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CHAPTER-1

INTRODUCTION, SCOPE AND METHODOLOGY

1.0 INTRODUCTION

1.1 Never before than now the changes had been so rapid and permanent
as the one that shook the world at the start of the current decade. And as the
countries race into the 21st century, these changes are only going to get further
accentuated, thus leaving a permanent impact on the quality of human life all
over the world. These changes, which have been fueled by unipolarisation,
recession in North America and Europe, emergence of new markets in Asia and
developments in Telecommunication and Information Technology, have
redefined the rules of the game in all sectors of the economy.

As these sectors were unshackled from the government controls, the
need for competitiveness emerged as a rude shock for a large number of
organizations. Increasingly organizations from North America to Australia
realized that they would not be able to survive if they were not competitive. With
Globalisation and Liberalisation becoming the buzz words, the whole world
including India, stands at the threshold of a new world-order.

Today, no country can escape the globalisation process. They can only
delay it, perhaps to their own peril. The options available to both the developed
and developing countries are limited. For developed countries, the markets
expand with globalisation. The demand and supply position gets globalised which
is beneficial for both the developed and the developing economies.

Globalisation also helps the developing and under developed countries
get over their problem of limited resources. Which sect-;)r shomrjrld the developing
countries use the limited capital and how should they bridge the gap? The
developed countries have enormous surplus funds available for investment
purposes which if invested in developing countries will not only bring rich

dividends, it will also expand their market base for other products and services.



With the technology and products of the West having achieved high
standards of quality, it is difficult to compete with them on this front in a short or
medium term. Many Asian countries has a large number of highly qualified
personnel, engineers, HRD professionéls and arguably the best soft ware experts
in the world. The competitive advantage for countries like India, therefore lies in
the Services, developing Quality in Services and HRD. The issue for Asian
countries is that --Are we giving Quality Service? Can we develop the service
quality to meet and beat the world standards to our competitive advantage?

The “Global Competitive Report, 86 (GCR)"' ranked India 45th in a 49
country study. The Global Competitiveness Study was carried out by the Geneva
based World Economic Forum(WEF). The methodology of the GCR prepared by
WEF Chairman Klaus Schwab & Harvard Institute for Intemational Development
Director, Jeffery Sachs took into consideration 155 separate parameters - 41 of
them based on objective data and 114 of them on a survey of over 2000
Managers in 49 countries. The Report reveals that Indian Managers have
performed abysmally, compared to their global counterparts in using state of the
art Processes and Techniques to lift corporate efficiency. India ranks 44" on the
time to market a product and 47" on the time to innovate. However on
entrepreneurship it has eamed a rank of 19" and on risk taking and initiation 14"
New Zealand is the perfect role model for India which is ranked 1% on the

Management factor.

The study indicates that lndiajgg a great advantage as far as labour
factor in global competitiveness is concemed. The country ranks 12" in labour
cost, 7 in labour availability and an impressive 10" in labour cost adjusted for
productivity (ahead of Japan andﬂmoﬂsrtAl_European countries). The value that the
Indian worker puts on hi carﬁer nd economic achievements has earned 21
rank which is higher than most developing countries including China. An

important factor in the Global Competitiveness Report namely “The Government

Factor” has placed India on the 23 rank ahead even of China and Japan. This

/e



speaks volumes of the government's attempt for winning a competitive edge.
India's rank in the practice of Total Quality Management (TQM) is 42. On
customer orientation, India comes 43" The above ranking only indicates that
we are not trying to adopt the best management practices. Even China earned a
rank of 16" on Customer Orientation.

Perhaps the roots of poor customer orientation of the industry lay in the
protected market conditions seen in this country until 1991. Customer was never
a concern for any firm, be it public or private, because demand exceeded supply.

This was the story of all sectors of the Indlan/economy Service Quality and

YO TE

Customer Care were alien terms to the/Telecom, Banking, Airlines and even
most of the Manufactured Goods producers including Cars, White goods
industries etc., in India.

However there have been islands of excellence. Some Indian companies
in the areas of consumer and industrial products have done remarkably well and
have ranked very high in a survey of Asia's Top 200 companies’. These
companies namely, Titan, Hindustan Levers, TELCO, MRF, Reliance Industries,
TISCO, and Larsen & Toubro have figured very high in terms of product quality,
responding to customer needs, long-term vision and financial soundness. What
is that made these companies stand out? Why many big companies in India do

not figure in this list? Can Ind_ian companies take the advantage of globalisation

—

in the service sector? Can Telcom, Airlines, Nationalized Banks and other
service providers emulate the leadership qualities of organizations like HDFC &
CITIBANK in terms of managing customer value and even improve on it to
achieve competitive advantage in the global market.

For us in India, ‘Service Quality’ is as old as any of our faiths. ‘Seva
Bhav' or ‘feeling to serve’ is practiced everyday, even today on doorsteps of
most Temples, Gurudwaras, throu}h Christian Missionaries and charities of all

faiths. Touching and washing feet of all who enter Gurudwaras, touching feet of

elders and teachers/gurus is a very common practice to nurture values of
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humbleness, respect for human beings and transcend to the ultimate ‘desire to
serve'. Strengths of our culture to nurture this essential ‘quality of human being’
very often remain as practices and do not transcend the existence of the being.
That is when you begin to wonder, where did we go wrong in not integrating the
strengths of our heritage into building a national work culture.

This study, therefore, probes the quality of service in the Indian Service

Sector with specific reference to Telecom sector.

1.2 WHY THE TELECOM SECTOR ?

Telecommunication is one industry that could help India link with the
Global economy and also accelerate economic developments in the country. In
order to hasten the pace of growt_hf& \globalisation, /\Govemment of India lowered
the entry barriers for transnational enterprises, thus‘creating competition for the
state-owned Department of Telecom (DOT). Several complaints from the
Telephone Subscribers all over the country raised doubts over the quality of
service provided by DOT. The DOT and its field units attempted to improve the
services by improving the technology and updating the systems/procedures from
time to time to make it more customer friendly. Telecom Administration tried to
manage the evidence of quality by tangibilising some of the intangibles in the
provision of services. Taking advantage of the technology, it attempted to move
some operations from high contact areas to low contact areas. However, most of
these efforts to improve customer satisfaction were mainly on the line of “Rework
Stations.” Little effort was made consciously and systematically to build a long
term positive relationship that aimed at making both the customers and suppliers
win.

Benchmarking the quality of service in this sector was also along the
conventional parameters like comparison with respect to past performance or

inter-field units comparison. However, the fact was that even though the

tangibles like telecom equipment (such as exchanges) were now of international



standards, the service as such had a long way to go. There were some islands of
excellence, where Managers of some field units with their leadership qualities,
made a mark in the perceived quality of service by the customers. They tried to
create customer focus and improve customer relations. However, soon after they
left, the units amalgamated into the vast bureaucratic culture of the DOT. Thus,
there was no internalization of customer care in the organisation. Also, most of
the marketing initiatives that these leaders took were left halfway.

One of the studies in MTNL Bombay in 1992 to assess the customers’
perceptions and expectations regarding the quality of telecom service, &
employees & management's perceptions on the customer service being rendé;éd
concluded that though organisation had improved its technology, the customers
did not perceive any significant difference in the quality of MTNL's services. In
fact, as technology improved, customer expectations also increased and
customer now expected telecom service 10 be more reliable and responsive.

Several other studies from time to time showed improvements in
tangible dimensions of service, but on the other side, it continued to show that
DOT/MTNL had to go a long way. Since most of these studies on customers'
expectations were time susceptible, it was desirable to delink the customers’
expectations from the ultimate goal of providing optimum quality of service.
Impediments in delivering a top quality service need to be examined critically. A
mechanism to eliminate the waste of any kind of resources of customers,
suppliers and employees (the organisation) in the delivery of services and
transactions (poth intemal & extemal) have to be worked out. While
organisational systems played a major role in making MTNL & DOT perceived as
customer friendly, the research showed that unless customer focus was created
in the organization, it would not be competitive. Realising this and making

organisation trustworthy was a challenge to DOT.



13 DEVELOPMENTS OF LAST DECADE IN THE TELECOM SECTOR:

The scenario in the Indian Telecom Sector started changing in 1985
when the late Prime Minister Rajiv Gandhi accorded it a special position by
constituting Department of Telecom (DOT) and later Telecom Commission under
the leadership of a well-known U.S. returmed technocrat, Mr. Sam Pitroda in
1989. In 1986, Corporatisation of Telecom Services was initiated in Bombay and
Delhi when a public sector undertaking called Mahanagar Telephone Nigam
Limited was formed. The mandate of this corporation was to expand and
improve the reliability of the telecom network in these two metros. It was also to
provide state of the art value added services to the consumers. However, this
corporation started with more liabilities than assets. its biggest liability was the
government department’s culture that it inherited as its entire workforce came
from the erstwhile Post & Telegraph Department (P&T). For them it was just a
change of name & r;ét a change ih the roles. MTNL raised financial resources
from the markét and concentrated its efforts on expanding and upgrading the
network, bringing in state of the art technology for its telephone exchanges, used
optical fiber technology, computerized its operations, significantly improved the
ambiance of its offices and exchanges and used media to communicate with the
consumers. DOT also simultaneously enhanced its technology thereby
significantly improving connectivity across the country and with the world. The
DOT and MTNL thought that they werée being customer friendly as now the
customer was able to communicate more effectively. The internal paradigm was
that the technology upgradation and availability of telephone service were the
key to customer service.

Although the downtime was reduced considerably, several complaints
from the consumers all over the country raised doubts over the quality of service

provided by DOT & MTNL. Perhaps because of politicalisation of the decision



making process and continuous intervention by parent organization, the softer
side of the customer orientation was ignored even in MTNL.

In keeping with the trends elsewhere, great demands for the
augmentation both quantitatively as well as qualitatively, of the whole range of
telecommunication services in the country are being made. The inability of DOT
to satisfy the need of the business, trading and generai public fully necessitated
the Govemnment to revise its Telcom Policy in 1994. The “National Telecom
Policy--1994"(annexure-1) aims at providing Telecommunication services of
world class quality. |t provides for rapid expansion of telecommunication
services, bringing them up to world class standards, competition, entry of private
sector, introduction of new technologies and expansion of value-added services.
This is necessary for the success of the new economic policy adopted by the
Govemnment that aims at improving India’s competitiveness in the global market
and rapid growth of exports.

As DOT & MTNL increase their capacity and move towards the goal of
providing the telecom services on demand, it will become necessary for them to
use their energy, resources and strategies to build positive customer
relationships. This will become all the more crucial, once the private sector
comes in, providing the basic telecom services in all the telecom circles in India
thus competing with DoT. This has brought us to a juncture where we have to
assess whether Indian Telecom is able to meet the challenge of providing top

Quality service and where do€sS it stand.

~ plhar
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1.4 PROBLEM DEFINITION & RESEARCH OBJECTIVE: £ A
= ("

141 The problem studied is the quality of relationshigjéerd by the Telecom
& e -

Service Providers, to their customers, or the degree to which the Customer feels

_f . - T
bonded by the Service Provider. For the purpose of study the Telecom
companies include Basic Service Providers like DOT & MTNL, Cellular service

providers like Hutchison Max & BPL Mobile and Pager service providers like



,
Easycall & Pagelink. Another part of the problem that this study focused was on
the quality of relatidnships forged by other service provider groups like Airlines,

/ L
Hotels, Banks and Car rentals with their customers. ’ R

1.4.2 The Objectives of the research :
. 7. ’/( k/

==
a) To assess the Quality of Relationship perceived by the customers with the

Du—

service providers in Telecom, Hospitality, Aviation and Banking sectors.

b) To test the model of Relationship Mgrifeting in the context of services being b fa

-

studied. N Y

c) To compare various service providers on the constructs of Service Quality

and Relationship Marketing.

d) To study the perceptions of employees of various service providers.

e) To study the difference in perceptions at various levels of Management and
Contact Employees in the Telecom sector & some other service provider
groups with respect to_constructs of service quality and relationship building.

f) To identify the problem areas and the Policy Issues that the study may bring

out.

The research work has addressed itself to the present overview of the

service sector with specific reference to Telecom sector. @fs service ifectlon )

analysis has been carried out. The companies in the Telecom sector, Hospitality,

Aviatio n(AirI‘ines) Transportation, and Banking services industry have been

taken for study to distill the fundaments. 7 7

e o

1.4.3 Service Providers covered :

The service providers taken up for this study along with their form and
e dod

the industry are listed /An table-1.



Table-1

SL. Name of the /}fea_ of operations Industry(form-service
No. service provider (Environment) offered)
1 MTNL Mumbai Telecommunications
(Monopolistic) (Public Sector-Basic Telephone)
2 Department of India Telecommunications
Telecom (Monopolistic) (Government-Basic Telephone)
3 Hutchison Max Mumbai Telecommunications
(Duopoly) (Private-Cellular)
4 BPL MOBILE Mumbai Telecommunications
(Duopoly) (Private-Cellular)
5 Easycall Mumbai Telecommunications
(Limited competition)  (Private-Pager)
6 Jet Airways & other Mumbai-All India & Aviation
Airlines International (Private-Airlines)
(Open competition)
7 Indian Airlines & All-India & Aviation
Air-India International (Government owned companies)
(Open competition)
8 Taj, Centaur, Palm Hotels Hospitality
Grove, Ramada (Open competition) (Private)
Inn, Raheja,
Retreat, &
Seaprinces
9 ANZ Grindlays. Mumbai(mainly) & Banking
HDFC, & others Maharashtra Private-Consumer Banking
(Open competition)
10 State Bank, Bank of Mumbai(mainly) & Banking
India & others Maharashtra Public Sector-Consumer
Banking
11 DHL Mumbai Courier
(Open competition) Private
Service providers at serial numbers 1 & 2 have tili now enjoyed monopolistic

environment and need to prepare to face ensuing competition in the light of New

Telecom Policy-1994.
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1.5 RESEARCH METHODOLOGY: R AR NI
‘)f'./-, \/:.”_/_\4‘_.0/

. The research design was descriptive and the data, collected through .

N—— [

4

! questionnaire especially designed for the Customers and Management. The . w/,n/[}r Zot

14

/
I.-** information collected was analysed with the help of statistical tools like /

—~ -

’

percentage, means, t-tests, etc.

1.5.1 Data from Secondary Sources: N e g v/r. Dy - /f! A
‘Dﬁa, from secondary sources namely published materials as also earlier

studies carried out has been collected. A o /\, AR '
- ’ L A "

—_— :
A study was carried out by NMIMS Mumbai specifically for MTNL, ' ~o., <

A
Mumbai in 1990 to assess the customers' perceptions and expectations ~1 - B
regarding the quality Of service, the perceptions of employees and the /2 | L
perceptions of management regarding the customer service provided by MTNL * *+ » 5 ¥°
Mumbai. This study was confined to specific geographical areas (western 'f.:u-
suburbs of Mumbai) served by MTNL, Mumbai. The study was carried out in a <.

different environment, when competition to MTNL was not foreseen. The study

assessed the relative weightage the MTNL customers attach to the five
parameters determining Quality of customer service, viz., (a)Tangible, .
(b)Responsiveness, (c)Reliability, (d)Assurance, and (e)Empathy. This study

used the SERVQUAL instrument developed by Zeithmal, Parsuraman and Berry®

The research carried out by Zeithmal, Parsuraman and Berry a"‘? Ris /,

N “ -
findings on the importance of SERVQUAL dimensions in four service sectors ! 7 /

provided an opportunity to draw comparisons in a different economy. }

b

ideri act that their book and subsequent papers give authentic *
Considering the f 9 J, /UM
researched information much refiance has been placed on these. YA e,'_( ‘

The documents and report prepared by IMRB appointed by DOT to [Z?ﬁ"“'& ¢/
::;:MM_::::A - { /

assess the Quality of Telephone Service provided by its field units and the o« f” _
! " /
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weights attached to various parameters of performance and perceived quality

;."\74"r'vltﬁz./ B AL BRI B0 SR

<

BN o= Py '-fAL \’" d a0

v

were also studied.
: TS SR J-Q\}n AP
1.5.2 Data from Primary Sources: Y

To study the issues relating to Quality of Service and Relationship Marketing
three sets of questionnaires (Annexure 2 to 4) were developed. One was for the
Customers, second for the Top Management and the third for Middle
Management & Contact Employees. A pilot test was conducted by giving draft
questionnaire to a few respondents under each category with a request to give

their observation about the language/format and comprehension of the

questions Ba;e—c;/o:l the results of pilot test the questionnaire was modified ”

‘ | iz
ped for this purpose used a 10-point Likert /+ '/2 cof

slightly. The questionnaires develo

. . \
type scale having strongly agree(10 points) and strongly disagree(1-point) as the\\\

extremes. The questionnaire t0 the respondents were sent along with a covering

V- Aa
letter indicating the purpose of study. . /
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1.5.3 Data on customers' perceptions:

A convenient and purposive sample of 1200 customers was taken.
However the response was received from 315 customers. Except 35 respondents
who are from outside Mumbai, the remaining 280 respondents are from Mumbai.

Annexure-5 and figure—1.1 below gives a birds view of respondent profile

p—— o

—
of the customers survey.

RESPONDENT'S PROFILE

%0

Number of Respondents
g g

. St RORRNSS - 27077 7 PFP s SIYIXNYY 25, Sl
GER HOTELS BANKS-Nat  BANKS-Put,
CELLULAR  PA SERVICE PROVIDER GROUPS

DOTMTNL

Figure-1.1

Information sought from the customers also related to Tangible

dimensions & People dimension of Service Quality. It also assessed customer

perception of the extent to which he found Systems, Structure of service

providers and to its Policies customer friendly. Also, the Questionnaire

(Annexure-2) included questions on the extent to which customers perceived

organisational strateg  him.

Questions 5, 6, 7, 8, 11, 14,15, 17, 19, 23, 30, 38, 39, 40, 44, and 45
were intended for getting the perceptions of consumers on various parameters

like reliability, attitudes, listening skills/qualities, empathy, responsiveness,

12

ies as being directed towards satisfying and retaining him.
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problem solving abilities/initiatives, and credibility of the PEOPLE providing the
services.

Questions 4, 9, 10, 12, 16, 28, 29, 37, 41 and 46 dealt with the
perceptions of customers about various complaint management, payment,

communication and other SYSTEMS developéﬁ by the service provider to

transact business with them.

Questions 12, 9, and 1 also dealt with the perceptions of the customers
about the service providers use of TECHNOLOGY.

Questions 13, 18, 20, and 43 dealt with customers’ perceptions about the

STRUCTURE being customer friendly or not.
Questions 21, 22, 26, 27, 31, 47, 48 and 49 dealt with customer

perceptions of organization's commitment towards customer retention and

competitive advantage STRATEGIES.

Questions 25. 32. 33, 34 and 36 dealt with the VALUE SYSTEM of the

service organization.

Questions 2, 3. 24, 35 and 42 dealt with organization’s payment,

replacement, distribution. and service quality delivery POLICIES directed at

building long term relationship with the customers.

1.5.4 Data on Top Management’s perceptions:

The questionnairé (Annexure-3) for Top Management was directed at

understanding the degree to which it felt committed to build positive customer

relations. This questionnaire also attempted to study the organization’s structure,

policies and systems which management found useful in delivering quality

services to the customers. Attempt was made to study the technology support

that management had in order to create value for the customers. The

onnaire was pretested and then circulated among the Top Management of

—_—

questi

the Service Provider organizations
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Questions 17 & 29 were intended to assess the perceptions and
commitments of the Top Management to introduce technology for Quality in
Services.

Questions 11 & 12 dealt with perceptions on inclination of Top
Management to commit resources for service quality and Question 22 dealt with
Policies on Service delivery points for Customers convenience.

Questions 1,2,3,20,25,26,28,36,37,45 & 46 dealt with various aspects of

Customer Care Values and Internal Customer Care relating to perceptions of Top

Management.

Questions 56,7,8,10 and 27 concerned the area of Structure affecting

the performance of the organization.

Questions 33,34 & 38 dealt with Top Management's initiatives and

perceptions in the area of Empowerment.

Question 41 dealt with the Top Management's attitude towards Team

Spirit in the organization.

Questions 9,18,21,23 & 24 dealt with the internal systems, programmes

and operations to deliver Quality Service.

Questions 42,43 & 44 dealt with the Top Management’s commitments

ation D8issemination and Communication roles.

_———— e

and attitude towards Inform

Question 4 dealt with Top Management perceptions of Complaint

\_

Management SystemS used by them.

Questions 13,15 & 16 dealt with Top Management’s commitments

towards System and Process quality.

Question 14 dealt with perceptions of Top Management on Customer
Retention Strategy of the organization i.e. importance attached by top
management to growth versus service.

Question 19 dealt with Top Management perceptions about their

people’s capabilities to meet the Customer Requirements.

14



Questions 30 & 31 dealt with the Top Management's commitments
towards Induction, Orientation, Training and Development programmes for their
employees (HRD aspects).

Question 35 dealt with Top Management's perceptions about the

Performance of their employees.

Question 39 dealt with Top Management'’s attitude towards implementing

Progressive ldeas.

The criterion used to segregate Top Management from Middle

Management and Contact Employees group was as follows:

a) Hierarchical position or level in the organization on the basis of

organizational chart & reporting structure.

b) Decision making power-role in policy decision and day-to-day routine

decision making.

¢) Middle Management was clubbed in the category of contact employees.

