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From Chief Editors Desk

We are pleased to bring out a Multidisciplinary peer reviewed journal, covering status, issues and new
paradigm in academics, research and development. The forthcoming journal is named as INTERNATIONAL
JOURNAL OF ACADEMIC, RESEARCH AND DEVELOPEMNT(JARD)

We have made a tremendous progress in many significant fields of human endeavour, and use of
scientific advancements and technologies have become part and parcel of our daily lives and workplace.
The shift from expertise in one field only with least concern for other field to interdisciplinary vis-a-
vis multidisciplinary in receiving the knowledge to face challenges and also in generating the knowledge
problem solving. Such paradigm shift has enabled people to be comparatively independent in their
critical thinking, finding solutions that work for all.

Any discipline of study is supposed to prepare its learner a contributing positive citizen of the society
and the world as well. The individual capacity to bring development for himself and for the society is
yet to be seen in all educational and or degree holders. On the other hand knowledge vis-a-vis wisdom
and values along with the capacity level need to be integrated and be activated to work with dynamic
manner with consistency. The under developed and developing nations, and even developed nations
also search for producing the human product which have knowledge, skills, values and wisdom shows
functional conscience. The great repository of knowledge in various academic areas, researches and
advance researches together have brought many fold developments in many domains. But when we
achieve one thing, the other issues emerge, which need to be urgently addressed.

The positive future within humane world in human context with human factor in the centre is the
greatest challenge before use. Knowledge always paves way to face the challenges and move forward.

The present issue of the journal is a humble beginning effort to provide a platform to worldwide
academicians, researcher and policy makers and also to bring beneficiaries and functionaries of various
systems to share their views, experiences, knowledge, skills, etc. this may develop a healthy dissemination
of advances taking places in different disciplines, which may foster multidisciplinary approach in
constructing the knowledge.

The present issue contains articles addressing different issues from different disciplines. Beginning is
made with Swami Vivekanand’s harmonious approach towards humanity. The Karma-yoga is kept in
the centre with Dharma-the righteousness as guiding factor in one’s action and its returns. Humanity
should be harmonious in a mutual mode to maintain universality. Articles addressing business, marketing,
ethics, export performance and impact of television on children, etc. have raised pertinent questions
which may further work as impetus for the reader’s novel thought.

We are hopeful to get feedback from the readers for further improvements. This endeavour, we are
certain will provide a new platform for academicians, researchers and all those interested in searching
solutions for the problems raised in the current issue.
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Abstract

Narendranath Dutt was born in
Calcutta in 1863. His spiritual
pursuits led him to Ramkrishna
Paramhansa in 1882. He gained
spiritual transformation from an
enlightened soul of Swami
Rambkrishna. And since 1886 he
emerged as Swami Vivekananda
and established Ramkrishna
Mission.

His Six times address at world
Parliament of Religion at Chicago
conveyed the message of universal
love and tolerance. His wisdom
elevated him as a world teacher
of Spirituality and social service
through unity and tolerance for
which Vivekananda emphasised on
Help, Assimilation, Harmony and
Peace. Every one must have spirit
of service and the poor and needy
must be helped as Swamiji saw
the “Divine” in the form of poor
called “Daridra
Narayan”. Morality and
Spirituality are highest good not
intellectuality for which love is the
highest goal. While knowledge of
science and spirituality irrespective
of cultural boundaries of the East
and West, Man must have rational
attitude in life. Swami Vivekananda
the prophet of Humanity has vision
for harmonious social order which

whom he

is consisted of people who are
ethically sound, intellectualy sharp,
physically strong, religiously
liberal, socially efficient,
spiritually enlightened and
vocationally self- sufficient. Society
must have such a man making and
life building process where men,
women, rich, poor, upper, lower,
have equal opportunity for
blending of with

spirituality, basing on humanism.

science

Vivekanand'’s teaching and
philosophy of attaining “Unity

Volume 1, Issue 1, January - June, 2015 1

Swami Vivekanand’s Harmonious Approach to
Humanity

Prof. R.P. Shukla

Faculty of Education, Banaras Hindu University, Varanasi.
1. The Present Scenario

Modern time is characterized by dynamics of globalization and free market
economy which has brought social confusion. The questions pertaining to
declining moral and ethical values, resulting into unrest, violence, chaos,
disharmony and stressful life. Another set of questions on the issues of
widening gap between rich and poor, educated and uneducated, rural and
urban, linguistic, regional and caste, failing economies and feeling of insecurity
all around, one is puzzled in finding peace and balance of mind. Development
of science and technology, discoveries and advances in knowledge failing
to answer such pertinent questions.

