
VOLUME NO. 3 (2012), ISSUE NO. 10 (OCTOBER)  ISSN 0976-2183 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A. 

as well as inOpen J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)] 
Registered & Listed at: Index Copernicus Publishers Panel, Poland & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 1667 Cities in 145 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

www.ijrcm.org.in 



VOLUME NO. 3 (2012), ISSUE NO. 10 (OCTOBER)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

ii

CONTENTSCONTENTSCONTENTSCONTENTS    
    

Sr. 

No. TITLE & NAME OF THE AUTHOR (S) Page 

No. 

1. AN INQUIRY INTO THE PRODUCTIVITY OF INDIAN PHARMACEUTICAL INDUSTRY: APPLICATION OF DATA ENVELOPMENT ANALYSIS 

UMANG GUPTA & ROHIT KAPOOR 

1 

2. GLOBALIZATION AND GROWTH OF INDIAN LIFE INSURANCE INDUSTRY 

SUSHIL KUMAR,  NIRAJ MISHRA & SEEMA VARSHNEY 

7 

3. ASSESSMENT OF THE LEVEL AND FACTORS INFLUENCING ADMITTED CUSTOMERS’ SATISFACTION WITH HEALTH CARE SERVICE IN UNIVERSITY 

OF GONDAR TEACHING HOSPITAL, NORTH WEST ETHIOPIA 

DIGISIE MEQUANINT & DR. ASSEGID DEMISIE 

10 

4. STOCK MARKET CRISIS AND VALUE RELEVANCE OF ACCOUNTING INFORMATION: IMPACT ON QUOTED CEMENT MANUFACTURING FIRMS IN 

NIGERIA 

SAMAILA THOMPSON & ABUH ADAH 

16 

5. SERVANT LEADERSHIP: A NEW PARADIGM OF LEADERSHIP IN BANGLADESH 

MD. SAJJAD HOSSAIN & ULLAH S M EBRAHIM 

20 

6. PERFROMANCE ANALYSIS OF INTERNALLY GENERATED REVENUE MOBILISATION IN ABURA-ASEBU-KWAMANKESE DISTRICT ASSEMBLY, GHANA 

CHRISTOPHER DICK-SAGOE 

26 

7. AN EMPIRICAL STUDY OF ENVIRONMENTAL CONSTRAINTS FACED BY PUBLIC PRIVATE PARTNERSHIP (PPP) IN INDIA WITH SPECIAL REFERENCE 

TO UTTAR PRADESH 

DR. ZEESHAN AMIR & ANIS UR REHMAN 

32 

8. PERFORMANCE OF INDIAN BANK WITH REFERENCE TO NON PERFORMING ASSETS – AN OVERVIEW 

B. SELVARAJAN, DR. G. VADIVALAGAN & DR. M. CHANDRASEKAR 

38 

9. RELATIONSHIP BETWEEN CUSTOMER SATISFACTION AND LOYALTY AMONG PASSENGER CAR USERS (AN EMPIRICAL STUDY CONDUCTED IN 

BANGALORE CITY AMONG SMALL PASSENGER CAR USERS) 

SRI.R.SRIVATS & DR. R. K. GOPAL 

47 

10. INFLUENCE OF QUALITY CIRCLES ON ORGANISATIONAL PERFORMANCE: AN EMPIRICAL STUDY 

DR. D. S. CHAUBEY, RANI RAMASWAMY & NIDHI MAITHEL 

53 

11. PERFORMANCE OF TAX SAVING FUNDS OF SELECTED ASSET MANAGEMENT COMPANIES:  A COMPARATIVE ANALYSIS 

DR. K. V. S. N. JAWAHAR BABU & DR. M.S. VASU 

60 

12. IMPACT OF MICRO - CREDIT TO WOMEN SHGS – A STUDY WITH REFERENCE TO NAGAPATTINAM DISTRICT, TAMIL NADU 

K.  MUTHU. & DR. K.  RAMAKRISHNAN. 

70 

13. MANAGERIAL EFFECTIVENESS AND COUNTERPRODUCTIVE WORK BEHAVIOUR: A COMPARISON AT DIFFERENT MANAGERIAL LEVEL 

DR. RISHIPAL 

74 

14. A STUDY ON HEALTH INSURANCE PRODUCT PERFORMANCE AT HDFC, BANGALORE 

V. CHANDRAMOHAN & DR. K. RAMACHANDRA 

79 

15. A COMPARATIVE STUDY ON CUSTOMER RELATIONSHIP MANAGEMENT IN BANKING SECTOR IN INDIA (INDUSTRIAL CREDIT AND INVESTMENT 

CORPORATION OF INDIA AND STATE BANK OF INDIA) 