On the basis of above criteria following hierarchical positions were

included in the Top Management cadre in the DOT and MTNL set up and the

rest were taken under the category of Contact Employees

i. Members, Advisors, and Deputy Director Generals in the Telecom

commission;

—

i. All Chief General Mana
m District Managers holding independent charge.

gers, and General Managers;

iii. All Teleco

Divisional engineers Assistant engineers, Junior technical officers as

g officers aré all clubbed together with other non-gazetted

N—
employees under the category of contact employees.

also account

In the private sector service provider groups like Cellular, Hotels, Airlines
and Banks, the General Manager, or Manager Incharge of a branch and above
were only considered in the Top Management group and all other under them

were taken in the category of Middle Management and Employees.
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A purposive sample of 500 divided on the basis of the size of the Top ="
Managément group in these organizations was taken. However response was
received from 79 Top Managemgnt personnel.

Figure—1.2 below gives a birds viéw of Top Management Respondent profile;

/
TOP MANAGEMENT-RESPONDENT'S PROFILE

HOTELS AIRLINES

CELLULAR
ooTMTHL SERVICE PROVIDER GROUPS

Figure- 1.2

1.5.4 Data on Middle Management & Contact Employees perceptions:

To study the issues of Relationship Marketing and the extent to which

the values have been internalised in the organization as also the perceptions of

the employees, @ questionnaire containing 52 questions was developed
(Annexure-4). The questionnaire was pretested in English as also in Marathi
language. The questionnaire in Marathi was meant for contact employees in
Maharashtra for their convenience and ease of understanding.

Question 8 dealt with middle management's perception about the technology and

tools provided by the organization to provide Quality Service.

16



Question 42 dealt with the perception of the Middle Management about
service delivery policies of the organization.

Question 28 dealt with perceptiop about shared values.

Questions 13,14,15,18,19,21,36,38,39 & 52 dealt with various aspects of
prevalent internal customer environment and customer care value systems in the
organization as perceived by their Middle management of the Employees.

Questions 1,2,3.4, 9,12,27,44,45 & 48 dealt with the perception/qf Middle

Management and Employees about various aspects of the structure restraining

them or facilitating them in ' provision of Quality Service.
Questions 5.10,40.43& 50 dealt with perceptions _of the Middle

Management and employees about the extent to which they feel empowered to - VA '“;Tf .

v

- 57/f"' 76 e c((
deliver service to their customers. L .
o / “The,
S0 <
of the Middle Management and employees about the internal systems including - ] ’}/ e

“vaela. .

Questions 11,16, 20,22,25,26, 29, 49,50 & 51 dealt with the perceptions

communication and information dissemination systems and operations of the
(" - 0\»’{/\
.

organisation. Lt

L ((’
(7
Question 17 dealt with Middle Management perceptions about the & ..,/——~ /

/
customer retention strategies of the organization. € “/ép net.

with perceptions about the confidence to perform the /vo .. A
—/7

job and Questions 7.21,23,35 & 41 dealt with perceptions of Middle Management

Question 6 dealt

and Employees about the learning, training as also induction, orientation

programmes of the organization.

Questions 30,31,32,34,46 & 47 dealt with perceptions of the Middle

Management and employees about the various HRD efforts including the morale,

Motivation, placement & attitudes etc.

Questions 24 & 37 dealt with perceptions of the Middle Management and

contact employees about their own performance.
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The middle management and contact employees from all the areas of
work namely accounts, operations, projects, clerical, and all the cadres were
represented in the sample. Care was taken to ensure that the sample
represented the people who are in contact with the customers as also those who
do not normally come in contact with the customers. A convenient and purposive
sample of 1000 Middle management & contact employees was taken. However,
the response was received from 194 only. Figure-1.3 below gives _aibirds view of

respondents profile in the category ‘Middle Management & Contact Employees’.

MIDDLE MANAGEMENT & EMPLOYEES-RESPONDENT'S PROFILE

v’

70

40

30

HOTELS AIRLINES

ULAR
cet SERVICE PROVIDER GROUPS

DOTMTHNL

Figure-1.3

In sum the information that was sought from Customers, Top

Management as also from Middle Management & Contact Employees related

of the relationship marketing model. .
ameters e e g ’(W/{)ﬁ,v N

to the various par
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1.5.5 DATA ANALYSIS:

The data has been statistically analysed using the studegt_iﬁaq_g-_test, The t-
distribution works with data having greater variability than the normal distribution
and approaches the normal distribution as sample size (n) approaches infinity.
For groups with different n we use the following formula to compute the t value:

t = (mean, - mean.) +/- (1.96) S sqrt(1/n; + 1/ny)

where S = sqri(((ns-1) VAR + (nz-1) VAR,)/(ny+n; -2))

where VAR, = SEM; * sqrt(n) and VAR, = SEM; * sqrt(n,)

SEM1 and SEM2 are the standard errors of mean for the 2 groups. The 1.96 is
an approx. for t,,,,, with at least 5 degrees of freedom i.e. (ny+n, -2) > 6 and « =
0.5.

Significance is considered between groups at p=0.05. This would signify there is

only a 5% probability of the differences seen between the means of the 2 groups

was due to “chance”. Hence in 95% of the cases this difference is due to some

explainable cause.

(SOURCE: An Introduction to Statistical Methods and Data Analysis. Lyman Ott.

3rd Ed. PWS-Kent Publishing Co-, 1988.)

1.5.6 Information from various Trade, commerce and Industry representatives
and their views/perceptions of the quality of telecom service being rendered and
their expectations were gathered in the focus group discussions held between
July'95 and Sept'95 in different parts of the country. This was made possible due

to active involvement as a member of a high powered committee appointed by

the Government to recommend how DOT could be made customer friendly.
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Views and opinions of experts about quality of service and its constraints

in their respective area of operations were taken during formal and informal

discussions.

Long informal meetings with various level of officers in the telecom

sector provided opportunity to go into insights of their perceptions and

limitations.

1.6 LIMITATIONS

Cellular services available only in four Metropolitan cities of Mumbai,

Delhi, Calcutta and Madras at the time of research and Pager is popular only in

these Metropolitan cities. The ared of study has therefore been mainly Mumbai.

However it is expected that same results will hold good at least in all the urban

areas of the country.

The services being studied are not facing the same level of competition.

The form of the service providers under study differ vastly as can be seen from

the table-1 at page-S- This has an obvious influence due to priorities being

attached to social and other non-commercial factors by the Government in the

public sector. The rigid organizational structure and systems in the governmental

organizations sometimes inhibit the internalization of value system. The study

has however been carried out contemplating a change in the environment and

ensuing competition.
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CHAPTER-2

REVIEW OF LITERATURE

2.1 SERVICE INDUSTRIES

2.1.1 Contribution to the National Growth : Services is the fastest growing
segment of the economy world-wide. Service industries are playing an
increasingly important role in the overall economy of every country in the world
today. The contribution of the service sector to the GNP is increasing compared
to the rest of the sectors. Services accounted for 58% of the total world-wide
GNP in the year 1992. Contribution of services as a % of GDP is much higher in
industrial nations(between 60 % and 70%) as compared with developing nations
(between 40% and 50%)’. In USA around 80% of new jobs are in the services
sector. In industrial nations the services as a % of total employment ranges
between 70% to 80% whereas in developing nations it is around 50%. In India,
the contribution of the service sector to the economy had risen from about 33.6%
in 1975-76 to 37.7% in 1985-86 to 42% in 1995-96. The jobs in the service

sector were just about the same as in the manufacturing sector in 1980. It was

160% by 1990 and expected to be more than double by the year 2000°.

2.1.2 Significance of Service & Service Industries : Services are

characterised by intangibility, inseparability, perishability, fluctuating demand,
and in some cases a close customer relationship. In an environment where

demand exceeded supply, the product quality as also the service was not
relevant. As Nation’s Industry matures, the distinction between the products
almost disappears or at least it becomes very difficult for the consumer to
differentiate between one product and another simply on the basis of the

attributes of the product. The product manufactured by various firms have almost

the same specifications and there is |ittle to distinguish between the quality of
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one product from another. The service element gains importance in the market
place. It is the service associated with the sale and usage of the product that
clearly distinguishes the quality of one product from another. Managers
throughout the world are unanimous that in the next 5 to 10 years, superior
service will be “the key" differentiation in the battle for the minds, hearts and
credit cards of the customers. It will be the key to competitive success. Service
Industries gained importance because manufacturing firms had to learn the
aspects of managing intangibles with their offerings. In order to win customer
loyalty it is the service that became the deciding factor. To use organisational
resources to optimum level and to remain the Industry leader a company should
be obsessed with service excellence. They should use service to be different,
use service to increase productivity, usé service to earn customers’ loyalty, use
service to fan positive word-of-mouth publicity, use service to gain price

advantage. With service excellence everyone wins. Customers win. Employees

win. Management wins. Stockholders win. Communities win and The country

wins.

2.2 Issues in Service Industry: The issues involved in managing

service industries are as follows:

2.21 Human Resources and HRD (People and Role of People) : It is said
that the 4 P's of marketing in a service organisation are People, People, People
and People. The organisation that is able to create Sub Ownership,
Commitment, Competence, Autonomy and Pride in their employees will
experience Continuous improvement in Quality, Superior Customer Service,

Increased Productivity, Lower Costs & Fulfiiment of Mission.

Customers may not notice the services rendered well, but they
will notice the one thing that is not done well. The entire 13 day conducted tour

may have gone strictly on schedule, but if at any time, the guide had shouted at
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a member of the touring party or had been missing when required, that
experience would rankle. The customers judge the whole of the operation by the
parts that they see and understand and this is described as ‘Moments of Truth’ by
Richard Norman and Jan Carlzon. Some Hotels have identified more than 50
such points in the first few minutes of arrival of a guest, starting from the
doorman opening the door, the bellboys picking the luggage., the speed of the
receptionist, the welcome smile from the guest relations, to the soap, towel and
water flow in the toilet. Anyoné of this going wrong, destroys the total experience.
These weak links aré all operated by people. Technology, equipment, systems
etc. cannot strengthen these weak points. They may help to eliminate some of
the weak points. But other weak points will remain. Technology, equipment,
systems etc., cannot substituté for the intimate recognition that a personal
s more freedom is given down the line, the organisation

contact may provide. A

will become more people—dependent and flexible to business needs.

Contact personnel : Customers are people. Employees of a service

industry have to be primarily interested in people. In order to provide satisfactory

service, people in the service business need to:

e have an inclination to be of help to others,
« have the skills of pleasing people,

e find it rewarding to satisfy customers,

« know enough of the pusiness of the company and its policies and practices

to provide correct information,

. feel committed to organisation‘s interests.
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Service employees should have a “customer-interaction orientation.”

This orientation is found in employees who demonstrate behavioural flexibility.

display empathy and demonstrate strong interpersonal skills®.

Training : People, are in terms of productive capability, unpredictable,

inconsistent and potentially infinite (both high and low). A person’s capacity can
change. People learn. People create new knowledge. They innovate. They make
other resources functional and productive. They also deteriorate, due to changes

in values. or attitudes or physical conditions. The person in contact with the

customer has to adjust to variability. It requires skill, discretion and preparation.
At the time of interaction with the customer, the employee is alone and is

representing the organisation. He cannot be referring at that time, to the rule

book or the manual or the superiors for guidance. If he does so, there is a

perception, in the mind of the customer, that the person is incompetent, not

knowledgeable and inadequate. Being required to deal with an inadequate

person amounts to lack of recognition. Placing inadequate persons on the front

line suggests, lack of concem for the customer, as well as inability to cope.

There is an immediate 10SS of credibility and quality. There is then a felt need to

check the validity of whatever that employee may say or decide. The people at

the interface with the customer aré the ones who need to be attended to most.

Customer service personnel have many opportunities to create a

positive impression. Many service organisations run customer care programs

only to find that concentration on a smile campaign fails when the service

provider does not have the necessary tools and technology to do the job or they

are expected to carry out tasks for which they are not trained. The Total Quality

Movement also recognises one fundamental truth : There is no point beating
people around the head if they fail to deliver or if they do not have the right skills,
equipment and environment to make it possible. In short, most of the problems

come back to management failures.



A systematic evaluation of what is needed to do the tasks successfully at
each stage so that the quality and service levels are achieved is required.
Learning is a continuous process and training programmes in progressive
organisations continue throughout the career of the employees. The companies
like AT & T, Digital Equipment Corporation, General Motors, British Telecom.,
etc. have made it a policy that every employee attend a training programme of a
prescribed number of days every year. British Telecom. declares that “an
organisation is only as good as its employees"s. Thus training and retraining
have become a part of every company's strategic action plan. Motorola spends

1% of its revenue on training of its employees. In Sweden, 10% of the profits

(over a certain amount) of the companies have to be set aside for training®.

in their research project to investigate the development of customer care

service programmes and the way the customer care philosophy permeates

organisations from top management through to branches and customer contact

staff, Smith and Lewis held in-depth study in 31 major organisations in five

sectors namely banks, building societies, insurance companies, retailers and

leisure/travel companies. They found that two third of the companies considered

a major change in culture was a pre-requisite to achieving the required standard

of customer service. A number saw the problem as one of achieving a ‘service

oriented’ or ‘marketing’ the organisation and to the improve staff management

relationships, relationships with colleagues, and relationships with the public’.
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Employees Satisfaction : Employees and customers are two sides of
the same coin and the best way to target one is to keep other happy. A satisfied

employee can bring satisfaction to customers®.

The “Links in the service-profit chain” of Heskett and others reproduced

below in figure-2.1 establishes relationships between profitability, customer

loyalty and Employee satisfaction, loyalty & productivity. Profit and growth are

simulated by customer loyalty. Loyalty is a direct result of customer satisfaction.

Satisfaction is influenced by the value of services provided to customers. Value

is created by satisfied, loyal and productive employees. Employee satisfaction

results primarily from high quality support services and policies that enable

. 9
employees to deliver results to customers.

|0pcraling Strategy and Service Delivery Systcm J

b

—
+ | Employcc Revenue
Retention External Growth
INTERNAL | = ‘l o~ — Service Customer Customer
SERVICE  [—|="P " ! vale. [ *|Satisfaction |—>Lovalty
atisfaction —]
QUAL‘ITY Employcc 1;
'[ Productivity 4 Profiability
__-——————-_ »
e  Work Place design
: JEOb ?eszagenselection & Service concept:
dmploy at Results for )
evelopme customers e Retention
e Employee rewards & e  Repeat business
recognition e Referral
e Tools for servicing customers
Figure-2.1

rmance habit is a compound of knowledge, skill and desire.

Quality perfo

Knowledge is what to do and the why. Skill is how to do and the Desire is the
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motivation. the want to do. Creating a quality performance habit requires work in

all three dimensions. By working on knowledge, skills and desires, we can break

through in quality performance. '

internal Marketing : To root the customerisation cuiture deep into your
company, you have to bring in a culture of servicing your internal customers the
way you intend 0 service your customers. Company’s internal customers are the
People within your company who take your work after you have finished with it
and carry out the next function towards serving the other intermediate, and then

the final customers. Corporations need to do unto themselves what they seek to

do to their customers.

At the Rs. 1,586 Croré Philip India(Philips), an annual exercise

determines the internal customers for each link in the company's various

business processes. in other words :

e Manufacturing becomes the internal customer for Finance when the latter is

required to service its budgeting requirements.

e Manufacturing is Administration’s internal customer when the latter has to

service the support needs of the manufacturing processes.

e Administration, on the other hand is Manufacturing’s internal customer when

it asks the former 10 furnish its support requirements.

e Finance is Manufacturing’s internal customer when it asks the latter to

furnish similar details.

. Likewise, both Finance and Administration service each other as they are

each other's internal customers.
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A very powerful force for good or ill is peer pressure. Once good habits
are accepted as the group norm there is a reduced need for policing tactics. For
internalisation of Customer care values and to achieve excellent results, the

organisations have to give as much importance to internal marketing if not more

as they give to external marketing.

Coining a term AUGMENTED MARKETING A. Parasuraman, Professor,
James W._McLamore Chair in Marketing, University of Miami stresses the role of

Internal marketing that deals with marketing to employees, that is, motivating

them to serve customers. Interactive marketing pertains to employees’ efforts
aimed at capitalising on their interactions with customers to strengthen loyalty.

And external marketing - the only type most companies think of as marketing -

primarily involves making promises to customers and attracting them to a

company's offerings. Delivering on those promises is difficult to accomplish in

the absence of effective internal and interactive marketing. And the growing

use of technology introduces a fresh layer of marketing complexity

Motivation and Role of Leadership : Leadership is an important aspect

of managing. The essence of leadership is followership. In other words, it is the

willingness of people to follow that makes a person a leader. People tend to

follow those whom they s€é as providing a means of achieving their own desires,

wants and needs. Leadership and motivation are closely interconnected. Leaders

may not only respond to subordinates’ motivations but also arouse or dampen

them by means of the organisational climate they develop''. Koontz defines.

‘Leadership as influence, the art or pracess of influencing people so that they will
strive willingly and enthusiastically towards the achievement of group goals’.
People should be encouraged to develop not only willingness to work but also

willingness to work with zeal and confidence.
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All of us are prisoners, to one degree or another, of our experiences.
Although each individual in a company may see the world somewhat differently,
managerial frames within an organisation are typically alike than different. In any
large organisation there is a dominant managerial frame that defines the
corporate canon. The personality of the chief executive officer (CEO) of an
organisation is critical to its management style. If the CEQ's personality and
ambition do not fit the style, uncertainty and confusion can arise. The priorities
and styles of some of CEOs demonstrate the fundamental differences in

personality and management philosophy that exist. And they illustrate the

importance of ensuring that the CEQ’s philosophy matches with the desired

management style'".

The central message of the Peters and Waterman (1982) book, In

Search of Excellence, is that, effectiveness is achieved, not by opportunism, not

even by clever strategic positioning but by a management that knows exactly

what it must do (“sticks to its knitting”) and then does it with fervour of religious

. m 13
missionaries (“hands on value driven”) .

What management takes seriously. Their priorities determine what the

Employees & Suppliers will be doing™. The nice thing about management is that
they are usually the causé of the problems and so they can make the necessary
changes in a hurry. vou can turn this company around in a few months™. The

persons who make up the management corps are the main source of trouble for

that organisation, just as they are for most of the good things that happen.

Management’s job is t0 make the employees successful; they in turn will
make the customers and suppliers successful; and the result will be to make the
company successful'®.It is said that actions speak louder than words, but we
behave as if we don't believe it. We behave as if the proclamation of policy and

its execution were synonymous. “But | made quality our number one goal years
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ago,” goes the lament. Their action expresses their priorities, and it speaks much
louder than words. In the quality case alluded to above, a president’s subordinate
clarified the message, “Of course, he's for quality. That is, he's never said, ‘I
don't care about quality.’ It's just that he's for everything. He says, ‘I'm for
quality,’ twice a year and he acts, 'I'm for shipping product,’ twice a day.
According to Henry Mintzberg it is important to distinguish between the basic
personality of a top management team and the way that team comes across to

the organisation. Organisations may listen to what managers say, but they

believe what managers do. Not words, but pattem of actions are decisive'”.”
Only if you get people acting, even in small ways, the way you want them to, will

they come to believe in what they're doing. “Doing things” (lots of experiments,

tries) leads to rapid and effective leaming, adaptation, diffusion and

commitment: it is the hall mark of the well-run company'®.

The excellent companies areé the way they are because they are

organised to obtain extraordinary effort from ordinary human beings. It is hard to

imagine that billion-dollar companies are populated with people much different

from the norm for the population as a whole. But there is one area in which the

excellent companies have been truly blessed with ‘unusual leadership’,

especially in the early days of the company. Leadership is many things. The

primary role of the chief executive is the shaper and manager of shared values

in an organisation. “The essential functions of the executive are first, to provide

the system of communications; second, to promote the securing of essential

efforts: and third, to formulate and define purpose. Organisational values and
purpose are defined more by what executives do than by what they say. Strictly

speaking, purpose is defined more nearly by the aggregate of action taken than
by any formulation in words. Purpose, to be effective, must be accepted by all
the contributors to the system of efforts. In the excellent companies, we see just

that. Values are clear; they are acted out minute by minute and decade by
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Dual and joint degrees by Indian,

| foreign institutes, says UGC
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amended regulations will be
notified soon.

. Kumarsaid the collaborat-
ing institutes will be allowed
to offer three kinds of pro-
grammes: twinning, joint de-
grees, and dual degrees.
Students enrolling for these
programmes will have to com-
plete at least 30 per cent of
their course credit ata foreign
university. While they will
have to go abroad, they will not
have to seek-admission sepa-
rately at these foreign institu-
tions.

While the first two pro-
grammes are allowed under
the existing regulations, there
have been few takers, Kumar
acknowledged.

Under the current regula-
tions, if two institutes plan to
collaborate, the UGC needs to
be "satisfied" about the
arrangement after an exten-
sive vetting process. The pro-
posed amendments merely
state that the "Indian higher
educational institutions shall

seek necessary approval from
the relevant statutory councils/
bodies before entering into col-
laboration in technical, med-
ical, legal, agricultural and such

Russians honouring

with Russian companiesfor2.5
LMT DAP/NPK every year for 3
years, Woh usko honour kar
rahe hain aur usme se hum ko
supply lagataar prapthorahi hai
(They are honouring thatand

we have been receiving supply

continuously),” he said.
" According to Chaturvedi,

Russia had assured additional

“|1¥ quantities of DAP(4LMT), MOP

(10 LMT) and NPK (8 LMT), He
said a payment mechanism is

" beingevolvedforimportoffer-

tilisers from Russia in the wake
of sanctions imposed on it fol-
lowing its invasion of Ukraine,

lsharlng details of the re-
quirement and availability of
fertilisers in the country,
Chaturvedi- said that the
Departmentof Agriculture and
Farmers Welfaim_hés assessed
the requirement of fertilisers

other professional
grammes",

In case of a twinning pro-
gramme, the students will have
to complete 30 per cent of the
gou;'se's credits at the foreign
institution by means of an ex-
change programme. The same
will be applicable to foreign
students enrolling in a similar
programme. Under this
arrangement, creditsearnedat
a foreign institution will be
cc_)unted toward the degree/
filplomaawarded by the Indian
institution. Each institution
shallissue a transcript for their
respective course, with a re-
mark indicating that the stu-
dent hastaken certain modules
atthe partner institution.