2. Indian Philosophical Thoughts

India has very rich cultural, spiritual, religious and philosophical heritage.
The composite and plural culture, sarve dharm sambhav, the concept of
daridra narayan, purusharth and the four stages of man making process
with self realization as ultimate aim of life. Such heritage guides us on the
path of Abhyudaya (individual and social progress) and Nishreyasa (path of
renunciation) for the fulfillment of our aim. But in the today’s context of
social confusion, though we claim as we are progressed human evolution,
we are to deeply analyze our religious beliefs and spiritual understanding,
while considering the fact that the truth of diversity and unifying universal
diversity are the treasure within ones religion. Our spiritual and religious
heritage and age old rich values inherent in it are the need of the hour
which will provide the desirable social order shaping the future civilization.
Conscious efforts are to be executed to gain vision and heart to fight against
all sorts of evils.

It is said and commonly accepted that “Individual shapes society and Society
shapes individual”. This can be realized through the four organized system
of human endeavour i.e. PURUSHARTHS: (1) Dharma, (2) Artha, (3) Kama,
(4) Moksha.

3. Dharma and Karma Docterine

Dharma (righteousness) is now no longer a guiding and controlling factor
for artha and kama, therefore resulting in to chaos& materialistic world.
The concept of Pap and Punya (i.e. undesirable and unethical action will
yield bad results and rightful action will result in to welfare of individual
& society for which ones karma is accountable) is missing from day to day
life of the people. Thus we are faced with selfish motives, suppression,
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with Creator” is need of the howr ~OPPTession, biases, nepotism, casteism, regionalism, corruption, disharmony
to save humanity from divisive and violence. The positive competitive attitude, balance between legal&
forces within the individual and moral is missing link in the developmental process. Convenience have
in the society. overpowered conscious. CONSCIENCE the central part of INDIAN
The Paper attempts to present the SAMSKAR hardly finds a place in our families and society. Thus we are
summarised understanding on Struggling in finding a role model in the present era. People are failing to
Swami Vivekananda’s teachings discriminate between right and wrong and selecting right ways to discharge
relevant for human welfare, their duties. Earning money and acquiring power by any means has become
especially in a phase of Social ~material moksha. Spirituality, humanism and morality are used for theoretical
confusion worldwide. preaching .The practical life is confined to pleasure secking behavior. People

are unable to know their own self and ideal self so there exist mismatch between self and ideal self. Thus
value crisis exist which lead to chaos in the society. The challenge before human is “to be what it really
is”, to have consonance between “believing thinking and behaving” “to be accountable to his family, society,
and to humanity” and “to discard hypocrisy”.

We are accountable for whatever happens to us now. Karma doctrine signifies not merely that the events of
our life are determined by their antecedent causes, but also that there is absolute justice in the rewards and
punishments that fall to our lot in the life. So the law of karma is essentially ethical. Indian people blame
neither God nor their neigbhor when pain or sorrow befalls them. Rewards and punishment signifies consequences
of karma are not ends in themselves but only means to bring about moral growth. And they also constitute
discipline of natural consequences to educate man morally. Every deed we do leads to double result. It not
only produces its direct result (Phala)-the pain or pleasure; it also establishes in us a tendency (samskara)
to repeat the same deed in the future. The tendencies are entirely under our control and our moral progress
depends wholly upon the success with which we direct and regulate them, as they tend to express themselves
in action.

In the Mahabharata, Arjuna is suddenly overtaken by despair and refuses to fight. Then Sri Krishna guides
his chariot and succeeds in convincing him of the need for carrying out the resolve with which he has
entered the battle field.

As a result, Arjuna decides once again to fight the enemy with the consequences that his cause, which is
the cause of righteousness, wins. Thus Gita emphasizes the importance of social duties which is for the
common good of the interests not only of society as a whole but also of the individuals.

The moral quality of action matters more than the content. What really matters is the motive inspiring their
action. Even God cares more for how, when and where than what. This principle is enunciated in the Gita
that our’s own duty (sva-dharma) i.e. detached carrying out of our’s duties, whatever they may be, is called
Karma-Yoga. Thus deeds performed in the spirit of the Gita teaching have ending in the cleansing of the
heart (sattva-suddhi) or building of character.

4. Vivekanand’s Contribution to Humanity

Perhaps Swami Vivekanand’s emphasis on help, assimilation, harmony and peace is based on the Gita
teaching. Swami’s teaching gives clear message of harmony of religion, Universality solidarity and human
as spiritual consciousness. And educate us that the soul is potentially divine; the goal of human is to realize
this divinity within and for the welfare of the humanity. Man has to liberate from animal consciousness to
human consciousness and from human consciousness to divine consciousness for that all religions lead to
the same realization. This is spiritual growth which will change the world with new knowledge. The
practical aspect of swami’s teaching will lead us to excellence and perfection in every human endeavour.
Modern men and women should strive for.

