products. The financial penetration has been on a consistent
rise in India in the recent years. Howeuae rate of increase in rural areas was much lower than urban
areas. The population per branch was on a decline in all regions in India during the recent years
signifying growing penetration of banking products across all regions as can be seen in table 6.

Table 6: Percentage sharefaftomaticTeller Machines located at various centres

Year Rural centres | Semi urban centres inUrban centres | Metropolitan centres in
in India India in India India

2007 4.8 19.9 35.5 39.8

2008 54 214 34.8 384

2009 6.3 221 33.9 37.7

2010 8.6 24.1 32.9 34.4

Source: Report on trend and progress of banking in India 2006-07, 2007-08, 2008-09 and 2009-10
Distribution of Automatic Teller Machines

Furtherfigure 3 maps the distribution AftitomaticTeller Machines as channel of banking products
in rural and urban areas in India. There was increase in the penetration of

AutomaticTeller Machines in the recent years as that is evident from a decline in the population per
AutomaticTeller MachineThere was greater concentrationfaftomaticTeller Machines in urban
areas in India than in rural areibe number as well as percentagdwiomaticTeller Machines in the

rural areas was on steady rise in recent y@aispercentage éfutomaticTeller Machines located in

rural areas is 28.4 per cent of the tétalomaticTeller Machines in the country at end-March 2009 that
increased to 32.7 % at end-March 20Ml@e growing penetration éfutomaticTeller Machines in rural

areas could also be seen from a continued fall in the populatiduimenaticTeller Machine in rural
areas.The percentage share Afitomatic Teller Machines located at various centres in India are
portrayed in table 6 indicating rising trend in rural and semi urban centres across the country due to
untapped market and stagnant in urban and metropolitan centres due to satufatiomaficTeller
Machines.Table 7 portrays the number AfitomaticTeller Machines located at various Centres in
India. The credit of the increase Automatic Teller Machines in rural areas goes to public sector
banks.
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Figure 3: Population p&utomaticTeller Machine
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Table 7: Number oAutomaticTeller Machines Located at various Centres in India

Bank group in India Rural | Semi-urban | Urban Metropolitan | All
centres | centres centres centres centres
Public sector banks 4,289 10,968 13,451 11,972 40|68!
(10.5) | (27) (33.1) (29.4) (100)
Nationalised banks 1,669 4,325 6,726 6,982 19,70z
(8.5) (22) (34.1) (35.4) (100)
State bank group 2,620 6,643 6,725 4,990 20,07¢
(12.5) | (31.7) (32.1) (23.8) (100)
Private sector banks 901 3,499 6,124 7,923 18,44
(4.9) (19) (33.2) (43) (100)
Old private banks 265 1,019 1,215 891 3,390
(7.8) (30.1) (35.8) (26.3) (100)
New private banks 636 2,480 4,909 7,032 15,057
(4.2) (16.5) (32.6) (46.7) (100)
Foreign banks 6 11 188 821 1,026
(0.6) (1.1) (18.3) (80) (100)
Total 5,196 14,478 19,763 20,716 60,153
(8.6) (24.1) (32.9) (34.4) (100)

Source: Report on trend and progress of banking in India 2006-07, 2007-08, 2008-09 and 2009-10
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Adaption of Innovative Principles of Financial Inclusion in Indian Financial System

Innovative financial penetration means improving access to financial products for poor people
through safe and sound spread of new advance approaches. These principles of innovative financial
penetration derive from the experiences and lesson learned from policymakers especially leaders from
developing nations.

1. Leadership: This principle emphasise awltivating a broad-based government commitment for
financial inclusion to help in alleviation of poverfjhe Government of India had set up the Rangarajan
Committee on the Financial Inclusion in 2006 to look into the matters involved and suggest various
measures for bringing the excluded masses into the range of financial system. 50 % of the excluded
rural households consisting of 55.8 million should have access to financial products by 2012, and the
remaining by 2015Two funds are recommended by this Committee, have already been set up in
NABARD (National Bank foAgriculture and Rural Development) viz., ‘Financial Inclusion Fdod’
meeting the cost of development and promotion interventions of the financial penetration and other
‘Financial InclusionTechnology Fundfor meeting the cost of technology and advancement.

2. Diversity: A diversity in the innovative products and providers in the system can increase the
availability of services as well as promote healthy competition. The Financial Inclusion Project to
implement Core Banking Solution by using COIN software in 2009-10 was developed by National
Informatics Centre in Sikkim by one Co-operative Bank, 6 branches and ten Multi Purpose Credit
Societies in the first phase and 5 MPCS in the second phase. Pilot project in order to establish Farmers’
Service Centres arMillage Knowledge Centres, mobile credit counselling centres, enhancement of
financial literacy & farmer education through mass media for financial inclusion in Malabar district of
Kerala for establishing eight Farme8&rvice Centres afrkKCs in 8 districtsViability gap funding for
Biometric card project through Business Correspondents (BCs)/ Business Facilitators (BFs) model in
NER for the smart card based accounts. There was support for Certificate Course for BCs and BFs to
Indian Institute of Banking & Finance to cover twenty thousand candidates over a period of two years
2009-10 and 2010-11.

3. Innovation: Promotion of technological and institutional innovation as a tool to expand financial
system penetration and usage. This principle also addresses infrastructure weaknesses. Different
Technology Models are used by banks in order to enhance access as Simputers, Composite Hand Held
Devices, PDAs and Programmed Mobiles.

