ISSN 2278-8247

SYNDICATE The Journal of Management
VOLUME 16

MARCH-2016

CONTENTS
Building a Successful Brand using Information Design
& Neuromarketing Principles.
Olga M.Nikolopoulou, Yannis A. Pollalis, Irene Samanta

01 - 18

Comparison of Best Practices among Rural
& Urban Self - Help Groups.
M.Valliammal, Dr.A.Chandra Mohan

19 - 34

Role of Training Organisational Learning : with Reference
to Kautilya’s Arthashastra.
Prof.S.R.Sathya Narayanan

35 -37

Customer Relationship Management to Customer Managed Relationships
–Case Study Analysis of Customers Managing Brands in Social Media
Ms. Aarthi Jayaram, Ms. Gayathri Krishnamoorthy & Ms. Swetha Sooda

38- 47

Service Quality Perceptions of New Generation Banks
and Foreign Banks in Chennai : A Comparative Study
Dr.A.Sujatha & Ms.C. Chitra

48-54

A Study on Employee Engagement through Empowerment of AAPL
at Chennai
G.Purushothaman & Dr.K.Krishnamurthy

55 -66

A Study on barriers to adoption of Mobile Banking services
provided by the Banks in Chennai City
Dr.Lalitha Balakrishnan & Ms.V.Sudha

67- 73

Stress Management & Performance status of employees
of Public & Private Banks
Prof.A. Seshachalam

74 - 80

Published by
M.O.P. VAISHNAV COLLEGE FOR WOMEN (AUTONOMOUS)
CHENNAI-600 034

ISSN 2278-8247

SYNDICATE The Journal of Management
VOLUME 16

MARCH-2016

CONTENTS
Building a Successful Brand using Information Design
& Neuromarketing Principles.
Olga M.Nikolopoulou, Yannis A. Pollalis, Irene Samanta

01- 18

Comparison of Best Practices among Rural
& Urban Self - Help Groups.
M.Valliammal, Dr.A.Chandra Mohan

19 - 34

Role of Training Organisational Learning : with Reference
to Kautilya’s Arthashastra.
Prof.S.R.Sathya Narayanan

35 -37

Customer Relationship Management to Customer Managed Relationships
–Case Study Analysis of Customers Managing Brands in Social Media
Ms. Aarthi Jayaram, Ms. Gayathri Krishnamoorthy & Ms. Swetha Sooda

38- 47

Service Quality Perceptions of New Generation Banks
and Foreign Banks in Chennai : A Comparative Study
Dr.A.Sujatha & Ms.C. Chitra

48-54

A Study on Employee Engagement through Empowerment of AAPL
at Chennai
G.Purushothaman & Dr.K.Krishnamurthy

55 -66

A Study on barriers to adoption of Mobile Banking services
provided by the Banks in Chennai City
Dr.Lalitha Balakrishnan & Ms.V.Sudha

67- 73

Stress Management & Performance status of employees
of Public & Private Banks
Prof.A. Seshachalam

74 -80

Published by
M.O.P. VAISHNAV COLLEGE FOR WOMEN (AUTONOMOUS)
CHENNAI-600 034

SYNDICATE - The Journal of Management 2016
EDITORIAL BOARD
Dr. Lalitha Balakrishnan
Editor-in-Chief & Principal,
M.O.P. Vaishnav College for Women (Autonomous), Chennai, India

ADVISORY BOARD MEMBERS
Dr. Irene Samanta

Dr. T. Mallikarjunappa

Asst. Professor of International Marketing,
Piraeus University of Applied Sciences (TEI of Piraeus)
Greece

Professor,
Department of Business Administration
Mangalore University, India

EDITORIAL BOARD MEMBERS
Dr. Uthira.D
Vice Principal
M.O.P. Vaishnav College for Women

Dr. Sumangala K.C

Dr. K.B. Priya Iyer

Associate Professor,
Department of Commerce
(Accounting & Finance)

Associate Professor,
Department of Computer Science

M.O.P. Vaishnav College for Women

M.O.P. Vaishnav College for Women

Dr. Srividya Mouli

Dr. C.S. Srividya Prathiba

Asst. Professor,
Department of Commerce
(Accounting & Finance)

M.O.P. Vaishnav College for Women

Asst. Professor,
Department of Commerce
(Accounting & Finance)

M.O.P. Vaishnav College for Women

Dr. Chitra Dey

Asst. Professor,
Department of Business administration

M.O.P. Vaishnav College for Women

EDITORIAL OFFICE
DEPARTMENT OF BUSINESS ADMINISTRATION

M.O.P. Vaishnav College for Women( Autonomous )
#20, IV Lane, Nungambakkam High Road, Chennai 600 034
Tel: (044) 28330262, 28330677 Telefax: (044) 28330385
Website: www.mopvc.edu.in, Email: editor.sjom@gmail.com

FROM THE EDITOR’S DESK

Education is a human right with immense power to transform. On its foundation
rest the cornerstones of freedom, democracy and sustainable human
development.
Our higher Educational Institutions have delivered in volumes in terms of
research output but the output does not commensurate with resources invested
on them and the scenario appears to be gloomy when compared with
counterparts of other nations. Nevertheless the components of research output
i.e., publication, citation, index, impact factors, number of patents, etc., of our
higher education institutions project an upward trend during the last two
decades. One more assessment which we have to make is to locate ourselves in
the map of the universities across the world in aspects of Research and
Innovation.
A small step in this direction is the MOP initiative to bring out a Journal of
Management. This is the 16th volume of Syndicate being brought out. The focus
is on quality research. Some of the topics in the current issue relate to Best
Practices among Rural and Urban Self Help Groups, Customer Management
Relationships, Employee Engagement and Mobile Banking Services.
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Abstract
Nowadays Brand Design has become more challenging than ever. More and more brands struggle for
our attention. This paper focuses on the understanding and gathering of the multiple factors leading to a
successful brand design and investigates the optimal solutions of the problem. The paper is paying
attention and studies two additional areas "Information Design" and "Neuromarketing", considering that
the knowledge and contribution they provide, are particularly important for the achievement of a
successful brand design. In order to meet the aim of the paper, is conducted a theoretical study of each
sector and their advantages are being combined in order to set the optimal design requirements. The
originality of this paper lies in the involvement of the Information Design principles and philosophy
together with the Neuromarketing outcomes in the brand design process. The results should assist
marketers and companies to build a strong, secure and successful personalized relationship with each
consumer, achieving to raise their attention and interest considering each ones perception, background
and preferences.
Keywords: Branding, Information Design, Neuromarketing, Consumer Behavior, Product, Emotions,
Communication, Perception

I.

INTRODUCTION

Branding equals communication. We communicate ideas, concepts, emotions and information. This
communication is not direct, face to face; it‘s mainly achieved through the image (vision), but also
through other means of communication, such as sound and smell. Indirect communication does not
always bring the desired results and often leads to unexpected and unfortunate correlations of brands in
consumers' minds, which is one of the biggest nightmares of designers. The successful communication of
information requires special attention; complete understanding of the target group and efficient design.
The aim is to achieve a first theoretical documentation of the combination of these three scientific fields
in the best design of a brand. An attempt is made, through theory, to identify the weaknesses and
strengths of various brands and also of each sector, in order to approach the problem, hence its solution.
Furthermore, a theoretical approach is sought to prove the potential positive conclusions of the holistic
design of a brand, taking into account the combination of the three sectors.
From the first years of our life we are bombarded with images, sounds, symbols, information, objects,
products that promise us to make our lives easier and more interesting. But, how many products are made
every year? How many we use? How many we really need? Which product we finally choose and why?
We choose products for their properties? We choose products for their promises or for the feelings that
cause us? Are the products or the brands which motivate us to buy them? And if brands are those that
1
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attract our interest, how they do so? Why we choose one brand over another? What causes our attention
and what attracts us? With so much information we receive every day, how some brands manage to stand
out and how many achieve to be recorded in our brain and how? Until today many researchers have tried
to research, set experiments, build questionnaires in order to provide answers to these questions and
solutions for creating successful brands and thus products.
The purpose of this paper is to research and gather the requirements for a successful design of a brand, the
research and presentation of the key areas related to the design and finally, the theoretical study of the
combination of these areas in order to study whether this combination can lead to a safer and successful
design process of a brand. The areas that have been studied and presented are Brand Design, Information
Design and Neuromarketing.

1. Theoretical Approach of Branding
Everything is a brand; the brand in relation to the product is nothing more than a mental representation in
the consumer's mind. According to G. Panigirakis, brand is what makes customers buy the product
[Panigirakis, 2003]. Douglas Holt points out that brand acts as a signaling mechanism in order to increase
the consumer‘s confidence in the product providing the consumer the security that the product will have
exceptional quality and reliability in its important functions [Holt, 2003].
Brands are not shapeless objects without existence and life [Panigirakis, 2003], they are composed of a
number of different elements, such as a name, a terminology, a symbol, a design, or their combination
[Kotler & Amstrong, 2001]. Brand names are necessarily brief. The designer‘s ability to encode as much
positive information as they can in a brand has become the art of branding [Panigirakis, 2003].
Mr. Holt notes that branding is not only a picture; it is a strategic point of view, a key component for
creating customer value [Holt, 2003]. When a brand is presented for the first time on the market, as it
happens in human communication, the possible range of the conclusions that a consumer can presume, is
somehow beyond the control of the designer [Sperber and Wilson, 1995]. The unexpected and unfortunate
associations of brand names in the minds of consumers constitute one of the biggest nightmares of
designers [Hernandez, 2011].
Branding is the main key for creating and maintaining the competitive advantage of the company. Brand
is a culture. [Holt, 2003] But how the consumer‘s experience or exposure to advertising can lead him/her
in choosing a brand or product over another? And once he/she has chosen, how difficult is it to change
his/her mind?
One of the most important things we need to understand about a brand is that its value is greatly
personalized. According to Rust, Zeithaml and Lemon, the brand must be "built" based on the
categorization of consumers and not vice versa. Some products, such as Viagra, focus, by their nature, on
the requirements of a specific target group. One of the biggest women‘s clothes company Liz Claiborne
focus on the consumer categorization. Every target group has its own brand and personality. The
company designed the «Dana Buchman» brand for business women, the ―Ellen Tracy‖ brand for the most
sophisticated but also casual women and ―Elizabeth‖ brand for large size women [Rust et al., 2004]. We
buy products based on the way they define us. People are expressed through their brand choices, their
2
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shoes, clothes, mobile phones, etc. Berger και Heath proved that consumers seek brands that help them
differentiate, seeking to define their identity through their unique purchasing behaviour [Berger et al.
2008].
The Values Institute of DGWB, a research group based in Santa Ana of California researched the
relationship between the consumer and the brand and conducted a research on the reasons why some
brands manage to stay on top. According to the research, the institute has identified five core values: a)
competency (company‘s performance), b) concern (for the consumer and the employee) c) connection
(the company has the same values with the consumer), d) consistency (reliability of products / services)
and e) candor (openness and honesty). What became clear from this research is that, even though more
reliable brands do not have the biggest sales or the largest market share in their category, but they have
managed to create a close relationship with the consumer [DGWB, 2014].
Lau & Lee point out that the brand is the interface between the consumer and the company, through its: i)
reliability, ii) reputation (create confidence), iii) predictability (strengthen consumer‘s confidence, build
positive expectations for a brand), iv) brand‘s characteristics (the consumer is likely to develop loyalty
towards the brand) [Lau et al., 1999]. The brand promises that the company can be trusted and will act as
a long time "partner" that will meet the future consumer‘s needs [Holt, 2003]. In addition, G. Panigirakis
indicates seven factors for a successful brand design: i) Strong copyright, ii) Differentiation, iii)
Attractiveness, iv) Consistency, v) Business support, vi) The degree that brand meets customer‘s needs
worldwide, vii) Effective brand management for a long time [Panigirakis, 2003].
Kevin Keller, also, mentions in his article that the two very important characteristics of brands are a)
brand‘s recognition and b) brand‘s image. Brand‘s recognition is related to the consumer‘s ability to
recognize a brand under different conditions and brand‘s image is mainly determined by the consumer‘s
perception and preferences [Keller, 2009].
Peter Economides pointed out in his speech that "Strong brands create strong and consistent impressions"
[Economides, 2011]. According to Mr. Murray, the more extensive the emotional message of the brand,
the more likely the consumer will stay loyal to the product [Murray, 2013]. Antonio Damasio, professor
of neuroscience at the University of S. California, emphasizes that emotions are an essential ingredient in
almost all the decisions we make. When confronted with a decision, the emotions we have from similar
situations in the past create preferences that guide us to our decisions [Murray, 2013].
Emotions can play a particularly important role in perception, attention and memory configuration. This
assumption encourages advertisers to focus more on the emotional reactions of consumers rather than on
ads enriched with more and more information [Perrachione, 2008]. George Lois, one of the most
successful marketers, points out that "The greatest ads, posters, packaging, magazine covers, book covers,
logos, etc. should be "connected‖ directly to the human brain and heart. All creativity must communicate
in just a nanosecond." [Lois, 2012]
1.1. Brand personality
In order to better understand the impact that brands have in our lives, researchers have tried to understand
the relationship that has been developed between people and brands compared to people‘s personality and
the relationships they create in their everyday lives. The interest in the brand personality is attributed by
3
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many to the human need to create social identity, in other words, the need to belong to a group or an
organization [Bhattacharya et al.].
"If the brand was a person how would it be? What would he/she do? Where would he/she live? What
would he/she wear?‖ [Keller et al., 2006] Studies have shown that consumers perceive the same types of
personalities in brands like in people. This implies that, as with interpersonal relationships, people are
more attracted by some personality types than others. Their choices are based more on emotion than logic
[Murray, 2013]. The characteristics of the human personality used to describe the properties of a brand,
according to Chung, are called "brand personality" [Chung, 2001]. In other words the term represents the
way the brand behaves. Studies have shown that brand personality can cause emotions and can build
consumer‘s trust and loyalty [Ang et al., 2006].
The General Motors' Chevrolet truck, in advertisements is compared with a rock, while the advertising of
Canon's EOS Rebel X camera emphasizes the independence and the dynamism by showing-and
associating with- the tennis player Andre Agassi. Coca Cola and Absolute Vodka brands are characterized
by the majority as «cool», Axe is associated with seduction, masculinity, anti-conventionality and
Marlboro with freedom and adventure. Researchers argue that brand personality includes also
demographic characteristics such as gender and age, as well as cultural perception e.g. Virginia Slims
cigarettes are considered feminine, while Marlboro masculine, Apple young, while IBM old [Aaker,
1997]. In cultures which give value to independence, autonomy and uniqueness, consumers are more
likely to use brands that will enable them to stand out from the crowd [Aaker, 1997].
Aaker gives five brand personality dimensions: 1) sincerity which represents acceptance, 2) enthusiasm
which is reflected in sociability and activity, 3) adequacy i.e. security and reliability 4) sophistication
which refers to charming and 5) roughness which represents masculinity and strength. [Aaker, 1997]
The acceptance of brands by consumers is associated to a significant extent beyond the personality.
Nevertheless the use of metaphors in advertisements has many advantages over the clear advertisements.
They have the ability to arouse interest, through their design skills, interest and the consumer's attention
and to cause the imagination. Mc Quarrie and Philips (2005) found that consumers are more receptive to
multiple, distinct and positive conclusions about a brand, when advertisers choose to use metaphors.
Gerald Zaltman notes that "Without metaphors, we can not imagine." [Zaltman, 1995]. Metaphors allow
consumers to give more than one interpretation on the ads. That causes their pleasure. "People derive
pleasure from metaphors, because through them they learn. Learning enables vivid pleasure ...
"(Aristotle). Metaphors serve as a powerful tool of branding [Ang et al., 2006].
Concerning the advantages that metaphors give in design brands, Lorena Perez Hernandez mentions that
metaphors serve as a powerful tool of branding and is the basis of many international and recognized
brands (Puma, Jaguar, Camel, Apple, Blackberry, Red Bull, Nivea etc.). Metaphors are divided into two
large groups: a) objects and b) "living" beings [Herarndez, 2011].
1.2. Sensory branding
―When
was
the
last
time
you
smelled
your
brand?‖
(Martin
Lindstrom).
The emotional "connection" of the consumer with the brand is considered particularly important in
designing powerful and successful brands. Research shows that consumers are looking for and ultimately
buy emotions [Brembeck and Ekstrom 2004, Ratneshwar and Mick 2005]. Our consciousness is the link
4
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to our memory, causing our feelings. According to research, 99% of communication chosen by brands is
focused on image and sound. In sharp contrast, the research results indicate that 75% of our emotions are
triggered by our sense of smell [Lindstrom, 2005]. ―Sensory branding‖ is based on this assumption and
aims at the "involvement" of our five senses in brand design and communication. This strengthens the
brand image, spurring the user‘s emotions and creating a diverse and comprehensive experience to the
consumer.
Singapore Airlines was one of the first companies to go beyond the traditional branding with the
―Singapore Girl‖. The company tried to get away of traditional marketing and focus on multi-sensory
marketing. Singapore Airlines focused on the emotional experience of the flight, using the finest silk for
the staff‘s uniforms, defining very strict criteria for selecting its employees: under 26 years old, with
specific body shape. The company even designed a perfume that the staff wore. There are many people
who still remember that perfume, as soft, exotic, Asian, female and directly connected with Singapore
Airlines. [Lindstrom, 2005]
The American retail store Abercrombie & Fitch, uses the sense of sound, with loud music in its shops.
There are many consumers who say they like the music and many of them, as well as the employees are
dancing. [Hulten, 2011] Another sensation that appears to enhance the brand‘s image is touch. Touch
helps the consumer to better understand and feel the product when touching it. IKEA adopted this
strategy, when in the summer of 2007, according to B. Hulten, the company allowed consumers to spend
the night in the store [Hulten, 2011]. The goal was to create a different experience to the consumer for its
beds.
1.3. Brand models
As G. Panigirakis refer in his book, a brand is not only important, but also complicated. For this reason, a
number of questions come into our minds on how we can develop effective and successful brands, which
will assist in the positioning of the product, will be attractive, memorable and will be able to remain
through the years. [Panigirakis, 2003]
1.3.1. Customer-based brand equity (CBBE) model
The "Customer-based brand equity" model focuses on the way in which a brand can be created based on
consumer understanding [Keller, 2001]. More specifically, the CBBE model investigates brand design as
a series of steps from the base of the pyramid to the top. The steps are: 1) the recognition of the brand by
the consumer and its association with a specific product or need, 2) the understanding and assimilation by
the consumer of the concept of the brand, with the aid of tangible and intangible relationships, 3) the
emotional identification of the consumer with the brand and 4) the achievement of confidence and of a
stable relationship, through positive emotions between the consumer and the brand. These four steps
represent a set of fundamental questions which the consumers ask, indirectly or directly, about the brands;
who are you? (Identity), what are you? (Understanding of the brand), what I think or feel about you?
(Response), what kind of relationship I want to have with you? (Relation to the brand) [Keller, 2001]
The CBBE model emphasizes the duality of a brand - the rational path of brand design which sets up the
left side of the pyramid and the emotional path on the right side of the pyramid.