DR. PONDURI.S.B. & V. SAILAJA 

89 

16. WORK ETHICS AND ITS IMPACT ON JOB SATISFACTION OF INDIAN MANAGEMENT TEACHERS - AN EMPIRICAL STUDY 

DR. RAJESHWARI NARENDRAN & PREETI MEHTA 

98 

17. AN APPRAISAL OF QUALITY OF SERVICES IN URBAN HOSPITALS (A STUDY ON THREE URBAN HOSPITALS IN GUNTUR DISTRICT, ANDHRA 

PRADESH) 

DR. T. SREENIVAS & NETHI SURESH BABU 

103 

18. PERFORMANCE EVALUATION OF SOME SELECT EQUITY FUNDS FLOATED BY PRIVATE SECTOR BANKS 

B. RAJA MANNAR & DR. B. RAMACHANDRA REDDY 

113 

19. ANALYSING THE FINANCIAL PERFORMANCE OF IRON AND STEEL INDUSTRY WITH THE HELP OF MARKET VALUE ADDED APPROACH 

E. LAVANYA & DR. B. RAMACHANDRA REDDY 

117 

20. ACHIEVING CUSTOMER LIFETIME VALUE THROUGH CUSTOMER RELATIONSHIP MANAGEMENT 

SHAKEEL-UL-REHMAN & DR. M. SELVARAJ 

120 

21. COMPARATIVE ANALYSIS OF CAPITAL STRUCTURE OF BANKING COMPANIES WITH SPECIAL REFERENCE TO STATE BANK OF INDIA AND ICICI 

BANK 

DR. ANURAG B. SINGH & PRIYANKA TANDON 

124 

22. MANAGING BRAND EXTENSION 

DR. C. MUTHUVELAYUTHAM & T. PRABHU. 

132 

23. BEHAVIOURAL ISSUES IN EFFECTIVE IMPLEMENTATION OF CUSTOMER RELATIONSHIP MANAGEMENT 

NISHI TRIPATHI & RICHA SINHA 

135 

24. STATUTORY DISCLOSURE BY INDIAN LIFE INSURANCE COMPANIES 

GAGANDEEP KAUR & RAJINDER KAUR 

139 

25. PRODUCT LINE STRATEGY ADOPTED BY SMALL SCALE MOTOR AND PUMP INDUSTRY 

DR. J. SUGANTHI 
144 

26. FACTORS OF CRM (A STUDY WITH SPECIAL REFERENCE TO BANKS) 

DR. S. GAYATHRY 

149 

27. IMPACT OF GRIEVANCES AND REDRESSAL OF EMPLOYEES IN TEXTILE MILLS, COIMBATORE 

P. DEEPA ANANDA PRIYA & DIVYA.S 
156 

28. A STUDY OF EMPLOYEE COMPETENCY MAPPING STRATEGIES AT SELECT ORGANISATIONS OF BANGALORE 

DR. Y. NAGARAJU & V. SATHYANARAYANA GOWDA 
176 

29. COMPARATIVE STUDY OF ORGANIZATIONAL ROLE STRESS AMONG EMPLOYEES: PUBLIC VS PRIVATE BANKS IN INDIA 

SHADMA PARVEEN 

182 

30. AN EMPIRICAL EXAMINATION OF NONWORK DOMAIN ON EMPLOYEE TURNOVER 

L.R.K. KRISHNAN 

189 

 REQUEST FOR FEEDBACK 201 



VOLUME NO. 3 (2012), ISSUE NO. 10 (OCTOBER)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iii