For joint degrees, both the
partner institutions will have
to sign a memorandum of un-
derstanding (MoU). Students

from India will be required to
complete more than 30 per

pro-

cent of their course credit at’

the foreign institution. The de-
gree, on completion of the
course, will be awarded by the
Indianinstitution along witha
certificate of credit recognition.

For dual degrees, students
will have to complete 30 per

at 354.34 LMT for the kharif
season, of which 35 percentor
125.5 LMT will be met fromthe
opening stock, while the rest
will be met from the “ex-

' pected” production (254.79

LMT) and “anticipated” im-
ports(104.72 LMT).So, t_he an-
ticipated total fertiliser avail-
ability will be 48{5.59 LMT
during the kharif season,
higher than the requirement,
he said. )

“Kharif me hame koi dikkat
aane ki sambhavna nahin hai
(We are unlikely to face any
problem during the kharif s€3-
son),” he said.

He asked states to ensure
.micro planning of fertiliser
movement to ensure SMoo
supply to farmers. He also
called for strict action against
diversion, hoarding and black

cent of their course credit at
the foreign institution. The de-
gree awarded by bqth _the
Indian and foreigninstitutions
willindicatethe qedtlitrsuet?omn:d
at the respective Ins .

Any Indian higher gduca-
tion institution ac ited by
the National Assessmentand
Accreditation Counarle((l;lfﬁ;c)
with a minimum SCOre = =

H T ringin
ona4-point ﬁ?‘l 2 uﬁr%i‘\]rersity
category of the Natiopal
Institutional l}anku;g
meework(N]RF) will be eli-

ible to enter intoa pf'irtner-
ship tooffer collaborative pro-
mmes. Foreign institutions
whichwanttoC_O]laboratemm
{ndian institutions must fea-
ture inthe list of the world's
top 1000in the Times Higher
Education and QS' World
University Rankings.

In the draft regulations pre-
pared lastiyear, foreign institu-
tions were required to have a
global ranking of less than 500.
"Theincreased bandwidthisonly
to allow more institutes to part-
nerandoffermoreéchoicestothe
students,” the UGC chairman
said in response toa question.

A proposal fora regulatory

marketing of fertilisers. He
asked states to promote alter-
native fertilisers like NPK and
nano urea.

Chaturvedi said additional
supply of fertilisers has been se-
cured from alternative sources
like Saudi Arabia and Iran.

Under a short-term agree-
ment, 25 LMT of DAP/NPK has
been secured by Indian PSUs
and companies from Saudi
Arabia for 2022-23, he said,
adding that supply has been
started and the country is re-
ceiving 30,000 MT of DAP
every month.

On the disruptioniin fer-
tiliser supply caused by thein~
vasion of Ukraine, Chaturvedi
said since Morocco procures
ammonia from Russia for DAP
manufacturing, supply of DAP
fromMoroccoisaffectedinthe

mechanism 0 permitcollabo-
rative academic programmes
was received by the UGCon
February 1, 2021, following
which a special committee
Jooked into the possibilities to
increase collaboration.

The draft regulations were
put out for public review, be-
fore being passed by the UGC
on Tuesday. These regulations
--  University  Grants
Commission  (Academic
Collaboration between Indian
and Foreign Higher Education
Institutions to offer Joint
Degree, Dual Degree, and
Twinning  Programmes)
Regulations, 2022 — willnotbe
applicable to programmes of-
fered in online and open dis-
tance learning (ODL) mode.

"Currently, we have about
4 crore students in Indian
higher educational institu-
tions, but this number willin-
erease over time. We believe
that the regulations will lead to

the internationalisation of our
higher education and will also
provide agreat opportunity for
our Indian students to acquire
multidisciplinary education for
aninternationally relevantca-
reer;” Kumar said.

Ne=re!

fertiliser contract: Govt

wake of the “current §e0-po-

litical scenario”.

He said India is enggged
with Iran to decide on pricing,
logistics and payment mecha-
nism for import of fertilisers.
Both sides have agreed tosup-
ply15 LMTureaeveryyearun-

" der along-term arrangement

for 3 years.

On the issue of supply of
potash(k), Chaturvedi said that
supply from Belarus(adjoining
Ukraine) has beenaffected and
India has secured a supply of
12 LMT potash from Canada.
Besides, an additional 8.75
LMT of potash, he said, has
been secured from alternative
sources — [srael and Jordan on
March 21. India is dependent

onimports to meet its require-

ment of potash that is used for
manufacturing fertilisers.
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decade by <he top brass; and they are well understood deep in the companies

ranks.'®

Continuity : . Successful implementation of long term strategies need

consistency. There may be a hidden cost when senior managers rotate across
jobs every two or three years. It is essential to keep the same leadership or Top
management team for a reasonably long period. No company can achieve a ten
or fifteen-year strategic intent with a succession of two-year executives in key

jobs. Mahanagar Telephone Nigam Limited (MTNL) formed in 1986 has been a

victim of this discontinuity and frequent changes at the top management in the

early years of its inception. No Chairman or Chief General Manager except for

one at Bombay remained there for more than 2 to 3 Years. Similar is the

situation in DOT. Compare this with the organisations like VSNL (Public Sector

also formed along-with MTNL in 1986) and HDFC (Private Sector) where the

consistency of leadership has brought in a sea-change in the organisations.
True service jeadership builds a climate for excellence that prevails over

operational complexities, external market pressures, or any other impediments to

quality service that might exist. The key is genuine service leadership at all

levels of an organisation—leadership that offers the direction and inspiration to

. 20 H : ) . .
sustain committed servers . People in service work need a vision in which they

can believe, an achievement culture, that challenges them to be the best they

can be, a sense of team that nurtures and supports them, and role models that

show them the way. This is the stuff of leadership. The principal distinction

between leaders and managers is that leaders emphasise the emotional and

spiritual resources of an organisation, its values, and aspirations, whereas

managers emphasise the physical resources of the organisations, such as raw
. 21 .

materials, technology and capital.”’ The excellent companies seem to

understand that every man seeks meaning (not just the top fifty )2,
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Completeness has to do with taking care of every aspect and knowing

that you are doing so. The purpose of completeness is to avoid problems and

guarantee success. There are 3 principles of completeness:
1. Cause employees to be successful.
2. Cause suppliers to be successful.

23
3. Cause customers to be successful™.

According to Philip Crosby Suppliers, financial sources, the community,
business groups, everyone, who is a part of the enterprise in any way will need to
know for sure that organisation not only is supportive but feels kindly towards
them. Dealing with people will produce a reputation, one way or the other, about
company's ability to perform. Any smudge on that reputation will put the
company in a poor competitive position - because there will be others in every

field waiting for an opportunity to drive a wedge between the organisation and
their customers.”*

Senior management’s commitment and participation are vital for an
organisation to become market focused but not sufficient for prolonged success.
For maximum results, the market focused mind-set must invade the whole

organisation. Involve all levels of organisation in the drive to become market
focused.®

It is the responsibility of the managers to take steps to ensure that every
one in the organisation has the skill, motivation and authority to make service
recovery an integral part of operations. The surest way to recover from service
mishaps is for employees on the front line to identify and solve customers’
problems. Doing so requires decision making and rule breaking, exactly what
employees have been conditioned against. Even though they would like to help

the customers, they are frustrated by the fact that they are not allowed to do so.
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Worse yet, they do not know how. We have all heard the typical response : “It is
not in my power, | will have to ask my superior”, “This is not my job", “You will
have to go to the Accounts Section”. The front line staff should be the problem
solvers and the senior level executives should be the problem finders. The
organisation must train the people who interact directly with the customers and
empower them i.e. it must give them authority, responsibility and incentive to
recognise and care about and attend to customers’ needs. Unfortunately,
empowering the bottom of the organisational pyramid is taken as an erosion of
authority. Bureaucracy blocks initiative and creativity at every turn. However
dismantling bureaucracy without putting in its place a clear and compelling sense

of direction is a recipe for chaos. Empowerment without direction is anarchy.

Ten principles for Empowering people through the Power Pyramid
illustrated by Diane Tracy are : Trust; Respect; Permission to fail; Recognition;
Feedback: Providing Knowledge and Information; Training & Development;
setting Standards for Excellence; Delegation of Authority and Clearly defined
Responsibilities®®. If you don't look after your people, they won't look after your

customers. And when they do, if you say thank you and reward them, they will do

it again and again”. Progressive companies have adopted an approach that

respects their employees and gains their loyalty. “Before asking someone to do

something you have to help them to be something.” Another company'’s slogan is

“to help people grow."?®

2.2.2 Operations and Systems:

In order to understand how an organisation really does (or doesn't) get
things done, we have to look at the systems. One important aspect of systems is
the way they mirror the state of an organisation.® Systems include all the

procedures, formal and informal, that make the organisation go, day by day and
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year by year: budgeting systems, training systems, management information
systems, accounting procedures, and service delivery systems. Systems, their
design and implementation play a very crucial role in the satisfaction of
customers in a service organisation. Any changes in Structure and Strategy will
not bring the desired change without a change in the Systems. It is astonishing
how powerfully system changes can enhance organisational effectiveness—
without the disruptive side effects that so often ensue from tinkering with
Structure.* Just as logistics bottleneck can cripple a military strategy, inadequate

systems or staff can make paper tigers of the best laid out plans for clobbering

competitors.

Galbraith in 1977 used a model to indicate that organisation consists of
structure, processes that cut the structural lines like budgeting, planning and
teams and so on, reward systems like promotions and compensation, and finally
people practices like selection and development.®’ Subsequently Waterman,
Peters, and Phillips in 1980 introduced the well known “7-S” framework that

was developed at the McKinsey consulting firm. This framework explicitly

considers how Structure, systems, Style, Staff, Skills, Strategies and Share

values in the organisation interrelate with each other.* All of the elements must

“fit" to be in harmony with each other s shown in figure 2:2.



Structure

Systems

Strategies

Figure-2.2

Although the naturé and utility of each service may differ widely, the

customers do compare various dimensions of service quality as also service

delivery systems petween one service and another. A glaring example of

comparison of the delivery of service by two service providers in altogether

different areas of operations is a comparison made between MTNL, Mumbai

(Basic Telcom service provider-in the public sector and HDFC-a private bank) in

the editorial of Economic Times dt. 24th. Feb1997.(Annexure-6)

Three main aspggt_of service delivery link which make up the service
delivery triangle are : Resources employed in the service system, Organisation
or configuration of these resources and Process i.e. flow of people, information
and material through the organisation”.The resources employed by the service

and support organisation can be identified under five headings : People;
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Facilities; Information  systems. Equipment and Materials. There are
interrelationships between resources. a greater investment in one area can bring
cost reductions in other areas. Many organisations have found that an
investment in information systems has brought about sizeable reductions in

inventory costs and changeé in operations and methods of working.

Consistency in delivery of service creates credibility. The worst thing you
can do is meet expectations one time. fall short another, and exceed every now
and then. First chance your customer gets to run away to your competitor, they
will do it. To be consistent you have to have systems. At the core of every great
customer service organisation is a package of systems and training program to

inculcate those systems into the soul of that company™.

Since effective implementation can make a sound strategic decision

ineffective or a debatable choice successful, it is important to examine the

processes of implementation as to weigh the advantages of available strategic

alternatives. In Service industries, Quality includes Process, Systems and

Procedures. Process-focus is @ crucial element. Customer-focus in a company

with poor processes will only transiate into how to say sorry to customers in 20

different ways™ .

While distinguishing between Rules and Systems Ken Blanchard opines
that Rules create robots. Not systems. Systems are predetermined ways to

achieve a result. The emphasis has to be an achieving the result, not the system

for system’s sake. That's the difference between systems and rules®.

Managers don't spend their time in the neatly compartmentalised
planning, organising, motivating, and controlling modes of classical management
theory. Their days are a mess—or SO it seems.¥’ In a survey conducted by two

consultants they found that CEOs and Top Managers spend disproportionately
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less time on the issues that are vital to an organisation. Time spent by CEOs and

Top Managers on various issues™ is indicated below in Table-2.1

TIME SPENT BY CEOs ON VARIOUS ISSUES

PERCENTAGE OF TIME SPENT

Coaching and team building

Low-value added High valuc-added

Reactive problem-solving and discovery meetings 30
Related political activity 156-20
Administration 30
Decision making and strategy 5
Dealing with customers S
Dealing with suppliers 5
Visiting operations <5

<5

Table 2.1

According to

Heskett, Jones and others, Top-level executives of

outstanding service organisations spend little time setting profit goals or focusing

on market share, the market m

understand that in t

antras of 1970s and 1980s. Instead, they

he new economics of service, frontline workers and

customers need to be the center of management concern. Successful service

managers pay attention to the fa

paradigm : inves

ctors that drive profitability in this new service

tment in people, technology that supports frontline workers,

revamped recruiting and training practices, and compensation linked to

39
performance at every level.
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2.2.3 Marketing .

Many organisations believe that by hitting as many as possible potential
customers, sufficient business will be generated. This approach may generate
volume of business but is unlikely to be as profitable as being more selective
about where the largest gains are to be made. Information systems should
indicate the customer groups that are likely to be most profitable for the business
as a whole. For example in the Telecom Service 17% of the customers provides
80% of the revenue for MTNL. A new entrant in competition with DOT will target

that group of customers which originate high volume of traffic. There is a niche in

the market, but is there a market in every niche?
In the years to come, the growth of services in India will be dictated by

the ability to develop cost effective and efficient channels of distribution which

can provide high quality persona|ised service on a large scale. Depending on the

nature of the service, there are various options available for distributing them. In

some types of services, agents can be employed to perform the sales function.

Financial services providers like UTI, LIC as also AIRLINES & CITIBANK (to

distribute housing loans) use these kinds of distribution intermediaries. In all

these cases the standardisation of the service is what enables agents to be used.

Sometimes, the best distribution solution for services is to find a tangible

representation of the service. Credit cards, for example, have enabled large

scale and convenient distribution of credit service. They have enabled banks to

overcome the inseparability problem and use the retailer as a middleman for
distribution of credit. They have also allowed banks to expand their geographic
market by maintaining credit customers away from their immediate trading
areas. Greyhound and Eurorail passes also use the same principle. This allows

sale outside the country. ATM and telephone cards are other examples.
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Franchising is another widely used method. Franchising involves
replicating services and gaining economies through marketing. Franchising as
defined by the International Franchise Association is a continuous relationship in
which a franchiser provides a licensed privilege to conduct business in addition
to providing assistance in organising, training and merchandising®. By
franchising a small business can ‘clone’ itself many times over without being
dependent on cash it has itself generated and without needing massive
resources of staff. Successful franchising requires developing a ‘formula’ service
and then finding parties willing to run these. Computer classes have used this
concept successfully to spread their network. The fast food concept relies heavily

on franchising for success. But for franchising to be successful, selection of

franchisees, their training and monitoring is very critical.

The numerous PCO booths dotting the length and breadth of the country

are testimony to this fact. A simple distribution solution has freed the customer

from post offices, earlier the only option available for making STD and ISD calls.

Easy availability has increased demand manifold for these services, even in

villages. To provide easy accessibility of all type of Telecom Service in low

telephone density areas with limited resources MTNL, Mumbai came out with a

concept of franchising outlet called ‘Telecom Centres’. Similarly, the success of

Citibank in consumer banking is largely due to its ability to find innovative
distribution solutions such as tele-banking or roping in automobile dealers for

dispensing its car loans.

2.2.4 Technology:

Technology offers an exciting array of possibilities for serving custamers.
But ensuring that hi-tech services become a marketer’s friend - and not a foe -
requires the careful consideration of technology-related issues relating to

Internal. Interactive, and External Marketing. Emphasising the role of
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Technology in all the three marketing areas Parsuraman suggests a Pyramid

Model reproduced at figure-2.3.

PYRAMID MODEL OF SERVICES MARKETING

COMPANY
TECHNOLOGY
INTERNAL
MARKETING
EXTERNAL

- MARKETING

EMPLOYEES INTER ACTIVE CUSTOMERS
MARKETING

Figure-2.3

Use of technology for service delivery cuts the people element. Today
we see Railway Inquiry, QITI bank, HDFC and many others trying to improve
their service delivery systems with the help of Interactive Voice Response -~

Systems. Companies venturing into such adventures will be well advised to
gauge their customers’ comfort level with such technologies. There is enough
hassle in life without seeking it out. The issues companies would do well to

ponder in advance while introducing technology are :

Do our customers have the expertise to interact with it?

Has the technology been evaluated by novices or experts?

The haphazard introduction of customer-contact technologies can

backfire by frustrating customers and fostering distrust®.
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The employee-technology link in the augmented internal marketing

perspective also raises important issues for corporates to consider :

e Do our customer-contact employees have adequate training to handle the

proposed technology?

e Will they have ready access to it to take prompt corrective action if

something goes awry?

How can we effectively empower technology to customise service
delivery? By creatively coupling artificial intelligence systems with customer
information, companies can give their customer-contact technologies a degree of
flexibility in serving customers. For example, Bell Mobility Cellular has

empowered its automated call-routing system to recognise high-volume

customers and more their calls to the front of the queue when demand exceeds

capacity.
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2.25 Quality :

In a survey nearly 80% of U.S. managers polled believed that Quality
would be the fundamental source of competitive advantage in the year 2000.
Yet, barely 50 % of the Japanese managers agreed with this, although 82%
believed it was currently an important advantage. Rated first as a source of
competitive advantage by Japanese managers was a capacity to create
fundamentally new products and businesses. It is believed that in the year 2000,

quality will no longer be a competitive differentiator; it will simply be a price of

market entry.

Most of the concepts of Marketing as also that of Quality etc., were
initially developed in reference to product or manufacturing sector. People are

usually oriented only to their product or service field. An example from some

other aspect of work does not turm them on. In fact, they reject it. Manufacturing

devotees did not accept anything that didn't include some sort of widget. Even

the experience and knowledge gained in one service industry till a few years

back could not be made use of in the other service industry. They seem to feel

that everyone is different. Actually every business operation is really much the

same. Those in the service business have products: insurance palicies,

telephone instruments, cars to rent, hotel rooms and so on. Manufacturing

people have service: salespeople, contracts, accounting financing, advertising

and such.

Robert Galin, Chairman of Motorola, in his keynote address to the 1%

Global Conference on Service (London 13-15 March 1991) commented that the

high rate of economic growth of Japan could be sustained only by applying to

service operations the same commitment to quality which had won them

supremacy in so many manufacturing industries.
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In a *Quality Society,” honesty, excellence, and the principle of giving full
value for what we receive would become the rule of conduct both in business and
personal relationships. What began as an effort to improve quality could end up
in a revolutionary improvement in the overall quality of life.* Quality and
integrity are inseparable. Graceful handling of a special request & genuinely
warm greeting are just a few examples that determine the Qual'ity .of service
provided to the customer. Competitor commonly offer the same service and
different services. Business consists of transactions and relationships. Quality

Management's purpose is to cause all transactions to be complete and correct,

: . . 44
while all relationships are to be successful.

Top level executives of successful companies firmly believe that the
customer determines just what quality is, and no one else does. They plan on
exceeding the customer's expectation. The overly simple definition of quality

‘conformance to requirement’ implies that there is a restriction on individual

freedom. It tends to discourage creativity®.

PIMS was the first ever study to highlight the relationship between
Quality and Market Share and also the parameters of quality. PIMS research
concluded that market share and profitability were directly related such that high
Mmarket share firms enjoyed high returns on their investment.*® Market share was
influenced by several variables and one of the most significant influence is the
quality. As shown in figure 2.4, quality helped improve firms reliability and
image, which in turn helped it enlarge its market share and alsq provided an

opportunity to raise product price. This in turn helped increase profits.
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THE EFFECT OF QUALITY ON MARKET SHARE

> lm}fggs YIELDS EXPERIENCE
sHARE |>| BASEDSCALE
ECONOMIES

RELIABILITY FOR QUALITY

, INCREASES
_ RAISES PROFITS
PRICES

Figure-2.4

IMPROVES INCREASES
PERFORMANCE | REPUTATION

Quality had two dimensions. One related to the Conformance dimension
and the other to the Perceived dimension. The conformance quality related to
the degree to which product performed to customers’ specifications and hence
involved tangible dimensions of design and technology. It involved value
analysis and value engineering. The perceived quality, however related to the
human factor, i.e., how the product or service was delivered by the people, thus
involved attitudes, competence and skill level of people, whose job was to deliver

products to the customer. According to PIMS, companies had to manage both

these dimensions of quality.

/Parsuramg_n. Zeithaml and Berry define perceived service quality as “a
global judgement, or attitude relating to the superiority of the service. "
Additionally, they link the concept of perceived service quality to the concepts of
perceptions and expectations as follows. “Perceived quality is viewed as the
degree and direction of discrepancy between consumers’ perceptions and
expectations.” In the services marketing literature, perceptions (P) are defined as
consumers’ beliefs concerning the service received” or experienced service®.

Expectations (E) are defined as “desires or wants of consumers, i.e., what they

feel a service provider should offer rather than would offer.**®



This distinction between the consumer satisfaction and service quality is
important to managers and researchers alike because service providers need to
know whether their objective should be to have consumers who are “satisfied”
with their performance or to deliver the maximum level of “perceived service
quality.” Service quality has been described as a form of attitude, related but not
equivalent to satisfaction, that results from the comparison of expectations with
performance. A close examination of this definition suggests ambiguity between
the definition and the conceptualisation of service quality. Though researchers
admit that the current measurement of consumers' perceptions of service quality
closely conforms to the disconfirmation paradigmso, they also suggested that
service quality and satisfaction are distinct constructs®. The most common
explanation of the difference between the two is that perceived service quality is
a form of attitude, a long run overall evaluation, whereas satisfaction is a
_ Parsuraman, Zeithaml, and Berry (1990) further
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transaction-specific measure

suggest that the difference lies in the way disconfirmation is operationalized.