5
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Figure 1: Customer-based brand equity model (CBBE)
[Iftekharuddin, 2011, Keller, 2001]

1.3.2. Young & Rubicam’s Brand Asset Valuator (BAV Model)
The Young & Rubicam model (BAV Model), is a tool that helps in understanding and managing brands.
It measures the brands‘ current strength and future prospects and determines how the designer can
manage it throughout the product life cycle. BAV Model identifies four quadrants that can be considered
the stages that brands pass through during their development. The essence behind the model is that the
stronger the brand (i.e. the higher the equity of the brand), the greater its survivability. The four steps are:
1st) ―Differentiation‖ measures the strength of the brand‘s meaning and what distinguishes it from all
others, ―Differentiation is how brands are born‖, 2nd) ―Relevance‖: If a brand isn‘t personally appropriate
to consumers, it isn‘t going to attract and keep them. The combination of the ―relevance‖ and
―differentiation‖ create the "Brand Strength‖, a strong indicator of future performance. 3rd) ―Esteem‖ is a
measurement of how well the brand achieves its purpose. It is driven by two factors: a) perception of
quality and b) popularity and the proportions of these factors differ by country and culture. And finally,
4th) ―Knowledge‖ is the successful outcome. It represents the successful culmination of building a brand.
The combination of ―Esteem‖ and ―Knowledge forms the "Brand Stature‖, which indicates the
consumers‘ response to a brand. [Young & Rubicam, 2000]

Figure 2: BAV model

Figure 3: Brand strength/ Brand Stature chart

[Young &Rubicam Inc, 2000]

[Young &Rubicam Inc, 2000]

A lesson that this model gives us is that the "fall" of a brand is not inevitable. The graphical display of
brands‘ "Power" and ―Prestige‖ shows us its strengths and its weaknesses. It determines the strategy for
the brands‘ power increase. Jim Stengel, branding consultant, former global marketing officer of Procter
& Gamble says "We are seeing more of an emphasis on brands building emotional relationships with
consumers because it's powerful and it works. When you do it, you have a much stronger affinity, a much
6
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stronger business, much stronger growth and much stronger results… When we looked at brands [at
P&G] that had a very, very strong emotional benefit vs. our competition our shares were much, much
higher‖ [Stengel]. ―To me marketing is about values. This is a very complicated world, a very noisy world
and we are not going to get a chance to get people to remember much about us, no company is. So we
have to be really clear on what we want them to know about us‖ Steve Jobs. [Jobs, 1997]
―The best example is Nike... When we think of Nike, we feel more than a shoe company... The company
in its advertisements never speaks about the product, not even about the aerosols, or why they are better
than Reebok‘s aerosols. The company honours great athletes and sports. That's who they are, that's what
they are about‖ Steve Jobs. Got Milk does the same thing in its ads; they don‘t even talk about the
product. In fact they are focusing on the absence of the product and on emotions. [Jobs, 1997]
Apple‘s advertising campaign focuses on its vision, shows what advocates. "We honour people who have
changed the world. Some of them are living and some of them are not, but the ones that aren‘t, as you‘ll
see, you know, that if they would ever used a computer it would have been a Mac! The theme of the
campaign is: Think Different. It‘s the people honouring the people who think different and who moves
this world forward. It is what we are about; it touches the soul of this company» Steve Jobs. [Jobs, 1997]
We can see that consumer‘s choices about products are driven by subconscious. Our desires and reactions
are formed by our exposure to thousands of daily messages. The recognition of the actual dimensions of
the decision making process can bring many benefits in advertising and therefore companies will be able
to produce products that will fulfill consumer‘s needs and desires better. To achieve this goal, researchers
are focusing in neuroscience, the science that investigates the brain‘s functioning, giving accurate
measurements about how people think and act.
According to Mr. Filippopoulos, branding is indirectly related to neuromarketing. Imagine that both focus
in the same area (the brain reaction), but with a different goal, purpose and therefore applications. They
require imagination, creativity and knowledge. [Filippopoulos]
II.

NEUROMARKETING

Robert Lee Hotz points out that a) we are exposed to over 2000 advertisements throughout our life, b) the
average adult can recognize thousands of brands, c) 700 new products are presented to consumers every
day, d) two million brands are competing for our attention, e) today children are exposed to 40,000
commercials each year and at their 18 months are able to recognize logos, f) 3,000 advertising messages
are presented a day in USA (5 times more than the average message two decades ago) [Hotz, 2005]. Juliet
Schor, sociologist at the University of Boston, notes that children up to ten years old have memorized 300
to 400 brands. [Schor, 2004]
In 2003, in Financial Times Burne was wondering: ―What does go through your mind as your eyes flick
across the supermarket shelves before you reach out for one packet of soap powder rather than another?‖
So, why we finally choose Coca Cola instead of Pepsi? [Burne, 2003]
Summarizing the research we can say that in the sight of a product, the rational brain assesses, the
emotional feels and the primitive decide what we will do. The consumer is only able to know the results
of the logical evaluation and partly the influence of our emotional state. If neither our basic reactions nor
our emotions are affected, then the advertising message is simply ignored. That is why, in order to have
7

SYNDICATE - The Journal of Management
Volume 16, March 2016, ISSN 2278-8247

an effect, according to Cristina Burghelea, advertising should be first of all, addressed to the emotional
and the primitive brain, which they will open the channel of focus / attention which will transmit the
information on the rational brain [Burghelea, 2008].
The essential understanding of what motivates us represents the future. If companies understand the way
consumers think, they will be able to redefine their communication with them. In short, if companies want
to understand consumer‘s reactions to a product, they must "enter" in their minds. The conclusion,
according to Jerome Burne, is that if companies fail to identify what can stimulate the medial prefrontal
cortex of the consumer, they will build the basis for a successful advertising campaign [Burne, 2003].
Lindstrom claims also that more than 70% of the cases, the decision for choosing and buying a product in
relation to its competitive, takes approximately 4 seconds [Lindstrom, 2008]. It is known that the 95% of
human‘s thought lies in the unconscious. This makes research in the field of marketing particularly
difficult [Pop et al. 2009]. If companies could reveal what happens in our minds when we choose one
brand over another, what information goes through our minds and what not, that would certainly be the
key to creating successful brands in the future [Lindstrom, 2008].
Today marketing takes place in our minds [Rushkoff, 2004]. The science which helps us investigate and
understand what is going on inside the human‘s mind and in expansion the consumer‘s mind, is
neuroscience. Neuromarketing is an emerging field of neuroscience, in which researchers use medical
technology, in particular the neuroimaging technology to determine consumer‘s reactions to specific
brands, slogans and advertisements. Neuromarketing helps us understand consumer behavior, why
consumers make specific decisions and which part of the brain is responsible for their decision. Basically,
using this method we can understand in which stimuli consumer react, whether it is the color of the
packaging, the content of the promotional material, even, how the brain works when we take economic
decisions. [Filippopoulos]
To determine neuroscience potentials to marketing, Zaltman studied volunteer‘s brain activities in
connection with desired products and brands. He developed a novel quantitative method ZMET (Zaltman
Metaphor Elicitation Technique), which is able to decipher and uncover "hidden" thoughts in consumer's
subconscious [Bertrand et al., 2006]. His method uses a device - scanner where the volunteer is placed.
The brain activity is outlined, through the image that is produced by the device. The researcher then
interprets the reactions of the brain, determining the volunteer‘s desires and their significance. During the
experiment, the researcher suggests each participant to think of a product or a brand for a week. The
volunteer chooses, then, 10 images that represent the thoughts and feelings about the product or the brand
chosen. Then, he/she gives these pictures in the laboratory, where he creates a collage. The researcher
then discusses with the volunteer in order to understand the meaning of the image he/she created. The
research shows very interesting results, as with the Zaltman‘s method, is given emphasis in the
advantages and strengths of products and reduce the negative factors in future campaigns of the product
[Bertrand et al., 2006]
As reported by McDowell & Dick in one of their articles "Neuromarketing is moving under the surface,
like the iceberg under water. We use only 20% to 30% of our brain and therefore neuromarketing along
with the latest technology can help companies learn their consumers in greater depth. This will give them
an optimal way to advertise and sell their products» [McDowell & Dick, 2013]. According to Zaltman,
95% and more of cognitive activity, including feelings and consideration progresses at the level of
8
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awareness. The big challenge is to find a way to bring to the surface what is in the subconscious [Bertrand
et al., 2006].
As a branch of cognitive neuroscience, neuromarketing is based on the ability to assess the way in which
the mind perceives the choices and make decisions. This technique provides to researchers snapshots of
brain function at certain times, e.g. when the customer selects a product [Burne, 2003]. When the medial
prefrontal cortex of the brain is activated, indicates increased neuronal function, giving the researchers the
conclusion that the projected image is desired. According to this we can see that if researchers can
distinguish what product images cause the medial prefrontal cortex response, they would be able to
achieve the desired increase in sales [Cranston, 2004]. The techniques used in neuroscience, according to
Karl Moore, are the psychophysical (reaction time / detection levels), the functional magnetic resonance
imaging (fMRI), the magnitoencephalography (MEG) and electroencephalography (EEG) [Tolon et al.,
2008]
Mr. Filippopoulos says in an interview that the neuroscience sector is not new. The novelty lies in the
integration of it in marketing. Its implementation makes companies more "intelligent", it helps them see
and measure the consumer‘s feelings and thoughts. If we had to describe in two words the importance of
neuroscience and particularly the importance of neuromarketing for a company, we would agree with
Joey Reiman: « No Brain, No Gain». The advantages of this sector have attracted the attention even of the
Microsoft Company, which used neuromarketing to measure how effective are the Xbox platform‘s
advertising activities [Greenfield, 2011].
There are four groups related to the neuromarketing research: academics, neurologists, advertisers and
consumers. The first three groups are the ones that wield influence, while the fourth group is the one that
receives the influence. The future of neuromarketing is based on the interaction of these groups. The
consumer‘s group is also of importance in relation to the other groups. If consumers refuse to participate
in the neuromarketing‘s research, then the other groups will not be able to achieve and accomplish their
goals. Moreover, consumer behavior plays a leading role for the future of this research [Tolon et.al.,
2008].
2.1 Neuromarketing techniques
Below are the neuromarketing techniques- methods used to help researchers to understand the way we
decide, perceive, and act. These techniques fall into three categories: 1) Recording of the metabolic
activity of the brain, 2) Recording the electrical activity in the brain, 3) Without recording of brain
activity [Bercea, 2012].
1. Recording the metabolic activity of the brain [Bercea, 2012]: i) fMRI (functional) Magnetic Resonance
Imaging. It measures: a) the sensory perception, b) the intensity of emotions, c) the desire, d) the brand‘s
trust, e) the brand‘s preferences, f) how easily the brand is stored in memory. ii) Position emission
tomography (PET). It measures: a) the sensory perception, b) the intensity of emotions.
2. Recording the electrical activity in the brain [Bercea, 2012]: i) Electroencephalography (EEG). It
measures: a) the attention, b) the interest / the indifference, c) the excitement, d) the intensity of emotions,
e) the cognitive perception, f) the memory, g) the recognition, h) the approach. ii)
Magnetoencephalography (MEG). It measures: a) the perception, b) the attention, c) the memory. iii)
Transcranial magnetic stimulation (TMS). It measures: a) the attention, b) the mentality, c) the behavior
9

SYNDICATE - The Journal of Management
Volume 16, March 2016, ISSN 2278-8247

changes. iv) Steady State Topography (SST). It measures: a) the consumer behavior, b) the consolidation
of long-term memory, c) the commitment, d) the emotional intensity, d) the attention.
3. Without recording the brain activity [Bercea, 2012]: These methods are used together with
neuromarketing tools for more accuracy and validity of the research. i) Eye tracking. It measures: a) the
visual stabilization, b) the movement of the eyes, c) the spatial analysis, d) the enthusiasm, e) the
attention, f) the pupil dilation. ii) Measuring Physiological Responses. It measures: a) the emotional
during the selection process, b) the emotions. iii) Implicit association test (IAT). It measures: a) the
reaction time, b) the basic assessments. iv) Skin Conductance. It measures: the vigilance. v) Facial
coding. It measures: a) the non-conscious reactions, b) the 43 facial muscles, c) the six basic emotions
(anger, disgust, envy, fear, sadness, surprise, smile - which can be either real or socially). vi) Facial
Electromyography. It measures: a) the emotional expressions, b) the communication, c) the state of mood.
Summarizing, neuromarketing is a new area that "marry" two branches, marketing and neuroscience in
order to improve communication between companies and consumers and to make more efficient services
for consumers and also to better promote their products, i.e. greater profit.
III.

INFORMATION DESIGN

When we talk about branding, we are basically talking about communication. We communicate ideas,
concepts, emotions, information. This communication is not direct, face to face, is mainly done through
the image, but also through our other senses, sound, touch, smell. Since communication is indirect, how
are we sure that we give the desired message to the consumer? Does the consumer receive all the
information we want to communicate?
According to Keller & Staelin, there are researches showing that consumers can not deal with so much
information [Keller & Staelin, 1987]. There is clearly a delicate balance that must be achieved to design
the information and the pictures clear, simple and understandable in order to enable consumers to receive
and absorb the essential image of the product and the range of its features and advantages [Arens, 1999].
"Information Design" term means communication with words, images, graphics, maps, diagrams,
animations, with conventional or electronic means. "Information Design" is defined as the determination,
the design and the configuration of the content of a message and the environment in which it occurs, in
order to achieve specific objectives on the needs of each user. It facilitates the usability and explanation of
complex information to information that users can easily receive and understand [Knemeyer, 2003]. It is
divided into three categories: 1) Physical Level: the ability to find the information. 2) Cognitive Level
(intellectual): the ability to understand information. 3) Affective Level (emotional): the ability to feel
comfortable with the presentation of the information, it motivates users to participate. [Dick & Carey,
1990]
Information Design includes the a) analysis, b) design, c) presentation and d) understanding of a message,
its content, language and form. Its main objective is the clarity of communication [Pettersson, 2012].
Essentially, it is the intersection between the disciplines of language, art and aesthetics [Knemeyer, 2003].
According to Pettersson, ―Information Design‖ is consisted of two parts [Pettersson, 2012]: a)
"infography" which includes studies on how the audio-visual presentation of information must be
designed in order to achieve the optimal communication between the "sender" and the "recipient" and b)
"infology", which focuses on structured combination of words, images and graphic. According to R.
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Jacobson "Information Design" should help people collect, process, disseminate information, and finally
produce understanding‖ [Jacobson, 1999].
Pettersson agrees with Schuller, that there are four key principles for «Information Design»: 1) It is
interdisciplinary: Collect data and knowledge from a large number of disciplines e.g. cognitive science,
behavioral, communication, language, art, business and legal industry. 2) It is multidimensional: The
principles of Information Design are not associated with the unique characteristics of a particular
language or a particular culture. 3) Theory and practice work together: It has both theoretical and practical
components. These both sides, as mentioned, are the information‘s design categories: the infography and
the infology. 4) There are no absolute rules. All forms of information should be legible and unambiguous.
They should have value and attract the attention and interest of the audience. [Schuller, 2007]
Good design makes information easy. Information which is "communicated" with success has value. If it
doesn‘t give the recipient the right meaning, then it causes confusion. The understanding of the way the
recipient perceive the information and the identification of each audience are some important factors for
the proper information design. We need to know what the user thinks, what he/she need, what can
understand and what does not and why he/she need the information. The purpose is not to produce simple
information, but to design the information that, in the given situation, can be understood and become
manageable [Albers, 2008]. The design succeeds or fails depending on how well a person can understand
and use the information provided.
The cultural, social conditions, as well as the age variations, can affect the information complexity.
Design should focus on how people interact and use information to understand, make decisions and solve
problems as well as focus on the way the human brain processes information and creates knowledge, how
it organize knowledge that has been acquired and how to convert it into practice [Knemeyer, 2003].
According to Dirk Knemeyer, in a world in which we are bombarded by information, the information
must be designed to be different and to draw attention. It is so much information competing for our
attention and our interest, that in order to stand out, it needs to create strong emotions and be able to
remain in our memory. "What we need is not more information, but the ability to present the right
information, to the right people at the right time, with the most effective and efficient form‖ [Horn 1999].
Possibly part of the human-centered design failure is due to the lack of a full understanding of how
humans interact with the information. There are three distinct cases: what users say they need, what the
research shows they need and how they interact with information [Albers, 2008]. Knemeyer highlights the
importance of "understanding" for the optimal information design. According to him, the designer must
always define and be aware of the target audience of the information, what recipient‘s senses will evoke
and what they will finally use to receive the right message [Knemeyer, 2003].
"Design is not decoration, it plays a particularly important role in helping consumers understand what the
company has to offer. It‘s not always enough the product to look nice‖ [Baer, 2008].
3.1 principles of Information Design:
Rune Pettersson points out that "communication is not complete until the recipient understands its
message. It should be understandable and interesting for the target audience‖ [Pettersson, 2003]. In his
book "It Depends" he lists 16 principles that should govern the correct information design. These
principles are categorized into four categories [Pettersson, 2012]:
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Operating principles: 1. Problem‘s definition (where the designer wants to focus). 2. Design of the
information structure. 3. Clarity (through the details: fonts, images, layouts, color, symbols, maps). 4.
Simplicity. 5. Emphasis (by contrast or interactive elements, so the designer can cause the attention of the
recipient). 6. Unity (consistency in terminology, the layout and style, harmonious flow of information).
Management Principles: 7. Access to information for all. 8. Cost of Information. 9. Assurance of the
information ethics (intellectual property rights). 10. Quality Assurance.
Aesthetic principles: 11. Harmony achievement. 12. Aesthetics balance (balance between graphics and
cognitive aspects of information).
Cognitive principles: 13. Attention achievement (via text, color, etc.). 14. Facilitate perception (correct
use of color, text, shapes, layout, so the message is clear and desirable). 15. Facilitate cognitive
processing (consistency). 16. Facilitate memory (presentation of a limited number of data at a time,
avoiding information overload which creates confusion- general context is important)
Pettersson also points out that the main objective of information design is the clarity of communication,
even if we seek to design information driven by aesthetics. To achieve this, the information should be
accurately designed and presented clearly to the target audience. Information should always be designed
as user centered. And he continues: a) Designer must have a clear picture of what he wants the user to
receive. b) The best information is effective (related to the skills and knowledge of the recipient), efficient
(which requires the least possible time to achieve the target) and attractive (encourages the interest of
users to be engaged, to read or listen to information in its entirety). c) Users must be active rather than
passive recipients of information. They must interact both mentally and physically with the materials
characteristics of the information. d) There should be an assessment of both the information presented and
understanding of users. The effectiveness of information is obtained by evaluation.
IV.