Vivekanan’s perfection on religious philosophy of India and principles of Vedanta-how to apply them in
practical life guide us for application of secular knowledge to improve economic condition and spiritual
knowledge to strengthen moral sense. If this happens all sorts of personal and social evils will vanish
automatically. Simultaneously we shall be able to remove existing social confusion. Swamiji considered
education as the only way to spread these two kinds (secular and spiritual) of knowledge among masses.
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For this purpose he founded the Ram Krishan Mission to bring noblest ideas to the doorstep of even the
poorest and the meanest. Perhaps India is yet to do it.

In the present era of scientific and technological advancement we have separated religion and science from
each other may be due to our misconceptions, though according to Vivekananda both are complementary to
each other. Thus we need to better understand Religion as Science of consciousness.

In our developmental paradigm in modern time we got converted from human society to global village
through advances in science and technology, great prosperity & power and modern methods of communication
& travel. But at the same time we witness degradation of man in every human endeavor as we notice
increased broken homes, immorality, broken human relationship, violence, terror, fear, insecurity etc. Given
the scenario calls for Swami’s foundation for spiritual humanism. The Current morality both individual and
social is mostly based on different kinds of fear on different occasions. For example fear of God’s punishment,
fear of karma, fear of police, fear of public, fear of himself and so on. All such fears are due to lack of
inner purity. To overcome this state of mind, we need to work on Vivekanand’s Principle of Morality and
ethics as are based on intrinsic purity and oneness of atman or self. To remove fear as a means of to be
morale, we need to pure our self or atman which is our real nature to make it as our true divine self. We
need to love and serve others because we are all one in the supreme spirit i.e. Paramatman or Brahman.

Conclusion

To improve our economic conditions and to serve poor masses in order to make people vocationally self-
sufficient, Swamiji taught Indians to Master Western Science and Technology and humanism (equal opportunity
to all) at the same time develop spirituality. Western humanism especially the ideas of individual freedom,
Social equality, justice and respect for women to Indian ethos. On the other hand Vivekanand made western
people realize that they had to learn much from Indian spirituality for their own well being as India had a
great contribution to shape world culture.

Through his significant contribution in the field of spirituality and humanism with clear vision on benefit of
Science and Technology, Swamiji minimize the gap between East and the West. Swami’s teachings thus
realize the vision & mission of help, assimilation, harmony and peace.

Infact Vivekanand’s sense of unity, pride in the past, sense of mission gave real strength and purpose to
India’s nationalist movement. In present time Swmiji’s teaching guide us for social duties — Karmyoga,
righteousness wins, moral quality of action, spirituality and humanism as Arjuna was guided by lord Krishna.
To get sustained guidance in our human endeavor with missionary vision. We need to have Vivekanand
centre in every institution in every village panchayat to discontinue social confusion to restore harmony and
peace in every individual and in our society.

This is my proud privilege to put efforts in learning about Swami Vivekanand. To conclude I quote What
Netaji Subhas Chandra Bose said. “Swamiji harmonized the East and the West, relgion and science, past
and present. And that is why he is great. Our countrymen have gained unprecedented self-respect, self-
reliance and self-assertion from his teachings”. This is how Vivekanand gave a harmonious shape to our
society. In present scenario it is significant to imbibe his teachings and live upto that with eternal purity
and oneness.

REFERENCES

1. Chand Jagdish (2009), Great Indian Thinkers on Education, Anshah Publishing House, Delhi, P. 51.
2. Hiriyanna. M. (1973), The essentials of Indian Philosophy, Blackie & Son Publishers Pvt. LTD., Bombay P. 48-49.

3. Teachings of Swami Vivekanand, Kolkata: Advaita Ashrama.

Volume 1, Issue 1, January - June, 2015 3 ISSN: 2395-1737



Abstract

In the modern customer centric
competitive arena, satisfaction,
quality and reliability prove to be
key  factors reciprocally
interrelated in a causal, cyclical
relationship. The higher the
(perceived) service quality, the
more satisfied and reliable are the
customers. In particular, financial
institutions (i.e. banks) realized the
strategic importance of customer
value and seem to be continuously
seeking innovative ways to
enhance customer relationships. In
fact, as the offers of many
financial services are very similar
and slightly differentiable, reliable
customers have a huge value,
since they are likely to spend and
buy more, spread positive word-
of mouth, resist competitors’
offers, wait for a product to
become available and recommend
the service provider to other
potential customers. This paper
focuses on the dimensions that
were reported in the marketing
literature. Firstly, the paper will
try to investigate which dimensions
are important in
relationship with the banks. Then,
the paper tries to study the effect
of social network in establishing
long lasting relationships that will
minimize the customers’ switching
costs, according to the perceptions
of both relationship bankers and
their clients.

customer

Key words: Customer satisfaction,
reliability, retail banking.

Dependability and Consumer Pleasure in Retail
Banking

Dr. Lal Baboo Jaiswal

Assistant Professor, Faculty of Commerce, Banaras Hindu University, Varanasi.

Dr. R.S Mishra
Assistant Professor, Office Management & Company Secretaryship, Banaras Hindu
University, Varanasi.