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

    

FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
DR. SAMBHAV GARG 

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana 
    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana 

    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    
DR. RAJESH MODI 

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

 



VOLUME NO. 3 (2012), ISSUE NO. 10 (OCTOBER)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iv

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

DR. MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity 

University, Noida 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

PROF. N. SUNDARAM      
VITUniversity, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government M. S., Mohali 

DR. MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 



VOLUME NO. 3 (2012), ISSUE NO. 10 (OCTOBER)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

v

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of 

Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance 

and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; Accounting Theory & Practice; Auditing; 

Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International 

Economics & Trade; International Finance; Macro Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy 

Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management 

Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational 

Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small 

Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical 

Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; 

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet; 

Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific 

Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. 

The above mentioned tracks are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission 

guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com.  

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 
Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 
d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 

 



VOLUME NO. 3 (2012), ISSUE NO. 10 (OCTOBER)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

vi

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES & TABLES: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources 

of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES  

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 3 (2012), ISSUE NO. 10 (OCTOBER)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

135

BEHAVIOURAL ISSUES IN EFFECTIVE IMPLEMENTATION OF CUSTOMER RELATIONSHIP MANAGEMENT 
 

NISHI TRIPATHI 

ASSOCIATE PROFESSOR & IN CHARGE 

DEPARTMENT OF PSYCHOLOGY 

SAM HIGGINBOTTOM INSTITUTE OF AGRICULTURE, TECHNOLOGY & SCIENCES 

ALLAHABAD 

 

RICHA SINHA 

ASST. PROFESSOR 

JOSEPH COLLEGE OF BUSINESS STUDIES 

SAM HIGGINBOTTOM INSTITUTE OF AGRICULTURE, TECHNOLOGY & SCIENCES 

ALLAHABAD 

 

ABSTRACT 
Customer Relationship Management (CRM) is a process or methodology used to learn more about customers' needs and behaviors in order to develop stronger 

relationships with them. Marketing practices change as businesses constantly create new ways to reach potential customers and impress the customers they 

already have. Since marketing is such an integral part of the business structure, many businesses are willing to spend large amounts of money on specific 

marketing strategies. One of the broadest and most popular marketing strategies is CRM. .‘Service’ all together tells the customer about the product, the 

company, the expectations and the reason to trust the company. The effect of service might be positive, or it might be negative depending on the situation but 

the results have a drastic effect on the business. A satisfied service leads to benefits but a dissatisfactory service leads to mere downfall of the company. The 

services affect the emotions and feelings of a customer. It creates a personal connection towards the brand or company itself. The paper aims to identify the 

various behavioral issues that the customers encounter during a service interaction. The various expectations of the customers have been recorded and analyzed 

for the purpose of the study. A proposed model has also been developed on the basis of the available data. Further the paper also analyzes the behavioural 

factors as a tool for making an effective implementation of CRM.  

 

KEYWORDS 
CRM, behavioural issues. 

 

INTRODUCTION 
o matter what type variety of products and services we provide, it is the customers who rule the business after all. The customers from the base of any 

organization. It’s the responsibility of the business to meet the demanding needs of the customers. Even the competition among the companies focuses 

on superior customer service in order to gain the profit. The success however lies in customer satisfaction and the way the companies deal with the 

customers. And the essence of the story lies in the effectiveness of these two missiles i.e. customer satisfaction and employee base, launched by the companies. 

A successful implementation of these two areas leads to better Customer Relationship Management.  

In today’s scenario the business organizations should respect the preferences of the customers and thus make their experience a memorable and favorable one, 

because even if the product is best in quality but in case the service experience of the customer with the company is unsatisfactory, it will lead to loss. CRM 

involves new and advance marketing strategies which not only retain the existing customers but also acquire new customers. CRM has developed into a major 

corporate strategy for many organizations.  