They state that in measuring perceived service quality the level of comparison is

what a consumer should expect, whereas in measures of satisfaction the

appropriate comparison is what a consumer would expect. However such a

differentiation appears to be inconsistent with Woodruff, Cadotte, and Jenkins’

(1983)%® that expectations should be based on experience norms—what

consumers should expect from a given service provider given their experience
with that specific type of service organisation. However, Parsuraman, Berry, and
Zeitham| noted that the service expectations concept is “intended to measure
customers’ normative expectations,” and that these expectations represent an

“ideal standard” of performance. Carmon (1990) also suggests that service

quality expectations involve “norms” and that these “norms” are based on past

experience.



Initially Zeithaml, Parsuraman & Berry's (1985, 1988) proposed that
higher levels of perceived service quality result in increased consumer
satisfaction. However some studies carried out subsequently suggests that
satisfaction is an antecedent of service quality. Bitner has demonstrated
empirically a significant casual path between satisfaction and service quality in a
structural equation analysis. Bolton and Drew (1991) used the common
assumption that service quality is analogous to an attitude as a basis to suggest
that satisfaction is an antecedent of service quality. Bolton and Drew posit that
perceived service quality (ATTITUDE) is a function of consumer’s residual
perception of the service's quality from the prior period (ATTITUDE,.,) and his or
her level of dis(satisfaction) with the current level of service performance
(CS/Dy).>* This suggests that satisfaction is a distinct construct that mediates

quality.

ATTITUDE; = g(CS/Dy, ATTITUDE:.1).

Bolton and Drew indicate this relation implies that the disconfirmation process,

expectations, and performance all should have a significant impact on

consumers’ current perceptions of service quality. Finally, Bolton and Drew

(1991b) extend the discussion of the relationship between satisfaction and

service quality by proposing the following structural equations:

Service Quality = qo (CS¢/Dy, Disconfirmation)
cS/D, = c(Disconfirmation, Expectations, Performance)

Oliver (1980) suggests that attitude (ATT) is initially a function of expectations
(EXP) [ATT, = f(EXP)] and subsequently a function of the prior attitude toward

and the present level of satisfaction (SAT) with a product or service [ATTy, =

f(ATTw, SATR))
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Purchase intentions (Pl) then are considered initially to be a function of an
individual's attitude toward a product or service [Ply = f(ATTy)], but subject to
modification due to the mediating effect on prior attitude of the satisfaction

inherent in subsequent usages [Plo = f(ATT2) = f(AT T, SATR)]

Some Managers believed that quality can be accomplished by a system
such as TQM, or code words such as ‘continuous improvement’. They thought
that by appointing a committee to handle quality, it will get handled. Those who
believed quality is caused by activities and programs such as Bench-marking,
Empowerment, Statistical Process Control, Team Building, etc., mistake
activities for change and as a result cause very little change. Some Service

companies prided themselves on their customer service operation, which was

rework all the way. Senior executives did not recognise nor believe that their
concept of operating was causing the problem. They thought they just needed
better workers. As a result, management and workers distrusted each other.>® Do
people take their work very seriously, and are proud to be part of the
organisation? Building a culture where the employees feel committed to provide

excellent Quality of service and build excellent Relationships with Customers

both external and internal raises the intellectual level of the company.
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2.3 CUSTOMER RETENTION ;

Customer Satisfaction = Customer Delight =» Creating Raving Fans - Bonding

Happy Customers, Satisfied Customers, Delighted Customers and
likewise are all the terms used by most of the researchers to indicate the secret
of their most successful companies. Keeping customers happy is a good
business, it is the best defence against competition. The research carried out by
Jagdish Sheth established that the firms that consistently rank high on customer
satisfaction also rank high in profitability and it was not coincidental™.

Excellent companies really are close to their customers. They have a
seemingly unjustifiable over-commitment to some form of Quality, Reliability or
Service. These companies were more driven by their direct orientation to their
Customers than by Technology or by a desire to be the low-cost producer.”

Federal Express has peen known to deliver a single
package via Lear jet to keep a promise to a customer.
Six Flags proadcasts “busy-day alerts” to wam
customers that theyre likely to encounter crowds and
traffic jams on their way to the amusement park.
Swissair asks thousands of passengers several times

each year what they think of the airline, and isn’t satisfied

with an approval rating of less than 96 percent.®®.
The above three companies and other companies like them have been
profitable for a long time and will continue to remain profitable because they now
that their profits come from keeping customers happy.

According to Heskett, Jones and others Leading service companies try to
quantify customer satisfaction. For example, Xerox polled 480,000 customers in
one year regarding product and service satisfaction using a five-point scale from
5 (high) to 1 (low). Xerox's goal was to achieve 100% 4s (satisfied) and 5s (very

satisfied) by the end of 1993. But in 1991, an analysis of customers who gave
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Xerox 4s and 5s on satisfaction found that the relationships between the scores
and actual loyalty differed greatly depending on whether the customers were
‘very satisfied’ or ‘satisfied’. Customers giving Xerox 5s were six times more
likely to repurchase Xerox equipment than those 4s. Xerox's management
revised their goal to achieve 100% apostles ( describing customers so satisfied
that they convert the uninitiated to a product or service), or 5s, by upgrading
service levels and guaranteeing customer satisfaction. Xerox's strategy is to
avoid creating terrorists : Customers SO unhappy that they speak out against a
poorly delivered service opportunity at every opportunity. Terrorists can reach
hundreds of potential customers. In some instances they can even discourage

acquaintances from trying a service or product. A graph titled “A satisfied

A 59
Customer Is Loyal” is reproduced below in figure-2.5>.

A SATISFIED CUSTOMER IS LOYAL
anostle
100% '
0% 7one of affection
R0%
zone of indifference
Loyalty 60%.
(Retention)
40% 7one of defection
20%
Terrorist
extremely somewhat slightly satisfied very
dissatisfied dissatisfied dissatisfied satisfied
Satisfaction Measure

Figure-2.5



Is it possible to maximise customer satisfaction and minimise costs? In
theory, As customer satisfaction increases, so do costs. This is the law of

diminishing returns. It costs the firm far more to go from 90 to 95 percent (Figure

-2.6).

Cost

85% 90% 959,

\'Z

Customer satisfaction(%)

Figure-2.6

Therefore, we cannot simply say, “maximise customer satisfaction™:
without some explicit or implicit constraints on costs, the statement doesn't make
sense. Similarly, “become a cost leader” or “minimise cost” is meaningful only
when we add the requirement of meeting a specified, minimum level of customer
satisfaction. it is said that we cannot have both i.e., We cannot maximise
customer satisfaction and minimise costs®. Jagdish Sheth and Lele in their
research found that although in theory it can't happen, however some of the
winners studied by them were doing just that—to keep maximising customer

satisfaction while getting costs down to the level of their most efficient

competitors.



Cost .
Minimum
cost firm
Cost “Ceilig”
Satisfaction
maximising
firm

Satisfaction “floor”

V

Customer satisfation(%o)

Figure-2.7

The best companies are trying to keep customer satisfaction as high as
Possible while getting within striking distance of low-cost providers (Figure-2.7).
Companies choose to minimise cost rather than maximise customer satisfaction
for three reasons. First, top management has a short-term orientation that stress
immediate payback on investments. Second, the benefits of a customer-oriented
approach are cumulative and become apparent only after a number of years.
Third, the intensely competitive atmosphere of the 1970s and 1980s placed
additional emphasis on cost-cutting®’.

The relationship between customer satisfaction and financial

performance varies from industry to industry. Jagdish Sheth & Lele studied 15



firms in 13 different industries that were leaders in both customer satisfaction
and long—term financial performance. They found that every one of their
winners was convinced that their ability to keep customers happy was the key to
their continued growth and success. The specific approach taken by each of
these firms to make their organisation customer—focused varied considerably,
reflecting the diversity of their products, services, customers, corporate cultures

and management styles and so forth. Despite this diversity the following six

characteristics are shared by all the winners:

1. They set themselves “impossibly high" standards.

2. They're obsessive about knowing, even better than the customers themselves,

what the customers want.

3. They create and manage customer’s expectations.

4. They design their products or services to maximise customer satisfaction.

5. They put their money where the mouth is.
6. They make customer satisfaction everybody'’s business.

The sixth characteristic, making customer satisfaction everybody’s
business, was put at the centre of their five-pointed star model so that it acts as a
mainspring, the driving force that unifies the other five characteristics ang
provides needed balance. It is this that creates the desire for high standards:
when everybody's involved and interested in customer satisfaction, a “let's do it”
Spirit is created that makes everyone push for higher performance. This spirit
also ensures that every department makes knowing the customer its job, and
doesn't assume that such knowledge is solely the marketing or sales
department’s responsibility.

Companies that haven't yet woken up to the reality that to be
competitive, you have to be customer-focused. If they don’t take care, they will
go the way of the dinosaur.”. To initiate a custom oriented culture first and the

foremost pre-requisite is the attitudes and customer care values of the top



management. ‘The consumer is the reason-why. Once that philosophy is
internalised in an organisation, the structures and systems fall into place‘”.
Satisfaction suffices. But delight dazzles. The average company will
compete for the customer by conforming to her expectations consistently, but the
winner will surpass them by constantly exceeding her expectations, delivering to
her doorstep additional benefits which she would never have imagined possible.
While tangibles are easy to copy, it is the difficult to clone intangibles - provided
more often than not through the human touch - that generate customer delight.

Herein comes the importance of People element, the contact employees of the

service provider.
Each customer transaction including @ minor telephone inquiry is an

opportunity for the organisation's reputation to be enhanced or destroyeds“. Still a

step ahead in the direction of cultivating a long term relationship with the

customer and bonding him with the firm is the objective to make customer

successful. There is a vast difference between ‘customer satisfaction’ and

‘making customer successful'. ‘Providing customer satisfaction’ can be achieved

by having an active and effective ‘Rework’ capability. A person wearing tailored

suit in a Hotel Lobby is a ‘Rework Station’. The customer will remember the

problem and inconvenience long after they have forgotten the effectiveness of

the repair®®,

Today in an environment of mediocre service all around, customers are

satisfied because their expectations are so low and because no one else is doing
any better. This is true with almost all the service providers and more so with the
public sector service providers which formed a part of our study namely, DOT,
MTNL, Nationalised Banks and even Airlines, Cellular & Pager service providers.
In most of the cases the service is No worse than the competition. The
customers are waiting for a revolt to happen. Satisfied customers are not good

enough. You don’t own those customers. “If you really want to ‘own’ a customer,



if you want a booming business, you have to go beyond satisfied customer and

create Raving Fans. You have to create raving fans to be successful™®

An interesting case study on customer orientation of a public service
organisation presented by Tom Peters is Chicago’s Alternative policing strategy.
Headed by police superintendent Matt Roderiguez, a crime fighting strategy that
treats citizens as customers and encourages them as active partners, provides

enthusiastic testament to the transformation of professional law enforcement into

a customer-partnered service-oriented business.®’

Even while talking of building and nurturing core competencies the
senior management’s attention should be focused on those competencies that lie
at the center, rather than the periphery of long-term competitive success. In
attempting to identify its core competencies, a company must continually ask
itself if a particular skill makes a significant contribution to “value perceived by
the customer.” Companies should possess detailed value breakdowns in addition

to detailed cost breakdowns of their products or services. Question to answers

include;

e \What are the “value elements” in this product or service?

e What is the customer actually paying for?

Why is the customer willing to pay more or less for one product or service

than another?

Which value elements are most important to customers and thus make the

biggest contribution to price realisation?

Such an analysis ensures that a company focuses its efforts on core

competencies that do, indeed, make a real difference to customers.



The real difference between the best and the worst companies can be
detected from their commitment to serve customers better than their competitors
- a new way of marketing that honours individual customers rather than
aggregating them, that is again relationship building. Every single consumer
makes a mental note of it even if he doesn't succeed in articulating it. His
perceptions, decisions, choices and behaviour are a result of his impression
about your brand. The moral of the story is that if an organisation wants to drive
their competitors crazy they shall ignore their competitors and concentrate on

their customers one-on-one. Smart marketers look at every complaint as a

dialogue - and an opportunity.

2.4 MEASUREMENT TOOLS FOR CUSTOMER RETENTION &

SERVICE QUALITY :

The real quality revolution is just now coming to services Service
companies are beginning to understand what their manufacturing counterparts
learned in the 1980s—that quality doesn’t improve unless you measure it®®. The
measurement of perceived service quality can be traced to the research of
Parsuraman, Zeithaml, and Berry®. They originally identified 10 determinants of
service quality based on 2 series of focus group sessions. They listed the
Parameters on which customers assessed service quality of service
organisations and also the organisational factors that created a gap between
expected and perceived service quality’. Ten general dimensions that represent
the evaluating criteria customers use to assess service quality are:

1. Tangibles: Appearance of physical facilities, equipment, personnel, and
communication materials.
2. Reliability: Ability to perform the promised service dependably and

accurately.



3. Responsiveness: Willingness to help customers and provide prompt service.

4. Competence: Possession of the required skills and knowledge to perform the

service.

5. Couresy: Politeness, respect, consideration, and friendliness of contact

personnel.

6. Credibility: Trustworthiness, believability, honesty of the service provider.
7. Security: Freedom from danger, risk, or doubt.

8. Access: Approachability and ease of contact.

9. Communication: Keeping customers informed in language they can

understand and listening to them.

10. Understanding the Customer: Making the effort to know customers and their

needs.

They subsequently developed SERVQUAL, which recasts the 10

determinants into five specific ~components:  Tangibles,  Reliability,

Responsiveness, Assurance & Empathy. They asked users of four services

namely credit card, repair-and—maintenance, long-distance telephone, and retail

banking services to rate the importance of each of the five SERVQUAL

dimensions on a scale of 1 (not all important) to 10 (extremely important), they
found that all five dimensions weré considered critical. The mean importance
ratings for Reliability, Responsiveness, Assurance, and Empathy were above 9

for all four services ; the mean ratings for Tangibles ranged from 7.14 to 8.56,

were still in the upper end of the 10-point scale.

Parsuraman, Zeithaml and Berry used the SERVQUAL instrument in a
number of studies. Results from all the studies were consistent in establishing
that Reliability was the most important dimension, and tangibles the least
important. The relative importance of SERVQUAL dimensions on 100 points as
indicated by 1936 responses from customers of five service organisations (two

banks, two insurance companies, and a long distance telephone company) in a

study carried out by them are shown in a pie chart at Figure-2.7""
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Figure-2.7

It suggests that even though the relative rankings of the dimensions as perceived

by customers might change in future, the number one concern of customers,

regardless of type of service is reliability. Although tangibles as a quality cue to
potential customers may be higher, this facet matters least to current customers
in assessing quality of service as per the studies conducted by Parsuraman,
Zeithaml and Berry. According to Colin G. Armistead and Graham Clark, the
organisation has to create customer confidence and the perception of the quality
of an organisation is influenced by many factors including the facilities employed
by the service provider e.g. the location & size of premises, position and style of
the service counter state of buildings and signage, furniture in the reception area,
cleanliness, state of service engineer's vans, service personnel’'s appearance,
the visual impact of logos and signage. A customer who has doubts about the
organisation will subconsciously look for evidence of incompetence. If the
facilities support the view that there are problems, the customer will demand

more attention, making sure that every detail is addressed before making a

commitment’”.



A conceptual model of service-quality-gaps linking customer-perceived
quality shortfalls(Gap 5) to the four internal shortfalls or gaps that could
contribute to poor quality of service as perceived by customers is reproduced at
Figure-2.8

CUSTOMER

WORD-OF-MOUTH PERSONAL PAST
COMMUNICATIONS NEEDS EXPERIENCE

EXPECTED
> SERVICE

............

GAP 5

PERCEIVED
SERVICE

NSy \ - R

PROVIDER EXTERNAL
SERVICE
............ COMM
DELIVERY >. UNICATIONS TO

CUSTOMERS

GAP 3%/
SERVICE QUALITY

GAP 1 SPECIFICATIONS

Gap2 i |
\/

MANAGEMENT PERCEPTIONS OF
CUSTOMER EXPECTATIONS

CONCEPTUAL MODEL OF SERVICE QUALITY

Figure-2.8

The CEO's of the well known successful organisations realise value in
experiencing service firsthand. They do not sit on mountaintop, telling their
employees or the service department how to deal with problems, they get out
there and watch them work to see how they are doing. The chairman of
Hindustan Levers-a multicrore consumer product company in India makes sure

to spend one day in a month visiting retailers or dealers of the company selling



products of the company’>. Sam Walton, founder of Wal-Mart, the highly
successful chain of retail stores of U.S.A. firmly believed that their best ideas
always come from delivery and stock boys. He would have his plane drop him
next to a wheat field where he would meet a Wal-Mart truck driver. Giving his
pilot instructions to meet him at another landing strip 200 miles down the road,
he would make the trip with the Wal-Mart driver, listening to what he has to say
about the company.’®. Market Research orientation of CITIBANK, perceived by
many as leader in provision of excellent customer service can be depicted in the
manner in which they carry out annual customer survey and in the process
strengthen the bonds of their relationship with their customers(Annexure-7).

After Zeithaml, Parsuraman & Berry's initial research work on conceptual
and operational issues associated with the “perceptions-expectations”(P-E)
perceived service quality model, the issue has been examined and reexamined
by many researchers including R. Kenneth Teas’> , Cronin & Taylor’® and
several others. A number of alternative perceived quality models addressing the
traditional framework were developed and empirically tested. Nevertheless the
issue of service quality continued to receive considerable attention in the
marketing literature.

Cronin & Taylor’” in 1988 carried out a study in a medium-sized city in
southeastern United States by gathering responses on the service quality offered
by two firms in each of the four industries: banking, pest control, dry cleaning,
and fast food. The study was aimed to investigate the conceptualization and
measurement of service quality and the relationships between service quality,
consumer satisfaction, and purchase intentions. Their study indicated that the

performance-based scale developed (SERVPERF) is efficient in comparison with

the SERVQUAL scale.

SERVPERF equation:

Service Quality = (Performance)

SERVQUAL equation:
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Service Quality = (Performance-Expectations)

Weighted SERVQUAL equation:

Service Quality = Importance*(Performance-Expectations)

Weighted SERVPERF equation:

Service Quality = Importance*(Performance)
The basis of their investigation proposed that unweighted performance-based
measure of service quality is a more appropriate basis for measuring service
quality than SERVQUAL, weighted SERVQUAL or weighted SERVPERF.
The results suggest that service quality is an antecedent of consumer
satisfaction and that consumer satisfaction exerts a stronger influence on

purchase intentions than does service quality. In their opinion, managers need to

emphasise total customer satisfaction programs over strategies centering solely

on service quality. Perhaps consumers do not necessarily buy the highest quality

service; convenience, price, or availability may enhance satisfaction while not

actually affecting consumers’ perceptions of service quality. Their study also

suggests that the scale items that define service quality in one industry may be

different in another. Perhaps high involvement services such as health care or

financial services have different service quality definitions than low involvement

services such as fast food or dry cleaning. Managers and researchers therefore

must consider the individual dimensions of service quality when making cross-

sectional comparisons.

2.5 SERVICE QUALITY IN DEPARTMENT OF TELECOM
AND MTNL:

The Telecom Commission in overall control of the Telecom Services in
the country, carries out the functions of, (a) Formulation of the Policies in the
Telecom field as well as (b) operation of the Telecom Network. It was also the
Regulatory Authority till the formation of TRAI in feb’97. The Telecom Network is

managed by (i) VSNL, which is a PSU that runs the external (overseas) services
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(i) MTNL which manages the network in the two Metro cities of Delhi and

Bombay and (iii) Department of Telecom which operates the network other than

those controlled by the MTNL.

The network apart from the MTNL is organised in 20 territorial circles, 4
Maintenance regions and two Metro Telephone Districts of Madras and Calcutta
the latter having special status as independent Telephone Districts. Support
services are provided by the TEC, T&D Circle, Telecom Quality Assurance

Circle, 5 Project Circles, Training Centres at Ghaziabad & Jabalpur and the

Stores Organisation at Calcutta and Railway Electrification Circle.

The DOT, in its Paper under the heading “Draft ‘A’, Long Term” placed in
the National Convention on Telecom Mission held in February, 1987 spelt out the

general impression about Telecom Administration as:-

- Bureaucratic
- Centralised
- Procedural

- Indecisive

The Constitution of Telecom Commission that followed the above

National Convention has failed to correct the above identified deficiencies. It

may be pertinent to point out certain predominant failures on the part of the

Telecom Commission that are apparent viz. :-

«The general defect in the functioning of the Telecom Commission i
is

broadly the result of its continued bureaucratic approach
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eThese are far too many layers of decision making and there is a general
tendency to delay decisions. In general, there is no awareness or appreciation of

the cost of delay due to loss of opportunity.

eEach of the Telecom Circle is equivalent to a large PSU considering
their turn over and amount of investment; still the Commission has not been able
to delegate sufficient powers to the field units to enable them to function

effectively

eThe Telecom Commission has to look to other Ministries who are not
directly responsible/accountable for the operation of Telecom Services for policy
decisions in personnel management, investment, funding and even for

delegation of powers to its field units.

ePublic accountability and parliamentary controls are unavoidable
features of the departmental working. But these are unsuitable for market driven
commercial operations in a competitive environment in which bold

decisions/risks are necessary and acts of omissions and omissions are to be
viewed objectively. In a Market driven situation rewards and punishments are

awarded by customers and it is the customer who decides the Market share.