Introduction

In modern competitive environments services are gaining increasingly more
importance in the competitive formula of both firms and countries. Globalised
competition has stressed the strategic importance of satisfaction, quality
and consequently loyalty, in the battle for winning consumer preferences
and maintaining sustainable competitive advantages. In the service economy
especially, these prove to be key factors reciprocally interrelated in a causal,
cyclical relationship. The higher the (perceived) service quality, the more
satisfied and loyal the customers (Petruzzellis, D’Uggento and Romanazzi,
2006). Financial services in India have experienced several changes over
the last decades with a growing attention to customer needs. Financial
institutions (i.e. banks) realized the strategic importance of customer value
and seem to be continuously seeking innovative ways to enhance customer
relationships. During the 1980s marketing research became aware of the
potential of relationship marketing and shifted focus to the development
and maintenance of long term marketing relationships. Therefore, the traditional
product-oriented bank became more and more customer-oriented, focusing
on protecting and retaining actual customers’ loyalty as the main source of
competitive advantage. Traditional financial services providers have to work
even harder to retain customers that they once took for granted. Since customers
have more choice and more control, long lasting and strong relationships
with them are critical to achieve and maintain competitive advantages and,
as a consequence, earnings. However, due to the similarity of the offers of
many financial services, loyal customers have a huge value, since they are
likely to spend and buy more, spread positive word-of-mouth, resist competitors’
offers, wait for a product to become available and recommend the service
provider to other potential customers. Furthermore, the increasingly competitive
environment prevailing in the global market and rapid advances in customer

intelligence technologies have led retail banks to look for new business and marketing models for realizing
intelligence-driven customer transactions and experiences. Nowadays great attention is paid to all the bank-
customer touch-points, aiming to optimize the interaction, towards affecting specific customer behaviour
variables (satisfaction, loyalty, etc.). In the past customer retention strategy was just one weapon to use
against competitors and was downplayed because marketing professionals focused primarily on attracting
new customers. However, firms that continue to acquire new customers but are unable to retain them are
unlikely to see positive results and customer retention has become essential to survival. Indeed, the relationship
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between the customers and the banks seems to be built around two different types of factors: social bonds,
namely relational components that result in direct relationships, and structural bonds, namely structural
components which provide knowledge about the parties involved. This paper focuses on the dimensions of
the bank-customer relationship that were reported in the marketing literature. The major contribution of this
paper lies in the attempt to construct a model for the management of long term marketing relationships, in
which social bonds play a very important role, especially in the area considered. Firstly, the paper will try
to investigate which dimensions are important in customer relationships with banks. In order to identify the
order of importance, respondents had to indicate the importance of each dimension relative to all other
dimensions. Secondly, the paper will attempt to study the effect of social network in establishing long
lasting relationships that will minimize the customers’ switching costs, according to the perceptions of bank
customers.