4. Protection The principle of protection encourages a comprehensive approach that recognises the
roles of policy makers, government, providers and consumers. The banking networks have been
persuaded through Banking Codes and Standards Board of India to adapt a uniform code of conduct
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to enforce many pro-client clauses. Sa-Dhan is one of the ledelign to enhance customer well-
being in ethical, transparent, dignified, and cost-effective manners.

5. Empowerment This principle of innovative financial inclusion ensures development of financial
literacy and capabilityrinancially capable clients have the knowledge, skills, capalaittitude and
behaviours for awareness of financial opportunities. The capacity building programs initiated by RBI,
policy maker and GOI during 2009-10 are:

» Capacity building program for Regional Rural Banks employing post office for using PO as BC
of Regional Rural Banks through five training programs for staff of post offices or banks in
Uttarakhand.

» Project on Financial Resource Centre at Regional Rural Bank for capacity building and research
needs for financial inclusion in 4 districts, i.e., Nadia, Murshidabad, North and South Parganas
in West Bengal.

Indian BankingAssociations with their own codes have strict penalties for non-compliance
acts of members.

Project on financial inclusion through FC as business facilitators of Regional Rural Banks in
Assam. It involves four training programs for members of eleven FCs identified by the bank.
A total of hundred members of the FC will be trained on financial matters in Morigaon district.

 Financial literacy by Regional Rural Bankgissam in Nalbari district.

» Capacity Building Programme for banks conducted by BIRD, Lucknow
6. Cooperation Creating an institutional environment with accountability and coordination within
government. Initiation for financial inclusion under FIF/FINRBARD and United nations development
programmes have entered into collaboration for financial penetration in seven focus states, viz., Bihar
Jharkhand, Chhattisgarh, Madhya Pradesh, Rajasthan, Orissa and Uttar Pradesh. This collaboration is
subsystem of the Country Programfaion Plan that has been signed between Government of India
and UNDPA fund for this collaboration ‘UNDR NABARD Financial Inclusion Fundias been
established.

7. Knowledge Appropriate as well as reliable data are needed by regulators and policy makers and to
assess financial inclusion performance. Periodic progress reports focus on policy attention for
outstanding financial inclusion issues. Currently available data is not sufficient and not up to the level
required. The banks of India have been reporting their financial penetration plan to Reserve Bank of
India. Recognising the lack of awareness isafrtbe major factors for financial exclusion. Reserve
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Bank of India is taking a number of measures for increasing financial literacy as well as credit counselling
based on data provided by various banks operating in India.

8. Proportionality : Building of a policy and regulatory framework in proportionate with the risks involved

in innovative products and services. This should be based on understanding of gaps and barriers in
the existing regulation. Reserve Bank of India has realised that most agent-related risks either systematic
or institutional are not material enough. This particular situation necessities the authorization of agents
disproportionately onerous by making banks and other institutions fully liable for the actions of their
selected agents. Other risk-mitigating measures supporting this approach are: (i) require regulated
institutions to manage risk e.g. by setting transaction limits and implementing mechanisms to block the
transactions remotely when necessary; (ii) subject the agency agreement and supporting documentation
relating to the services rendered by agents for scrutiny by Central Bank, that also conducts onsite as
well as offsite inspections.

9. Framework: The regulatory framework reflecting international standards under national circumstances
to support for a competitive landscapa.appropriate and flexible risk-basg&MIL/CFT regime in the
conditions for use of agents as a customer interface is required. This can be achieved by a clear
regulatory regime for the electronically stored value and market-based incentives for achieving the
long-term goal in broad interoperability and interconnection. Reserve Bank of India in late 2009 permitted
banks to charge the customers for using BCs and expanded the scope for permissible business
correspondents in order to include small retail shops as well as individual petrol pump owners. The
policy makers in India are very optimistic that will be a substantial expansion for access to financial
products among the poor

Conclusion

The financial system in India has grown rapidly in its functional and geographical coverage
during the last three decades and mdtes banking sector in India is one of the walduickest
growing markets to penetrate finance in théedént sectors. India is the plarsetaigest democracy
and the second most populated country in the world. The data indicates that there is financial exclusion
as the poorer sections of the society have not been able to access adequately financial services from
the organized financial system. Indian banking sector is working relentlessly to reduce this exclusion.
There are many positive sign of commercial banks playing vital role in eradicating financial exclusion
from Indian economy

The population per bank was on a decline across all regions during the period covered by the
study signifying the growing penetration of banking services in all regions. There was rise in the
penetration oAutomatic Teller Machines during the study period as evident from a decline in the
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population peAutomaticTeller Machine. Howevetndia ranks low as compared with theg@misation

for Economic Cooperation and Development CountriesAsidn group in respect of financial
penetration. The banking sector in India needs to be harnessed using its cost effective technology
solutions and appropriate business models to make small value transactions viable. It caters to the
untapped potential capability with regard to financial inclusion. There is an urgent need to modify the
credit and financial services delivery system for greater financial inclusion. The commercial banks
operating in India are struggling to entirely eradicate financial exclusion by adapting principles of
financial inclusion through larger number of banks, competition and good governance. The success to
expand their access to financial services is outcome of many years of experience. The commercial
banks have evolved themselves from restricted possibilities and stringent licensing conditions without
leaving the monitoring capacity for supervision authoktgwever this achievement of commercial

banks operating in India for financial penetration has been only possible because of coordination of
different stakeholders in adopting the principles of innovative financial inclusion. The result shows
that commercial banks have been playing vital role in removing financial exclusion in India. But there is
still lot more work ahead to maintain, expand and magnify innovations. The commercial banks operating
in India need collaborative efforts from all stakeholders to leverage their technology to bring more
people into the banking fold to achieve the target of 100% financial inclusion in India.
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