Even though the Telecom Commission is having four part-time Members
representing Planning commission, Dept. of Electronics, Ministry of Finance and
Ministry of Industry, the DOT has to obtain the approval of these
Ministries/Departments on many issues as before thus defeating the very
purpose of formation of Telecom Commission. Athreya Committee had gone into
the working of the Telecom Commission as such and identified the weaknesses
and recommended the corporatisation of the Telecom Service. These were not
accepted and acted upon since the question of entry of private sector into the
basic Telecom services was not contemplated at that time. Khan committee

formed by the Government was of the view that in order to improve the status of
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DOT and prepare it for competition, the DOT needs complete independence in
regard to the decision making on its developmental plans and programmes,
introduction of technology, raising of funds and their utilisation, personnel policy
etc., In their report they commented that the present structure is a monolithic one
and delegation of more powers to the field units have never been actively
enforced because of the difficulties faced by the Telecom Commission to
extricate itself from the limitations imposed by virtue of its being within the
Governmental set up. Khan Committee reported that in the changed scenario, it
has become imperative to have a second look at the present structure. The
existing departmental structure in their opinion cannot effectively compete with
the private sector and expect t0 retain it creamy layer of customers. This was
also the unanimous opinion expressed by all the consumer groups, the corporate
bodies, management experts and even the staff unions who had given evidence
to the Committee. The committee was of unanimous view that on the lines of
the British Telecom, immediate steps will have to be taken for eventual

conversion of operating unit of DOT into a Private body.

Outright Rejection of the Khan Committee proposal on restructuring DOT
by the Chairman Telecom commission(also the Chairman of the Reform
Committee) on the ground that the Khan Committee went beyond its terms of
reference is a glaring example of the Myopic Decision Making Process of the
Government. The decision of the Chairman although criticised widely by the
media and management experts’™® who had deep knowledge of the Telecom
Industry had no effect on DOT. This brings the important aspects of meeting the
challenges in a competitive environment that boil down to the importance of a

Leadership (Top Management) and their values, Structure and Decision Making

Process.

IMRB, an independent organisation commissioned by DOT/MTNL to

assess the quality of Telephone Service provided by its field units had assigned
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a weight of 85 on a 100 point to performance quality and 15 to perceived quality,
thus leading one to conclude that tangible dimensions of service were perceived
more important than the people dimension. Given below in Table-2.2. Are the
details of the factors/ considered by DOT/MTNL and weights assigned to each

one of these?

Table-2.2
QUALITY OF TELEPHONE SERVICE

PERFORMANCE FACTORS

SERVGICE PERFORMANCE QUOTS
WEIGHTS

WAITING TIME 11.0
DENSITY DISPERSION 1.5
ANSWER TO SEIZURE RATIO 15.0
CALL COMPLETION RATE 9.0
MANUAL TRUNK 5.0
PCO USABILITY 3.0
OPERATIONAL COMPLAINTS 15.0
REPAIR SERVICES 8.0
LOCAL WRONG NUMBERS 2.0
BILLING COMPLAINTS 5.0

SERVICE PROVISION

GROWTH/MODERNISATION 55
SUPPORT SERVICES

BILLING/ADMINISTRATION 4.0
PUBLIC RELATION/DIRECTORY 1.0
USER OPINION

USER SATISFACTION 15.0
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CHAPTER-3

RELATIONSHIP MARKETING

3.0 Relationship:

Relationship is defined as ‘the quality or state of being relative’. The
quality of relationship between two or more individuals is measured by the degree
of trust that exists between them. Marketers are realizing that their task does not
end with the sale. In fact the relationship between the seller and the buyer
intensifies, once the sale is made. The conventional theory of demand and supply
is based on the fact that the tasks in an economic system are time tested and
devoid of human interaction. Conventionally, a typical sale transaction gets
consummated at the point of intersection of demand and supply. The non-working
telephones, long queues in the bank, blank TV screen etc. creates a dissatisfied
customer and thus weakens his relationship with the service provider/
manufacturer.

In the time of shortages, a heavy demand of telephones, waiting list for
seats in Airines and other services which could not be fully met, the Service
Providers never bother to strengthen the bond with their customers. Customers
t0o had no choice. But in the future market scenario, this will need to change. The
seller (service provider) will have to evolve mechanics and structures to
strengthen this bond so that a synergy is created between the customers and the
service providers. The concept of synergy between the buyer and the seller
relationship challenges the conventional wisdom in which buyer is presumed to
have a passive job. In a synergistic relationship, the buyer and the seller are same
as actors in an economic system in which both create value for each other. The
buyer creates value through the knowledge he provides to the seller. In the 21%,
Century suppliers, financial sources, the community, business groups, everyone,
who is a part of the enterprise in any way will need to know for sure that

organisation not only is suppdi"iWe but feels kindly towards them. Dealing with



people will produce a reputation, one way or the other, about company’s ability to
perform. Any smudge on that reputation will put the company in a poor
competitive position - because there will be others in every field waiting for an
opportunity to drive a wedge between the organization and its customers’.
Relationship Marketing has emerged as the new paradigm of business
and marketing strategy. Powerful forces including Globalization, Total Quality
Management, the breakneck pace of Technological Change and the rising Power
of the Customer have combined to fundamentally change the rules for business
success. Businesses are focusing on retaining and satisfying customers and
working with customers to anticipate needs and customize products. This focus
has stimulated marketers to investigate the best ways to form and manage
customer relationships. The result is Relationship Marketing (RM). RM is the
process of building and managing collaborative customer and other value chain
relationships to increase customer value, retention and profit.? Integrating
customer to the organization is the key to relationship marketing. All things being

equal, people will always do business with a friend. In fact, all things being not so

R . - 3
quite equal, people will still do business with a friend".

Smart companies across the country are no longer talking about product

or service quality; that is only the basic foundation on which they must stand and

fight. What they are trying to do is to diligently build relationship with and delight
their customers®.

Relationship marketing attempts to reach all parties who have an interest
in a service whether as customers or users, service personnel (Internal marketing

through training procedures, videos prove a powerful way of increasing shared

values and goals) or others (e.g. influencers/referral markets)®.

It is very important to match the customer and service provider. In

academic terms these service providers are called boundary spanners forming
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the bridge between the organisation and its customers. The customer's perception
about how good the service is will be influenced greatly by how good the
relationship is between customer and the service provider. A positive bond will
mean that the customer may take a relaxed view when occasionally the service
falls down. A negative view will often result in the customer finding fault with the
most trivial details. Service organisation where customer is involved in the

process have a little more latitude because it is possible to make corrections as

the relationships proceed”.

3.1 Relationship with Internal Customers:

To have successful relationships, Management has to generate a culture
built on respect for the individual, display consistency in policy and purpose,
provide and encourage education for all, and lay out a clear opportunity for growth
by the deserving. Consideration and respect cannot be purchased or
programmed. Respect is the opportunity to be successful and do it every day. It is
the elimination of what keeps them from being successful in the first place. We
have to think about building the positive atmosphere of a “great place to work" by
eliminating the negatives. Most of the employees think that the company has little
concern for them. It is good business to build good relationships with the
employees. Bringing a culture of consideration in the organisation helps building
relationship environment in the organisation.

We have to establish such a climate in our organisation in which the urge
to cooperate is normal. That requires a different understanding of relationships.
The centurion has to deliberately build completeness into the culture of the
company so that there is a compulsion to share information. Arrogant Managers
or Management teams make life miserable for people without good reason. The
companies that develop internal systems and attitudes to make life difficult and

irritate those who support them do so because they are not customer driven’.
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3.2 Relationship with suppliers :

Suppliers are as important to organisation as their employees and
building relationship with them is equally beneficial to the organization. It is
necessary to reach out and share information with them. The suppliers who have
long-range agreements would be expected to attend relationship seminars. The
lowest price comes from the closest arrangement. When a company has the
assurance of business on a long term, it can concentrate on becoming more
efficient and productiveB.Successful supplier relationships are based on
straightforward policies concerning performance and the opportunity to
communicate. Regular seminars for suppliers and the purchasing people can

bring an understanding of the need for co-prosperity.

Transactions are the foundation of relationships. Business is complete
transactions and successful relationships. Those can only be generated by a
management team who seriously wants them to become routine. The majority of
businesses that fail have the same reasons. incomplete or failed transactions and
relationships that are not successful. It is not money; it is the doing. Relationships

with employees, suppliers, and customers are the other side of the business

9
equation and their success can be measured also”.

3.3 Transparency & communication for Relationship Building:

Transparency also helps building relationships. There has to be an up-
to-date, useable, growing data system. The information database on the wholé of
organisation as also on the competitors should be easily accessible and
transparent to all. Use of technology for this purpose and proper training to use it
even at the highest level is required. Seemingly complex problems have simple
solutions, if the problem can be understood. Communication with employees,

suppliers and customers is very important.
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Educational Programs : Not only company should have an up-to-date data base,
it must organize educational programs for employees, suppliers and customers.
To keep the people up-to-date and involved requires education. The key to
education process is completeness. The 1 idea is to ‘treat the whole as one’. A
few people work on projects and no one knows what any other cell is doing. In
most organisations we are never a ‘whole’ except at the very top of the

organisation where everything come together.
3.4 RELATIONSHIP MARKETING :

What frustrates your competitors 7 : When you have a large budget
than your competitors? When your brand is better known than those of your

rivals? When you enjoy the support of your dealer network? \When you score

consistently higher in every study? These are, probably, the answers that most of

us would come up with. What could really drive your competitors crazy may be the
strength of your relationship with your customers. And your passion to serve

them better in the marketplace. They are passionate about holding on to their

: 0
customers and go out of their way to serve them'*.

Most services contain an element of face-to-face customer contact. Even

if remote diagnostics are employed and products become ever more reliable, the
customer will still occasionally meet a representative of the company. Service
Engineers may still carry out some repairs on site or perform routine maintenance
tasks. Creating such opportunities so that the customer can see that the support
organisation still exists and has a valuable role to play can be a good strategy. A
reduction in breakdown calls should allow the Customer Service and Support
Manager the opportunity to schedule goodwill calls to make sure that customers
are satisfied with product and service.

Relationship Marketing is Bottom Line Driven. One of the most reliable

indicators of long term sustainable profit is the retention of satisfied customers. It



is estimated that it costs anywhere from 5 to 15 times as much to acquire a new
customer as it costs to keep a current one. As a result, improving retention rates
by even a few percentage points can have a huge impact on the bottom line.
Many leading companies are now redirecting a substantial part of their marketing
resources from customer acquisition to customer retention'’.

Instead of focusing on increasing share of the market, companies are
seeking to increase their share of each customer’s lifetime profitability through the
use of RM strategies. Keys to the successful implementation of RM include:
Identifying customers  for RM strategies; Collecting and using customer
information; Understanding individual customer profitability, Measuring the value
of relationships and RM programs; Organizing and motivating the organization for
RM; Marketing as a mindset vs. @ function;, and Enhancing and Terminating

relationships'’.

In the market place of the competitive world, the technology oriented

development is short-lived. This is because most of the other companies have

access to the same technological developments within a short pericd. In such a

situation, the companies have to work towards building a positive relationship with
its customers. This relationship is based on trust, honesty, listening, problem
solving, reliability, assurance & parentage of the firm. To improve relationship with

the customers, there has to be an organizational effort not restricted to marketing

alone.
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The strategy of Relationship Marketing goes deep below the corporate
scale and is the outcome of core values that exist in a company. Following factors
determine customer relationship with the company and its products/service :

a)  Trust

The strongest factor determining the relationship between the buyer and
the seller is trust. This is described as blind faith by many customers. Belief in
other person and the faith that other person will always protect your interest can
be seen as constituting trust. Trust refers to reliability on the integrity of a person
or firm to deliver the promised product/service. The integrity of customer contact
personnel like Receptionist, Telephone Operator, Front Office Staff Bill Payment
Counter, Lineman etc. become crucial. In a study conducted in various service
industries, HDFC was ranked highest in the trust factor. MTNL Bombay and many
courier firms in Bombay were ranked very low in trust factor. A very high

percentage doubted their bills and had low faith in the company.

b) Honesty
Honesty is expressed by consumer as faith that “they will not be cheated”.

This implies implicit faith in the prudity or integrity of the firm, its system and its
people. A survey on telephone subscribers in Bombay conducted in 1992
revealed that the subscribers did not feel free of deceit or fraud when dealing with
MTNL. The customers still believed that MTNL employees could tamper the
electronic locking at the Electronic Exchanges or at Junction Boxes. The same

was not true in case of HDFC, where faith in the organisation, its systems and

people was fairly high.

c) Listening

The ability to listen with empathy is seen as next important point in
relationship marketing. A consumer feed back program initiated by one of the
leading firms on purchase of one of its preduct was termed as another marketing

gimmick. The consumers thought that no company will respond to the customer
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after getting the feed back. The customers' perceptions are mostly based on their
experiences with the company's contact personnel.

(d) Problem solving

It is not only important to listen to the customer, equally important is the
solution to his problems. Here the “speed” as also the “quality” of the response
is crucial to the customer. The customer often mentions his problems in three
major areas.

e Understanding the benefits of a product/service.

» Difficulty in application and use of a product/service.

e After sale service.

These problems require solutions, which are both people and system
driven.
(e) Reliability

The concern of the customer is whether he could expect the firm to
deliver correctly the first and every time. The study conducted in Bombay in 1992
referred earlier indicated that the consumers’ perception about the reliability of
some Nationalized Banks was lower than the Foreign banks. MTNL Bombay was
also rated low in this respect. HDFC was found to be a highly reliable service
institution. Cable TV Operators in Bombay were perceived as unreliable and
hence not dependable. In the competitive market, the customers will naturally
approach the firm that is perceived by them as being reliable.
)] Assurance

This refers to the degree to which the customer has fajth in the fim's
ability to take care of their interests. Technology and also people (Hi-tech & Hi-

touch) contribute towards building confidence in customer’s mind.
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Q) Backaground

Some times, the organization's background, like its international
parentage and its image are important in determining the quality of relationship of
a firm with its customers. Corporate values, are the software which decide
whether the firm will allocate resources—financial, technical, and human—to
maximizing customer satisfaction',

Management has to review its status on relationships continually with the
same intensity it reserves for the financial reports. Companies can survive
financial problems and even quality problems. Relationships are fatal when
they are negative. For this reason, executives have to really understand that
relationships cannot be left to chance or the flow of business. "Attention must be
paid™",

In order to achieve total customer satisfaction as also to cultivate ang
develop a strong bond of relationship with customers Dr. Rajan Saxena in his
article on Relationship Marketing lists the following organisational determinants:

i, Top management commitment,

il Sharing of Customer Care Values,

iiil ) Developing service Structures to enable the organization to respond faster,
ivi] Evolving customer friendly Policies,

viJ Making People customer friendly,

vil] Using customer friendly Technologies,

viii ICustomer friendly management Systems,

viii(]Strategies

In today’s world of standardization and information boom, product and
service differentiation has got blunted and innovators have shorter time to recover
their investments. In such an environment, PIMS study brought to fore significant
issues for enhancing relationship with the customer and thus giving innovator or

market leader an opportunity to not only remain competitive but also to maximize

its ROI.
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Building on the subject of relationship management, Levitt'> mentioned
the good things marketers do to build good relationships with their customers or
conversely what they need to avoid doing if they did not wish to lose their
customers. He argued that marketer's responsibility began after the sale was over
and hence even though economist perspective was that sale occurred when
demand and supply forces interacted, in reality it took much more to get the sale
and keep the customer for good. Likewise, several others'® have of late,
mentioned the importance of customer relationship in ensuring firm’s success.

Evert Gummesson, in his article on Making Relationship Marketing
Operational presents 30 relationships, the 30Rs, as a way of making the RM
philosophy more operational and generally applicable. The 30Rs of Evert
Gummesson provide a basis for companies to work out their own specific
relationship portfolio as part of their marketing planning process.

According to Kaj Storbacka, Tore Strandvik and Christian Grinroos there
is a strong link between service quality and profitability from a relationship
marketing and management perspective. In this perspective the task of marketing
is not only to establish customer relationships, but also to maintain and enhance
them in order to improve customer profitability. In the service quality literature
higher quality is assumed to lead to customer satisfaction, which leads to
customer loyalty and this drives customer profitability. The framework highlights
factors that, in addition to service quality and customer satisfaction, influence the
links between service quality and profitability. It also discusses aspects of
improving the profitability of relationships, such as enhancing relationship
revenues through higher degrees of patronage concentration, and reducing
relationship cost by changing the episcde configuration of customer relationships.

The development of collaborative network structures is an increasingly
significant issue in the services industry. These inter-organizational relationships

are formed to gain flexibility, obtain needed skills and resources, and achieve

operating efficiencies’’.
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MODELLING RELATIONSHIP MARKETING STRATEGIES

POLICIES
* SERVICE QUALITY
* SERVICE PRODUCT
STRUCTURE DEVELOPMENT
TECHNOLOGY o HIERARCHY FLAT * DELIVERY(TRANSACTIONS)
« PRODUCT e DECENTRALIZATION » DISTRIBUTION
RELIABILITY o DECISION MAKING e LEARNING
* SERVICE DELIVERY STRUCTURE- ® PAYMENT & CREDIT
* INFORMATION/DATA EMPOWERMENT e REPLACEMENT
(xjn\{[[{ill\ftl,\cr AND e FORM/STATUS s WARRANTY

~

Relationship with...

TOP
MANAGEMENT

...Customers
External/Internal

F narwil

[ STRATEGIES | PEOPLE SYSTEMS

" « ATTITUDE o COMPLAINT RESOLUTION
* CUSTOME TN
5 MER RETENTION . LISTENING o COMMUNICATION
* SE 'E RE o)

; RVICE RECOVERY + RELIABILITY o PAYMENT
* COMPETITIVE : ;

" ETITIVE ADVANTAGE o RESPONSIVENESS o INFORMATION SHARING
* INFORMATION GATHE 4—P

i MATION GATHERING \g 3| o o SIRILITY o DECISION MAKING
* TO ENLARGE

om ARGE » PROBLEM s DATA BASE

0 TY HORIZONS

e RTUNITY HORIZONS SOLVING « SERVICE DELIVERY

IO DEVELOP A SOCIAL o PERFORMANCE

ARCHITECTURE EVALUATION
—-__-_-—-_

Figure-3.1

The determinants of Relationship marketing exist interdependently, each
influencing the other. We bring Top Management Values at the center of our

model at Figure-3.1 because, it influences all the determinants like structure,

systems policies, people, technology more than any single determinant.



TOP MANAGEMENT ATTRIBUTES :

o LEADERSHIP STYLE
e ORIENTATION

e QUALITY CONSCIOUSNESS

e VALUES/PERCEPTIONS

¢ CONSISTENCY

¢ CULTURE OF CONSIDERATION
e INDUSTRY FORESIGHT

* RESOURCEFULNESS

PEOPLE

s ATTITUDE

e LISTENING

* RELIABILITY

* RESPONSIVENESS

* CREDIBILITY

* PROBLEM SOLVING
* HRD, Training and placements

Socialization Process (The way they introduce young

recruits into the main stream of the organisation and to

the way they manage their careers).

STRUCTURE
* HIERARCHY/FLAT.

* DECENTRALIZATION.

e DECISION MAKING STRUCTURE- EMPOWERMENT.

FORM/STATUS-(PRIVATE, GOVERNMENT, SEMI-GOVERNMENT ETC.,).

SYSTEMS
e COMPLAINT RESOLUTION
e COMMUNICATION(INTERNAL/EXTERNAL)
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e PAYMENT

e INFORMATION SHARING(WITHIN THE ORGANISATION, WITH

CUSTOMERS & WITH SUPPLIERS)
o DECISION MAKING
o DATABASE
e SERVICE DELIVERY
o PERFORMANCE EVALUATION

STRATEGIES :

» CUSTOMER RETENTION

* SERVICE RECOVERY

« COMPETITIVE ADVANTAGE

e INFORMATION GATHERING

e TO ENLARGE OPPORTUNITY HORIZONS

e TO DEVELOP A SOCIAL ARCHITECTURE

TECHNOLOGY

* PRODUCT RELIABlLITY

e SERVICE DELIVERY

«  INFORMATION AND DATA GATHERING AND SHARING

POLICIES

+ SERVICE QUALITY
e PRODUCT/SERVICE DEVELOPMENT

e DELIVERY OF SERVICE (T RANSACTIONS)

e DISTRIBUTION
e LEARNING (Educational programs for employees, customers & suppliers)
e PAYMENT & CREDIT

e« REPLACEMENT

e WARRANTY
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All the above factors support and reinforce each other. Where the values
of the organisation match the strategy, the systems reinforce and strengthen the
structure. The people strive to implement the policies of the organisation.

Relationship marketing is not just a buzzword. As mentioned earlier, this
take into account both the hardware and software of the organization. In the
standardized world that we live in, one of the alternatives for organizations is to
strength their relationship with customers. And this can be achieved not by
concentrating in any one area or be satisfied by developing core competencies,
but by a concerted effort on all the determinants of Relationship Marketing Model.
The constructs of Relationship Marketing Model are like the different instruments
of an Orchestra. The 21% century will see only those corporations that have
understood the meaning of relationship marketing where customer is not just a
fanciful idea or something to be decorated on the walls of the organization, but it

calls for translating words into actions. Corporate leaders who understood this will

18
laugh their way into 21° century .
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CHAPTER-4

SURVEY FINDINGS---TELECOMMUNICATIONS INDUSTRY

/
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{

40 TELECOM INDUSTRY

I3

The perceptions of consumers of all the 3 types of Telecom services

namely a) DOT/MTNL-the monopolistic Basic Telecom Service Provider b)

Cellular Service Provider in a Duopoly environment and c) Pagers Service

Providers -where a number of private licenses are competing with each other,

were computed and compared.