In order to compete effectively in globalized economy, organizations must be customer-focused. Customer relationship management (CRM) is the way to 

integrate this approach throughout an organization. Many a time’s organizations are likely to believe that it is function of marketing to have the customer 

relationship management. In reality it is meant for every one in the organization starting from the security person, telephone operator and accounting 

department. Providing good service and then finding a way to leverage the good will created by quality service a company can tie deeply into a consumers 

psyche and develop a strong business/client relationship. The foundation of customer goodwill is the existence, promotion, and practice of a sound customer 

relations policy. Such a policy is a formal promise to customers representing commitment to their satisfaction. A customer should not be forced to run from 

department to department, or individual to individual to get satisfaction. The policy should spell out specifically how, when, where, and who handles complaints 

or questions. The organization may want to consider incorporating a commitment to a third party dispute resolution mechanism into customer relations policy. 

In the era of information revolution, customer relations, or rather "customer relations management" (CRM) is playing an ever-increasing role. CRM entails 

compiling information concerning customers' profiles, their previous purchases, their preferences, etc. This is very useful when, for example, a customer 

requests repairs to his refrigerator, because the service company has all the information, such as make and type of refrigerator, date of purchase, etc. readily 

available. It makes it easier, both for the customer and for the service company, to arrange for a technician's visit because most of the necessary information is 

already on file. CRM applications are also useful in gathering information from various business departments and merging them into one file, so that the 

company representative who takes a customer's call can answer most questions that the customer may have. This avoids the problem of having to transfer 

customers to other departments. Of course, CRM is a "two-way street," in that it enables companies to use information on a customer's previous purchases to 

focus their marketing on items of special interest to a particular customer.  

While acknowledging the benefits of CRM (a technology which would seem to be mainly applicable to large organizations), it must be recognized that CRM 

covers only a small percentage of what we refer to as "Customer Relations." Customer relations is a multifaceted domain which ranges from business policies, 

practices and strategy at the management level, to enthusiasm, eagerness to achieve customer satisfaction, resourcefulness, flexibility, and a positive attitude 

towards customers on the part of employees and company representatives who are in direct contact with customers or clients. Both management decisions and 

employee behaviors/interactions should be governed by what is referred to as "organizational culture". It is the perceived internal environment of the 

organization that has a major influence on how a organization operates, values it espouses, and how it treats its employees. In a company culture that stresses 

customer satisfaction, strives for excellence, values its employees, and is able to instill in them a sense of mission, or of common purpose, all members of the 

organization will recognize that their contributions play an important role in the overall success and profitability of the organization of which they are a part. 

What seems to be misunderstood by people working for companies is that everyone, from the business owner or manager to the telephone operator or 

receptionist or the sales associate, plays an important part in how customers view a company. Rude, unfriendly, uncooperative, or inappropriate behavior on the 

part of company representatives who are in direct contact with customers may translate into loss of business, regardless of the quality of the goods or services 

the company has to offer. It has been estimated that 68% of business losses are because rude behavior of employees. Furthermore, customers who encounter 

this type of treatment are likely to tell others about their experience, who in turn, will not be very interested in dealing with that particular company, thereby 

magnifying the extent of customer loss (actual and potential). In this era of fierce competition, both on a local and a global level, it becomes increasingly 

important to ensure that a business is "customer-centered." There is an abundance of merchandise available, and there is no shortage of businesses that offer 

N 
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the same type of goods. It is therefore necessary for companies to try to set themselves apart from their competitors by offering superb customer service. This 

can be achieved by listening to customers' comments and suggestions; by upper management spending time at the reception desk, at the service counter, or in 

the store, observing customers' comments and reactions. Anyone associated with a company needs to see him/herself as a company representative who 

contributes to the company's image.  

 

METHODOLOGY 
The present study was divided into two phases:  

1. Pilot study: The purpose of this phase was to find out the various dimensions of CRM. The study was conducted among 90 customers randomly selected 

from different private and public services (banks, mobiles service providers and hotel and restaurant service) of Allahabad city. Interview technique was 

used for data collection using a structured questionnaire, which was developed by the researcher on the basis of existing literature, consisted of both open 

and closed ended questions. The data obtained from this pilot study was analyzed and the various behavioural dimensions that are most critical to CRM 

success were identified. 