CONSUMER BEHAVIOR

As shown in the previous chapters, Brand design requires a deep understanding of human‘s desires,
needs, as well as their perception and Information Design and Neuromarketing are fields that focus on the
ways people perceive information. In order to gain a full spectrum for the successful way to design a
brand is to understand the consumer behavior. Understanding of consumer behavior was not and never
will be simple. Consumers may say one thing and do something else; they may not have perception of
their real motives. They may even be affected by various factors for their final decision at the last moment
[Univ. of Johannesburg]. Sigmund Freud has said that the psychological forces that form consumer
behavior are mostly unconscious. The consumer does not fully understand his/her real motives.
Abraham Maslow argued that what motivates people to act in a way, are the unmet needs and the fact that
people meet first their basic needs before they are encouraged to meet their other needs. According to the
pyramid, people satisfy the needs which are on the base, the so-called physical, for example food. Once
they address these, they go to the next level, such as the need for security, self-esteem, self-actualization.
Research shows that once consumers satisfy a need, the specific need does no longer motivate him/her.
A man seems to be motivated when is driven by a desired goal. For the consumer, the motivation is either
a need or a desire [Mowen 2000, Arens 1999, Brassington & Pettitt 1997]. According to studies,
consumer behavior is influenced by factors that are separated into endogenous and exogenous. The
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endogenous factors include perception, memory, learning - understanding, motivation, emotions, etc.
while the exogenous factors include culture, social stratification, demographic and geographic data,
family, etc.
Culture, for example, affects a person‘s behavior, personality, values, religion, etc. It sets broad limits
within which consumers tend to think and act. These limits are defined as norms. Also, in terms of
perception, the symbols and colors used by designers play a key role in the influence of non-verbal
communication. For example, the icons (man, woman) used in the toilets are a prime example of symbols,
as well as the colors with which we choose to dress our babies according to their gender (pink = girl, blue
= boy) are exemplifies of the concept and the importance we give on visual information [Univ. of
Johannesburg].
There are many models that try to explain consumer behavior. These models deal generally with various
stimuli and factors that influence the consumer‘s decision-making process and its results. In the book
"Changing Minds: The Art and Sciences of Changing Our Own and Other People's Minds" the author
points out that children's opinions are changing quickly, because they continuously learn. Unlike children,
adults do not easily change their minds because of their resistance to change. This paradox shows that
even when new ideas are better than the existing ones, we have the habit of rejecting them. For Gardner,
there are seven levels in the process of mind change: a) reason (he presents logical arguments), b)
research (presents factual data), c) resonance (connecting with an individual or emotional groups), d)
representations (presenting the same idea in multiple formats, reflecting our various intelligences), e)
resources and rewards (providing positive or negative reinforcement), f) real world events (events that are
beyond one‘s control) and g) resistance (which identify and oppose contrary opinions) [Bertrand et al.,
2006]
Consumer decisions are directly influenced by personal, cultural and social factors.
V.

CONCLUSIONS

Researching the three sectors and their developments, we conclude that their contributions to all areas of
our daily lives are undeniable. ―Branding‖ is part of our everyday life, choices and our desires.
―Neuromarketing‖ comes to investigate our brain‘s functioning and our preferences, while ―Information
Design‖ help us manage and interact effectively with the plethora of data we daily receive, as well as to
benefit from the rapid changes of our modern lifestyle. The question then is whether a possible
cooperation of the ―Information Design‖ and ―Neuromarketing‖ fields can provide a successful ―Brand
Design‖.
VI.

COMBINING THE THREE SECTORS

Below is designed and presented a table, which shows the summary of requirements for a successful
brand design, as found in the theoretical bibliographic study, as well as the contribution of the
―Information design‖ and ―Neuromarketing‖ sectors to the achievement of these requirements, in order to
get a clear understanding of the effects that a potential combination of the three sectors can bring to a
successful brand design:
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REQUIREMENTS
DESIGN

FOR

SUCCESSFUL

BRAND INFORMATIO
N DESIGN

NEUROMARKETING

Reliability achievement

√

√

Positive expectations

√

√

Strong and consistent impressions

√

√

Rich emotional message

√

√

Relationship (similar company’s– consumer’s values)

√

√

Consistency achievement

√

√

Sincerity and honesty

√

√

Trust / security

√

√

Flexibility

√

√

Recognition achievement

√

√

Consumer’s segmentation and personalization

√

√

Metaphors usage

√

√

Attention achievement

√

√

Direct communication / clear message

√

√

Correlations usage

√

√

Strong copyright

√

Attractiveness achievement / image

√

√

√

√

Company’s performance

Business support
Interest for consumer needs
A long time effective brand management

An analysis of the above table is presented below in order to achieve full understanding of the advantages
of both sectors in brand design.
6.1 Brand-Information Design
As mentioned previously, ―Information Design‖ focuses on the human and information interaction, on
information‘s usability and on making information attractive and understandable.
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Applying a good design that focuses on consistency (principles of information design (Pettersson): 15 & 6
- facilitating cognitive processing), balance (principles of id: 12 & 11 - between graphic and cognitive
aspects of information) and clarity (principle of id: 3 - through details: fonts, images, color, symbols),
brand helps user develop positive expectations towards the brand and create, in this way, trust (the
principle id: 10) and a good, sincere and long term relationship.
Information design can provide brand design with many benefits, as the proper design and reliability,
safety and consistency in the brand‘s promise, presenting all the necessary information in order the user to
be able to understand it‘s properties and advantages, avoiding confusion and misinformation (principle id:
15). Moreover, along with reliability, ―Information Design‖ is able to ensure the ethics of information
(copyright) (principle id: 9).
Personalization, which refers to the understanding of how user perceives and processes information and
the identification of each target group are some important factors for a successful information design.
Through knowledge and consequently properly segmentation of the target group, the proper design
achieves brand‘s response to the customer‘s needs and is able to create an attractive image, which, as
mentioned in research [Keller, 2009], is mainly determined by the consumers‘ perception and preferences.
The information becomes relevant, not only to what the recipient wants, but also to what he/she need. It is
clear, simple, (principle id: 4) minimizing, wherever possible, as Knemeyer says, more obstacles for the
understanding and the maintenance in the recipient‘s memory [Knemeyer, 2003] (principle id: 14 through the proper use of color, text, shapes, layout, so the message is clear and desirable).
In a world which is bombarded with information, the designed information has to be different and draw
attention [Knemeyer, 2003] (principles id: 5 & 13 - through contrast or interactive elements, so that the
designer can cause the recipient‘s attention), it must create strong emotions, so it can communicate the
desired message, in "nanoseconds", remain in consumer‘s memory (principle id: 16) and to enable the
user to recognize the message and especially the brand directly. "What we need is not more information,
but the ability to present the right information to the right people at the right time, with the most effective
and efficient form» [Horn, 1999].
Finally, information design can help in designing metaphors, communicating to consumers the desired
message, minimizing potential, undesirable correlations and misunderstandings.
6.2 Brand – Neuromarketing
As shown in the presented bibliographical research, neuromarketing is a relatively new sector coming to
help, companies and designers to better understand consumers and especially the way they decide and
choose one product over another. We could say that neuromarketing act supportively in brand design,
since, through its techniques, it helps designers to set the necessary parameters and requirements of a
proper design, in order to achieve the best possible result. This sector helps us gain a deep understanding
of the user‘s perception and is considered one of the most important factors of the brand‘s success. It also
helps us stick to our goals, creating the limits within which we will be able to move, to communicate the
message we want to each consumer individually, avoiding errors and unwilling consequences.
Knowing consumers better, their desires, their peculiarities, their needs, designers will be able to redefine
their communication with them and create brands that will satisfy the consumer‘s desires and needs and
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will be able to communicate the right message directly, effectively and clearly. Brands will become
attractive and will help consumers develop positive expectations over the brands, will attract consumers‘
attention and arouse their interest. The deep understanding of the consumer‘s needs, will greatly assist
designers in designing a brand that will "offer" what the consumer needs, creating a sense of security,
trust and reliability. In other words, brand will remain consistent in its promises due to its ability to
recognize the consumer‘s demands.
According to the research based on the neuromarketing techniques, the decisions we take are mainly
motivated by the unconscious. Additionally, according to the research outcomes, the consumer is only
able to know the results of the evaluation of his/her logic and partly the influence of his/her emotional
states. If the brand can influence neither the rational assessment, nor the emotions, then the message is
simply ignored. That is why the message must first be addressed to the emotional brain, which will open
the channel of attention and in turn this channel will transmit the message to the rational brain [Burghelea,
2008]. A message that causes the recipient‘s emotional response, manages to stand out from the noise and
diversify itself.
People also tend to group concepts, entities, elements that have common characteristics and properties. As
mentioned previously, according to researchers, our minds create concepts of associations and entities,
without realizing it. These correlations create positive feelings towards all members of the same category
(e.g. cat, puma, and lion). Based on these conclusions, designers create brands and advertisements based
on the associations that take place unconsciously in the consumer's brain. Neuromarketing enables
designers to thoroughly understand how consumers perceive the concepts and how these "associations"
take place in their minds, in order to use this information in marketing.
6.3 Information Design – Neuromarketing
From the table above, we can draw the conclusion that Information Design and Neuromarketing
contribute to most criteria / requirements of the brand design. From the conducted research, it appears that
the two areas could be a positive influence in the brand design, introducing new data and parameters in
the design process in order to achieve a holistic brand design.
Moreover, taking into account the scientific areas in which each sector focuses, it is easily understood that
Information Design and Neuromarketing are two areas which cooperate by providing designers important
information concerning the target group, their specificities, desires, the way of thinking, etc., and their
combination may lead to significant improvements in the way the branding is being dealt with.
Since Information Design focuses on designing the information that the brand wants to communicate,
taking into account the final recipient - consumer and Neuromarketing studies the way the user perceives,
feels and reacts to various stimuli, their combination with the existing design approach and methodology
of brand design, can bring significant results in the desired holistic brand design.
A successful design is achieved, through information design, which requires a considerable knowledge of
both the characteristics of the target group and the way they understand. Through neuromarketing, the
designer can fully understand how the human brain works and consequently the way he/she thinks and
acts. As well, neuromarketing is able to understand exactly what takes place in the consumer's
unconscious, which is, perhaps, it‘s most powerful "key". The combination of information design and
neuromarketing fields seems to offer important information to designers, allowing them to design brands
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that will have far fewer chances to fail, that will be able to communicate the right message to the right
recipient at the right time, they will give safer results and will be able to provide the consumer what they
really want.
6.4 Managerial Implications:
Concerning the managerial implications, the paper could result in an impact on the way marketers design
strong brands in a modern marketing communications environment, benefiting the company as well as the
consumer. Successfully communicated information is valuable. In today‘s complex and noisy marketing
environment, marketers must develop a different mind set as to how to build brands that can stand out
from the crowd, build customer loyalty and establish brand resonance. Today consumers have the
opportunity to get a full knowledge about the products and the companies behind the brand. They keep
themselves updated about the companies; they communicate freely with each other and obtain strong
opinion about what they want from the companies and their brands. And on the other side, the companies
through the human centred approach would be able to get to know their customers and provide them a
personalised brand, product and services. Through this proposal, the companies may, also, achieve the
differentiation of their product, less marketing competitive risk, better flexibility and market.
The innovation and contribution of this proposal is that the combination of these three fields can lead to a
new way of the brand design process, focusing on the characteristics of the target group and the consumer
perception. The most compelling implication of all is how much marketers can re-think their
communication strategies and achieve a holistic approach in order to build a loyal relationship with the
consumer.
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Abstract
The Self help groups (SHGs) have emerged as a popular method of engaging with poor people. The
SHG based micro finance programs cover a large number of women, and it is expected that these
programs will have an important bearing on women empowerment. Self-Help Groups (SHGs) have
emerged to help poor women to access inputs like credit and other services. Together, micro finance
and SHGs are effective in reduce poverty, empower women, create awareness and ensure
sustainability of environment, finally resulting in sustainable development of the country. Thus any
failure in the SHG movement will impact the nation’s development and to avoid such a situation,
growth with quality has became the key agenda among different stakeholders, and there is an
increased concern about sustainability of the SHG movement in India. Self-help groups have been
instrumental in empowerment by enabling women to work together in collective form. An effort is
made in this paper to make a comparative analysis on the quality and performance of the SHGs and
the impact of SHGs on women members in the Chennai city and the rural areas in the neighboring
Kancheepuram and Tiruvallore districts. It is observed that due to fast growing of the SHG-bank
linkage program in the State, the quality of SHG has come under stress. Some of the factors affecting
the quality of SHGs are the target oriented approach of the government in preparing group,
inadequate incentive to NGO‟s for nurturing their groups etc. Further, it is observed that impact on
decision making pattern ranks first followed by economic empowerment and then psychological
aspects.
Keywords: Quality issues, Self Help Group, Women empowerment.

I.

INTRODUCTION

Providing micro finance through Self Help Group (SHG) has been recognized internationally as the
modern tool to combat poverty and enable rural development. SHGs have emerged so as to help poor
women to secure inputs like credit and also avail other services. Further to the success of the concept
in Bangladesh, the concept India was introduced in India in 1985. A pilot scheme was started on SelfHelp Group - Bank Linkage Program (SBLP) by NABARD in 1992.
SHGs are defined as small, economical, homogeneous, affinity groups of poor who voluntarily
contribute to a common fund to be lent to their members as per the group decision. Besides the
members work for group solidarity, self and group awareness and social and economic empowerment
through democratic functioning. Microfinance programs in India have been increasingly praised for
their positive economic impact and the empowerment women since women are more likely to be credit
constrained, have restricted access to wage labor market and have limited decision-making and
bargaining power within the household.
This research article finds that true women empowerment takes place when women challenge the
existing norms and culture, to effectively improve their well being. While doing so, this article
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carefully interprets the World Bank's definition of empowerment within the South Asian contexts and
makes comprehensible distinctions between community driven development, efficiency improving
activities and activities which truly empower women. With this conceptual framework the results of
the Focus Group Discussions (FGD) and interviews analyze the activities through which the SHG
impact the lives of women in India. It is found that only a fraction of these activities are truly
empowering for the participating women, however still, these activities by SHGs could be leading to
empowerment of women.
Economic independence is usually essential for women‘s empowerment. Training, both long term and
contextual is essential for improving their knowledge and skills in income generating activities. A key
indicator of empowerment is making decisions within the household. The International Fund for
Agriculture and Development (IFAD) conducted field surveys on gender mainstreaming, where in
many women interviewed said that they could decide on spending their own income, though men were
often consulted in the process. This review found that in some countries, where women‘s mobility
outside the home is usually restricted, women have reported increased mobility. In the area of selfconfidence and self-esteem also, the feedback had been very positive and women are able to articulate
their views and command attention and respect within the household, and also the community. This
increase in self-confidence was more when women had been trained on women‘s rights and social and
political issues. Women participants from self-help groups have also been elected to public office,
their participation in such groups serving as an incubator for community leadership. However, these
community leadership instances are at initial level and not widespread and self-help groups remain
isolated islands of activity still.
SHGs have been instrumental in women empowerment by enabling them to work together in
collective fashion. Traditional women networks do not usually get business or political context as they
have few economic resources and usually engage in exchange of non-monetized labor. But as SHGs
have combined these networks with savings and credit, enabled women to benefit economically by
monetizing their contributions and empowered them to become agents of change. Thus they have
facilitated the formation of social capital, teaching people to work together for a common purpose in a
group or organization (Putnam 2000).
In India SHGs are playing a major role in removing poverty, rural development and empowerment of
women. The concept of Self-help as a strategy for social development lays emphasis on self-reliance,
human agency and action, aiming to mobilize people, gives them voice and build organizations to
overcome barriers to participation and empowerment. The heart of the concept is the formation of groups,
sense of community and the egalitarian relationships to promote people‘s well being.

II.

REVIEW OF LITERATURE

Sa-Dhan (2005) made a comparison of assessment tools developed by various organizations like
NABARD, BASIX, MYRADA, CARE, APAMAS etc. and identified eight broad areas with various
indicators and their benchmarks. Their study felt that unless a tool could provide an instant and clear
analysis of the state of affairs of SHG, SHGs would not become popular. Further study identifies broad
quality indicators like Group constitution, organizational discipline, organizational systems, financial
management, credit policy and external linkages to access the quality of SHGs.
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Roy (2007) made a quality assessment of SHGs in West Bengal using twenty indicators like group
meeting, members‟ participation, group discipline, savings, micro-credit, financial management,
economic and social initiatives and linkages with institutions etc.. Kumar (2010) compared the
differences in quality of SHGs between SHGs under federations and other SHGs which are not part of
federation observes that federation help SHGs function well. Sahu (2010) studied about the quality of
SHGs in Northwest India based on the 13 indicators.
The present study differs from earlier studies as it covers comparative study on quality of SHGs in
Chennai and the neighboring rural area. Further, this paper explores the common practices of quality
assessment of SHGs, performances of SHGs and its impact on women members in the study area to make
suggestions based on quality assessment.

III.
1.
2.
3.
4.

IV.

OBJECTIVES
To make a comparative study on the quality of SHGs in and around Chennai.
To identify the common practices of SHGs in study area
To identify the quality issues of SHGs in study area
To study the impact of SHGs on its women members in study area

RESEARCH DESIGN AND METHODOLOGY

The study used two types of methodologies including methodology applied for descriptive analysis about
SHGs and methodology applied for its impact assessment in case of women empowerment. The study
was restricted to only two districts of Tamilnadu. The areas in the city and the rural areas were selected
randomly. Only SHGs under Magalir thittam which are enlisted with Directorate of Women welfare, for
the year 2013-14 and completed two years of existence are covered in the study and primary data
collected during 2014. Initially, 360 SHGs are randomly selected from selected areas out of which
researchers could collect 150 useful filled questionnaires from the selected areas. These questionnaires
were framed suitably by studying the existing literature of quality assessment for SHGs and women
empowerment.

V. RESEARCH QUESTIONS
The research questions framed to study the quality and performance of SHGs in the study area are:
1.
2.
3.
4.

Whether all the SHGs in the study area are of equal quality?
Whether all the SHGs in the study area are performing and functioning similarly?
What are the major problems of SHGs in their functioning?
What are the major reasons for forming SHGs?

The research questions for SHGs impact on economic, social and psychological empowerment on women
are:
1. Does participation in SHGs enable woman‘s influence over economic resources and participation
in economic decision making?
2. Does participation in SHGs influence the individual development and growth of a woman?
3. Does participation in SHGs increase women‘s image in society and at home and their awareness and
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knowledge?
4. Does participation in SHGs increase women‘s participation and influence in social, community
and other activities?
5. Has participation in SHGs increased women‘s mobility, development of networks and interactions
with other members of their group and community?

VI.

SIGNIFICANCE OF THE STUDY

The SHG has benefited the poor very significantly and the women folk for their empowerment in
India. SHGs are now emerging as the mai model for poverty eradication, women empowerment and
development agencies (Panda, 2015). The United Nation‘s MDGs (Millennium Development Goal)
has made provision of financial support to low income people through self help strategy, realizing the
fact that compared to a focus on individual development, it is more useful to focus on group
development.
Only a few quality assessment studies were made in India and Tamilnadu in particular. Many rating
systems for micro-finance interventions and SHGs have been developed. However most were focused
on creditworthiness of SHGs and indicators of performance on group functions and credit use
capabilities. Social, empowerment and behavioral aspects rarely found a place in the rating system.
Hence, an effort is made in this paper to assess the quality practices and performance of the SHGs and
its impact on women empowerment in the study area.
VII.