These customers are in @ position to compare the difference in quality of

service provided by the 3 types of Telecom service providers. The respondents

who have only experienced DOT/MTNL services provided by monopolistic

service provider and have not experienced other Telecom services i.e., Cellular

or Pager have been grouped separately and termed as DOT Grp.ll. Their

Perceptions were computed separately and their perceptions were compared with

customers of DOT Grp.| who have also experienced Cellular and Pager service

provided by the private sector.

The research findings are as follows :-

41  Tangible Elements :

4411 Use of Modern equipment, Technology and Tools : The Quality of

Equipment, use of Technology & modern Tools is important to ensure reliable
1 "_”_”4_..,"«-~.-._

services. It was found that the customers perceived DOT/MTNL as average on

the equipment & technology front while Cellular and Pager service providers

)
were perceived to have much better equipment, modern technology and tools.

The respondents of DOT Grp.| rated DOT/MTNL at a mean score of 5.0 while
Cellular was rated at 7.985 and Pager 7.567. Respondents of DOT Grp.ll who
have not used Cellular and Pager services rate DOT/MTNL higher (5.415) than

those who have also been using Cellular and Pager services (5.0).
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From studentized t-test (95% confidence interval) results indicated in
column nos. 5 & 6 of the tables at the end of this report at annexure-8 and
graphically shown in Figure-4.1, it is gathered that statistically that there was a
significant difference in the DOT/MTNL services as com;;éred‘with Cellular as
also between DOT/MTNL and Pager services. This significant difference is
perceived by the respondents of both the DOT/MTNL groups i.e. who have

experienced cellular and pager service as also by the respondents who do not

have such experience. However, statistically there is no significant difference

between Cellular and Pager service provider groups in this area as perceived by

Customers.

Use of Modem Equipment, Technology & Tools
‘ 10
] 9 |
3 Cellular
% 3 § 3 Pager
25 1
R & Dot.Grp-I
=9 5. ' §Dot.Grp-l
22 41
o 8
EE 3,
g8 2
& 14 |
0+ ———t— , .
0 1 2 3 4
SERVICE PROVIDER GROUPS

(n=130 for Grp.1; n=67 for Grps.2,3& 4)

Figure-4.1

The Perception of Management and Employees in respect of use of

Modern Equipment and Technology to achieve consistency in serving customers

as also to equip their contact employees with latest innovations was also studied

amongst 3 types of service providers. It is interesting to note that the top

management as also the middle management and contact employees of

DOT/MTNL rate themselves very high, at 7.609 and 7.605 respectively in terms

of use of technology, tools and modern equipment to provide reliable services.
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Also statistically there is a significant difference between the perceptions of
consumers of DOT/MTNL services and Top Mgt. as also of Middle Mgt. And
Employees of the service providers as shown in figure-4.2. However, statistically
there is no significant difference between the perception of Top Mgt. and Middle

Mgt. of DOT/MTNL on this issue. The top management of Cellular service

providers rate themselves high at a mean score of 8.211. Statistically, there is no
significant difference between the perception of top management of Cellular

companies and their customers on this issue.

C e T T T S
. Comparison of Customers, Management &
| Employees Perceptions on use of MODERN
' 10 . TECHNOLOGY & EQUIPMENT
: ‘
5 8 g Celhoug p M Dot.T & Cell-T.M
.
ER 6]
H D
= o § Dot-cust { Cel-MM
22 4
¢
a —
g 2
]
o
0 b--———— . . . —
0 1 2 3 4 5 6
Respondent Groups

(n=67 for Grp.1 & 2: n=64 for Grp.3 & 25 for Grp.4; n=46 for Grp.5 & 19 for Grp.6)

Figure-4.2
However, the perception of the Middle Management and Employees of /\ \:\,
technology, tools and i

the Cellular service providers in respect of the use of

modern equipment to provide services is below average (mean-4.8) and

statistically there is significant difference between the perception of customer of

Cellular services and Middle Management and Employees as also Top

Management of the service provider.
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41.2 Cleanliness, Appeal of the facilites & Dress of Contact

Employees—Tangible elements:

The perception of the consumers about the Tangible Elements of
Service Quality namely the Cleanliness, Appeal of facilities, the Dress and
Manners of Employees of the Cellular and Pagers are rated much higher than
DOT/MTNL. The mean score of DOT Grp.I was 3.526 and it was found to be
3.68 for DOT Grp.Il. The mean score was 7.719 for Cellular and 7.333 for Pager.
The consumers who have experienced Cellular and Pager services have rated

the facilities provided by the DOT/MTNL and the cleanliness of their facilities and

contact employees a little lower than those who have not dealt with Cellular and

Pager service providers. Statistically there is significant difference in this aspect

of Service Quality between DOT/MTNL (both groups) and Cellular as also

between DOT/MTNL and Pagers. However, the degree of significance between

Cellular and Pager is almost negligible.

Customer Perceptions about TANGIELE BLEMENTS of Service Quality

10

° § Cellular 3 Pager

‘ o DotGp.ll & Dot.Gp.l

Perceptions Mean Value (Range 1-10)

2 3 a4

SERVICE PROVIDER GROUPS
(n=250 for Grp.1 and 135 for Grps. 2,3 &4

o 1

Figure-4.3
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4.2 POLICIES

4.2.1 Service Delivery Points: The provision of service delivery points
(outlets) to locate the services convenient to customers is an important aspect in
building relationship with the customers. Our research indicates that respondents
rate all the service providers namely DOT/MTNL, Cellular and Pager a little
above average in this area. The mean score on this variable is 5.776 for DOT

Group-l; 6.761 for Cellular and 6.552 for Pager. The respondents under DOT

Group-1l rate DOT/MTNL at a mean score of 5.131 which is lower than DOT

Group-| respondents (mean 5.776) who have used Cellular and Pager services.

Statistically there is no significant difference between DOT Group-Il and Cellular

as also between DOT Group-1l and Pager in this area as shown in figure-4.4 and

by the results of studentized t-test indicated in Tables at Annexure-8.

Statistically, there is a significant difference between DOT Group-l and both

Cellylar as also Pager services in this area. Also statistically there is no

significant difference in the perceptions of respondents of DOT Group-Il and

DOT Group-! in this area.

Customer Perceptions about SERVICE DELIVERY POINTS of the Service Provider

9 1

:]
=)
por Cellular
E' Pager
& 6 }Dol—Gm,l
g 5 | & Dot-Grp Wl
. 4
5
g
5 3

2

1

0 S T

0 1 2 3 4
SERVICE PROVIDER GROUPS
(n=130 for Grp.1 and 67 for Grp.2, 38 4)
Figure-4.4
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The Middle Management and Contact Employees of both DOT &
Cellular service provider rate their organizations higher than their Top
Management. The Middle Management of DOT/MTNL rate themselves at 7.55
whereas the Middle Management of Cellular rate themselves at 7.923. However,
statistically there is no significant difference between the perceptions of
Management at all levels and Employees about the provision of service delivery
points for convenience of the customers and this is true from DOT/MTNL as also
Cellular service provider groups. Statistically there is a significant difference in
the perceptions of Customers when compared with the perceptions of Middle

Management & Employees of the DOT/MTNL in this area as shown in figure-4.5.

The Top Management Perceptions about location of service center

(outlets) convenient to customers is rated at 7.0 by DOT/MTNL and 7.273 by

Cellular. Statistically there is no significant difference between the perceptions of

Top Management of DOT/MTNL & Cellular about the convenient outlets being

provided by them. The Top Management of DOT/MTNL rate themselves high as

Compared to the perception of their Customers although statistically there iS no

significant difference between the two.

Comparison of perceptions of Customers, Middle
Mgt & Top Mgt about Convenient Outlets/service
centres.

o 10 1

s Cell-M:

=5 5 Cell—Qgt {loot-n{ CelF T.M

g E, 6 $ Dot-Cust

(723

g5 ¢

= 2 2

@

o . . .

Y 0 t t ¥ 1

= 0 1 2 3 4 5 6
Respondent Groups

(n=67 for Grp.1 & 2, n=60 for Grp.3 &13 for Grp.4; n=23 for Grp.5 &11 for Grp.6)

Figure-4.5
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4.2.2 Pricing Policies and Warranty : On the perceptions of the respondents
about the Pricing Policy (value for money) and Warranty aspect, DOT/MTNL had
a mean score of 4.679 under DOT Group-| as against Cellular which had a mean
score of 6.191 and for Pager 6.084. However, the respondents under DOT
Group-Il who have only used DOT/MTNL service and are not in a position to
compare the Pricing and Warranty policies of Cellular and Pager services have
rated DOT/MTNL at a mean score of 3.925 which is lower than those who have

also used cellular and pager service. Statistically, there is a significant difference

between the perceptions of DOT/MTNL's Pricing Policies among the DOT

Group-l, (i.e. respondents who are using all the 3 type of services) and DOT

Group-Il (using only basic Telecom services and have not used cellular and

pager services). Also statistically there is a significant difference between the

Pricing Policy of DOT/MTNL (both groups) & Cellular as also between

DOT/MTNL (both groups) and Pager. However, statistically there is no significant

difference between the pricing policy of Cellular and Pager service provider as

shown in figure-4.6.

P

Customer Perceptions about PRICING/WARRANTY
Policies of the Service Provider

e

10 1

§ Cellutar § Pager

Dot.Grp.|
4 1 ¢ Dot.Grp.ll

Perceptions Mean
Value(Range 1-10)

0 -t 1 t
0 1 2 3 4
SERVICE PROVIDER GROUPS
(n=255 for Grp.1 and 131 for Grps. 2, 3&4)

Figure-4.6
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4.2.3 Consistency of Policies : On the ‘Consistency of the Policies’ of the
service provider which determines Internalization of Value system, all the 3 types
of service provider have faired little above average. The mean score for
DOT/MTNL was 5.108 for DOT. Grp.|; 6.22 for Cellular service provider and 7.54
for Pager. The mean scoré indicated by the respondents under DOT. Grp.ll is
5.063. Statistically there is no significant difference between the perception of

DOT. Grp.l and DOT. Grp.ll. However, statistically there is a significant

difference in perceptions about the Consistency of the Policy of DOT/MTNL

(both groups) and Cellular. Similarly, there is a significant difference between the

DOT/MTNL (both groups) and Pager services. Also statistically there is no

significant difference in Cellular and Pager in this area as perceived by the

customers as shown in figure-4.7.

-

7 Customer perceptions about the CONSISTENCY of

! Policies
10 7

& celutar $ Pager

o DOT Grp. § DOT Grp.|

Perceptions Mean Value
(Range 1-10)

0 .L,...../J(—w-———"i» '
o 1 2 3 4
SERVICE PROVIDER GROUPS
(n=127 for Grp.1 and 65 for Grp.2,3&4)

L
Figure-4.7

The mean score on perception of the Middle Management & Employees

of DOT/MTNL as also Celiular service providers about the consistency of

policies is little higher than the perception of their Customers. The DOT Middle

Management and Employees have rated themselves at 6.678 whereas Cellular

Middle Management & Employees have rated themselves at 6.8. Statistically

there is a significant difference in the perception of Middle Management &
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Employees of DOT/MTNL and their customers in this area. However, statistically
there is no different between Middle Management and Employees & customers

of Cellular companies about the Consistency of Policies of the service provider

as shown in figure-4.8.
Comparison of Perceptions of Customers and Middle
management on Consistency of Policies of the
service Provider

—
o

| g9 !
3_®
e8! T Cell-Cusiy Dot-MMp Cel-MM
S~ 6:
=% g Dot-Cust
22 4
- |
g 2 |
g |
& 8’. 0+ - ok T e
| 0 1 2 3 4 5
@ Respondent Groups
| (n=65 for Grps- 1 & 2; n=59 for Grp.3 and 5 for Grp.4)
R st L
Figure-4.8
4.24 /Top Management commitment to Quality of Service : About the Top . —
Management commitment 0 the service Quality in respect of committing the .. .. -
T ’ .

resources and internal programs, the perception of DOT/MTNL is rated by them /. U

at 6.383 whereas Cellular Top Management rates them at 7.474.

e

—

Top Manageme nt's perceptions about their
COMMITMENT to resources and internal
programs for SERVICE QUALITY

e

-

Z boTmm. § CELLULAR

Perceptions Mean
Value (Range 1-10)

Respondent Groups

(n=47 for Grp.1 and 19 for Grp.2)

Figure-4.9
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Statistically there is no significant difference between the perceptions of the top
management of DOT/MTNL and that of Cellular service provider on these issues
as shown in figure-4.9.
, 43 Customer Care Values :

4.3.1 Internalization of Customer Care Values : On the perceptions of
customers about customer caré values of various service providers the
respondents of DOT Grp.l rate DOT/MTNL very low at 4.002 compared to
Cellular and Pager at 6.163 and 6.225 respectively. Although statistically there is

no significant difference between the Cellular and Pager service provider,

statistically there is a significant difference between DOT/MTNL(both groups)

and Cellular as also between DOT/MTNL(both groups) and Pager as indicated by

the comparison carried out on the basis of studentized t-test indicated at Tables

in Annexure-8 and shown in figure-4.10. The respondents of DOT Grp.ll have

rated DOT/MTNL at 3.708 a little lower than DOT Grp.l. Statistically there is a

significant difference petween the perception of two groups.

- Customer Care Values-Customers’Perceptions
10
o 9
2
g °
5 7 & Cellular S Pager
® 6-
> on——
e 25/
o :Z Dot.Grp.|
=74 oDotGrpl & DHCP
| 2-
8
-2
0 - \ .
0 1 2 3 4
SERVICE PROVIDER GROUPS
(n=883 for Grp.1, n= 454 for Grps.2,3 & 4)
-

Figure-4.10

7 anagement and Middle Management of DOT/MTNL do not
The Top Manag

rate themselves very high in terms of internalization of customers care values.

The Top Management of DOT/MTNL rate themselves at 5.54 and Middle
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Management & Employees rate their organization at 5.519. Statistically there is
no significant difference between the perceptions of the two groups. However,
the Middle Management & Employees as also and the Top Management rate
themselves higher than the Customers rate them as service providers and

statistically there is a significant difference between their perceptions and

Customer’s perceptions as shown in figure-4.11.

The Top Management of Cellular services rate themselves higher in
terms of internalization of customer care values and their commitment towards
Customer care at 7.725, whereas the middle management and contact
€mployees of Cellular companies rate themselves much lower at 5.061.
Statistically there is a significant difference between the perceptions of all the
three ie., Top Management; the Middle Management & Employees and the

Customers of Cellular companies in terms of Customer Care Values.

f Comparison of Customers and Service Providers —1
| perceptions about CUSTOMER CARE VALUES
| 10 ¢
| 9 -
- 8
© $ Cel-TM
>S5 74
G & Cel-Cust
e 64
2% 5/ & Dot-MM} Cet-mp Dot TM
o
§ & 41 & Dot-Cust
EE 3]
@
o 2 +
¢ 1 1
0 } { } t { {
0 1 2 3 4 5 6
Respondent Groups
(n=454 for Grp.1 & 2; n=358 for Grp-3 & 82 for Grp.4; n=235 for
Grp.5 & 91 for Grp.6)

Figure-4.11

This significant difference only indicate that the customer care value
have not been internalised even by the private sector in the Telecom

Industry and they too have a long way to go.



4.3.2 Internal Marketing, Internal PR and Communications: The Internal
Marketing and the Internalization of Customer Values were studied mainly from
the responses of the Middle Management and Contact Employees. This was
compared with the perceptions of Top Management about the importance they
attach to internal customer orientation in the organization. The perception of
Middle Management & Employees in the Cellular service companies had a lower
score of 5.1 as compared with DOT/MTNL Middle Management & Employees
which had a mean score of 7.191 on internal customer environment and respect

for Employees. However, the perception of the Top Management of DOT/MTNL

on the treatment of colleagues and employees as internal customers was rated

at a mean score of 5.32 as against Cellular who have rated themselves at 6.727.

e e I S
7 lntemal Marketmg, Internal PR & Internal Customer
1 Culture
T
5
@ -
E g g Dot-MM , } Cel- TM
. N
23 {Cell»MM { Dot-T.M
n D
€ £ 4 4
43
Q 2
L
Q
o ot——— T T )
0 1 2 3 4
Respondent Groups
| (n=241 for Grp.1and 50 for Grp.2; n=25 for Grp. 3 & 11 for Grp.4)

Figure-4.12

Statistically there is a significant difference between the perceptions of Middle

Management & Employees and that of Top Management of DOT/MTNL in this

area. However, statistically there is no significant difference in the perceptions of

Middle Management and Employees of Cellular when compared with the

perceptions of their Top Management, although both rate their organizations

average in this area as shown in figure-4.12.
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44 Structure :
441 Bureaucratic vs. Flat structure & Leadership style :

About the Structure of the organization to provide excellent customer
service, the barriers due to rigid and long hierarchy, the perceptions of the
respondents of DOT Grp.| is below average at a mean score of 4.118. The DOT
Grp.Il have rated DOT/MTNL still lower at a mean score of 3.324. Statistically
there is a significant difference in the perception of consumers about DOT/MTNL
structure even among the two groups, DOT Grp.1 & DOT Grp.ll. It is a matter of
less than average and much less than average ratings as shown in figure-4.12

and indicated by t-test results from Tables at Annexure-8. Statistically there is a

significant difference in this aspect between DOT/MTNL(both groups) and

Cellular as also between DOT/MTNL and Pager. However, statistically there is

no significant difference between Cellular and Pager as perceived by the

Customers using these services.

( n=883 for Grp.1: n=454 for Grps.2. 3&4)

| STRUCTURE of the Service Provider-Customers’
: Perceptions

10
@ 9 )
2 8
S 7 . & Cellular & Pager

(=]

-2 & Dot.Grp.
S g 4 & Dot.Grp.l
Q.
g 2
g 1 | 1

o4+———T—

0 1 2 3 4
Service Provider Groups
(n=256 for Grp.1 and 127 for Grps.2, 3 & 4)

Figure-4.12
On the issue of the Structure of the organization to facilitate effective
interaction with the Customers as also with their Middle level and Contact

Employees and involvement of Employees in development of customer friendly
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systems, procedures etc., the Top Management of Cellular rates themselves at
7.027 whereas DOT/MTNL Top Management rate themselves at 6.012.
Statistically there is a significant difference between the perceptions of the Top

Management of Cellular service provider and DOT/MTNL. This only indicates

that the DOT/MTNL Top Management is aware of their problems of bureaucratic v

structure which restrains them in so many ways. However, the Top Management

of DOT/MTNL rate themselves much higher than the perceptions of their -

Customers in this area as shown in figure-4.13.

Comparison of Customers, Mgt. & Employees
Perceptions about Customer Friendly STRUCTURE of
the Service Provider

10 ,

g 9

s 8 |

>5 7 | 3 Cel-Cust $CelkTM
., 8% 6 3 Dot-T.M
25 5 5 Dot MM Cel-MM

a2 4 § Dot-Cust i

o o

s 3

& 2

4

o 1
} m 0 - o e Ty T T Yt T YT T T
| 0 1 2 3 4 5 6
‘ Respondent Groups

(n=127 for Grps.1&2 n=308 for Grp.3 & 77 for Grp.4; n=168 for Grp.5
& 58 for Grp.6)
Figure-4.13
The perceptions of the Middle Management on the environment in the

organisation for providing excellent service and building long term relationship

with the customer relating to Structural issues is average for both Cellular (5.286)

e e o i

55). Statistically there is a significant difference

and DOT/MTNL (mean 4.5

between the perceptions of Middle Management & Employees of the Cellular

when compared with their Top Management as also when compared with their

Customer in this area. Also statistically there is a significant difference between

the perceptions of Middle Management and Employees and Top Management of

DOT/MTNL service providers in this area. On comparison it was also found that
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statistically there is no difference in the perceptions of Customer and Middle
Management & Employees of DOT/MTNL s shown in figure-4.13.
4.4.2 Empowerment:

The discretion accorded to contact Employees to handle customer

problems is also related to Structure. Empowerment of employees is important

because it gives them an opportunity to provide service and build excellent

relation
rated DOT/MTNL at a mean score of 3.656, cellular at 6.969 and pager at 6.859.

The respondents of DOT Grp.Il have rated DOT/MTNL at a mean score of 3.504.

Statistically there is no significant difference between the perception of DOT

Grp.l & DOT Grp.ll on this issue. Statistically there is a significant difference in

the perception of Customers between DOT/MTNL and Cellular as also between

DOT/MTNL and Pager as shown in figure-4.14 and also indicated by t-test values

at Tables in Annexure-8. Statistically there is no significant difference between

Cellular and Pager service providers in this area as perceived by their

Customers.
;ﬁ T EMPOWERMENT—Customers’ Perceptions
| 10
T
] 8
§ ; & Cellutar & Pager
5% 6
U
= ) 5
0N
= 3
[}
e 2]
[
o 1
0 _ i - '
0 1 2 3 4
SERVICE PROVIDER GROUPS
(n=127 for Grp.1; n=64 for Grps 2,3 & 4.)