Literature Review

The services market is becoming ever more competitive, as price competition intensifies and the shifting of
loyalty becomes an acceptable practice. Many industries have already experienced a rearrangement of marketing
budgets in order to devote more resources to defensive marketing, namely customer retention (Patterson
and Spreng, 1998). Several initiatives have been undertaken to improve retention, including value chain
analysis, customer satisfaction and loyalty programmes (Gummerson, 1998). The customer satisfaction-
retention link has received more attention among marketing and management practioners and academics.
Customer satisfaction has long been regarded as a “proxy” for firm success since it is inextricably linked to
customer loyalty and retention. Several authors (Bloemer and Lemmink, 1992; Bloemer and Kasper, 1995;
Sharma and Patterson, 2000) highlighted, however, that the link between customer satisfaction and customer
retention is reliant, to some extent, upon other factors such as the level of competition, switching barriers,
proprietary technology and the features of individual customers. The relationship between these two key
constructs is considered to be far more complex than it might first seem (Fournier and Mick, 1999).
Satisfaction has a significant impact on customer loyalty (Sharma and Patterson, 2000) and, as a direct
antecedent, leads to commitment in business relationships (Burnham et al., 2003), thus greatly influencing
customer repurchase intention (Morgan and Hunt, 1994). Indeed, the impact of satisfaction on commitment
and retention varies in relation to the industry, product or service, environment, etc. However, customer
commitment cannot be dependent only on satisfaction (Burnham et al., 2003). Relational switching costs,
which consist in personal relationship loss and brand relationship costs and involve psychological or emotional
discomfort due to loss of identity and breaking of bonds (Burnham et al., 2003), have a moderating effect
on the satisfaction — commitment link (Sharma and Patterson, 2000). Since relational switching costs represent
a barrier to exit from the relationship, they can be expected to increase the relationship commitment. High
switching barriers may mean that customers have to stay (or perceive that they have to) with suppliers who
do not care for the satisfaction created in the relationship. On the other hand, customer satisfaction is
usually the key element in securing repeat patronage; this outcome may be dependent on switching barriers
in the context of service provision (Jones et al., 2000). In fact, in certain conditions, a customer might be
less than satisfied with a service supplier, but still continue to deal with it because the costs of leaving are
perceived to be too high. Thus, the so called loyalty programmes clearly are an example of programmes
designed to weaken switching barriers. Indeed, if the firm is able to manage the customer switching costs,
it can still retain the customer even though the satisfaction may be lower. The longer the relationship, the
more the two parties gain experience and learn to trust each other (Dwyer et al., 1987). Consequently, they
may gradually increase their commitment through investments in products, processes, or people dedicated
to that particular relationship. Moreover, a switch in suppliers involves set-up costs and termination costs;
the former include the cost of finding another supplier who can provide the same or better performance
than the current supplier or the opportunity cost of foregoing exchange with the incumbent, while the latter
include the relationship specific idiosyncratic investments made by the customer that have no value outside
the relationship (Dwyer et al., 1987). Since a degree of social interaction between the provider and the
customer is often required for the service to be “manufactured”, the theoretical foundations for the study of
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switching costs in a service context can be found in social exchange theory (Emerson, 1976). In fact,
service encounters can be viewed as social exchange with the interaction between service provider and
customer being a crucial component of satisfaction and providing a strong reason for continuing a relationship
(Barnes, 2002). Social exchange theory attempts to account for the development, growth and even dissolution
of social as well as business relationships. In other words, people (or businesses) evaluate their reward
(cost) ratio when deciding whether or not to maintain a relationship. Rewards and costs have been defined
in terms of interpersonal (e.g. liking, familiarity, influence), personal (gratification linked to self esteem,
ego, personality) and situation factors (aspects of the psychological environment such as a relationship
formed to accomplish some task). In a services context, considering the level of interpersonal contact
needed to produce services, there is a range of psychological, relational and financial considerations that
might act as a disincentive for a hypothetic change of service providers. Consistently with the switching
costs literature, social capital acts both as a barrier that makes it more difficult or costly (psychological,
relational, economic) to change service provider (Patterson, 2004), and as an influence, created by the
endogenous and contextual interactions, that is distinct ways that consumers might be influenced by their
social environments. Indeed, social capital has been conceptualized in many different ways (for example,
Coleman 1994; Serageldin, 1999). Putman (2000) defines it as a representation of the norms of reciprocity
and trustworthiness that arise from social relations, while the Organization for Economic Co-operation and
Development [OECD] (2001, p. 23) perceives social capital as “the resources gained through social ties,
membership of networks and sharing of norms”. Therefore, informal networks of social support, including
relatives, friends and other extra household connections such as a supportive community, have value. These
networks constitute a locus of access to resources; which in turn determine socio-economic outcomes
(Collier, 1998). Moreover, social capital has also been indicated as the primary factor in the success — high
rates of credit repayment — enjoyed by Grameen bank and other credit institutions based on the “peer
lending model” (Banerjee, 1998; Van Bastalaer, 1999). Since most studies using the social capital framework
are from poor developing countries where the ideal of “community” is prized, it is not clear whether
participating in an informal network of social support will have similar effects on performance within the
context of an advanced-market economy, especially in those countries like the United States, where individual
advancement has a significant value. Moreover, previous research has not revealed whether certain aspects
of participating in an informal network of social support are more likely to influence economic performance
than others; neither has it revealed the nature of these impacts. In addition, there are few studies specifically
focused on the relationship between informal networks of social support and saving outcomes of low-
income individuals and households.

Methodology

In order to investigate levels of satisfaction and loyalty of banking portfolio (products and services), a
questionnaire was submitted to a random sample of bank customers (see Table 1), interviewed by trained
student volunteers outside the banks in a Varanasi. The data were collected in one month during the time in
which people usually go to banks (from 10 a.m. to 12 p.m. and from 1 to 3 p.m.). 653 customers were
contacted while leaving the bank, for a total of 300 usable questionnaires. The average response rate was
45.9%, due to the short time available for the interviews. Although a quota sample was not used, the
distribution of the socio-demographics indicated no conspicuous biases. Moreover, usual tests of non-response
bias were carried out, thus assuring the representativeness of the sample. To make sure that the interviewees
were a suitable target group for banking services, they were first asked how often they use traditional
services such as money deposit, bank accounts, credit and debit cards and cheques. However, a strong
increase was observed in internet banking and mobile/phone banking services: 42.34% of the sample uses
the internet or the telephone to use bank services.
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Table 1: Sample characteristics

Age Frequency Percentage
18-24 30 10.0
25-39 88 29.4
40-65 127 42.3
More than 65 55 18.3
Occupation Frequency Percentage
Executive or manager 20 6.6
Clerk or similar 119 39.7
Free lance 26 8.7
Housewife 29 9.7
Student 20 6.7
Retired 59 19.7
Unemployed 19 6.3
Other 8 2.6
Total 300 100.0
Gender Frequency Percentage
Male 174 58.0
Female 126 42.0
Total 300 100
Frequency of the bank visits Frequency Percentage
Once or twice a month 66 22.0
From 2 to 4 times a month 78 26.0
From 5 to 8 times a month 116 38.7
More than 8 times a month 40 13.3
Total 300 100