QUALITY OF SHGS

The selected SHGs are assessed by using the rating scale and it is found that there are 3 (6%) sample
SHG in Chennai, 4 (8%) sample SHG in Kancheepuram and 2 (4%) sample SHG in Thiruvallore
which are found ‗Good‘ . Further, 9 (18%) selected SHGs in Chennai, 15 (30%) selected SHGs in
Kancheepuram and 8 (16%) selected SHGs in Thiruvallore are found ‗Average‘. Moreover, 11
selected SHGs in Chennai, 15 selected SHGs in Kancheepuram and 13 selected SHGs in
Thiruvallore are found ‗Average‘. Further, 27 (54%) selected SHGs of Chennai, 21 (42%) selected
SHGs in Kancheepuram and 27 (54%) selected SHGs in Thiruvallore are found to be ‗poor‘. Finally,
11 (22%) selected SHGs in Chennai, 10 (20%) selected SHGs in Kancheepuram and 13 (26%)
selected SHGs in Thiruvallore are found to be ‗Very poor‘ (Table 1). This above categorization is
made by using rating scale and numerical score as stated in the research methodology.
TABLE - 1: QUALITY OF SHGS IN STUDY AREA
Grade

Chennai District

Kancheepuram

Good ‗A‘

(6%)

4(8%)

2 (4%)

Average-‗B‘

(18%)

15 (30%)

8 (16%)

Poor ‗C‘

27 (54%)

21 (42%)

27(54%)

Very Poor ‗D‘

11 (22%)

10 (20%)

13 (26%)

Total

50

50

50

Source: Field Study
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NORMAL PRACTICES OF SHGS IN SELECTED DISTRICTS

It is observed that each SHG is performing some common practices which are given below:
TABLE - 2: ANALYSIS OF SOME EXISTING PRACTICES FOLLOWED
Sl. Nos

Details of Quality Assessment

Normal Practices

Parameters
1

Group Meetings

2

Subsidy dependence

SHGs make it a practice to meet frequently.
SHGs deriving more subsidies and are moving more
towards subsidy regime.

3

New financial services

SHGs are comfortable only with credit and savings and
consider other services as not falling within their
mandate

4

Affiliation to federation

SHGs remain stand-alone without any affiliation to
SHG-upstream like clusters/ federations and more often
feel their role will be limited in a federal set up.

5

Inter group lending

SHGs do not lend to other groups as a matter of policy
though more of idle funds are locked up within SHG, as
the scope of lending within the group is limited beyond
certain extent.

6

Rotation of leadership

Rotation of leadership is seriously taken up, with the
result persons with poor leadership qualities come to
manage the SHGs very often.

7

8

Multiple membership within

Sometimes, promoters find it easy to include members

the family

from the same family for easy management of groups.

Common economic activity

Common economic activity is preferred in some cases
due to project compulsions.

9

Encouraging visitors

SHGs believe that visitors may borrow their own
concepts and keep certain things within as tricks of trade
and do not encourage visitors.

Source: Self compiled

VIII.

ANALYSIS AND INTERPRETATION

Socio-economic profile of the respondents
The respondents of the study mainly belong to the age group of 30-40 yrs as 60.5% of the
respondents belong to that group. The respondents in the study cover all sections of society wherein
representation of Hindu (64%), Muslims (35%) and Christian (1%) are ensured. Moreover, out of
150 respondents 55 belong to general caste, 49 belong to SC community, 14 belong to ST and 32
belong to OBC and MBC. Further, 67% of the respondents have completed I-V standard category of
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education level. Moreover, majority of the respondents are married and they live in nuclear family.
The duration of membership of the respondents varies from 3 years to 8 years. However, 47 % of the
respondents are members for a period of 4 years, 32% for a period of 5 yrs and respondents
belonging to 2 yrs and 3 yrs category are insignificant.
Reasons for Forming the SHGs
The reasons for forming the Self Help Group in the study area are presented in Table 3
TABLE -3: REASONS FOR FORMING THE SHGS

Sl. No.

Reasons

No. of SHGs

Percentage

1.

Improve Social Status

11

7.33

2.

Improve Economic Status

25

16.67

3.

Promote Saving Habit

23

15.33

4.

Obtain Financial Support

51

34

5.

Initiate Group Activities

16

10.67

6.

Community Development Activities

11

7.33

7.

Influenced by friends and relatives

13

8.67

Total

150

100

Source: Primary Data

It is found from Table 3 that 51 (34 %) groups are formed to get financial support from the
government, the NGOs and the financial institutions. 25 (16.67%) groups are formed to improve
their economic status. Another 11 (7.33 %) groups are formed to improve social status while 23
(15.33%) groups are formed to promote saving habit among the members. Another 16 (10.67%)
groups are formed to initiate group activities, only 11 (7.33%) groups are formed to take up
community development activities. 13 groups (8.67%) are formed by the influence of friends and
relatives.
Homogeneity of the Group
SHGs become cohesive in the long term only if they are homogenous. Social mobilization is an
important step in the formation of SHGs. Formation requires a high degree of motivation, morale and
management skill. The ideal individuals possess a particular character and conduct of their own.
They seek to establish their individuality in their personal and social life. The heterogeneity of the
members makes the management of the SHGs difficult and hence members with homogeneous
character are to be preferred.
For the efficient functioning of the group homogeneity of the members is essential as members in
each group can take collective decision being like-minded.
Among the 150 groups selected for the study, majority of the members are below poverty level. The
homogeneity of members has been measured in terms of the percentage of the people engaged in
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primary sector like Fishing, Agriculture etc.. This is measured by the following formula:
Number of people engaged in primary sector in the Group
----------------------------------------------

x 100

Total Number of Members of Group
Table 4 shows the distribution of the sample SHGs based on the percentage of the people engaged in
primary sector to the total members. It could be seen from Table 4 that 32 (21.33%) of the sample SHGs
had a percentage of homogeneity up to 40per cent while 45 SHGs had homogeneity score in between 40
% and 60 %. In case of 39 sample SHGs, the percentage of homogeneity was in between 60% to 80%.
Further, 34 SHGs had the percentage of homogeneity above 80 %.
Table - 4: Distribution Of Shgs According To Percentage Of People Engaged In Primary Sector

Sl. No.

Level Homogeneity

Number of SHGs

Percentage

1

Below 40%

32

21.33

2

40% – 60%

45

30.00

3

60% to 80%

39

26.00

4

Greater than 80%

34

22.67

Total

150

100.00

Source: Primary Data

Frequency of Meetings
The most common activity of the SHGs is conducting group meetings at regular intervals. Group
meeting is a must for all groups. They usually discuss their savings, common problems, group and
individual performances etc. in the meeting. This occasion is also used to discuss their economic and
social problems and other issues that need attention through intervention of the group or its members.
So the frequency of conducting meetings is considered a key factor for judging the performance of
the SHGs. The distribution of the sample SHGs on the basis of the regularity in conduct of meetings
is given in Table 5.
TABLE - 5: DISTRIBUTION OF SHGS BASED ON FREQUENCY OF MEETINGS

Sl. No.

Frequency of Meeting

Number of SHGs

Percentage

1.

No specific interval

47

31.33

2.

Once in a Week

38

25.33

3

Fortnightly

48

32.00

4.

Monthly

25

16.67

150

100.00

Total
Source: Primary Data
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Table 5 indicates that 47 (31.33%) SHGs do not have any specific interval regarding the holding of
group meetings. 38 (25.33 %) conducted their meetings once in a week whereas 48 (32 per cent)
groups conducted their meetings once in a fortnight. 25 (16.67%) SHGs conducted their meetings on
monthly basis.
Regularity in Attendance
The SHG members, by attending the meeting of the group and other meetings organized by the
NGOs and the government, get to know more about the SHGs and government schemes. So, the
more the attendance of the members the more will be the utilization of the SHGs. Hence the level of
attendance is identified as one of the indicators for measuring performance. The attendance of all
members of the group is considered as the metric to be used.
TABLE – 6: DISTRIBUTION OF GROUPS ACCORDING TO REGULARITY OF ATTENDANCE OF ALL MEMBERS IN
MEETINGS

Sl. No.

Level of Attendance

No. of SHGs

Percentage

1.

Below 40 %

16

10.67

2.

40 % - 60 %

23

15.33

3.

60 % - 80 %

32

21.33

4.

Above 80 %

79

52.67

150

100.00

Total
Source: Primary Data

From Table 6, it could be seen that 79 groups (52.67%) recorded more than 80% of members‟
attendance in the group meetings, indicating active involvement of the members. In 23 SHGs
(15.33%) 40% to 60% attendance is seen, while 32 (21.33%) of the SHGs have 60% to 80%
attendance in the group meetings and only in 16 (10.67%) of the SHGs less than 40% attendance in
the group meetings is observed.
Participation of NGOs/MFIs in Meetings
The Non-Governmental Organizations (NGOs) or the Microfinance Institutions (MFIs) that initiate
the group formation, attend a few meetings of the SHGs at the inception period so as to impart the
required skill to the members in conducting the proceedings. These institutions gradually reduce their
participation to make the SHGs independent in conducting the meetings.
The regular participation of the NGOs/MFIs in meetings will facilitate the monitoring of all activities
of the group and improve the performance of the group. The participation of the NGOs in meetings
was measured in terms of the percentage of the number of meetings attended by the NGOs to the
total number of meetings conducted by a group in a year. Table 7 shows the participation of the
NGOs/MFIs in the meetings of the SHGs.
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Table – 7: Participation of NGOs in the Meetings of SHGs.

Sl. No.

Level of Participation

No. of SHGs

Percentage

1.

Below 40 %

57

38.00

2.

40 % - 60 %

23

15.33

3.

60 % - 80 %

25

16.67

4.

Greater than 80 %

45

30.00

Total

150

100.00

Source: Primary Data

Table 7 shows that in the meetings of 45 (30%) sample SHGs, the NGOs/MFIs participation was
more than 80 per cent, while in the meetings of 25 (16.67% ) SHGs, NGO/MFI participation was 60
to 80 per cent. Further, in the meetings of 23 (15.33%) SHGs, their participation were 40 to 60 per
cent and in the meetings of 57 (38%) groups, the participation of NGOs/MFIs in the meeting was less
than 40%.
Repayment Performance
The savings of the SHGs can be rotated faster when there is a prompt and regular repayment from
the members and that will also motivate the lending agencies like bank to lend more to those SHGs
and so the performance of repayment has been taken as an indicator for judging the performance of
the groups. The sample SHGs distribution according to the level of repayment performance is shown
in Table 8.
TABLE - 8: DISTRIBUTION OF SHGS BASED ON THE LEVEL OF REPAYMENT PERFORMANCE

Sl. No.

Level of Repayment

No. of SHGs

Percentage

1.

Below 50%

52

34.67

2.

50% - 65%

34

22.67

3.

65% - 75%

39

26.00

4.

75% -100%

25

16.67

Total

150

100.00

Source: Primary Data

As it could be seen from Table 8, the repayment is bad in most groups as 52 SHGs (34.67% of
respondent groups) have recorded below 50% of repayment performance. Among the rest, only 34
(22.67%) groups have recorded 50% to 65 %, while 39 (26%) SHGs have recorded 65% to 75% of
repayment. Further, 25 (16.67%) groups have recorded 75% to 100% of repayments.
Decision on Financial Transactions
Being a group process, collective decision is the tool for effective functioning of the SHGs.
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Involvement of majority of the members in a group in decision-making, ensures more commitment
on the part of the members rather than forced decision making by the leader of the group. Table 9
shows the distribution of the sample SHGs according to the decision making pattern of the financial
transactions.
TABLE – 9: DISTRIBUTION OF SHGS BASED ON THE DECISION MAKER OF FINANCIAL TRANSACTIONS

Sl. No.

Decision

No. of SHGs

Percentage

1.

Taken by NGOs/MFIs

16

10.67

2.

Taken by Group Leader and Ratified

45

30.00

3.

Taken by Few Members

63

42.00

4.

Taken by Majority members

26

17.33

Total

150

100.00

Source: Primary Data

As seen from Table 9, in 16 (10.67%) sample groups, all the financial decisions are taken by the
NGOs, while in 45 (30%) SHGs those decisions were by the group leader and ratified by the group
later. In 63 (42%) sample groups, these decisions are taken by few members. In the remaining 26
(17.33%) SHGs majority of the members take decisions together. It is evident that the NGOs play a
minimum role in taking decisions on the financial transactions.
Training of Members
Vocational training is given to the members such as tailoring, book-binding, poultry, dairy farming
and management-related skills like leadership and book keeping. The prime importance is given to
training as the purpose is fundamentally for human resource development. If more persons are
trained in a group, the effectiveness of the group increases. Table 10 shows the percentage of the
sample SHGs members attending the training programs.
TABLE – 10: TRAINING OF SHG MEMBERS

Sl. No

Percentage of Members Trained

No. of SHGs
57

Percentage

1

Below 25%

38

2

25% - 50%

31

20.67

3

50% - 65%

23

15.33

5

65% - 75%

18

12

4

Above 75%

21

14

Total

150

100

Source: Primary Data

It is seen that 57 SHGs (38%) had imparted training to less than 25% of their members and 31 SHGs
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(20.67%) provided training to 25% to 50% of their members. Further in the case of 18 SHGs,
training was given only 65% to 75% of their members. Only in 14% of the observed SHGs, training
was imparted to over 75% of members.
Awareness of Rules & Regulations
For any group to function well, the rules and regulations must be known by all its members, else, it
will be difficult to manage the affairs for the group, and same is true for the SHGs. The level of
awareness of rules and regulations of the SHGs by their members is a key factor while evaluating the
performance of the group. Table 11 depicts the distribution of the sample SHGs on the level of
awareness of members in respect of rules and regulations.
TABLE - 11: AWARENESS OF RULES & REGULATIONS

Sl. No.

Awareness Level

No. of SHGs

Percentage

1

Less than 25%

11

7.33

2

25% - 50%

21

14

3

50% - 65%

24

16

4

65% - 75%

42

28

5

Above 75%

52

34.67

Total

150

100

Source: Primary Data

It was observed that 52 SHGs reported that the awareness of rules and regulation was more than 75%
for their members and another 42% SHGs reported that their awareness level was in between 65 %
and 75%. Further 21 SHGs reported that the awareness level was in between 25% to 50% while 24
reported 50% to 65% awareness. Still 11 SHGs (7.33%) reported that the awareness level was less
than 25%.
Maintenance of Books of Accounts
The proper maintenance of books of accounts (such as cash book, ledger books etc.) is very essential
for the prudent management of the SHGs. Proper records will enable the SHGs to get grants, loans
from banks and other financial institutions. The leader of the group is responsible to maintain the
accounts with the help of other members. Hence, it is inevitable to consider the level of maintenance
of books of accounts by the SHGs to assess the quality. Table 12 provides the details on this
measure gathered as percentage of completeness of the accounting records.
TABLE – 12: MAINTENANCE OF BOOKS OF ACCOUNT

Sl. No.

Level of Maintenance

No. of SHGs

Percentage

1.

Below 40%

20

13.33

2.

40% - 60%

27

18

29
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3.

60% - 75%

44

29.33

4.

Above 75%

59

39.33

Total

150

100

Source: Primary Data

Table 12 shows that in case of 59 SHGs (39.33%), the level of maintenance of books and accounts
was more than 80% while in 44 SHGs (29.33%) it was between 60% and 75%. In 27 SHGs (18%)
the level of maintenance of books and accounts lies in between 40% to 60% and in the remaining 20
SHGs the level of books of accounts maintained was below 40%.
Problems Faced by the SHGs
Based on the types of problems faced by Self Help Groups data has been compiled in Table 13.
TABLE – 13: MAJOR THE PROBLEMS FACED BY SHGs

Sl. No.

Nature of Problem

No. of SHGs

Percentage

1.

Difficulty to Approach the Authorities for Getting Loan

13

8.67

2.

Poor Response of Authorities

33

22.00

3.

Delay in Sanctioning the Loans

34

22.67

4.

Inadequate Loan Amount

16

10.67

5.

Lack of Administrative Experience

25

16.67

6.

Lack of Cooperation Among Members

17

11.33

7.

Limited Number of Installments for

12

8.00

150

100.00

Repayment of Loan
Total

Source: Primary Data

It is found that the major problems faced by the SHGs are external one like delay in sanctioning the loan
(22.67%) followed by poor response of authorities (22%) where as the internal issues like lack of
administrative experience (16.67%), lack of cooperation among the members (11.33% ) also are
important. Further inadequate loan amount (10.67%) , difficulty to approach the authorities (8.67%), and
the problem of limited number of installment for repayment of Loan (8%) also have been expressed by
the SHGs.
IMPACT OF SHGs ON WOMEN MEMBERS
To understand the change brought by the SHGs on women, thirty variables covering the impact of SHG
on psychological, economic and managerial aspects of women members of SHGs were identified and
selected from the survey of literature. These were measured using five point Likert scale and scores were
assigned for each statement with a score of 5 for strong agreement and 1 for strong disagreement with the
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given statement. The impact on the Confidence building, Self esteem, Decision making pattern, team
Capacity building, psychological, economical and social well being are presented in table 14.
TABLE - 14: IMPACT ON SHG WOMEN MEMBERS

Sl.

Empowerment Variables

Mean

Std. Dev.

Rank

No.
I

Confidence building

4.23

4

1

Confidence to talk within family

4.22

0.561

2

Confidence to talk in SHG meeting

3.42

0.661

3

Confidence to talk in public

4.14

0.588

4

Improvement in technical and practical

4.32

0.735

skills through training
5

Acquisition of skills for income generation

4.12

0.667

6

Use of skills for income generation

3.78

0.736

7

Development of managerial skills, ability

4.07

1.089

0.745

to facilitate a group meeting
8

Addition to her literacy/education

3.68

II

Self esteem

4.18

9

Self image in the family

3.89

0.521

10

Self image in community

4.25

0.761

11

Self reliance/independence

4.21

0.909

III

Decision making pattern

4.52

12

Education of children

3.43

0.922

13

Family planning

4.29

0.794

14

Buying and selling land, property and

4.05

0.959

0.735

6

1

household goods
15

Family and social functions

4.32

IV

Capacity building

4.12

16

Ability to take risk

3.78

0.736

17

Ability to understand and solve problems

4.07

1.089

31
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18

Ability to try new ventures

3.68

0.745

19

Ability to take criticism

4.48

0.647

V

Psychological aspects

4.26

20

Hope

3.89

0.521

21

Overall satisfaction

4.25

0.761

VI

Social empowerment

4.21

22

Team spirit

4.17

23

Communication skills

4.52

0.965

24

Participation in group activities

4.26

0.629

25

Reduction in domestic violence

3.78

0.736

26

Attitudes towards dowry, superstition

4.07

1.089

3

5
0.836

freedom and empowerment of women
VI

Economic Empowerment

4.32

2

27

Make household purchases

4.12

0.667

28

Increased income

3.78

0.736

29

Access to loans

4.07

1.089

30

Control of use of credit

3.68

0.745

Source: Primary data

It is observed that the impact on decision making pattern ranks first followed by economic
empowerment and then for psychological aspects. Confidence building is ranked fourth while Social
empowerment was ranked the fifth and so on.
GENERAL OBSERVATIONS
1. The actual number of SHGs in operation is not available. It is observed that a good number of
SHGs in selected districts are not functional any more.
2. Many of the SHGs formed in the study area are organized mainly to get financial benefits and
subsidies. The focus on short term gains is a major hurdle in the progress of the SHG movement
in the study area. In this process some groups close down immediately after getting either
revolving funds or start a new group to get another dose of fund and /or subsidy, derailing the
effort for quality enhancement of SHGs.
3. From the analysis it is observed that 20% to 30% sample SHGs are at ‗Overall Average‘ level,
hence regular support from SHG Promoting Institutions is necessary to make improvements.
4. Inadequate savings and poor repayment of borrowers have resulted in low quality performance
of SHGs. Focus on savings and better rate of recovery is necessary for quality improvement of
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SHGs.
5. There is a need for consensus and education about recognized quality assessment tools.
6. Access to bank credit should be enabled through simple operational decisions and steps like
standardized set of documents to be given by SHG for opening its bank account or for credit.
7. There are multiple agencies in the State that implement SHG programs with different objectives
and approaches which goes against the holistic support for SHG programs.
8. Only a few active members in the SHG influence decisions and majority of the members are not
aware about the issues and skills for organizing and managing the SHGs. Many even do not know
the rules and regulations.
9. Most of the members are aware that saving is important but no minimum amount for savings is
fixed.
IX.