Figure-4.14

In respect of Empowerment of their Employees, the Top Management of

Cellular service providers rate their organization lower than the Customers -~
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perceptions about them. However in case of DOT/MTNL the Top Management
rate Empowerment in their organization higher than the customers perceptions
Top management of Cellular and DOT/MTNL rate Empowerment in their

organizations around average at a mean score of 5.148 and 4.514 respectively

The Middle Management & contact Employees of Cellular rate

themselves at a mean scoré of 6.281 (Higher than Top Mat. & lower than

Customers)which is marginally higher than DOT/MTNL Middle Management &

Employees perceptions score at 5.682(Higher than both customers & Top Mgt.)

parison of Customers, Middle

EMPOWERMENT-—Com
10 Mgt. & Top Mgt. Perceptions
o |
(1]
3 8 |
I ® i
55 7 § Cel-Cust .
c
8 = 6 3 Dot-MM: MM
Cell-
2 :E"’ 3 {Dot-T.M -T.M
ss 7 $ Dot-Cust
. E% 3 |
8 2
a1
! 0 ——— 7 ""”’T"‘—‘"’ﬂ"”"“—‘—r—' T
1 0 1 2 3 4 5 6
| RESPONDENT GROUPS
(n=64 for Grp.1 & 2: n=362 for Grp.3 & 89 for Grp.4; n=72for Grp5&27
‘ for Grp.6)
T T [ ——
Figure-4.15 ¢ Y
.’,”‘ //C (Y;/\
/ 4.4.3 Team Spirit: /e e
oo Eh

outside world, the To
themselves quité high at a me

Statistically their is N

On the issué of Team Spirit and representing the organization to the

P Management of both the DOT and Cellular services, rate

an score of 7.208 and 8.222 respectively.

o significant difference between the perceptions of the Top

Management of the two service providers.

On their perceptions about the Team spirit in their organizations, the

Middle Management of DOT rates themselves quite high at 8.135 and Middle
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Management and Employees of Cellular services operators rate themselves at
5 885. It appears that DOT Middle Management and Employees feel more as a
part of their organization and a team work' than their Top Management.
Statistically there is a significant difference between the perceptions of
Employees of DOT/MTNL and Cellular about the feeling they have about their
respective organizations and fellow employees. This is perhaps due to the fact
that DOT & MTNL employees aré those who are living in an environment where
they are in secured jobs and would normally retire from the same organization

whereas in the private sector the employees switch jobs very often and may

have less of attachment and joyalty with the organization. Statistically there is no

significant difference between the perception of Top Management of both type of

service providers. AlSO statistically there is no significant difference between the

perceptions of Middle Mmanagement and Employees group vs. the Top

Management of DOT/MTNL as shown in figure-4.16 and indicated by t-test

values at Tables in Annexure-8.

TEAM SPIRIT-Comparison of Perceptions

10 7
s _ T N{Dot-T.M
e 2
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Respondent Groups

(n=311 for Grp.1& 18 for Grp.2; n=24 for Grp.3 & 9 for Grp.4)

Figure-4.16
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4.5 Systems :

4.5.4 Systems, Procedures, & Transactions :

On The Internal Systems and Procedures to conduct business and transactions
the respondents of DOT Grp.ll rate the DOT/MTNL service provider at a mean
score of 4.416 whereas DOT Grp. | rate DOT/MTNL at a mean score of 4.748,
Cellular at a mean score of 6.764 and Pager at a mean score of 6.819.
Statistically there is no significant difference between the perceptions of DOT

Grp.Il and DOT Grp.l. Also statistically there is no significant difference between

Cellular and Pager service provider in this area. However, statistically there is a

significant difference between DOT/MTNL(both groups) and Cellular as also

between DOT/MTNL and Pager as shown in figure-4.17.

about SYSTEMS & INTERNAL OPERATIONS of the Service Provider

c s Percepti
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a
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e
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’ SERVICE PROVIDER GROUPS

(n=632 for Grp.1 and 326 for Gps.2.384)

Figure=4.17

Statistically there is N0 significant difference between the perceptions of

Middle Management & Employees of DOT/MTNL (rate themselves at 5) and

their Customers(figure-4.18). However statistically there is a significant

difference between the perceptions of Top Management (6.746) and Middle
Management & Employees as also between Top Management & Customers of

DOT/MTNL. Statistically there is no difference between the perceptions of
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Customers and Top Management of Cellular service provider. However
statistically there is a significant difference between the perceptions of Middle
Management & Employees of Cellular and their Top Management as also

between Middle Management & Employees and their Customers.

INTERNAL SYSTEMS & OPERATIONS-Comparison of Perceptions

5
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g 6
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(=326 s GP 182 =177 for Gp 3 & 31 for Gip 4. n=122for GR.5 & 46 for Gp.6)

Figure-4.18

452 communication& information Dissemination Systems:

perception  about the customer friendly

Wy s €5

On the customers
Communication systems. dissemina t|on of mformatlon and knowledge of

e
procedures DOT/MT NL is rated quite low at a mean score of around 3.60 (3.672

by DOT Grp.| & 3. 688 by DOT Grp. 1) compared to Cellular at 7.225 and Pager

at 6.825. Statistically there is a significant difference in this aspect of service

provided by DOT/MTNL and Cellular as also between DOT/MTNL and Pager.

Statistically, there is n0 difference between the perception of DOT Grp.l & DOT

Grp.ll and no difference between Cellular & Pager as perceived by their

Customers and indicated by t-test values and shown in figure-4.19.
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INTERNAL COMMUNICATION SYSTEMS, OFFERINGS AND INFORMATION DISSEMINATION—
Customers Perceptions
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Figure-4.19

The Top Management of Cellular rate themselves high at mean of 8.2 in

terms of communications. efforts to provide customer friendly systems,

Procedures and environment in the organization as compared with 6.014 of

DOT/MTNL Top Management. Statistically, there is a significant difference

between the perception of the top management of DOT/MTNL and Cellular in

this respect.

However, the Middle Management & Employees of both DOT/MTNL and

Cellular service providers perceive the System and Procedures of their

organizations at an average scoré of 566 and 5.535 respectively. And

statistically there is @ significant difference in the perception of Middle

Management and Employees of both DOT/MTNL and Cellular when compared

with their customers, however as shown in figure-4.20 the deviation of this

significant difference in perception of Employees vs. Customers is different in

two service provider groups. Also there is a significant difference in the

perception of Top Management and Employees of Cellular group in this area.
Also, statistically there is no significant difference between the

perception of employees of DOT/MTNL and Cellular on this aspect.
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INTERNAL COMMUNICATION & INFORMATION DISSEMINATION SYSTEMS-Comparison of
Perceptions(Customers, Top Mgt., Middle Mgt. & Employees)
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Figurc-4.20

/4:5.3 Systems to enforce Quality : About the Top Management actions
which reflect their commitment to service quality standards, our research
indicates that Cellular Top Management rate themselves high at a mean

score of 6.8 as compared to DOT/MTNL who rate themselves at a mean

score of 5.282. However, statistically there is no significant difference

between the perceptions of Top Management of DOT/MTNL and Cellular

service provider on their orientation towards Quality of service as

indicated in t-test values and shown in figure-4.21.
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Figure-4.21

454 Complaint Management systems: In the area of Complaint

Management Systems, that provides an opportunity to build Relationships, the

perception of respondents of DOT Grp.| rate DOT/MTNL at a mean score of

3.705, Cellular at 7.583 and Pager at 7.394. The respondents of DOT Grp.ll rate

DOT/MTNL at 3.325 which is lower than DOT Grp.l. Statistically, there is a

significant difference between DOT/MTNL (both groups) and Cellular as also

between DOT/MTNL (both groups) and Pagers as shown in figure 4.22.

Statistically, there is N0 significant difference between Cellular and Pager service

on Complaint Management Systems as perceived by the customers. Statistically

there is no significant difference between the perception of two groups i.e., DOT

Grp.| & DOT Grp.1l on complaint management system of DOT/MTNL.
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Customers’Perceptions-COMPLAlNT MANAGEMENT
SYSTEMS
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Figure-4.22

On the perception of efforts made by Top Management about collecting

information on problems of consumers, cellular services Top Management rate

themselves at a means score of 7.091 whereas DOT/MTNL Top Management

rate themselves at @ mean score of 5.917. Statistically there is no significant

difference between the perceptions of Top Management of cellular and

DOT/MTNL in this aréa. However, statistically there is @ significant difference in

the perception of ToP management of DOT/MTNL when compared with the

ir Customers. In case of Cellular group, statistically there is no

perceptions of thel
significant difference between Customers and Top Management’s perceptions in

this area as shown in ﬁgure-4.23.
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COMPLAINT MANAGEMENT SYSTEMS-Comparison of Perceptions
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Figurc-4.23

4.6 Strategies:
4.6.1 Customer Retention Strategies ;
The Perceptions of customers about Customer Retention Strategies of

the service providers i.e., their perceptions on aspects like efforts to build

relationship, empathy, initiatives to accommodate them when in problem,

keeping them informed about latest facilities etc. were also computed and

analysed. The respondents of DOT Grp.| rate DOT/MTNL at a mean score of

4.371, Cellular at a mean score of 6.662 and Pager services at a mean score of

6.545. Respondents of DOT Grp.ll rate DOT/MTNL at a mean score of 3.884.

Statistically, there is a significant difference between the perceptions of

respondents of DOT Grp.| and DOT Grp.Il. However, both the groups have rated

DOT/MTNL less than average. Statistically, there is a significant difference

between DOT/MTNL and Cellular as also between DOT/MTNL and Pager
services. However, statistically there is no significant difference between Cellular

and Pager services in this area as shown in figure-4.24.
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Figurc-4.24

The perceptions of Top Management and Middle Management on the

relative importance they attach to servicing customer against growth (new

customers) were also computed. The Top Management of Cellular rate

themselves at a mean score of 5.0 and Top Management of DOT/MTNL rate

themselves at a mean scorée of 3.478. The perceptions of Middle Management &

Employees on the importance the organisation places on servicing existing

customer against gaining new customers stood at a mean score of 5.0 for

Cellular and 5.737 for DOT/MTNL. However, statistically there is no significant
difference between the perceptions of Middle Management & Employees of

DOT/MTNL and Cellular as also between the perceptions of Top Management of

the two service providers. Statistically there is a significant difference between

the perceptions of Cellular customers and Cellular service providers (at all

levels). Also, statistically there is a significant difference between the perceptions

of Customers and the Middle Management & Employees of DOT/MTNL However

statistically there is no significant difference in the perceptions of Customers and

the Top management of DOT/MTNL in this area as shown in figure-4.25.
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4.6.2 Strategies for Competitive Advantage : The perceptions of customers

about the knowledge of latest facilities/services in the related field possessed by

the service provider weré computed and it was found that the DOT Grp.| rates

DOT/MTNL at a mean scoré of 5.227, Cellular services at 7.97 and Pager at

7 864 whereas DOT Grpli respondents rate DOT/MTNL at a mean score of

4 757. Statistically, there is a significant difference between DOT/MTNL (both

groups) and Cellular as also between DOT/MTNL and Pager on this front. The

DOT Grp.l who have experienced the Cellular and Pager services rate

DOT/MTNL higher than DOT Grp.il. Statistically there is no significant difference

in the perception of respondents under DOT Grp.l and DOT Grp.ll in this area as

shown in figure-4.26.

(\ \\,

109



Perceptions Mean Value

(Range 1-10)

O =2 NWHONOO® NO©® OO

Competitive Advantage/Knowledge—Customers’

perceptions

$ Cellular

{ DOT Grp.l
< DOT Grp.ll

t -+ - i

1 2 3
SERVICE PROVIDER GROUPS

(n=125 for Grp.1; n= 66 for Grp.2, 3 & 4)

Figurc-+.26

§ Pager

110



4.7 People: . .

e

474 7Capabilities and comfort level of Employees: About the people’s
capabilities to serve customer, the Top Management of DOT/MTNL rate their
Middle Management and Employees at a mean score of 7.957 whereas the
Middle Management and Employees of DOT/MTNL rate themselves at a mean
score of 8.516. The Top Management of Cellular rate their Employees at a mean
score of 7.273 whereas the Middle Management & Employees of Cellular
companies rate themselves at a mean scoré of 7.8. Statistically there is no
significant difference between the perceptions of Top Management of
DOT/MTNL and Cellular on their companies capabilities to meet customer
requirements. Both the Top Management rate themselves above average.
Further, the Middle Management & Employees of both the services rate

themselves higher than their own Top Management as shown in figure-4.27.

o
| PEOPLE'S capalibities to serve customers
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Figure-4.27
/ 4 7.2 Responsiveness of people: On customer perceptions about the

Responsiveness of the service provider, the sincerity of interest that they take to

| solve customer’s problems and telling them when exactly the service will be

provided--the respondents of DOT Grp.| rate DOT/MTNL at a mean score of
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3.226, Cellular service provider at a mean score of 7.662 and pager service
provider at a mean score of 7.459. The DOT Grp.ll rate DOT/MTNL services at a
mean score of 3.176. Statistically, there is no significant difference between the
DOT Grp.l and DOT Grp.ll as also between Cellular and Pager services as
perceived by their customers. However, statistically there is a significant
difference in the perceptions about Responsiveness between DOT/MTNL and

Cellular as also between Cellular and Pager as indicated by t-test values and

shown in figure-4.28.
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Figure-4.28
yd Z 7.3 People-‘Empathy On the service provider's wnllmgness to Llsten and

Empathnse wnth customers the respondents in DOT Grp.| have rated DOT/MTNL

at a mean score of 3.874, Cellular service provider at a mean score of 8.101 and

Pager at a mean score of 7.54. Respondents of DOT Grp.lI rate DOT/MTNL at a

mean score of 3.78. However, statistically there is no significant difference

between the perception of the two groups on this aspect of DOT/MTNL.

Statistically, there is a significant difference in the perception of respondents

between the DOT/MTNL and Cellular as also between the DOT/MTNL and Pager

services. However, statistically there is no significant difference between Cellular

and Pager services in this area as shown in figure-4.29.
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EMPATHY-Customers Perceptions
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Figurc-4.29

/4.7.4 People ‘Problem solving’ : About the customers perceptionson the,

knowledge, attitudes and understanding of the contact employees to solve the

problems, the DOT Grp.| rated DOT/MTNL at a mean score of 4.212, Cellular at

a mean score of 7.708 and Pager service provider at a mean score of 7.077. The

DOT Grp. Il respondents rated DOT/MTNL at a mean score of 3.673.

77 7P7roiblem Solving—Customers Perceptions
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DOT Grp.l
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Figure-4.30

Statistically there is a significant difference in perceptions between the
two groups of respondents on the service provided by DOT/MTNL, although the

degree of significant difference is low. Also, statistically there is a significant
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difference between DOT/MTNL (both groups) and Cellular as also between
DOT/MTNL and Pager. However, statistically there is no significant difference

between Cellular and Pager services in this area as shown in figure-4.30.

“4.75 People-‘Credibility’ : Regardmg Credibility, Honesty and Trust Worthiness
of the service provider, respondents under the group DOT Grp.| rate DOT/MTNL

at a mean score of 4.589, Cellular at 7.027 and Pager at 6.957. The respondent

under DOT Grp.ll rate DOT/MTNL at a mean score of 3.924.
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Figure-4.31

Statistically there is a significant difference between DOT/MTNL (both

groups) and Cellular services as also between DOT/MTNL and Pager services.

Also, statistically there is significant difference between the perception of

respondents under DOT Grp.l and DOT Grp.l, although the degree of significant

difference is quite low as shown in figure-4.31.

‘4.7.6 People-‘Learning’ : About the Top Management’s perceptions on their

efforts to conduct Induction/Orientation programs for the Employees and their
initiatives to understand the difficulties of the staff at work, the Top Management

of DOT/MTNL rates themselves at 6.16 and Top Management of Cellular
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services rate themselves at 6.526. Statistically there is no significant difference

between the perception of Top Management of DOT/MTNL and Cellular as

shown in figure-4.32.

HRD-INITIATIVES-induction/Orientation, Training/Learning (Perceptions of Mgt. & Employees)
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Figure-4.32

st and initiatives of the organisation to develop skills,

On intere
— .
familiarise their employees with the job and procedures, the Middle Management

& Employees of DOT/MTNL rate their organisation at 7.007 which is high

compared to Cellular service provider Middle management & Employees who

rate their organisation at 5.973. Statistically there is a significant difference

between the perceptions of Middle management & Employees' of DOT/MTNL

and Cellular about this aspect of their respective organisations. However

statistically there is no significant difference in the perceptions of Top

Management when compared with Middle Management and Employees of the

1

service providers group.
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.~ 4.1.7 Moral and Motivation of the people—impact of HRD efforts : On the
perception of employees about the feed back they get from their bosses,
coaching and faimess in placements or jobs etc., that effect moral and
motivation of employees, the DOT/MTNL Middle Management & Employees rate
their organisation at a mean score of 6.512 as against Cellular Middle
management & Employees who rate their organisation at 5.563. Statistically
there is a significant difference between the perception of DOT/MTNL and
Cellular on this aspect of their organisation as perceived by their Middle
Management & Employees. Also statistically there is a significant difference in

of Middle Management and Top Management of DOT/MTNL.

the perceptions

However statistically there is no significant difference between the perceptions of

Cellular service provider's Middle Management & Employees as compared with

the perceptions of their Top Management as shown in figure-4.33.
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Figure-4.33

4.7.8 People--Expectations Vvs. Performance : About the perception of

performance to match the expectations and the reliability of the service provider,
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both the groups i.e., DOT Grp.l & DOT Grp.ll have rated DOT/MTNL very low at
3.208 and 3.023 respectively. The consumers of DOT Grp.| have rated Cellular
service provider at 7.542 and Pager service provider at 7.181. Statistically, there
is a significant difference in the perception of customers about People’s
Reliability of service between DOT/MTNL and Cellular as also between
DOT/MTNL and Pager. However, statistically there is no significant difference in
the perceptions of DOT Grp.l and DOT Grp.il on people’s reliability of

DOT/MTNL as service provider as shown in figure-4.34.
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Figure-4.34

On the issue of performance of the employees matching the

expectations of the Management, the Top Management of DOT/MTNL rate their

Employees at 4.72 whereas Cellular Top Management rate their Employees at

7.545. Statistically there is a significant difference in the performance of

Employees of DOT / MTNL and Cellular as perceived by their respective Top

Management. In this area the Middle Management of DOT/MTNL rate their

Employees at a mean scoré of 6.867 whereas Cellular middle management rate

their Employees at a mean score of 7.538. Statistically there is a significant

difference in the performance of Employees of DOT/MTNL and Cellular service
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provider as perceived by their Middle Management. However, on comparison it
was found that statistically there is no difference in the perception of Customer,
Top Management as also Middle Management of Cellular services in this area as

shown in figure-4.35.
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Figure-4.35

" 4.7.9 Attitudes of People : About the attitudes of the people delivering the

service which is depicted by consistency in politeness and courtesy as perceived

ustomers, the respondents of both the groups have rated the DOT/MTNL

4 by DOT Grp.| and 3.523 by DOT Grp.ll).

by ¢

contact employees around 3.5 (3.59

The DOT Grp.| has rated Cellular service provider at 8.087 and Pager at 8.029.

Statistically there is a significant difference between DOT/MTNL and Cellular as

also between DOT/MTNL and Pager in the area of the attitude of the people

i -4.36.
providing these services as perceived by the customers as shown in figure-4
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Figurc-4.36

On Top Management's attitude in general that is depicted by their

perceptions about Staff unions & Government policies and Environmental factors

coming in the way of implementing their progressive ideas, DOT/MTNL and

Cellular are rated at a mean scoreé of 3.96 and 4.333 respectively by their Top

Management. However, statistically there is no significant difference in the

perceptions of Top Management of DOT/MTNL and Cellular on this issue. The

Middle Management of DOT/MTNL can be rated at 4111 and the Middle

Management & Employees of Cellular services at 5.708. Also, statistically there

is a significant difference in the perception of DOT/MTNL and Cellular services

Middle Management on this point as shown in figure-4.37.
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4.8 CONCLUSION :

.
Customers do not perceive any service provider as an ideal or excellent

service provider.

There are wide gaps in the perceptions of Top management and the
Customers of DOT/MTNL. Top management rate their service better than their

Customers perceive them as service providers in almost all the areas. The

perceptions of Middle Management & Employees about the service provided by

their organization also do not match with the perceptions of Customers. However

the magnitude and direction of gap differs in different areas of study as also

among service providers. There is no set pattern. The gaps in the perceptions of

Customers vs. Employees & Middle management are narrower than the gaps

between perceptions of Customers and Top management for all services except

DOT/MTNL.

The Customers rate the factor “Value for Money-Pricing Policy’ of

DOT/MTNL higher than they rate DOT/MTNL in other areas. The customers

perceive that they are not getting good value for money from any of the service

provider group except DOT/MTNL. Thus the ‘Pricing’ is not commensurate with

—

the quality of service of the service provider.

The consumer group who have better exposure of other Telecom service

Providers like Cellular and Pager (Dot. Grp.l) rate DOT/MTNL higher in the areas

of C Customer_care- yalues, Policies, Customer retention Strategies, Structure,

Peop|e pnﬁng and even Comp1/ int Management Systems than those (DOT.

Grp.I1) who do n

perceptions of DOT/MTNL when they experience other service provuders&aven

from the private sector.