The questionnaire included 17 items that are primarily drawn from the literature (see Table 2). All the
variables were measured using multiple items, as respondents were asked to mark their responses on seven
point Likert type scales, that ranged from (1) Totally disagree to (7) Totally agree. The measures have
reported high reliability with Cronbach alpha ranging from 0.95 and 0.72.
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Table 2: Features of long term marketing relationships

Dimensions Source

Satisfaction Andaleeb (1996), Garbarino & Johnson (1999).
Communication Anderson & Narus (1990), Morgan & Hunt (1994).
Experience Shankar et. al. (2003), Addis & Holbrook (2002)
Past loyalty Snehota & Soderlund (1998); Zins (1998)

Bonding Gounaris (2005), Yau et al. (2000)

Customization Coulter & Coulter (2003), Doney & Cannon (1997).

Repurchase intentions  Hellier et al. (2003), Van Riel et al. (2001).
Relationship benefits MacMillan et al (2005), Morgan & Hunt (1994).

Switching costs Burnham, Frels & Mahajan (2003), Sharma & Patterson (2000).

Empathy Coulter & Coulter (2003), Yau et al. (2000).

Dependence De Ruyter, Moorman & Lemmink (2001), Geyskens & Steenkamp (1996).
Reciprocity Yau et al. (2000).

Competence Coulter & Coulter (2003), Selnes (1998).

Attractiveness of Patterson & Smith (2001).

alternatives

Service quality De Ruyter & Wetzels (1999).

Branch attributes Paulins and Geistfeld (2003), Erdem et al. (1999)

In order to protect existing customer and build customer loyalty, customer satisfaction and commitment are
the inputs of the bank-customer relationship that underlie in all the variables considered. This paper aims at
assessing which are the key drivers to achieve customer loyalty and in particular which is the effect of
social bonds. Firstly, a factor analysis was carried out in order to identify which dimensions are important
in customer relationships with banks. Therefore, the respondents indicated the level of importance of each
dimension relative to all other dimensions. Secondly, a multilinear regression model has been used in order
to model the customer loyalty as the dependent variable. Following the literature, the model included as
explanatory variables, the bank attributes, the situation specific variables, such as the product considered
and the stage of the customer purchase process, and finally, the customer specific variables.

Empirical Results

The descriptive analysis of the sample assessment of the satisfaction in relation to the relationship with the
bank shows the demographics of satisfaction and dissatisfaction. The former is typically female, between
26 and 39 years old, employed or self-employed, while the latter is male, more than 65 years, retired or
near retirement. This is probably due to the gender attitude to develop relationships, since women are more
inclined to trust other parties in purchasing goods such as financial products, cars and technological products.
Since the average customer tends to go in person to the bank less than twice a month, the online services
prove to be very important in assessing the relationship with the bank. In fact, for such kinds of services
the level of satisfaction is; 4.25 for males and 4.76 for females out of a seven point scale. Therefore, the
high interest shown for virtual channel, highlights that it could be used not exclusively for advertising of
services offered, but also as a real interaction channel with customers. On the other hand, given the interpersonal
relation, the bank front-office staff plays a strategic role, due to their direct interaction with customers.
Therefore, the front-office staff features highlighted by the sample are: courtesy, ability, patience and clarity
are considered important key skills in the bank-customer relationship. In particular, out of a seven point
scale, the importance of the ability of the bank staff obtained an average rank of 6.06 for males and 6.14
for females; while courtesy scored an average evaluation of 5.30 for males and 6.25 for females. Indeed,
the overall satisfaction of the relationship with the front-office staff is almost “adequate” by customers;
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females seem to evaluate such relationship more. Furthermore, approximately all the customers (92%)
began their relationship with the bank trusting in staff suggestions. This proves that the word-of-mouth
communication is the best ways to promote a service and communicate satisfaction thus facilitating the
creation and development of the relationship. As regards the overall assessment of the level of satisfaction
of the services offered by their banks, the customers result as being very loyal to the bank: 68.67% of the
sample has been a customer of their bank for 5 years or more and 78.67% does not have relationships with
other banks. Since the descriptive analysis highlighted the connections among the variables, a factor analysis
was carried out to identify the common variables (see Table 3).