CONCLUSION

The quality of groups is quite low in the study area. It is observed that due to fast growing of the SHGbank linkage program, the quality of SHG has come under stress. Few of the factors affecting the quality
of SHGs are (i) the target oriented approach of the government agency initiating the group, (ii) lack of
incentive to NGO‟s for nurturing their groups, (iii) inadequate monitoring, (iv) ignoring quality
enhancement. It is also observed that SHGs has a positive impact on women members especially on their
empowerment in the study area, with positive impact on decision making abilities followed by economic
empowerment and psychological aspects.
The size of the SHG groups ranges between 10 and 15. Many of the members are poor, mainly landless
agricultural laborers and migrants. The main reason for forming the SHGs is to obtain the financial
support from the Government, NGOs and banks to improve the economic status of the members. The
overall performance of most of the SHGs in all the three districts was ‗Poor‘. The better performing
SHGs should serve as models to other SHG's. A timely analysis of the problems like repayment delays,
outsider lending etc. and action taken to avoid these kinds of irregularities should better the SHG
performance.
The major discipline observed by the better performing SHGs in state is regularity of meetings,
attendance in the meetings and savings. The members had availed loan for both production and
consumption purposes.
The main problems faced by the SHGs are delay in sanctioning the loans by the Government authorities
and the bank officials. Other than that, the SHGs are facing the problems of marketing, basic
infrastructure, training and skill development avenues and lack of experience in managing the affairs of
the groups.
The Self Help Group (SHG)-Bank Linkage Program, in the past eighteen years, has become a well known
tool for bankers and developmental agencies. SHGs have gone beyond the means of delivering the
financial services as a channel and turned out to be focal point for delivery of various services to the poor.
The program, has become the most used vehicle in the development process and hence the quality issues
found in this study need to be focused on by the institutions promoting SHGs.
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ROLE OF TRAINING ORGANISATIONAL LEARNING : WITH
REFERENCE TO KAUTILYA’S ARTHASHASTRA
S.R.Sathya Narayanan
Assistant Professor, Department of Business Administration,
Sri Malolan College of Arts and Science, Madurantakam- 603306

Abstract
There is a lot of form of administration is available like Monarchy, Democracy, dictatorship, socialism,
capitalism or any other form. There are a lot of polemical discussions and theories on each form of
Administration; history provides substantial evidence that each form of administration mentioned above
has been both successful and complete failures from time to time. No system is universally good or bad at
all times. Then which form of administration has been the best, historically speaking? The best answer is
given by the 16th century English poet Alexander pope who says that “For forms of government let fools
contest, whatever is best administrated is the best” The Leader and administrative staff are responsible
for running the administration, It is the quality and consequence of the administrative staff which is
responsible for the quality of governance, This further is determined by the education and training of the
chief executive and his administrative staff. The truth was amply clear to ancient Indian thinkers.
Kautilya’s Arthashastra reviews the ideas and thoughts of earlier thinkers and gives his own views and
conclusions about the education and training of the administrative machinery. There is a wealth of
treasure of lessons for the present Indian administrative system.
Objective
Therefore the main objective of this article is to review and summaries the recommendations given in the
kautilya‘s Arthashastra and evaluates the relevance of his suggestions in the present Indian context
regarding education and training of administrative setup.
Knowledge of Administrator
According to Kautilya, an administrator would have to procure sound knowledge on the four sciences
like, 1) Philosophy, 2) Process and people, 3)Economics 4) Politics, philosophy consists of the past and
existing philosophical school of thought with which the administrator must be conversant to understand
the present society. The study of economics involves material gain and losses. Hence the knowledge of
ethics is essential for every administrator. Study of politics is very essential for to analyze the good and
bad policy, The study of all these four sciences, keeps the mind steady, in adversity and prosperity and
brings about proficiency in thought, speech and action which is essential for every administrator. The
study of ethics, economics and philosophy must be given preference over other subjects. This is lacking in
our curriculum at present.
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Use of Rod
For the orderly maintenance of worldly life and smooth functioning of the social system, the use of rod or
the science of incentive and punishment is essential. Most of the ancient Indian thinkers were favour of
strong use of rod. But according to Kautilya
“The king severe with Rod becomes a source of terror to the ruled. The king mild with the rod is despised
and the kink just with rod is honoured, therefore, the rod should be used in full consideration”.
Control Over senses
The main objective of education and training is to teach the administrators to have control over senses. It
implies casting out group of six enemies, i.e., lust, anger, greed, pride, arrogance and fool hardiness. A
ruler having no control over senses perishes quickly and one has control over senses objects become more
popular and efficient. It is an irony of fate that majority of our administrators are not given such training
of control these six enemies and the disastrous consequences are before us if an administrator is properly
trained he can win the above mentioned enemies in a effective manner..
Qualifications of the Workers
Formation of worker group is tough job for the administrator of these days. It is all the more hard and
challenging in a democratic system as ours as where there are many push and pressures in operation.
Kautilya reviewed the ideas of earlier thinkers and gave his observation ―People can be appointed, such
people are endowed with nobility, intellect, integrity, bravery and loyalty. From the capacity of doing
work is ability of a person judged”. Kautilya has laid down the procedure of identifying these qualities of
a minister in advance these procedures are quite practical and can be of great help in the formation of
team of workers at present. So all the above mentioned qualities which is necessary for the effective run
of the business, hence these are playing an vital role on the success of an business.
Training and Education
The administrator has to spent his leisure time for some productive things, instead of concentrating on
some un productive like partying, or other activities which are meaningless,
“During the remaining part of the day and the night, he should learn new things and familiarize himself
with those already learnt, and listen repeatedly to the things not learnt”
Also Kautilya has given some tips to carry over the process of education and training in a effective
manner for both the Employer and Employee,
 Join a Class or Course:
Today there are many classes and training programs, workshops are conducted by the
various corporate and educational institutions, hence they can enroll, attend train and educate
themselves.
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 Read Books and Articles:
Now day‘s lot books and journals, magazines are available in both Hard and soft sources,
hence it is very easy for a person to locate them and read them in order to Educate and train
themselves. Instead of reading some unproductive and story books we can read the books which
provide us more information as well as educate us.
 Meet the Right People:
One can spent our time by meeting some experts in their own field who knows much
more than us, we can educate our self by keep on conversing with some experts and scholars of
our own field we can go to then with humility and learn the secret of success.
Conclusion
The article summaries the recommendations of kautilya‘s Arthashastra for making administrative setup
efficient and people oriented through education and training. His main suggestions are that syllabi could
consists, consists of ethics , philosophy, economics and politics, use of rod should be done after full
should be though considerations, Control over senses so that officers do not go astray. Qualifications
must be provided before appointing a person as minister. The qualities and qualifications of leadership is
essential for the effective administrative setup, Hence the Value based education and knowledge is
essential for it.
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Customer Relationship Management to Customer Managed Relationships
–Case Study analysis of Customers managing Brands in Social media
Aarthi Jayaram, Gayathri Krishnamoorthy, Swetha Sooda
M.O.P. Vaishnav College for Women(Autonomous), India

I. INTRODUCTION
Customers are a lifeline to any given organization. Businesses have strived across ages to understand and
connect to customers to recognize their behavior and that in turn strengthens a brand‘s image.
Organizations have agreed the fact that customers are not only the ones standing to consume their
products but are the torchbearers of their brands. The term brand itself has evolved from the way where
the customer associates himself with the organization. It has become synonymous to the reflection of the
identity of an organization. This has thereby laid an impetus to the amount of information required by the
organizations to know about their customers. It is a nightmare for every marketer, the day when little is
known about their customer.
II. OBJECTIVES OF THE STUDY
 To understand the gradual shift from customer relationship management to customer managed
relationship.
 To understand how consumers are managing brands in social media space.
 To analyse four case studies of how consumers have played a major role in managing brands in
social media space.
III. CUSTOMER RELATIONSHIP MANAGEMENT AND ITS EVOLUTION
A relevantly new concept called Customer Relationship management was introduced as a process to
understand the customer better by maximizing information about him and fulfilling his needs and
expectations. But, was gathering information about the customer enough to run a business efficiently was
the question that many organizations raised during the process. The small organizations were already
indulging in these activities on a daily basis. The marketplace displayed more of transactional tendencies
where lot of emphasis was given on maximizing the sales rather than developing a relationship with the
buyer.
1
As competition increased with umpteen numbers of options in display for the customers, organizations
were now forced to move beyond simple data collection to maintain individual relationship with their
customers. It became imperative for them as a strategy to retain their customers. Here is when the modern
marketers slowly began to realize the concept of customer loyalty. While interacting with all thousand or
one million of customers day in day out, a shift from transactional marketing to relationship marketing
was observed. 1 Customer Relationship management represented a renewed perspective of managing
customer relationships based on relationship marketing principles. These principles stressed on retention
of profitable customers - an emphasis on multiple markets and emphasis on cross functional approach to
marketing. 2 These were designed to especially provide proactive customer support operations. But
unfortunately, call centre operations have suffered backlash due to their inability to provide accurate
information, lengthy queue calls and asking for redundant information.
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CRM (Customer Relationship Management) turned to IT solutions which was considered as one of the
most substantial and cost saving investment generating profit for the companies. More and more
technological innovations such as clever screen prompts, data repository and many other analytical tools
are being used today also to maximize information from the consumers. The combination of Operational,
Analytical, Strategic and Predictive CRM has been used to reach to further audiences. According to
www.greycells.com, despite of having varied innovative tools, CRM faces the following issues in terms
of its failure as designing, creating and implementing IT projects has been always risky.
 Difficulty in measuring and valuing intangible benefits.
 Failure to identify and focus on specific business problems.
 Lack of active senior management sponsorship.
 Poor user acceptance.
 Trying to automate a poorly defined process
Customer Relationship Management has seen a healthy growth and has been pertinent enough to
introduce the importance of customers to the businesses. But unfortunately despite of the growth it‘s got,
the decline has been even much faster.
The advent of social media & Customer Managed Relationships
The advent of social media has been one of the most important milestones for business. Initially, online
social networking sites (SNS) were utilised to re-create face-to-face interactions on the web by allowing
people to interact publically or privately. The basic use of social media was to stay in contact, while
others used the medium as a way to develop new connections. A benefit of social networking websites is
that they allow people to develop or maintain relationships with individuals who may not be close to
themselves geographically. For a corporate an untapped customer base is just a click away.
According to Ernst and Young – India Social media trends report 2013, with 70 percent of the population
under 20 years of age, India is a key market for social media giants — active social media users in India
grew to around 106 million. India is among the top three countries in terms of number of people using
Facebook (100m+ users), whereas Twitter is seeing an increased user base of over 33 million. With all of
the connectedness globally, customers are getting an upper hand. The customer today has become an
intelligent customer, when he walks in to a store he knows more than a sales representative present. As
with the inflow of information, the customer has already reviewed more than 1000 products before
coming to that store. This command over the brand is with the advent of the social media where the
Consumer or the Customer can freely share their personal views, opinions regarding products, which
impacts the reputation and purchase decision making of the customers.
This phenomenon has created a major shift from brands no longer in control of the customer but the
customer be in control of the brand which is called ―Customer Managed Relationship‖. It also releases the
pressure of imposing a relationship with the customer that at times irritates the customer; thereby creating
a negative influence over the organization.
Customer Managed Relationship vs. Customer Relationship Management
According to Kainos (From CRM to CMR- The Revolution of the Customer Relationship), Today‘s
customers want to choose with whom they want to have a relationship, what they want to buy, how they
want to interact with the company and maintain a certain amount of control over the ways in which they
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want to interact with product and services‘ suppliers. Customer Relationship Management fails to do this
by placing the product or service supplier in control at the expense of the customer . 5 Customer
Relationship Management has lost the personal touch to customer service and has wrinkled the position of
the account manager. The customer today would like to deal with a single person within a company,
rather than several individuals who waste time by having check on his recent contact history.
Customer Managed Relationship is a less expensive version which makes it an ideal choice for
organisations. Customer Managed Relationships are today more popular and efficient than its close
relative; Customer Relationship Management and works under the following tenets:
 Customers own their own data
 Customers require access to a 360-degree view of all of the information that the company (they
choose to have a relationship with) has on them
 Customers‘ experiences really do matter
With Social media taking up a major portion in the marketing space, companies slowly are accepting the
fact that Customer Managed Relationships is here to stay for a long time and is not just another buzz
word. Big companies like Disney Destinations have today full fledge Customer Managed Relationship
Department which has boosted the business of the enterprise. With Customers in charge, companies can
get genuine suggestions to customize the services and products even better.
In order to understand the shift on how customers managed brands can reach more customers and help to
rejuvenate the brand, few case studies has been analyzed below: IV.

CASE STUDY ANALYSIS

1. NESTLÉ KITKAT
NESTLÉ KITKAT is one of the most successful brands in the world and every year over 12 billion
NESTLÉ KITKAT fingers are consumed around the globe. Kit Kat is a chocolate-covered wafer biscuit
bar confection created by Rowntree‘s of York, England, and is now produced globally by Nestle`, which
acquired Rowntree in 1988, with the exception of the United States where it is made under license by
H.B. Reese Candy Company, a division of The Hershey Company. The standard bars consist of two or
four fingers composed of three layers of wafer, separated and covered by an outer layer of chocolate.
Each finger can be snapped from the bar separately. There are many different flavors of Kit Kat.
The chocolate – coated wafer brand of Nestle, Kit Kat has one of the most memorable tag-lines – Have a
break. Have a Kit Kat. The brand is synonymous with encouraging people to take a break from whatever
they might be doing. That is exactly how they promoted their new Twitter campaign #RichBreak.
About the campaign
This was their second #RickBreak campaign taking place and the earlier contest took place in July, 2014.
This contest begun on 4th August 2014, from 10 am- 6 pm. Users were intimated about the same via
Twitter hours before, the contest begun. To be a participant users had to follow the KitKat India handle
and had to include #RichBreak hashtag for ever entry they make.
6 winners were chosen and each were rewarded with a Rs. 1000 Flipkart voucher (for this contest, Nestle
have formed an association with Flipkart) and the grand prize to this contest was a trip to Goa. Due to the
perks they offered, they got a good number of responses. They promoted the hashtag on Twitter as well to
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leverage this opportunity at-max. The contest allowed participants to show off their creative side by
answering the questions being asked and in-turn win the goodies.
Overall result analysis & reach

* Kitkat Social media twitter campaign

As you see in the graph above and below, due to the awareness created about the contest a day prior and
with it being promoted has increased the participation since the inception of the contest on 4th August 10
a.m. and the participation is only increasing due to the influencers reach.

* Kitkat Social media twitter campaign

The potential reach of the campaign was around 25 Million users on Twitter, and the total number of
tweets with the hashtag #Rickbreak was more than 5.5K.
Demographic distribution
According to the demographic distribution, the men participated more actively in this contest compared to
women. But according to a lot of other studies, it states men and women both crave chocolate; but
women‘s craving is superior to that of men. Clearly this stat gives all those researches a run for their
money, because it is an absolute reverse case in this contest. May be it was Goa that fantasised men more.

* Kitkat Social media twitter campaign
Influencers
Influencers can add tremendous value to your marketing initiatives, the list of people below have helped
spread the awareness about this contest. And they are spreading the influence in-turn in their networks.
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* Kitkat Social media twitter campaign
Campaign result
This Kit Kat campaign has been able to focus on the concept of ―taking a break‖ as the brands popular
slogan. The idea of integrating this message into their contest not only promotes the tasty treat but also
incorporates the human side of the brand. The main take away from the campaign is that, it portrays the
perfect example of how taking a break, relaxing and unwinding can be accompanied with KitKat bars.
2. MAYBELLINE INDIA PROMOTING 30 SHADES OF PINK ON SOCIAL MEDIA
Maybelline New York is the world‘s no.1 makeup brand. The brand has created its image for women who
are fun, fashionable and up-to-date always, they always create products in line to their brands core values.
And they have done it again with the launch of their new products ―30 shades of Pink.‖
About the campaign
On February 25th 2014, Maybelline India ran a Twitter Contest, to promote 30 shades of Pink, where
they encouraged users to tweet about why they love colour ‗Pink‘ with the hashtag #ILovePinkBecause
and the winners would stand a chance to win some of their merchandise. It was a fun ride to see those
tweets coming in from various users. The hashtag #ILovePinkBecause was trending the entire day
on Twitter for solid 24+ hours.
Overall result analysis and reach
The entire campaign was tracked with Talkwalker, which is an ultimate tool for Social Media monitoring
and analysis. A brief analysis on the brand and product along with the impact of the campaign on Twitter
and what sort of reaction it drew from the customers has given below.
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*Maybelline social media twitter campaign
As we can see in the graph above the conversations relating to Maybelline and the hashtag peaked on
twitter the most since the inception of the contest on 25th February 2014 and as we can see below ripples
of those conversations are still being created even though the contest ended within a few hours on the
same day itself. And people started associating this hashtag with a lot of other topics as well.
What users were talking about?