2. Main Study: The results obtained from the pilot study were analyzed and on the basis of the results the questionnaire was modified as per the 

requirements of the main study. The main study was now conducted over a sample size of 400 respondents. Out of the 400 respondents 300 were 

individual customers and 100 were the people working in the organizations. Cities undertaken for the main study were Mumbai Delhi Lucknow , Kanpur, 

Varanasi and Allahabad. Primary data was collected through the questionnaire. Secondary data included sources like journals, magazines, newspapers and 

internet websites.The interview schedule consisted of both open ended and closed ended questions. 

 

RESULTS AND DISCUSSION 
The representatives of service providers play an important role in effective customer relationship management. Business success is dependent on a variety of 

factors -a realistic business idea, a well thought-out business plan, an appropriate marketing strategy and great customer service are amongst the top ones. 

While customer service is a part of marketing, it can be segregated as a separate field on its own. Customer service includes all aspects of interaction with a 

customer and speaks to the organization's image in the mind of a customer. Regular and sustained interaction with a customer ensures that the customer feels 

connected with the business. If the customers have a good experience they feel that the establishment treated them well. So the next area of pilot study was to 

study the respondent’s interaction process and the behavioral factors of the interaction process was studied. The results obtained were as under: 

 

FIGURE NO.1: CUSTOMERS’ EXPECTATIONS OF REPRESENTATIVES BEHAVIOR IN PUBLIC SECTOR 
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The findings of Figure No. 1 showed that most of the respondents rated the behaviour of the public sector representative’s to an average level. The behavioural 

factors of the public sector representative’s that had the highest percentage value as ‘Average’ rating were Courteous (51%), Responsive (43%), Attentive (48%), 

Knowledgeable (35%) Helpful and Supportive (58%), Lethargic (50%), Gossiping (37%), good Communicator and Sociability Skills (60%), Good Listener (57%), 

Friendly (50%),  Interested in making a deal (51%), Able to handle an argument (56%), Influential Greeting (50%), Positive attitude towards making a deal (67%), 

Cooperative with others (47%), Creative (55%), Time Management (50%), Good Insights into problem solving(55%), Multitasking ability (49%) and customer 

Service Orientation (61%). There were other variables also whose ratings were different. The behavioural aspect of Polite (44%), Prompt and Efficient (51%) and 

Professional in Attitude (46%) had the highest percentage for ‘Below Average’. Regarding the behavioural aspect of Honesty (50%) and Confident personality 

(38%), the highest percentage was for ‘High’ rating. Clear and audible voice, Good Body Language and Firm and Modulated voice had a percentage response of 

58%, 67% and 71% respectively of ‘High’ rating. Good manners (48%), Self discipline (47%), Reliability and Dependability (58%) had the highest percentage for 

‘high’ rating. 

 

FIGURE NO 2: CUSTOMERS’ EXPECTATIONS OF REPRESENTATIVES BEHAVIOR IN PRIVATE SECTOR 
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Good Insights into problem solving(60%), Multitasking ability (60%) and customer Service Orientation (71%), Good Manners (67%), Self Discipline (70%) and 

Reliability and Dependability (50%). The behavioural aspect of Lethargic had a response of 50% for ‘Low’ category and the behavioural aspect of Gossiping had a 

response of 37% for ‘Low’ category. 

 

BEHAVIOUR THAT CUSTOMER EXPECTS FROM EMPLOYEE/REPRESENTATIVE OF A COMPANY 
The study showed the following activities regarding overall behavioural expectations of customers. They have been classified under the following heads: 

a) Expected Behaviour: Regarding behaviour, the most prioritized responses of customers expectations that they have from the employees are that 

employees should give Proper attention, should be quick in response, should provide proper guidance, polite and alert, should be helpful nature and 

friendly, talk properly with older people and should be a patient listener, 

b) Personality: The responses of personality related factors that customers expect from the employee should be well dressed and be smart. 

c) Information and Knowledge: The customers’ expectations responses regarding employees knowledge are that employees should have Proper information 

regarding the product and service, should have full knowledge about the services/product, should be Intelligent and well informed staff should be 

available, and solutions to problems should be provided 

d) Communication: The communication related factors as pointed out by customers are that employees should be good in communication, should be simple 

and easy so that others understand. Employees are expected that should explain again if the person is not able to understand and not make angry faces 

and should be able to remove of any confusion. 