Table 3: Factor Loadings

Factor 1 Factor 2 Factor 3
Reciprocity 0.211 0.184 0.811
Satisfaction 0.863 0.136 0.155
Relationship benefits 0.254 0.258 0.458
Duration of Relationship 0.667 0411 0.278
Service Quality 0.224 0.827 0.262
Past Loyalty 0.223 0.775 0.248
Switching Costs 0.809 0.232 0.228
Communication 0.208 0.456 0.184
Customization 0.229 0.539 0.153
Branch attributes 0.416 0.339 0.471
Empathy 0.256 0.171 0.847
Repurchase Intentions 0.865 0.263 0.165
Competence 0.188 0.210 0.795
Dependence - 0.211 0.446
Experience 0.708 0.327 0.280
Bonding 0.875 0.211 0.205
Attractiveness of Alternatives 0.191 0.786 0.233
Factor 1 Factor 2 Factor 3
SS loadings 4.479 3.196 3.179
Proportion Var 0.263 0.188 0.187
Cumulative Var 0.263 0.451 0.638
x2 = 300.53

p-value = 5.11e-25

The factor analysis highlighted three factors that can be summarized in:

a) Factor 1: ‘Social capital’ as representative of the customer attributes, that highlights the importance
of the relational aspects and the impact that these connections have in customer buying behaviour;

b) Factor 2: ‘Service quality’ for the product attributes, as service quality results from a cognitive
process, being more relational and so refers to sensations and evaluation of the external stimuli

(Anderson and Fornell, 1994);

c¢) Factor 3: ‘Empathy’ for the bank attributes, i.e. caring, individualized attention to every customer,
thus performing the service promised dependably and accurately. Therefore, a multiple regression
has been chosen as the analysis method in order to test the relationships among customer loyalty,
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the three macro variables as identified by the factor analysis (BNK, PRD, CUST) and a multiplicative
variable of product and bank attributes (BNK*PRD). This last variable aimed at measuring the joint
effect of the two variables that seems to be highly correlated, because of the service characteristics
— in particular the inseparability feature — and also because bank services are jointly promoted both
at the corporate/group level and at the specific service/brand. Furthermore, the channel through
which the service is promoted and delivered is strategic in providing value to the customers.

Conclusions

The constant effort of managers to stimulate customer loyalty involves customer integration in the firm
value chain as a result of personalized marketing aiming at intensifying the relationship between the supplier
and its customers and increasing customer loyalty. Customer loyalty can be seen as a result of switching
costs, opportunity costs and sunk costs based on technological, contractual and psychological obligations
faced by a customer. All sources of these costs are based on the interaction with a customer during the
course of integration. Switching costs increase due to the established trust towards the supplier and its
capability to meet promised quality levels. If customers can be persuaded to invest significantly in a
specific relationship, then sunk costs increase. Additionally, if customer satisfaction is positively influenced
by customization, then a customer’s opportunity costs increase as a defecting customer risks losing the net
benefits of the current relationship. However, not all companies will be able to draw profits from these
saving potentials to a similar extent, regardless of whether they have already realized the existence of these
effects. The degree of customer interaction is influenced by the characteristics of the good being individualized,
such as its complexity, the expenditures and the risks of its utilization and customization. The paper contributes
to the literature in identify new strength and weakness areas concerning the actual range of services offered
by retail banks, the re-purchase intentions, the state of relationships with customers, and the competitors’
image positioning. The findings of this research suggest several implications also for marketing practitioners,
as they validate the concept that relationship marketing orientation is critical for business performance.
Firstly, since only when the satisfaction with the core service and relationship is high, the commitment will
be higher, banks have to ensure that utmost importance is given to attributes like quality, product features,
product availability etc. Moreover, the staff role is critical in understanding the customer needs and in
satisfying them: the higher satisfaction will then increase customer retention. Secondly, relational switching
costs can be increased only by investing in the soft or the relational assets, in terms of various adaptations
to favour the customer and also the investments in other soft assets like training for the working staff of the
customers etc. Since the interaction is mostly interpersonal in nature, these outcomes hold major lessons for
them. Finally, the moderating effect establishes that the investment in the relationship with the customer
will raise the relational switching costs. This will help in customer retention, as the customer will not
terminate the relationships even if the satisfaction is lower. It makes the entry of any other competitor
difficult as he has had no investments in relationship so far. The findings of this study highlighted the
strong role of social network in influencing consumer behaviour. Therefore, customers are more willing to
participate and interact in the creation of the offer, since they feel a sense of belonging. Practitioners should
encourage social network in order to minimize the switching behaviour upgrading their relationship perspective
from customer relationship management to vendor relationship management. Minimization of switching
behaviour will lead to better customer retention, which will eventually lead to better bottom lines. Certainly,
the analysis has some limitations, such as the sample size, the variables and the area considered; future
research will be focused especially on the multiplicative variable that was eliminated from the model
probably due to the variables considered, in order to assess the joint effect of the three macro variables on
customer loyalty.
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Abstract