*Maybelline social media twitter campaign
The topics surrounding these conversations on Twitter yielded a lot more discussions around the hashtag
#ILovePinkbecause. And these discussions led to multiple treads of topics, apart from talking about
Maybelline and the new Pink products line. Followers related this hashtag to the movie ―Gulabi
Gang” as that movie is about women empowerment and they associated the color pink with that.
Sentiment of their conversations

*Maybelline social media twitter campaign
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As we can see below the sentiment graph, the conversations sparked maximum positive responses,
followed by neutral comments and lastly followed by negative comments by the Twitter users. It is
evident that the followers have associated more positives with hashtag #ILovePinkBecause, one of
reasons being mainly as the hashtag is asking the Twitter users why they love pink and as they are asking
its users why they love something thus all the replies were either positive or neutral. However there were
few negative comments by those who disliked the colour pink and hence had an anti-reaction towards the
campaign and few were seen to mock people like Rahul Gandhi through the campaign.
Campaign result

*Maybelline social media twitter campaign
As we can see below the influencers per media type, in news by inagist.com which garnered 2.8 Million
views, on Facebook by the artist Taylor Swift‘s fan page and on Twitter by multiple followers which also
include Bollywood celebrities like Huma Qureshi who took part in these conversations and were part of
influencing their followers to take part in these conversations and thus it shed more light on this campaign
and increased awareness.
Let‘s take a look at few tweets associated with the hashtag #ILovePinkBecause which caught attention.
This campaign succeeded in educating their followers about their new product, as well as created
excitement amongst their followers to participate in the contest with the perk to win something it achieved
its objective to create awareness and increase engagement. Maybelline has definitely bought pink back
with style and options.
Feedback from the audience
A section of people felt that they really missed that the campaign was only limited to Twitter, Maybelline
website shows no detail about what the campaign is and neither did they talk about engagement around 30
shades of Pink anywhere on site, which was considered a drawback as it could have involved more
participation.
3. DOMINOS
Domino's Pizza, (simply known as Domino's) is an American restaurant chain and international franchise
pizza delivery corporation headquartered at the Domino Farms Office Park (the campus being owned by
Domino's Pizza co-founder Tom Monaghan) in Ann Arbor Charter Township, Michigan, United States,
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near Ann Arbor, Michigan. Founded in 1960, Domino's is the second-largest pizza chain in the United
States (after Pizza Hut) and the largest worldwide, with more than 10,000 corporate and franchised stores
in 70 countries.
About the campaign
How Domino‘s Increased Customer Interactions by 128%. Domino‘s increased the amount of social
media volume in 2013. Over the previous year‘s count it was 128% more. The trick to this drastic
improvement in customer interaction is Astute Social- (having or showing an ability to accurately assess
situations or people and turn this to ones advantage) social media management tool for astute solution.
REAL-TIME INTERACTIONS BRING CUSTOMER PRAISE ―Astute Social makes it much easier to
find and engage with customers just as they‘re getting ready to order a pizza, so our contact centre is
becoming a real-time marketing operation‖ said Terri Haffey, manager of customer care at Domino‘s.
―When customers tweet, ‗Who should I order pizza from today?‘ we‘re able to quickly see and react to
that and win the sale.‖ Astute Social automatically searches for hundreds of Twitter key words and
constantly monitors Domino‘s Facebook to find posts that need attention – which is on average less than
3% of total volume. Before it began using Astute Social, Domino‘s agents manually sorted through social
media posts to weed out the other 97%, a time-intensive and inefficient exercise.
―Faster interaction means higher praise from our customers,‖
Astute social has helped them get higher praise from the customer because of the faster interaction. Astute
social and the domino‘s tool; e-power centre is working hand-in-hand. Both the tools efficiency saved a
lot of time and made dominos more efficient in the contact centre. Customer handling time is reduced by
53% and 128% increase in social traffic is handled. Online cases are handled in less than 5 minutes
instead of 15 minutes.
Overall result anaylysis and reach
Criticism turns influential
Celebrity influencers who can have a huge impact on the brand are Gayle King (887K Twitter followers),
Suze Orman (1.57M Twitter followers) and Miley Cyrus (19.3M Twitter followers) have tweeted about
Domino‘s. Astute Social intercepted the conversation in each case, responding quickly to turn these critics
into high profile social media endorsers.
The criticisms were turned into high profile social media endorsers by astute social. According to statics
97% of cases on social media were not relevant to dominos. Astute helped to filter 3% that mattered and
concentrate on that percentage.
Astute social has helped dominos in becoming a faster, quicker and speeder brand that it is today.
Campaign result
Though dominos was a big brand and managed well, customer relationship management was also well
addressed, but when a brand like this is handled by customer (customer managed relationship) it brought
in a lot of more publicity and more consumers for the product itself. Today is the era of customer
managed relationship where each customer is the ambassador for the brand he is consuming. His views,
reviews and feedback matters a lot because world has shrunk in to a small global village where we have
access to the globe in our palm.
4. MAGGI
Once the Maggi ban was announced the entire media and social media went buzzing about the issue. On
5th June the global head of Maggi decided to withdraw all the Maggi from the stores. Earlier the tone of
the brand was dismissive‘ and ‗defensive‘ on social media and now they have changed it. Even on the day
when the ban was announced the Facebook page of Maggi took efforts to reply back to each and every
query, issue and concern.
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About the campaign
Maggi is a brand by nestle and liked, consumed by the entire country. When the ban was put on the brand;
where one section of people were scared to consume the product there was another section who was
missing Maggi and waiting for it to come back in the market. During this period we saw a lot of support
on social media for Maggi and how they were missing the product. This is how Maggi gained its
popularity by always being in news and more than the company managing the brand; customers were
managing the entire brand. Meanwhile on social media nestle also was putting up their safety measures,
packaging techniques and rigorous approaches taken towards the product. Customer managed relationship
is a new rage today where a brand getting good testimonial, review and feedback about the product in an
open social media forum. Maggi survived its hard time with all the customer support and came back in
the market with more excitement, thrill and enthusiasm in the eyes of the consumer.
There is also a Facebook page titled ‗We Support Maggi‘ made by the diehard fans and they refuse to
believe that their favourite Maggi is unsafe for consumption. In spite of the ban, there are reports that,
Maggi is now available in the black market, a single packet of Maggi (Rs.10) are being sold for Rs 102.
Overall result analysis and reach

*Maggie hashtag on facebook campaign
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V.

CONCLUSION OF THE STUDY

Brands form an integral part of customer lives. Every single product used by a customer by all means is
branded. They no longer wait for a product analysis to come from an expert. Customers are the Kings
these days and marketers take immense effort and care in designing a product that exclusively suits a
customer. Along with the advent of social media, customer‘s choices are also wide and so is the
participation from the brands on a global market. Social media has created a great platform for likeminded customers to meet, to like, to share and to review a product. Customers have shifted their base
from the traditional way of purchase behaviour. First-hand information about a product and a brand is
readily available anytime online. Customers‘ experience with the brand has come a long way in
influencing the decision process. With the rise in the use of social media by the customers, brands have
adopted innovative ways of promotions using the social media. There is active participation with likeminded customers‘ globally using a common forum. Everything appears to be in just a click away for
customers, hence their search is reduced. Customers give a clue to the firms / manufacturers on how to
improve the existing products. The firms in turn get to know the changing trends of their customers and
produce products that satisfies customers‘ needs. Social media provides quick solutions for both the
brands and the customers. Customers indulge in direct conversation about the brands and they are
reviewed more directly and openly. Social media helps to include innovative marketing strategies in the
promotions of a brand. Popular social media campaigns including ‗Come back Maggie‘, ‗Mc Donalds‘,
‗Kitkat‘ and Maybelline are few classic examples that has reached to millions of customers at the same
time. These case studies also provide an aid that showcases the customers‘ changing interests of products
and how the marketers have also helped sustain the essence of branding as well. Customers are seen to
manage their preferences in choosing their brands and hence the firms are left with little or no option but
to provide what the customer demands. The gradual shift of customer relationship management to
customer managed relationship of a particular brand was evident with the case studies that was referred in
the earlier chapters. These campaigns have created a stir amongst the social media sites and active
participation amongst millions of users was seen at the same time. Even with having a restricted time
frame, these campaigns were seen to prove a point that
 Customers are seen to be connected on a common platform
 Marketers design products that meet the expectations of every customer
 Customers demand immediate attention in a product of his choice
 Customers are made to feel very privileged and have become the rulers in managing brands and
products.
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Abstract
Service quality is a competitive weapon in the banking industry .Retention of customer is the ultimate aim
of any banking sector. Therefore, it is necessary for banks to continuously assess and reassess how
customers perceive the services, what are the new and emerging customer expectations and how they can
be satisfied on an ongoing basis. In this study, SERVQUAL is used primarily but in different form. It is
modified to suit the research requirements. The present study makes a systematic attempt to investigate
the service quality issues from the two groups of banks operating in city of Chennai i.e. New Generation
Banks and Foreign banks have been compared with respect to different seven factors of service quality
namely Physical Aspects, Responsiveness, Credibility, Security, Competence, Empathy and Accessibility.
It shows the differences in the quality of services offered by banks.
I.

INTRODUCTION

New Generation banks are not just banks involved in implementing a new strategy for the sake of
survival. It has made a strong presence in rewarding business area in the country because of technology
up gradation. The main aim of this bank is to create a paradigm shift to overcome the ever changing
market requirements and customer preferences, by this way they organise the internal and external
activities by considering the traditional human values and modern technology. The strategies adopted by
the new generation private banks are more in tune with those of foreign banks by utilising high-end
technology. The banks that provide banking services are ICICI, IndusInd bank, Kodak Mahindra Bank,
HDFC, Axis, Yes bank and Development credit banks.
Foreign banks now constitute the largest segment of scheduled commercial banks in the country.
According to Reserve Bank of India data, there are 43 foreign banks operating in India Out of which 29
banks operating in Chennai. After the entry of foreign banks in India, even the private sector banks have
become competitive in nature and have attempted to improve their service quality to customers.
II.

STATEMENT OF THE PROBLEM

With the entry of new generation private banks and the expansion of operations of foreign banks, the
banking sector has become too competitive. The challenge for banks is to lower costs, increase efficiency,
improving quality of service and increase customer satisfaction. To deal with emerging situations,
bankers have to shed a lot of old ideas, change in practices, develop customer loyalty programmes and
adopt a distinct approach to meet the challenges ahead. In the quest to improve its services, retain and
attract customers both banks has introduced latest technology and latest banking practices to India .Their
contribution is significant in terms of making the Indian banking system more competitive and efficient.
The strategies adopted by the incipient generation private banks are more in tune with those of foreign
banks, where emphasis is given to establishing superior benchmarks of efficiency, fixating on niche
customers, providing impressive customer accommodation and establishing operating efficiencies by
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utilizing high-end technology. These efforts of banks aim at bringing satisfaction to the customers. As a
result, these banks are able to provide diversified products to suit to the multifaceted requirements of
different kinds of customers. Hence the present study makes a systematic attempt to investigate the
service quality issues from the two groups of banks operating in city of Chennai i.e. New Generation
Banks and Foreign banks have been compared with respect to different seven factors of service quality
III.

REVIEW OF LITERATURE

Dharmalingam, K.Senthil and Dr.K.V.Kannan (2012) examined to identify and evaluate the gap existing
between expected and perceived services and the areas that need to be improved to deliver superior
quality of service in selected new private sector banks. Service quality dimensions like Tangibility,
Reliability, Responsiveness, assurance, Empathy, access, security, price and product variety were
considered for customer service quality expectations and perception.8 hypotheses were taken for the study
and a sample of 780 respondents were selected and paired t-test measurement results indicates that
customer‘s highest expectation are in the security and accessibility dimensions and customer‘s lowest
expectations in responsiveness dimensions, largest service gap exists in reliability, price and product
variety and smallest service gap exists in empathy and tangible dimensions.
Reena Roy, Dr.P. Vaijayanthi and K.A. Shreenivasan (2011) carried out a survey about Service Quality
gap of Foreign Banks in India using PZB service quality model. The gap between the services expected
by customers and the actual services provided by foreign banks were analyzed with parameters such as
Need analysis, Service features, Infrastructure and behavior of Bank personnel. They also found out
services gap at 3 levels and expect the bank to concentrate on adding features like locker facilities,
insurance facilities, ATM facility at convenient locations, courteous customer treatment and prompt
service with quality information and Safe online banking.
IV.

OBJECTIVES OF THE STUDY

To study the perception of customers for service quality of two groups of banks i.e. New
Generation private sector banks and Foreign Banks and to judge the similarity or differences in the
perceptions for the two groups of banks.
V.

RESEARCH METHODOLOGY

The sample for this survey consisted of customers of two categories of banks viz New Generation private
sector banks and Foreign Banks of Chennai. The sampling procedure used for the study was Stratified
random sampling. Data have been collected using the ‗personal- contact‘ approach. Questionnaires have
been distributed to the customers and they have been asked to give their perception of the level of service
quality delivered by the banks on a five-point Likert scale ranging from 1-indicating very poor and 5indicating very Good. Total of 50 persons are surveyed in the Chennai city having bank accounts in
various types of banks.
VI.

STATISTICAL TOOLS

The differences between the two groups of banks with respect to service quality delivered to the
customers have been found by using Chi-Square.

49

SYNDICATE - The Journal of Management
Volume 16, March 2016, ISSN 2278-8247

VII.

DATA ANALYSIS

The SERVQUAL model is used to assess the Customer‘s perceptions regarding service quality of New
Generation banks and foreign banks in Chennai.
I Profile of the respondents
Table-1

Gender

No. of respondents

Percentage

Male

36

72

Female

14

28

Total

50

100

Nature of Account

No. of respondents

Percentage

Savings A/c

21

42

Current A/c

9

18

Salary A/c

20

40

Total

50

100

Period

No. of respondents

Percentage

Less than 1 Year

5

10

1-5 Yrs

33

66

Above 5 Yrs

12

24

Total

50

100

 It is clear from the above findings that out of 50 respondents 72% are males and the remaining
28% constitute the female age group people.
 It is observed from the above table that 42% of the respondents are having savings bank A/c and
18% of the respondents have opened current A/c and the remaining 40% of the respondents have
got salary A/c. It is Known that majority of the customers are maintained savings and salary A/c.
 The findings are inferred from the table 1 that 66% of the respondents occupy the major role.
Their operation period lies between 1 and 5 years, 24% of the respondents have maintained their
accounts for more than 5 years and 10% of the respondents have maintained the account less than
1 year.
II Discrimination in the two types of banks with respect to customer perceived service quality
The two groups of banks have been compared from the customers‘ view of service quality. In order to
accomplish comparison, the following hypotheses have been tested
There is no significant difference between the new generation banks and foreign banks in terms of service
quality with respect to Physical Aspects (H1), Responsiveness (H2), Credibility (H3), Security (H4),
Competence (H5), Empathy (H6) and Accessibility (H7)
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Table-2 Perception of the respondents regarding various Service Quality Factors
Factors

New
Generation
Banks

Perception of the
Customers

Foreign
Banks

Total

Physical Aspects

very poor/poor

0

0

0

1) Well equipped with up-to-date facilities
and furniture

Moderate

3

4

7

Very Good/Good

27

16

43

Total

30

20

50

2) Neat and professional Appearance
3) Visually
Information

appealing

material

and

p value

0.318116

Critical value

5.991465

chi square

0.996678
Result: There is no significant difference between two
groups of banks with respect to Physical Aspects

Do not reject the null hypothesis

Perception of the
Customers

Responsiveness

1) Informed about when
services will be performed

the

New Generation
Banks

Foreign
Banks

Total

very poor/poor

1

3

4

Moderate

5

7

12

Very Good/Good

24

10

34

Total

30

20

50

2) Prompt service to customers
3) Quick and timely responses to
customers‘ request
Critical Value

5.991465

chi –square Test

5.310458

P value

0.070283

Result: There is no significant difference
between the two groups with respect to
Responsiveness (Promptness in Service)

Do not reject the null hypothesis

New
Generation
Banks

Foreign
Banks

Total

very poor/poor

1

1

2

1) Promised services at the promised time

Moderate

9

6

15

2) Error free records

Very Good/Good

20

13

33

Credibility

Perception of the
Customers
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3) Bank staffs are dependable for the
customer service
Critical value

5.991465

Chi-Square

0.088384

Total

30

20

50

0.95677

P value

Do not reject the Null hypothesis

Result: There is no significant difference between two
groups of banks with regard to credibility

New
Generation
Banks

Foreign
Banks

Total

very poor/poor

0

1

1

1) Safety and security of transactions

Moderate

1

5

6

2) Protects the customers‘ personal and
financial information

Very Good/Good

29

14

43

3) Maintaining the privacy of customers

Total

30

20

50

New
Generation
Banks

Foreign
Banks

Total

very poor/poor

2

5

7

Moderate

10

5

15

Very Good/Good

18

10

28

Total

30

20

50

Security and Privacy

p value

Perception of the
Customers

0.027506

Critical value

5.991465

Competence

Perception of the
Customers

1) Bank staffs handle any problems related
to transaction
2) Bank staff have the knowledge to answer
queries
3) Competent in providing advice on
deposits, Investment etc.
chi-square Test

3.373016

Result:

p value

0.185165

Critical Value

5.991465

There is no significant difference between two groups with
regard to Competence (Knowledge and Responsiveness)

Do not reject the null hypothesis
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New
Generation
Banks

Foreign
Banks

Total

very poor/poor

3

3

6

Moderate

8

10

18

Very Good/Good

19

7

26

Total

30

20

50

Empathy

Perception of the
Customers

1) Bank staffs handle any problems related to
transaction
2) Bank staff have the knowledge to answer
queries
3) Competent in providing advice on
deposits, Investment etc.
Critical Value

5.991465

Chi- square Test

3.917379

P value

0.141043

Do not reject the null hypothesis

Result:
The Perceptions about the Empathy for all the two
groups of bank are significantly different.

Accessibility

Perception of the
Customers

1) Bank staffs are easily approachable for
their problems
2) Bank ATM and other facilities
3) Branch
locations

offices at

the convenient

Chi-Square Test

6.699346

P value

0.035096

Critical Value

5.991465

Reject the null hypothesis

New
Generation
Banks

Foreign
Banks

Total

very poor/poor

1

5

6

Moderate

5

5

10

Very Good/Good

24

10

34

Total

30

20

50

Result:
There is significant difference between two groups of
bank with regard to Accessibility
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SUMMARY
S.No

Factors of service Quality

Result of Chi-Square

1

PHYSICAL ASPECTS

Accepted

2

CREDIBILITY

Accepted

3

RESPONSIVENESS

Accepted

4

SECURITY AND PRIVACY

Rejected

5

COMPETENCE

Accepted

6

EMPATHY

Accepted

7

ACCESSIBILITY

Rejected

The values of Table-2 are calculated at 5% level of significance.
The Findings of Table-2 reveal that the two groups of banks i.e. New Generation Banks and Foreign
banks seem too same in the level of service quality they deliver to their customers except in the factors of
Security and Accessibility.
VIII.

CONCLUSION

In any service organization the quality of rendering service is considered as an important element in order
to meet the specific requirements of the customer. Customer value is an asset to any organization. The
success of the bank mainly depends upon the customer satisfaction. Hence in order to maintain the
customer, the bank provides good quality of service and making it available at the right time for the
customers. Modern technology and innovation are required in every aspect of banking system. From the
overall analysis it is quite clear that the perception level of customers in relation to banking services
provided by new generation banks and foreign banks in Chennai is very high.
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Abstract

In the era of globalization of market economy, hyper-competition, and uncertainty of rapidly changing
environment the success of an organization depends on how to balance top-down control with bottom-up
empowerment in to-day’s knowledge based economy, decentralized decision making is likely to play a
significant role. The toughest challenging confronting today’s managers is the design of decentralized
system and process of managing the equilibrium between empowerment and control. This challenge can
bring out the difference between organization who have succeeded and those which fail. Thus
empowerment is emerging as one of the most familiar business buzzword.
With a view of maximizing the rate of employee empowerment, it was felt that a detailed study should be
undertaken in AAPL such a study, it is firmly believed, will help to establish a conductive working
environment so that employees will be loyal to the organization and contribute maximum to profitability
of the organization. Every employee need to be empowered people in the organization. People are
working not only for recognition they want to be a participant of every organization activity.
I.

INTRODUCTION

Empowered employees believe that they are competent and valued, that their jobs have meaning and
impact, and that they opportunities to use their talents. Empowered employees are energetic and
passionate as empowerment enhances their intrinsic work motivation by positively influencing impact,
competence, meaningfulness and choice. In this research we are going to find out how AAPL people are
empowered.
Empowerments is the process of enabling or authorizing an individual to think, behave, take action, and
control work and decision making in autonomous ways. It is the state of feeling self-empowered to take
control of one‘s own destiny.
Employee empowerment is a term used to express the ways in which non managerial staff can make
autonomous decisions without consulting a boss. These self-willed decisions can be small upon the
degree of power with which the company wishes to invest employees. Employee empowerment can begin
with training and converting a whole company to an empowerment model. Conversely it may merely
mean giving employees the ability to make some decisions on their own.
II.