e) Professional attitude: The factors that customers expect regarding professionalism are that employees should maintain customer database, and be 

professional in work 

 

BEHAVIOR THAT CUSTOMER DISLIKES IN AN EMPLOYEE OF A COMPANY 
a) Behaviour: Regarding behaviour, the most prioritized responses of customers that they dislike in employees are incomplete reply and no proper response, 

unconcerned dry behavior, no helping tendency, being impolite, and rude behavior, not willing to help if concerned persons are absent, using abusive 

language, talking to others and making fun of other customers in front of other customers and chewing pan, tobacco at work 

b) Personality: The personality related factors that customers are not expected from the employee are his arrogant behavior. 
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c) Information and Knowledge: The customers’ dislikes employees if they are not good in knowledge, not able to give suggestions  to rectify the difficulties, 

having little knowledge about the product and are ignorant staff. 

d) Communication: The communication related factors that customers dislike in an employee, are not talking or speaking when a customer asks something 

and saying I don’t know, at least tell the person whom I should talk for the matter, telling lies. 

e) Professional attitude that customers‘dislike in employees is unnecessary delay in work, sometimes they assure us that the problem will be resolved within 

24 hr or 48 hr, but the problem keeps lingering for larger durations. This type of carelessness and non-professional attitude annoys me. 

 

REACTION IF THE REPRESENTATIVE DOES NOT ATTEND THE CUSTOMER FOR SERVICE 
The following responses were elicited from the survey regarding the reactions of the customers if the behavioural expectations with respect to employees do 

not match the actual behaviour or if the problems are not attended properly by the employees, during the interaction: 

• Get Angry and irritated 

• Tension develops 

• Feels like closing the account (ie not utilizing the services any more) 

• Start arguing and make a complaint if possible 

• Try to stop taking the service and tell others also not to utilize the service of the company. 

• If the work is urgent I make repeat visits and advice them to improve the services. 

• Feels like beating or giving a slap for not understanding the problem, it might be an emergency for someone. 

• I gave up 

• I try to resolve it, but if the company does not support then keep quite and managed it on my own. 

• I make complaints to the superior or head, by personally meeting them or by e-mail or letter 

• I stop taking the services. 

The reaction of the customers toward poor service as indicated in the study suggests that it would be very harmful for the company if the services of the 

employees are not good. Thus a strong work force plays an important role in retaining customers otherwise the customers would not like to be associated with 

the company and the relations between the customer-company would be hampered. 

The reaction of the customers toward poor service as indicated in the study suggests that it would be very harmful for the company if the services of the 

employees are not good. Thus a strong work force plays an important role in retaining customers otherwise the customers would not like to be associated with 

the company and the relations between the customer-company would be hampered. 

 

CONCLUSION 
From the study the behavioural issues were analyzed. The research concluded in finding out the various behavioural dimensions that the organizations may 

utilize in order to maintain cordial customer relationship. The organizationscan effectively implement the behavioral components in order to develop customer 

relations and thus using customer relationship management as a corporate strategy in order to get success. Thus a trained workforce plays a major role in the 

implementation of creating and maintaining customer relations by creating the service environment which leads to cordial and long term relationships. 

The study highlights the concept of Customer Relationship Management as a corporate strategy and a tool of marketing used by companies in India to share the 

various factors that affect the behavior of customers with an emphasis on what behavioral factors affect customer relationship. It aims to understand consumer 

behavior and how this understanding of customers can lead to better cordial relationships between the organization and its present and potential customers. 

Successful CRM is what successful enterprise is all about. The interesting thing to keep in mind is that the customer keeps changing at an increasingly faster pace 

and the change is influenced by many factors. So the challenge before the organizations is to keep serving an ever-changing set of customers because even the 

needs, wants and requirements of the existing ones keep changing. For an organization to effectively practice CRM, it is critical to practice effective CRM 

techniques. 
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