Service industry has played a
vital role in the growth of any
country’s economy. Nowadays, it
becomes one of the most
emerging sectors in the world
economy. Services are all around
us. As a consumer we use services
every day. In many regions the
growth in the service economy
is broadly recognized and
increasingly contributes to the
development of economy. The
dominance of the service sector
is not limited to highly developed
nations but also in developing
nations as it plays a tremendous
role in the creation of new job
opportunities. A service can be
described as an act, a process
and a performance. The service
sector includes a wide range of
industries such as the education
industry, hospitality, the tourism
industry, financial services,
charities, the arts and public
utilities, banking, insurance,
restaurants, hotels, etc. Being an
emerging economy India also
became a hub of services
industry. Education industry in
India has been flourishing. There
are 41 Central Universities in
India. Among all of them Banaras
Hindu University is one of the
pioneer, reputed and popular
varsities. The paper deals with
the services marketing of
education and services marketing

mix followed by BHU.
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Introduction

Services are now playing a dominant role all over the world. The services
sector occupies an important role in modern economies. Consumers spend
more on services than on tangible goods in UK, Western Europe, Australia
and Japan, along with the US (Ruth, 2010). At present, marketing of services
has gained extensive momentum into worldwide. The increasing number of
clients in services sector is the most common indicator of the success of
services marketing. In India services are growing significantly as it accounts
for as much as 40% of exports (Ruth, 2010). Services marketing is not
self-enclosed task but is integral to service organizations as a whole and
the object of the activity people, who are reactive not proactive as compared
to product. Service marketing is a broader function than product marketing
because it is more dependent on the people factor. The Services Sector
contributes the most to the Indian GDP. The Sector of Services in India
has the biggest share in the country’s GDP, it accounts for more than 50%
contribution (Kumar, 2013) The various sectors under the Services Sector
in India are construction, trade, hotels, education, hospitals, consultancy,
advisory, transport, restaurant, communication and storage, social and personal
services, community, insurance, financing, business services, and real estate.
Services are economic activities offered by one party to another. Services
include all economic activities whose output is not a physical product or
construction, is generally consumed at the time it is produced and provides
added value in forms (such as amusement, convenience, comfort, health or
timeliness) that are essentially tangible. Investment in education directs to
the formation of human capital, which is an important input into socio-
economic development of a nation. In many developing countries, including
India, education in general, and higher education in particular, is mainly in
the public sector, though the trend is changing rapidly. Therefore education
is believed to have been evading by the wonder of the market and is a
market-excluding arrangement, rather than a market-complementary

arrangement. On the other hand, developed countries, have been able to have market complementary arrangements
in education as a result of which widespread literacy levels have been achieved. The Indian Education
sector is one of the most emerging sectors. In India the education sector rose with a compounded annual
growth rate of 16.5% during FY05-FY12. The higher education segment was at 34.04% ($17.02billion) of
the total size in FY10 and grew with a CAGR of 18.13% during FY04-FY10. Due to the expected strong
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demand for quality education India Ratings expects the Indian education sector’s market size to increase to
Rs 602,410 crore ($109.84 billion) by FY 15 (Shivani, 2013). Marketing of education is broader in scope. It
is a part of services marketing. If it is considered that formal education begins at the school age and
depending upon the choice, vocation and circumstance of the pursuant, grown-up into intermediate and
higher levels of learning including professional and specialized fields. In fact, benefits required from higher
and professional or vocational courses are more tangible or measurable in terms of entry qualifications to a
chosen profession, certification to enable practicing a profession or virtual ease of access to an appropriate
form of livelihood. A service is defined as any act or performance that one party can offer to another that
is essentially intangible and does not result in the ownership of anything. Nothing is purchased while a
service is availed of; at best what is purchased is just the use of, or access to, the facility/services. The
buyer does not become the owner of anything. The Organization for Economic Co-operation and Development
[OECD] report says, “Services are a diverse group of economic activities that include high technology,
knowledge-intensive sub-sectors, as well as labour-intensive, low-skill areas. In many aspects, service sectors
exhibit marked differences from manufacturing — although these distinctions may be blurring” (Ruth, 2010).
In simple words, services are a diverse group of activities not related directly to manufacturing of goods,
mining or agriculture. Instead, they involve the provision of human value added in the form of labor,
advice, managerial skill, entertainment, training, intermediation and others. Unlike manufactured goods,
which can be stored, distributed and consumed without direct interaction with the entity that produced the
good, services cannot be inventoried and must be consumed at the point of production. According to Lamb,
Hair and McDaniel, “A service is the result of applying human or mechanical efforts to people or objects”
(Bharan, 2011). It involves a deed, a performance or an effort that cannot be physically possessed. Services
are performed not produced. Services are more people based than technology based. Services demand has
greater elasticity. Services supply cannot be easily changed to meet the changed market needs. Services
faced unique quality control issue and a larger number of problems in customer servicing. Service quality
is a mixture of services like quality of delivery of services (MS- 65 Marketing of Services).

Objectives

The objectives of the paper are as follows:
»> To study the education service and its marketing implication.

» To ex