OBJECTIVES OF THE STUDY

Primary objectives
To identify the empowerment level.
Secondary objectives:
 To evaluate effectiveness of the participative training program.
 To determine the level of satisfaction of the salary structure.
 To analyse whether the employees are satisfied with the current working environment.
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 To identify the flexible schedule that suits the employees.
 To review the promotional opportunity followed in the organization.
 To evaluate the effectiveness of redressal grievance of employees.
III.

RESEARCH DESIGN:

A research design is the specification of methods and procedure for acquiring the information needed to
structure or to solve problems and it is a plan and strategy of investigation conceived so as to obtain
answers to research questions and to control variances. In this study, the researcher as used a descriptive
research design for laying strong foundations of a good research design, which will help to satisfy the
research objectives. The primary data are generated through questionnaire; the data collected by
questionnaire method are reliable and accurate. Survey of secondary data bank of the company and the
external secondary data is taken from source such magazines, newspapers, journals, etc., the internal
secondary data was obtained with the intention of getting various updated and reliable data.
Descriptive research design:
The descriptive study so typically concerned with determining frequency with which something occurs of
how the variable varies together. It required a clear specification.
IV.

DATA COLLECTION METHOD

primary data collection:
The following methods are used for the collections of primary data. The statistical data can be collected
by conducting a survey in questionnaire method. In this case, the data collected is called primary data.
Under this method the researcher has to meet the individuals personally to get information it is essential
that investigator should be tactful in getting the information from individuals. But this method is
applicable only when the field of enquiry is limited.
opinion surveys:
Opinion survey may be conducted at regular intervals to find out the views of the employees. Such
surveys help to the feeling, reaction and sentiments of the employees. The management can make note of
the negatives remarks of the employees to certain policy decision and take suitable corrective actions
before take the form of grievances.
secondary data collection:
Secondary source like company record were also used for collecting the details of the universe.
universe:
The present research study includes all the 50 executives of various departments of Asean Aromatics
private limited.
RECORD MAINTENANCE:
Complaint boxes:
Another way of knowing data of the employee is to require them to drop their written complaints in the
complaint boxes kept in the work place. The employee may not be requiring writing their names in the
complaint letters so that they can express their grievances freely.
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V.

SCOPE OF THE STUDY:

The study focuses on identifying empowerment level. The scope of the study has been extended to all the
departments in the organization. The survey of this nature depends on the employees for their views.
To obtain the opinion of the employees, identifying the limitations and suggesting various possible
measures to maintain the empowerment level in the organization to the extent possible.
VI.

DATA ANALYSIS TOOLS:

The data collected from the respondent were analyzed using various statistical questions.
They are as follows:
percentage method:
Percentage is used to make comparisons between two or more series of data; percentages are used
to describe relationships. It can also be used to compare the relative terms, the distributions are two or
more series data. To enable the researcher to show the exact results analyzed a graphical representation of
the number and percentage of the respondents has been included using graphs like bar diagram, pie
diagram, cylinder, cone and pyramid.
VII.

LIMITATIONS OF THE STUDY:

 The study is restricted within the company.
 The sample size is also restricted to 100
 The data was collected from the employees through questionnaire during Feb 2010.
 The result obtained in this study cannot be generalized in all times in all the areas and among all the
employees of Asean Aromatics private limited.

VIII.

ANALYSIS AND INTERPRETATION
TABLE 1: Age of employees:
SL. NO

OPTIONS

NO. OF EMPLOYEES

PERCENTAGE

1

Under 25

14

28

2

26-35

22

44

3

36-45

10

20

4

Above 45

4

8

50

100

TOTAL

Table 1 shows the age of employees working in this enterprise, A sum of 28% of employees comes under
the age of 25 years, 44% of employees come under the age of 26-35 years, 20% of employees come under
the age of 36-45 years, and the remaining 8% of employees comes under the age of above 45 years.
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50
40
30

no.of
employees

20

percentage

10
0
under
25

26-35

36-45

above
45

1

2

3

4

TABLE-2

Gender of the employees:

SL.NO

OPTIONS

NO.OF EMPLOYEES

PERCENTAGE

1

Male

32

64

2

Female

18

36

50

100

TOTAL

Table 2 showing the gender of employees working in this enterprise, our total employees a sum of 64% of
employees are male, and the remaining 36% of employees are female.
TABLE – 3

Types of employee:

SL.NO

OPTIONS

NO.OF
EMPLOYEES

PERCENTAGE

1

Permanent

30

60

2

Temporary

20

42

50

100

TOTAL

Table 3 shows the type of employees working in this enterprise, A sum of 60% of employees are
permanent, and the remaining 40% of employees are temporarily employed.
70
60
50
40
30
20
10
0

1 Permanent
2 Temporary

EMPLOYEES
NO.OF

PERCENTAGE
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25
20
15
10
PERCENTAGE

800110,000

2

60018000

1

40016000

0
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than
2000
20014000

5

3

4

5

NO. OF
EMPLOYEES

TABLE-4 Opportunities to improve skills and knowledge:
SL.NO

OPTIONS

NO. OF EMPLOYEES

PERCENTAG
E

1

No

14

28

2

Mostly no

20

40

3

Not sure or
uncertain

12

24

4

Mostly yes

4

8

5

Yes

0

0

50

100

TOTAL

Table 4 shows the opportunities to improve employee‘s skills and knowledge in the organization of this
enterprise, 28% of employees are saying had not yet received any skills and knowledge, 40% of
employees are choosing mostly no, 24% of employees are suggesting not sure are uncertain, only 8% of
employees says that there are opportunities to improve skills and knowledge.
40
30
20
10

Yes
5

Not sure or
uncertain
3

No
1

0

NO. OF
EMPLOYEES

NO. OF
EMPLOYEES
PERCENTAGE
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TABLE-5

Managed by your superior:

SL.NO

OPTIONS

NO.
EMPLOYEES

1

No

20

40

2

Mostly no

8

16

3

Not
sure
uncertain

8

16

4

Mostly yes

14

28

5

Yes

0

0

50

100

or

TOTAL

OF PERCENTAGE

Table 5 shows about their superior managing the employees in the organization of this enterprise, 40% of
employees are saying they are not well managed by their superior, 16% of employees are choosing mostly
no, 16% of employees are choosing mostly no, 16% of employees are suggesting not sure or uncertain,
and the remaining 28% of employees says that they are well managed by their superior.
NO. OF EMPLOYEES

1 No
2 Mostly no
3 Not sure or uncertain
4 Mostly yes
5 Yes

TABLE-6 Receive enough information and knowledge to make decision:
SL.NO

OPTIONS

NO.
EMPLOYEES

1
2
3
4
5
TOTAL

No
Mostly no
Not sure or uncertain
Mostly yes
Yes

14
6
14
16
0
50

OF PERCENTAGE
28
12
28
32
0
100

Table 6 shows about receiving enough information and knowledge to make decisions in the organization
of this enterprise, 28% of employees are saying that they are not receiving information to make decision,
12% of employees are choosing mostly not receiving, 28% of employees are suggesting not sure or
uncertain, and the remaining 32% of employees that they receiving information.
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TABLE-7

Leader makes operative teams‘ decisions:

SL.NO
1

OPTIONS
No

NO. OF EMPLOYEES
0

PERCENTAGE
0

2

Mostly no

12

24

3

Not sure or uncertain

22

44

4

Mostly yes

4

8

5

Yes

12

24

50

100

TOTAL

Table 7 shows about making operative team decisions in the organization of this enterprise, only 8% of
employees are choosing mostly no, but 44% of employees are suggesting not sure or uncertain, and the
remaining 24% of employees accepts that their company doing operative team decisions.
NO. OF EMPLOYEES

1 No
2 Mostly no
3 Not sure or uncertain
4 Mostly yes
5 Yes
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TABLE – 8

Relationship and communication:

SL.NO

OPTIONS

NO. OF
EMPLOYEES

PERCENTAGE

1

No

8

16

2

Mostly no

10

20

3

Not sure or uncertain

2

4

4

Mostly yes

12

24

5

Yes

18

36

50

100

TOTAL

Table 8 shows about their relationship and communication in the organization of this enterprise, A sum of
16% of employees are saying that they have no cordial relationship and communication, 20% of
employees are choosing mostly not having , 4% of employees are suggesting not sure or uncertain, 24%
of employees are responding to mostly we having good relationship and communication, and the
remaining 36% of employees accepts that they have cordial relationship and communication.

TABLE – 9
SL.NO

Sense of ownership:

OPTIONS

NO. OF
EMPLOYEES

PERCENTAGE

1

Strongly agree

0

0

2

Agree

0

0

3

Neither agree nor
disagree

12

24

4

Strongly disagree

20

40

5

Disagree

18

36

50

100

TOTAL

Table 9 shows whether they feel sense of ownership, not even a single employees agrees that they feels
sense of ownership, A sum of 24% of employees chooses neither agree nor disagree, 40% of employees
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Disagree

2

Strongly
disagree
Neither
agree
Agree

1

3

4

5

suggested strongly disagree, and the remaining 36% of employees said that they not feel sense of
ownership.

Strongly
agree

PERCENTAGE
NO. OF
EMPLOYEES

0

TABLE – 10

20

40

60

Employees potential to achieve organizational goal:

SL.NO OPTIONS NO.
OF PERCENTAGE
EMPLOYEES
1

0%

0

0

2

20%

0

0

3

40%

4

8

4

60%

12

24

5

80%

14

28

6

100%

20

40

50

100

TOTAL

Table 10 shows that how far they using employees potential to achieve organizational goal of this
enterprise, A sum of 8% of employees chooses 40% that their company uses employee‘s potential to
achieve organizational goal, 24% of employees selected 60%, 28% of employees suggested 80%, and the
remaining 40% of employees responds 100% that their company uses company achieve organizational
goal.
TABLE – 11

Responsibility of employees:

SL.NO

OPTIONS

NO.OF
EMPLOYEES

PERCENTAGE

1

Yes

8

16

2

Yes, after
Approval

3

No

seeking 20

40

22

44

50

100

TOTAL
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Table 11 shows that their rights to responsibility of employees of this enterprise, 16% of employees
said yes, 40% of employees suggest yes, after seeking approval, and 44% of employees chooses that they
wont do.

3

No
Approval

2

NO.OF EMPLOYEES
PERCENTAGE

Yes, after seeking
1

Yes
0

TABLE – 12

20

40

60

80

Entire activities of organization:

SL.NO

OPTIONS

NO.OF
EMPLOYEES

PERCENTAGE

1

Yes

30

60

2

No

20

40

50

100

TOTAL

Table 12 shows that the employees know about their entire organization of the enterprise, A sum of 60%
of employees says that they know entire activities of organization, and the remaining 40% of the
employees says that they doesn‘t knows.
60
50
40
30
20
10
0

1 Yes
2 No

PERCENTA
GE

NO.OF
EMPLOYEE
S

FINDINGS

2 No
1 Yes

1. In the organization, most of the employees are of the age of group 26-35 years, 28% are of
the
age group under 25 years, 20% are of the age group 36-45 years, and only 8% of employees comes
under the age group of 51-60 years.
2. In the organization, sums of 64% of the employees are male and the remaining 36% are female.
3. In the organization, a sum of 60% of the employees working as a permanent and the remaining 40%
are temporary.
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4. In the organization, a sum of 28% of the employee are working more than 12 years, 20% are of 3<6
years, 12% are of 6<12 years and not even a single employees working less than 3 years.
5. In the organization, a sum of 24% of the respondents are of permanent employees receiving Rs.60018000, 16% are of Rs.4001-6000, 12% are of Rs.2001-4000, 8% are of Rs.8001-10000 and not even a
single permanent employee receive less than Rs.2000.
6. In the organization, a sum of 16% of the respondents are of temporary employees receiving less than
Rs.2000, 12% are of Rs.2001-4000, 12% are of Rs.4001-6000, 0% are of Rs.6001-8000 and not even
a single employee receive Rs.8001-10000.
7. In the organization, a sum of 40% of the respondents said mostly no to improve their skills and
knowledge, 28% of the employees said not yet any opportunities to improve skills and knowledge,
24% are of not sure (or) uncertain, and only 8% of employees said there is little bit opportunities to
improve skills and knowledge.
8. In the organization, a sum of 40% of the respondents said that they are not well managed, 28% are of
mostly yes, 16% are of mostly no, 16% are of not sure (or) uncertain and not even a single employees
accepts that they are well managed.
9. In the organization, a sum of 32% of the respondents accepts that their receiving information to make
decision from higher official, 28% of employee said they are not receiving information, 28% are of
not sure (or) uncertain, 12% of the employees are little bit accepts that they receiving enough
information.
10. In the organization, a sum of 44% of the respondents said not sure (or) uncertain that their leader
make operative team decisions, 24% of employees not accepts, 24% of employees accepts that their
leader make a operative decision, and only 8% of employees are mostly accepts that their leaders
make operative decisions.
11. In the organization, a sum of 36% of the respondents accepts that their communication and
relationship are cordial, 24% of employees mostly accept, 20% of employees mostly not accept, 16%
of employees not accepts about their relationship, and only 4% are of not sure (or) uncertain.
12. In the organization, a sum of 80% of the respondents said not sure (or) uncertain that their leader set
right direction to achieve goal, 12% are of no, 8% are of mostly accepts that their leader set right
direction to achieve goal.
13. In the organization, a sum of 60% of the respondents said not sure (or) uncertain about their
suggestions, challenges and change, 32% are of mostly not accepts, not even a single employee
accepts about their suggestions, challenges and changes.
14. In the organization, a sum of 56% of the respondents accepts that power and control are widely
shared, and the remaining 44% of employees not accepts.
15. In the organization, a sum of 80% of the respondents accepts that their jobs recognized, and the
remaining 20% of the employees not accepts that their jobs are not recognized.
16. In the organization, a sum of 52% of the respondents accepts that they are encouraged to take
initiative, and the remaining 48% of the employees not accepts.
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17. In the organization, a sum of 40% of the respondents disagree that they feels sense of ownership,
36% of employees are strongly disagree, 24% of employee are neither agrees nor disagrees.
18. In the organization, a sum of 40% of the respondents said 100% that they use their potential to
achieve their organizational goal, 28% are of 80%, 24% are of 60%, 8% are of 40%, and the
remaining 0% are of 20% and 0%.
19. In the organization, a sum of 16% of the respondents suggest yes that customer approach you to
complete the project, 40% are of yes, after seeking approval, and 44% of employees said that they
won‘t accepts.
20. In the organization, a sum of 60% of the respondents knows the entire work of the organization, and
the remaining 40% of employees said that they don‘t know the entire activities of the organization.
SUGGESTIONS
 To keep better relationship with top – lower level management.
 Should improve their standard of living.
 The management should take decisions regarding their work after discussing with them.
 Management should give some incentives to motivate employees.

IX.

CONCLUSION

After so much of research about the study on the ―EMPLOYEE EMPOWERMENT of AAPL at Chennai
we find that the employees needs perfect communication between top – lower level management, lack of
two – way communication is the main de-merits of this organization. The de -merits should be rectified.
The whole company is also doing well and they are also innovative.
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Abstract
The recent innovations in the sector of telecommunications and proliferation of mobile phones,
has not only changed the way people used to live, but it also has created a new channel for delivery of
services. One such new technology that has enabled is development of mobile banking, a new method for
accessing the services of banking; where a customer uses a mobile phone or a personal digital assistant to
interact with the bank and has significantly impacted on the customer service aspects and the bank‘s
operational efficiency. This enhancement of service quality by the new delivery channel for customer
services have become an indispensable competitive strategy for most of the banks operating in India. Yet,
the success of Indian mobile banking is relatively slow, when compared to the developed countries of the
world. This study is to understand the different barriers regarding the Indian mobile banking services.
Key words: Customer Services, Delivery Channel, Mobile Banking, Mobile Smart Phones.
I.

INTRODUCTION

In the first decade of this century, the spread of mobile technology is one of the most remarkable
achievements across the globe. The Mobile phones have been used as an important tool for the consumers
for various functions such as banking, budgeting, payments and shopping. The advanced revolution in
mobile technology has changed the face of our society, where all information is accessed by the evergrowing people in all the countries. The sector of Mobile banking has been indeed growing at a blistering
pace in most of the developed and even in many developing countries across and around the world. It is a
huge challenge for the banks', IT departments, Mobile Application Developers, and Wireless Network
Service Providers to address jointly regarding the security of financial transactions, being executed from
some remote location and the same is transmitted over the air.
The other big challenge is that different people use different mobile phone devices and the banks have to
offer only one type of mobile banking solution on all types of device through some support Java ME,
WAP browser, or SIM application toolkit. Similarly, another challenge for banks to scale-up
infrastructure for mobile banking is to ensure that the systems are running in 24 hours 365 days, so that
they can handle the exponential growth in the customer base. With mobile banking in operation the
customer can do any transaction sitting in any corner of the world. Hence it is mandatory for the banks to
meet the performance and reliability expectations of the customers.
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Mobile Banking Sector in India
India being the second largest country with regard to population, has the highest potential for expanding
mobile banking services as it is still in the developing stage and hence there is great scope for
development. In 2015, the ratio of penetration is one of the highest in mobile phones across the world by
India, as more than 85% of Indian population is expected to use their mobile phones. This projection is
creating a dramatic impact on our social evolution; hence, for all banks operating in India, the mobile
banking continues to be a focus area. It has become a new way to increase the customer engagement in
most of the urban areas, and at the same time to reach out to new customers in rural regions. Significantly,
the field of mobile banking in its introductory stage started in the year 2005-2006, with the introduction
of mobile alerts for transactions in the form of short message services (SMS). By the year 2008, Reserve
Bank of India (RBI) issued guidelines for mobile banking and MTNL (Mahanagar Telephone Nigam
Ltd.) launched 3G in India. How-ever, the first mobile banking service transactions were offered by ICICI
bank in 2008. The IMPS (Immediate Payment Service (IMPS) was launched in 2010-2011 which is an
instant interbank transaction that can be initiated only through online or mobile phones. During the
financial year 2011-12, Airtel launched Airtel Money and Vodafone and HDFC bank launched m-paisa in
5 metro cities in India. In the next financial year 2012-13. Axis Bank launched its own mobile banking
service for money transfer and other financial transactions. According to the RBI report published in
2014, there are approximately 82 banks that are permitted to provide mobile banking services across the
India, as compared to 21 Banks during the year 2010.
II.

OBJECTIVES OF THE STUDY
 To understand the various barriers in the adoption of mobile banking.
 To suggest solutions by understanding the barriers and its problems.

III.

RATIONALE OF THE STUDY

A number of researchers have indeed done their studies in this area and few of them are reviewed hereby
are; In this study the Diffusion Innovation Theory (DIT) is adopted which was developed by Rogers in
(1983)1 and modified in (2003); as the theory of innovation resistance, aims to explain why most of the
customers resist the innovative methods even though these innovations are considered to be both
necessary and desirable.
Ram and Sheth (1989)2;proposed the innovation resistance theory by summarizing 18 factors into five
barriers namely (a) Image, (b) Risk, (c) Tradition, (d) Value, and (e) Usage barriers.
Wang, Wang, Lin &Tang, (2003)3; Ashta, (2010)4; Mobile banking after its launch in India, has seen
some growth in mobile banking transactions, but still has to go a long way as majority of customers still
preferring to bank in the traditional ways.
Koenig-Lewis et al. (2010)14; in their study indicate that compatibility, perceived usefulness, and risk are
the most significant factors for the adoption of services in mobile-banking.
Vinayagamoorthy and Sankar, (2012)15; in their paper discussed that the transactions such as balance
check, fund transfer, payments etc, are used for executing various banking transactions via mobile
phones.
68

SYNDICATE - The Journal of Management
Volume 16, March 2016, ISSN 2278-8247

Vijay M Kumbhar (2011)16 found that there is a need for telecommunication department and cellular
service providers to cover a wide network coverage in rural and remote areas. The Government should
provide funding to cellular service providers to provide such networks to rural areas.
Matt Davies (2013)17 in his study stated that consumers are gradually accepting mobile banking and
banking industry must assess all options in order to make well- informed decisions and what services
work out best for them and their customers and how effectively to provide these services.
IV.

LIMITATIONS OF THE STUDY
 This study is restricted to Chennai city only.
 The study due to time constraint could not be generalized.

V.
RESEARCH METHODOLOGY
The methodology adopted for this research study is exploratory research. Data was collected through both
primary and secondary sources. Primary data was collected through personal inter action with the
respondents. Secondary source of data include books, journal, internet etc. Both qualitative and
quantitative data was collected through a self administered questionnaire given to the mobile banking
user. The first part of the questionnaire comprises of demographic profile of the respondents relating to 5
items. The second part of the questionnaire is with regard to Barriers on Mobile banking which consists
of 20 items.
The tool adopted for the study is questionnaire and the variables were scaled from 1 to 5 where,
 1 - strongly agree
 2 - agree
 3 - neutral,
 4 - disagree
 5 - strongly disagree
was used in the ranking of the customers. A total of 200 respondents were approached for the purpose of
conducting the survey but 150 completed responses were received and considered for the study.
The demographic profile of the respondents is shown in the table and chart. Adequate data was also
collected through this method to make research projections.
VI.

DATA ANALYSIS
Demographic distribution of respondents

Personal profile
of the
respondents

Gender

Age

Respondents details
No. of respondents

Percentage of respondents

Male

95

63.33

Female

55

36.67

Total

150

100.00

18 – 30 Years

67

44.67
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Educational
Qualification

Occupation

Income

31 – 50 Years

57

38.00

Above 51 Years

26

17.33

Total

150

100.00

Schooling

25

16.67

Graduation

57

38.00

Post – Graduation

68

45.33

Total

150

100.00

Business

39

26.00

Government

31

20.67

Private

41

27.33

Students

23

15.33

others

16

10.67

Total

150

100.00

Below 2.00 Lakhs

31

20.67

2.01 – 5.00 Lakhs

56

37.33

5.01 – 10.00 Lakhs

49

32.67

Above 10.00 Lakhs

14

9.33

Total
150
100.00
Source: Primary data Table 1 Analysis and Interpretation:
1. Out of 150 respondents, majority 95 (63.33%) of respondents are male and 55(36.67%) of
respondents are female.
2. Age group of the respondents: In connection with age wise distribution, majority 44.67% of
respondents of respondents were in the age group of 18-30 years, followed by 38% of
respondents were in the age group of 31-50 years, 17.33% of respondents were in the age group
of above 51 years.
3. Educational Background of the respondents: The educational qualification shows that
45.33% of respondents were post- graduates, 38% of respondents were graduates followed by
16.67% of respondents who have done up to schooling.
4. Occupational profile of the respondents: The study shows that 26% of the respondents were
doing business, 20.67 % of the respondents were employed in Government service and 27.33
were employed in private sector, and 15.33% of respondents were engaged in studies and the
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remaining 10.67 % were in other occupations. This shows that most of the respondents are
employed.
5. Income of the respondents: The above table shows that 20.67 % of the respondents earn a
yearly income of less than 2,00,000 rupees, 37.33% of them earn from Rs. 2,00,000 to Rs.
5,00,000, 32.67% of them earn from Rs. 5,00,000 to Rs. 10,00,000, and 9.33% of them earn
above Rs. 10,00,000.
KMO (Measure of Data Adequacy)
In this research, to examine the appropriateness of data, a popular diagnostic measure known as KMO
(Kaiser-Meyer-Olkin) measure of sampling adequacy is been used. The acceptable measured value of
KMO must be .6 or higher as mentioned by Sharma (1996), and in this research KMO is .661.Hence, it
can be inferred that all the variables in each of the sector belongs together, and therefore it also explains
that the data can be used to run the factor analysis.
Table 2 KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
.661
Bartlett's Test of Sphericity

Approx. Chi-Square
df
Sig.

528.846
190
.000

Principle Component Analysis
The data was further tested by factor analysis and was performed the Principle Component analysis. As
the domains and its variables measurements had been recorded, the primary aim of conducting factor
analysis is to determine whether all the variables were tapped in the same construct and also measuring
them.
Component Matrix
The factor loading helps in understanding the correlation between a variable and the component that has
been extracted from the data. As per the above table which was constructed after performing the data by
extraction method of Principal Component Analysis along the rotation method of Varimax with Kaiser
normalization which is having 9 iterations.
In the first component there is a total of 5 variables with the maximum resulted value of .828 and it is
termed as knowledge component. Knowledge refers to practical or theoretical understanding of the
subject. Since Mobile banking isbecoming a way of life for many consumers, it has become mandatory
for them to have knowledge about mobile banking.
In the second component there are again total 3 variables with the maximum resulted value of .556 and
it is named as security component. As majority of customers are moving away from the branch network,
issues regarding security aspect remain the primary barrier in adoption of mobile banking and therefore it
is necessary for the banks to provide enhanced security capabilities and familiarize them with the banking
transactions.
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In the third component, there are 4 variables with the maximum resulted value of .712 .It is labeled as
Awareness component. Consumer awareness has significant impact on interest to use the new
technology and the banks should educate the customers about these services.
In the fourth component there are three variables with the maximum resulted value of .808 and it is
termed as Social component. Since the friends and relatives are not carrying out any mobile banking
transactions, the individual will not have any interest in using the same.
In the fifth component there are 3 variables with the maximum resulted value of .729. It is labelled as
Personal component. The majority of consumers are anxious about the unauthorized use of their mobile
phones. If they misplace their mobile phones or if their mobile phones are hacked, other people might use
it to make payments through their mobile banking services. Since majority of customers‘ perceived
privacy and security as a critical issue, it is very important for the banks to give a clear orientation on this
issue.
Null – Hypothesis
H0; The dimension determinants exhibit a higher rate of Barriers on Mobile Banking services provided by
the banks among the public in Chennai City.
Further the one sample test was conducted.
Table 3– One Sample test

Knowledge
Security
Awareness
Infrastructure

N
150
150
150
150

Mean
3.65
3.25
1.80
3.47

Std. Dev
1.376
1.356
.955
1.028

Std.
Error
Mean
.112
.111
.078
.084

Social
Personal

150
150

2.45
2.30

1.078
1.246

.088
.102

Dimension

Source: Primary data

t Value
5.817
3.228
-15.383
5.640

P Value
.000^
.000^
.000^
.000^

-6.210
-6.878

.000^
.000^

Note: ^ represents significant at 1% level.

The above table - 8 shows One-sample t test in order to know whether the dimension
determinants exhibit a higher rate of Barriers on Mobile Banking services provided by the banks among
the public in Chennai City. The p values for all the dimensions are below 0.01, and hence we conclude
that the null hypothesis is rejected at 1% level of significance.
Findings
 Most of the respondents feel that they need to learn mobile banking.
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 The security issues related with the safety of the information shared also needs to be
compromised as there is a risk of the information been used by others.
 Most of the users find it difficult to use the services as they are not sure about how to use.
 The Cost of the Smart Mobile phones are high and everyone cannot afford such facility.
 The charges levied by the bankers are also a financial barrier among users.
VII. CONCLUSION
In India, though the mobile penetration rate is relatively very high, the usage of mobile banking services
remains very low because of the large number of barriers in the minds of the users.The banks must
provide customer portal wherein customers opting for mobile users must be taught on the usage of such
services. The security of the customers must be assured with the security keys and other security
technology. The banks must also generate awareness regarding mobile banking that its benefits are used
by more people. Basic mobile banking services must be available for basic mobiles also. The charges for
such services should be minimized by considering cost effectiveness. The unrelated messages sent by the
banks must bestopped and be restricted only with transaction messages. The stakeholders such as the
Government, Regulatory bodies, telecom service providers and mobile phone manufacturers need to make
maximum efforts to penetrate the usage of mobile. Banking from high-end to low-end users and from
metros to the rural areas including the non-banking population and bring them to the financial main
stream for the benefit of all in the society.
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Abstract
In the modern world of 21st century "stress" is termed as "disease of century" as it is believed to cause
more ailments than anything known to modern medicine. "Stress" in occupation is a condition or a feeling
experienced when an employee perceives that "demands placed on him exceed the personal and social
resources he is able to mobilize".
He has a feeling of losing control over events, which is stressful. In the present study analysis of the level
of occupational stress and performance level among public and private sector bank employees. Banking
Industry today is amongst ten most stressful industries, as per ASSOCHEM.
Present research deals with 587 respondents, 300 from Public and 287 from Private sector banks,
collected by non-probability sampling plan. Descriptive research design and survey method was used for
studies.
Research technique used for data collection was through a questionnaire. Statistical tools employed were
Cluster Analysis and ANOVA. Conclusion of the present research was that, while Private sector bank
employees expressed inter-role distance, role expectation conflict and role overload as factors causing
stress, Public sector bank employees showed disagreement towards almost all the factors causing stress.
Keywords
Stress, Occupational stress, Inter-role distance, Role expectation conflict, Role overload, ASSOCHEM
I.

INTRODUCTION

Stress is a term in psychology and biology, borrowed from physics and engineering and first used in the
biological context in the 1930s, which has in more recent decades become commonly used in popular
parlance. It refers to the consequence of the failure of an organism – human or animal – to respond
adequately to mental, emotional or physical demands, whether actual or imagined.
Work - related stress is the response people may have when presented with work demands and pressures
that are not matched to their knowledge and abilities and which challenge their ability to cope. Stress
occurs in a wide range of work circumstances but is often made worse when employees feel they have
little support from supervisors and colleagues and where they have little control over work or how they
can cope with its demands and pressures.
K.W.Morrice says that different individuals have their own unique repertoire of stress symptoms. Always,
however, is first psychological symptom which they feel unable to cope with. Even when they attempt to
conceal this symptom, they may find it difficult to concentrate and think clearly and focus on short rather
long-term outcomes.
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DEFINITIONS OF STRESS
They may withdraw from those work situations which are found to be difficult.
 Lazarus defined stress as a general class of problems which deals with demands taxing the
psychological, social, physiological systems and the responses of these systems.
 Spiel Berger (1971, 1976) pointed out that the terms ―anxiety‖ and ―stress‖ have been used
interchangeably in the literature.
 Stress, like anxiety has been defined as a stimulus, a response, and an intervening state of the
individual‖ (Khubalkar,.2008)
 Lilhare, R. (2008) noted that ―stress is any event in which environmental or internal demands (or
both) tax or exceed the adaptive resources of an individual, social system or tissue system.‖
II.

METHODOLOGY

According to Sidhu (1998), ―Research is a systematic method of exploring, analyzing and
conceptualizing social life in order to extend, correct or verify knowledge aids in the construction of a
theory or in the practice of an art‖. Taking into consideration stress and anxiety experienced by
employees, the topic “Stress and performance level of Bank Employees in public and private
sector”, is taken as a descriptive study.
The methods adopted is confirmed to the 4 basic premises:
a. Collection of Data: Data is prime requisite of an empirical study. Data provides factual information
on conceptual constructs.
Table 1: Research Plan
Research Design
Descriptive
Research Method
Used Survey
Research Techniques Used
Questionnaire
Data Collection
From employees of public and private sector banks
Sampling Plan
Non probability sampling
No. of samples collected
587
Statistical test used
Analysis of Variance-ANOVA
III.

RESEARCH DESIGN

A research design is the overall plan or programme of research. It is the general blueprint for the
collection, measurement and analysis of data.
b. Locale of Study: The present study was conducted in Bengaluru of Karnataka State.
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c. Selection of Sample: In any social science research, it is necessary that there should be some practical
and scientifically acceptable means of ‗selection of subjects of the research.‘ The selection of such
subjects is achieved through the procedure, which is called ‗sampling‘.

d. Selection of Technique and Tool: Tools serve important purpose in empirical research by providing a
good basis to the investigator for collecting scientific data. A meaningful and applicable research needs
valid, reliable, administrable, score able, comparable, interpretable, economical and usable tools to meet
the requirements of the study. The research technique used was a Questionnaire. A questionnaire consists
of a number of questions printed or typed in a definite order.
Recording Scores: The handling of huge data, in multiple functions of interrelated chains, needed careful
recording. The vertices were set with conventions and for conveniences. Demographic table was prepared
to record the scores from questionnaire.
Statistical Treatment: For the present study, cluster analysis and analysis of variance (ANOVA)
statistical methods were used.
IV.

MAJOR OCCUPATIONAL STRESSORS:

Personality and Personal Psychology (P&PP), Inter Role Distance Stress (IRD), Role Stagnation (RS),
Role Expectation Conflict (REC), Role Overload (RO), Personal Inadequacy (PI), Promotion Policies and
Career Growth (PP & CG), Self-Role Distance (SRD), Role Ambiguity (RA),Resource Inadequacy (RIn),
Role Erosion (RE) and Role Isolation (RI). For the present research purpose Personality and Personal
Psychology (P&PP) areas was taken.
PERSONALITY AND PERSONAL PSYCHOLOGY (P&PP):
Each individual faces a unique pattern of adjustive demand. The term personality is used broadly to refer
to all those factors that describe a person‘s propensities to behave in a certain way, his motives and
values, his sensitivities and fears his habits and the like.

Measure
Bank
Gender
Status

Table 2: Demographic Characteristics
Item
No. of Respondents
Public
300
Private
287
Male
397
Female
190
Married
485
Unmarried
102
18-25
0
26-35
134
76
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Age

Annual Income

36-45
46-55
55 & Above
1 – 2 Lakhs
2 – 3 Lakhs
3 – 4 Lakhs
4 – 5 Lakhs
5 Lakhs & Above

325
128
0
125
182
102
119
59

Personality and Personal Psychology What a person is, what he/she thinks and experiences, what virtues
and vices he/she possesses are manifested through his/her behavior and speech. ‗Personality‘ is no single
trait or ‗quality‘ of a person. The entire pattern of behavior points to his/her personality.
The personality of a person is a mirror of his/her whole organized behavior patterns Personality is such an
organized and integrated whole which is not found in the same form in any other person. That is why the
personalities of two persons are different from each other in one way or the other. Because of this
difference, personalities of different persons cannot be classified.
In fact, every person has a particular personality of his own. Personality has its impact on acquisition of
interests and interests disciplined behavior. So it may be said that personality has its impact on behavior.
The various factors selected under this variable were:1.1 - Slow work upsets me.
1.2 - Long queue makes me uncomfortable.
1.3 - Arguments upset me.
1.4 - I hate to be disturbed.
1.5 – I become uneasy in the absence of work.
1.6 - I hesitate to express my feelings.
1.7 - I am dissatisfied with my life.
Public Sector Bank
Table 3: Scores obtained by employees of Public Sector Bank in the first variable (Personality and
personal Psychology)
Scale
Q.No
1.1
1.2
1.3
1.4
1.5
1.6
1.7

No
31
16
07
06
17
26
40

1
No x 1
31
16
07
06
17
26
40

2
No No x 2
93
186
24
48
50
100
48
96
81
162
112
224
122
244

No
72
51
78
96
63
91
90
77

3
No x 3
216
153
234
288
189
273
270

4
No
56
137
117
95
89
58
34

No x 4
224
548
468
380
356
232
136

No
48
72
48
55
50
13
14

5
No x 5
240
360
240
275
250
65
70

Total
897
1125
1049
1045
974
820
760
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Figure 1: Scores of respondents (public sector) for personality and personal psychology factor wise.
The above table shows the scores obtained by individual responses and their multiplication with the
multiplying factor for minimizing the error for the factor Personality & Personal Psychology by public
sector bank employees.
• Response to factor 1.2, 1.3 and 1.4 was similar and indicated that Personality and Personal Psychology
of employees of public sector banks was mostly to get stressed when subjected to delayed services,
arguments or disturbance in their work.
• Response to factor 1.1, 1.5 and 1.6 was similar and largely indicated that the subjects were least
stressed on account of these factors. Subjects were satisfied with work culture and habituated to set
procedures of work ethics.
• Response to factor 1.7 indicated that the subjects were generally satisfied with their achievements in
career and personal life.
PRIVATE SECTOR BANKS:
Table 4: Scores obtained by employees of private sector bank in the first variable (Personality and
personal Psychology)
Q.No
Scale
1.1
1.2
1.3

No

1
No x 1

No

2
No x 2

No

3
No x 3

No

No x 4

No

5
No x 5

31
16
07

31
16
07

93
24
50

186
48
100

72
51
78

216
153
234

56
137
117

224
548
468

48
72
48

240
360
240

78

4

Total
897
1125
1049
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1.4
1.5
1.6
1.7

06
17
26
40

06
17
26
40

48
81
112
122

96
162
224
244

96
63
91
90

288
189
273
270

95
89
58
34

380
356
232
136

55
50
13
14

275
250
65
70

1045
974
820
760

Figure 2: Scores of respondents (private sector) for personality and personal psychology factor wise
The above table shows the scores obtained by individual responses and their multiplication with the
multiplying factor for minimizing the error for the factor Personality & Personal Psychology by private
sector bank employees. Same practice has been followed for generating data and processing through
SPSS to get ANOVA.
• Response to factor 1.2 to 1.5 was similar and indicated that the subjects from private sector banks were
uneasy with delayed services and lack of work.
• Response to all remaining factors i.e. 1.1, 1.3, 1.4, 1.6 and 1.7 was similar and indicated that the subjects
were generally satisfied with their professional as well as personal life.

P
E
R
C
E
N
T
A
G
E

Figure 3: Comparison of public and private sector for personality and personal psychology
(Percentage wise)
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V.

CONCLUSION

• Factor 1.2 contributed to maximum stress in both public and private sector bank employees.
Irrespective of public or private sector the bank employees were uncomfortable in receiving delayed
services contributing maximum to the stress with respect to personality and personal psychology. The
reason for this may be that they were already overburdened with their own work that they did not want to
waste/spend time in queue.
• Factor 1.7 contributed to least stress in public sector bank employees. Public sector bank employees
were satisfied with what they had achieved in their life thus contributing less to stress.
• Factor 1.3 contributed to least in private sector bank employees. Private sector bank employees agreed
with the fact that arguments were regular in nature and thus did not contribute more to their stress.
• Factors 1.1, 1.4, 1.5, 1.6 indicated that the stress levels in both public and private sector bank employees
were similar and employees generally were satisfied with their work cultures and achievements.
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