The DOT/MTNL h
nty aspect i.e., confidence that the customers will be compensated for any

ave failed miserably to build their credibility as far as

Wa rra

bad, inferior or faulty service is concerned.
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CHAPTER-5

HOSPITALITY AND AVIATION INDUSTRY (INCLUDING CAR
RENTALS

5.0 Hospitality & Aviation Service Sector : The perception of consumer of

Hotels, Airlines and Car rental services in the hospitality sector were computed
and compared. The perception of Top Management and Middle Management of

some Airlines and Hotels were also computed and compared with the perception

of their customers as also amongst each group. The Research findings are as

follows -

5.1 Use of Modern Equipment, Technology and Tools:

5.1.1 Customers’ perceptions:On the use of technology, modem tools and

equipment to provide reliable service, respondents have rated Hotel industry at a
mean score of 7.128, Airlines at a mean score of 6.709 and Car rental service at

a mean score of 6.115. Statistically, there is no significant difference between

Hotel and Airlines as also Car rental & Airlines in this area. However, statistically

there is a significant difference between Car-rental and Hotels as perceived by

customers in this area and shown in figure-5.1.
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Customers Perceptions on use of MODERN TECHNOLOGY
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Figure-5.1

5.1.2 Management’s Perceptions : The Top Management of Hotel industry

rate themselves at 7.947 in respect of effective use of Technology and

innovations to provide reliable services whereas the Top management of Airlines

rate themselves at 7.538. However, statistically there is no significant difference

between the Top Management of Hotel and Airline about the use of Technology

in their respective areas.

The perception of the Middle Management about use of Technology in

‘the organisation as far as it relates to the provision of Modemn Tools and

Equip

is rated at 7.455 by th

ment by their organization so as to enable them to provide reliable services

e Middle Management & Employees of Hotel and 6.583 by
the Airlines, However, statistically there is no significant difference between the

perception of the Middle Management & Employees of Hotel and Airline. Also
statistically there is no significant between the perceptions of Customers,

Management as also Employees of Hotels and Airlines as shown in figure 5.2

below.



Use of MODERN TECHNOLOGY-Comparison of Management & Customers -Perceptions
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5.2 Cleanliness, Appeal of the facilities and Dress of Contact Employees—

Tangible elements :
5.21 Customers’ Perceptions: The perception of the consumers about the

tangible elements of services quality namely the cleanliness, appeal of facilities,

the dress and manners of employees of the Hotels, C
customers rate Hotels at a mean value of 7.813, Car-

ar-rentals and Hotels are

plotted in figure-5.3 The
0. Statistically there is a

rentals at 6.144 and Airlines at 7.231 at a scale of 1
significant difference in all the three service provider groups about this
dimension as perceived by the consumers. Howe
s and Airlines was almost negligible compared to the

ver the magnitude of the

difference between Hotel

difference between Hotels and Car-rentals & Car-rentals and Airlines.
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this difference is almost negligible-
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SERVICE DELIVE
RY POINTS- Comparison of Customers & Management
ent's Perceptions

Alflines TM
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(n =82 for Grp- 182;n=22fof Grp.3 and 41 for Grp.4 ; n=121for Grp.5 & 10 for Grp. 6)
F igurc—5.5
5.3.3 Pricing policies and Warranty- Customers’ perceptions : On the
y receive from the

stomers about the value for Money the

dence that they will
e service provider, Customers

perceptions of Cu
as also the confi be duly compensated for
ge caused by th

s at 5.873 and Airlines at a mean

Service providers
r service Of dama

6.133, car-rental
n in Table at Annexure-8 and also

any bad or inferio

mean value of
d t-test as show
here is NO significan

er groups in respect of

rate Hotels at a
4. 0n studentizé
t statistica[ly t
ee servicé provid

value of 5.96
t difference in the

it was found tha

at figure 5.8,
mong the thr

perceptions of Customers @

this dimension.
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CUSTOMERS PERCEPTIONS-PRICING POLICY & WARRANTY ASPECT

{ Alrlines

0

Hotels
{ Car-rentals

Perceptions Mean Value ( Range 1-10

service Provider Groups
(n = 166)

Figure-5.6

stency in the policies of the service

5.3.4 Consistency ofpolicies : On consi
tels at a mean value of 7.127, Car-rentals at

provider the Customers rate Ho
t 6.658. However statistically t

groups on this dimension as perceived by

6.595 and Airlines a here is no significant

e three service provider

difference in th
their customers as shown in figure 5.7. The Middle Management & Employees of
e the Cconsistency in P

nd 5.195 respectively. Statistically there is

Hotels and Airlines rat olicies of their organization as

reflected in different offices gt 7.182 a
perceptions of th

ment & Employees of Hotels in this

a significant difference in the e Middle management &
nd Middle Manageé
ijs no significant di
loyees and Middle Management.

Employees of Airlines a
fference between the

area. However, statistically theré
perception of customers of Hotels and their EMP
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CONSISTENCY OF POLICIES - COMPARISON of Customers and Middle Mgt. & Emplo
Perceptions ployees
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Figure-5.7
5.3.5 Top Management commitment to Quality of Service: About the top

management commitment to service quality in respect of committing the

nal programs, the Top Management of Hotels rate their

resources and inter
as Airlines rate themselves at 7 on a

anization at a mean scoré of 7.526 where

org
atistically there is no significant difference in the

scale of 10. However st

of the Top Management of two service provider groups as can be

perceptions
seen from values of t-test in Table at Annexure-8.

54 Customer Care Values :

? .
n of customer care values -Customers Perceptions : In

5.4.1 Internalizatio
as perceived by the Customers in the light

the context of customer caré values
are values, the respondents rate Hotels at a mean

of internalization of customer C
irlines at 5.823 on a scale of 10 as

score of 6.52, Car-rentals at 6.356 and A
here i N0 significant difference in service

shown in figure-5.8. Statistically t

d Car rentals on this dimension. However, on
n -

provider groups Hotels a
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comparison it was f
ound that Airlines is differe
nt than Hotels and C
ar-rentals on

this dimension.

Customers Perceptions on INTERNALZATION OF CUSTOMER CARE VAL
UES

e
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Figure- 5.8

of Management and customers’ Perceptions: On the

5.4.2 Comparison
re values the Top management of Hotels

alization of customer ca
mean Scoré of 7.269 an
e of 6.534 on a scale of 10

ce provider groups rate their

issue of Intern
d Top management of Airlines

rate their organization ata
on at a mean valu whereas the
yees of thesé servi
ctively. The Top Manag

heir organisations better than

rate their organizati

Middle Management & Emplo
ement of both

and 6.085 respé
der groups rate t
ese service providers in the area of

wever, on comparison it was

organizations at 6.363

es Service provi
internalization of

Hotel and Airlin
their customers perceive th

s as shown in figuré 5.9. Ho

rence in the P°
he service provider groups

customer care valué

; rceptions 0
found that there is MO sign! P f the
Management/Employees 2

i . geant difference i
in this dimension. AlISO statistically there 1S no significan ce in the
& Empmyees of the W0 services in this area.

perceptions of the management
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Figure-5.9

keting, Internal PR and Communications : On the issue

5.4.3 Internal Mar
er Environment, respect for Employees

internal Custom

of Internal marketing.
and Airlines rate their

and Communication, the Top Management of Hotels
mean Scoré of 7.778 and 8.8 respectively. The Middle
he two service provid

89 respectively. Statistically there

organizations at a
er groups rate their

Management & Employees of t
re of 7.455 and 6.5

he perceptions of To
owever there is no significant

organizations at a mean sco
p Management and

rence petween 1
ees of Airlines. H
anagement and EMp

is a significant diffe

Middle management & Employ
loyees of Hotels

erceptions Of M

difference between theé P

service group in this area as shown |
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Internal Customers/Marketin
g- Comparison of Perce tions
MANAGEMENT IEMPLOYEEPS of TOP and MIDDLE
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Figure-5.10

vs. Flat )& Leadership Style :

5.5 Structure (Bureaucratic

out the structure enabling the organization to

'perceptions: Ab
rriers due to rigid and long

5.5.1 Customer
. services, the ba
mean value of 7.22

in figure-5.11. Statistically

ellent customé
ate Hotels at @
e of 10 @S shown

provide an exc
6, Car-rentals at

hierarchy, the customers T

7.165 and Airlines at 6.
rentals as far

cant difference
rvice is con
customers pe
Hotels @S also Wi

238 0n3a scal
in the structuré of Hotels and Car-

cerned as percei
rceive a significant difference

there is no signifi
ved by the Customers.

of Customer se

as provision
nd that the

On comparison it was fou
. hen compared
in the structure of Airli P ©

Car-rentals.
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Customers Perce i
ptions about STRUCTURE
of the Service Provi
viders

é Hatels
Car-rentals

} Alrlines

Perc
eptions Mean Value ( Range 1
0 1.10)

Service Provider Groups
(n= 164 )

Figure-5.11

5.5. i
5.2 Comparison of Management and customers’ Perceptions: The Top

s and Airlines rat

e their structuré to facilitate interaction

management of Hotel
yees in development of

nvolvement of emplo

ers as also the i
c., at 7.556 and 5.868 respectively

with the custom

procedures et

customer friendly systems,
he two Qroups rate their organizations at

anagement of t
n their Top Management’s

However the Middle M
hat IS jower tha

g respectively !
re is NO signifi
ement & Emplo
d Table of t-test at Annexure-8 . It

7.723 and 5.39
perceptions of

" Statistica”y the cant difference in the

Middle Manad

perception
yees of both the service

Top Management VS.

ndicated in fi 512 an

no difference [
their customers. However in

provider groups as i gure-
n the perceptions  of

t statistically there 1S

industry and
nce in the perce

was found tha
f Hotel

icant differé

s of Airlin€s se

Management & Employees
case of Airlines, there i5 a signif ptions of Middle
Management & Employee> VS. customer rvice provider group.
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on of Perceptions on customer friendly STRUCTURE
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Figure-5.12

customers perceptions : ON discretion delegated to

5.5.3 Empowerment-
yees by the service provider, the Customers rate Hotels at a

Contact Emplo
nes at 6.392. However

s at 6.684 and Airli

7.063, car-rental
e service provider groups

mean value Of
erence in the thre

statistically there is n© significant diff
on this dimension as shown in figufe'5-13
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Customers Perceptions about EMPOWERMENTIDELEGATION
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% Airlines-Cus
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Figure-5.13

ptions : on the issue of Empowerment, delegation

parison of Perce
n to accomplish their job the Middle

5.5.4 Com
and environment provided by their organizatio
ployees of Hotels and Airlines rate their organizations very

Management & Em
lues of 5.864 and 5.

g45 respectively. On the issue

close to each other at mean va
gations to their Employees the Top Management of

of Empowerment & Dele
service provider
arison it was fo

gement and Top

groups rate their organizations at 4.808 and

Hotels and Airlin€s
vely. On comp und that statistically there is no

he Middle Mana

4636 respecti
Management of Hotels

statistically there is

significant difference int
514. However,

as also of Airlines 25 shown in figure-2-
significant difference 1N the perception of customers when compared wath the
ider at all levels

perceptions of servicé prov
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Customers Perceptions about EMPOWERMENT

g
g 7 }Hddﬂ:us
o Cat-rentals
]
26 Amines-Cus
>
3
® 5
2]
2
a 4
w
7]
&
a

3.

2 -

. I e e T —

0 1 2 3
SERVICE PROVIDER GROUPS
Grp(n=261aGm561HorGrpv6)

(n=79 for GPS 1 62_n=1101a0935206101

Figure—5.14
he feeling of Team spirit within the organization

About t
portant member of the team, the

5.55 Team Spirit :
g himself as an im

f Hotels and Airlines rat
management of the respective

every on¢é considerin

ent & Employees 0
vely whereas Top

and
e their organizations

Middle Managem

at 7.419 and 6.877 respecti
6.125 respectively.

service provider grou
nce in the perceptions of the

cally theré is no signiﬁcant differe

However statisti

four groups ON this dimension-
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Comparison of Management & Employees Perceptions about TEAM SPIRIT
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Figure-5.15

5.6 Systems :
n systems--Customers’

5.6.1 Systems, procedures and Communicatio
On the perceptions of Customers about Internal systems to

Perceptions
ur respondents rate Hotels at a mean value

tomer friendly service, 0

provide a cus
als at 6.742 and

of 7.147, Car-rent Airlines 6.85. Statistically there is no
significant difference in Hotels and Airlines service provider groups on this
dimension. However statistically there is a significant difference in the systems of
gh the degree of this difference is quite low as

Hotels and Car-rentals althou

shown in figure-5.16.
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Customers Perceptions on Customer Friendly SYSTEMS to provide servi
ice

§ Hotels
§ Car-rentals } Airlines

PERC
EPTIONS MEAN VALUE ( Range 1-10
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SERVICE PROVIDER GROUPS
(n=414)

Figure-5.16

of management, Employees and Customers’

5.6.2 Comparison

the Customer frie nable the Middle

ndly systems to €

perceptions: On
oloyees to perform their job well the Middle Management &
rganizations at 6.978 and 5.298

Management & Em

f Hotels and Airlines rate their 0
e their Systems at

Employees ©
P management rat

y whereas the respective To

ectively as sh

respectivel
7. On comparison it was

7.358 and 6.382 resp own in figure-5.1
perceptions of Customers Vs.

is no difference in the

found that theré
p. However there is a

gmploy€ees 0
een the per
service provider.

f Hotels service provider grou
nes customers and Middle

Management &
ceptions of Airli

significant difference petw

Management & gEmploy€ees of the
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Comparison of Management, Employees and Customers perceptions on CUSTOMER
FRIENDLY SYSTEMS of the service provider
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P
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Figure-5-17

ation dissemination systems : The

ion and Inform

5.6.3 Ccommunicat
mmunication of

rate the Communication systems & quality of co

Customers
lines at 6.855. Statistically there is a

384, Car-rentals at 5.786 and Air

Hotels at 7.
o between Car-

erence petween Car—ren’tals and Hotels as als

s dimension. St is no significant

significant diff
rentals and Airlines iN thi atistically there
Hotels and Airlineés service providers on this dimension as

difference petween
in fi -5.18.

perceived by the cust
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UNICATIONIENFORMATION DISSEMINATION SYSTEM
of

Customers Perceptions on COMM
the service provider
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Figure-5.18
On the adequacy and quality of internal systems, procedures and

in the organization, the Middle management &

nication systems
r organizations at 6.546 and 5.613

and Airlinés rate thei

commu

Employees of Hotels
t the importance they

f Top Management abou

n the perceptions 0
on dissemination role, the Hotel

munication & informati
7.229 and Airlines rate themselves at

respectively. 0]

attach to their internal com

e themselves at

Top Management rat
ally there is no significant

found th at statistic

parison it was
Management & Employees and Top

ns of Middle
groups as shown i
e in the perceptions of Middle

5792. On com

difference in the perceptio
h the servicé
cant differenc

when compared with the percept

n figure 5.19. However

Management of bot

statistically there i @ signifi
ions of Customers in

Management & Employees

respect of both the groups-

140



yees and Customers Perceptions about

of Management, Emplo
of the service provider

Comparison
COMMUNICATION SYSTEMS
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Figure-5.19

56.4 Systems to enforce Quality : About the Top Management actions
which reflect their commitment 10 service quality standards, our research
ent of Hotels and Airlines are rated at mean values

hat Top Managem
istically there is no significant

indicates t
ely. However, stat

of 7.636 and 6.739 respectiv
difference in the perceptions of the Top management of these two service
his dimension as shown in figure-5.20.

provider groups ont
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Top Management's Commitment to enforce QUALITY SYSTEMS
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Airlines-TM

p
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Figure-5.20

In the area of Complaint

5.6.5 complaint Management Systems
rtunity to puild relationship, the

that provides an Oppo

ment system,
Airlines at mean value

S, Car—rentals and

Manageé
s of 7.352, 6.764

Customers raté Hotel
vely. On compa

rison, it was found that statistically there is no

and 6.515 respecti
rentals and Airlines on this dimension. However

erence in Car-
h theseé groupS

significant diff
are statistically different from Hotels as

service providers of bot

tomers.
nformation on

perceived by their cus
ment about collecting i

Top Manage
dicates that Top
of 7.75 and 7.3 respectively.

orts made DY
Management of Hotels

On the eff

consumers our researoh in

elves a m
cant difference

problems of
ean yalues

and Airlines rate thems
in the perceptions of Top

Statistically theré is no signifi
two service rovider groups in this dimension as shown in
e

management of th

figure 5.21.
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OMPLAINT MANAGEMENT SYSTEM & TOP MGT's COMMITMENT

Customers Perception on C
in this respect

Hot
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% Car-rentals-Cus Alrlines-TM
% Airlines-Cus

P
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Figure- 5-21

5.7 Strategies:
Customer Retention strategies : 1N the area of Customer Retention

build relationship, €m

BT 1
pathy, initiatives to accommodate

gies like efforts to
lem, keeping ct latest facilities
der, the customers T

.006 respectively. On comparison it

Strate
stomers informed about

them when in prob
he service provi ate Hotels, Car-rentals and
658, 6.432 and 6

gnificant difference

available with t

mean valués of 6
between Car-rentals

Airlines at
lly theré is no si

was found that statistica
rentals and Airli

o between Car-
t differencé in

nes in this area. However

and Hotels as als
strategies of

eis a significaﬂ

the customer retention

statistically ther

Hotels vs. Airlines.
ployees of Hotels and Airlines perceive the

& EM
ation as reflecte

f the organiz

to growth and s€
son it was found that there is

ment
d by the relative

The Middle Manageé
strategies 0

n attach
ely on compal'i

customer retention
rvice and rate the two

importance their organizatio

groups at 7.545 and 6.912 respectiV
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o sianif . .
significant difference in the perceptions of the Middle Management &
en

Employees of the two groups in this area as shown in figure-5-22

RATEGIES of the service provider—Comparison of Custom
ers
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and Employees Perceptions
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Figure-5.22

s for Competitive pdvantage : In the context of confidence in

5.7.2 Strategie
e of latest facilities/services customers

der about his knowledg

the service provi
at 7.617, 6.827 and 7.272 respectively as

r-rentals and Airlines

rate Hotels, Ca
n comparison it was found th

e.5.2.3. Howevero
n any of the three s€

at statistically there

shown in figur
icant difference i

is no signif rvice provider groups as

perceived by their customers.



C
OMPETITIVE ADVANTAGE--Customers Perceptions about knowled
facilitiesiservices ge of fatest

©

{ Hotels
} Car-rentals } Alrlines

P
ERCEPTIONS MEAN VALUE ( Range 1-10)
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1
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Figure-5.23

5.8 People:
Capabilities and comfort level of employees : On People’s

5.8.1
he Top Management of Hotels and Airlines

ilities to serve customers, t

capab
n score of 7.917 and 7.2 respectively whereas the

e their employees at a mea
Employees of these groups r

On comparison it was found that

rat
ate themselves at a mean

Middle Management and

d 8.607 respectively.

score of 8.467 an
rence in the perceptions of the two levels

is no significant diffe

statistically there
es in this aréa and both t

ment as also Employe he respondent groups

of Manage
e average as sHown i

n figure-5.24.

rate themselves much aboV
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Service Provider's Perceptions about theirPEOPLE's CAPABILITIES to provide
service

9
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p
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Figure-5.24

nsiveness, Listening, Problem solving, and Credibility of the

5.8.2 Respo
On the Responsiveness of the service

providing the service :

PEOPLE
t that they take to solve customers problems and

er, the sincerity of interes
y the service will be provi
f7.542, 7.157 and 6.765 respectively.

provid
ded, customers rate Hotels

telling them when exactl

nes at mean values 0

Car-rentals and Airli
illingness to Listen and Empathize with

On the service provider's W
e Hotels, Car-rentals and Airlines at mean values

rs, the respondents rat
37 respectively- On comparison, it was found that

nce in the areas of Responsiveness as

custome

of 7.476, 7.067 and 6.9
gnificant differe
|s. However there i
Airlines in both these areas as

statistically there is @ Si
s no difference between

also Listening of Airlines Vs Hote
car-rentals and

Car-rentals and Hotels as also

shown in figure 5.25.
About the People’s problem solvingd approach reflected in the knowledge,
ormation of the contact employees to solve the

attitudes, understanding and inf
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problems of their customers, Hotels, car-rentals and Airlines have been rated at
a

mean values of 7.349, 6.837 and 6.762 respectively.

On Credibility, Honesty and Trust worthiness of the service provider

Customers rate Hotels, Car-rentals and Airlines at mean values of 7.268,6.834

and 6.725 respectively. In both the areas of Problem solving and Credibility there

is a significant difference in Hotels and Airlines; as also Hotels and Car-rentals

service groups as perceived by their customers. However statistically there is no

significant difference between Car-rentals and Airlines in these areas as shown in
figure 5.25.
Customers perceptions on PEOPLE's RESPONSIVENESS, LISTENING, PROBLEM SOLVING &
CREDIBILITY
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g
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Figure—5.25
Moral and Motivation of the PEOPLE

5.8.3 HRD offorts—Learning
performing the service - on their effort
s and their initiatives 10 understand the difficulties of
t of Hotels and
e interest and initiatives of the

s to conduct induction/orientation

programs for the Employe€
Airlines rate themselves at

the staff in work, the Top managemer
on th

7.286 and 6.846 respectively: HoweVver

skills familiarize the Employees & Middle

organization to develop the
anagement & Employees

Management with the job and
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of Hotels and Airlines rate their organizations at 7.216 and 7.024 respectivel
! y.

On comparison it was found that statistically there is no significant difference in

the perceptions of Management & Employees of both the service provider

groups in the area of training, learning, induction and orientation programs

On the perception of employees about the feed back they get from their

bosses, coaching and fairness in placements or jobs etc., that effect Moral and

Motivation of employees, the Hotel Middle management & Employees rate their

mean score of 6.169 as against Airlines Middle Management &

organization at a
ees who rate their organization at a mean value of 6.122. On comparison

Employ
e is no significant difference in the perceptions

it was found that statistically ther

of Employees and Middle Management about this aspect of their organization.

h the groups rate their organization just at average in this area as

However bot

shown in figure-5.26.
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respectively. On comparison it was found that statistically there is no significant

difference in the performance of three service provider groups as far as meeting

the expectations of the customers is concerned.

The Middle Management & Employees of Hotels and Airlines rate their

organizations at 6.667 and 6.031 respectively as far as meeting expectations of

their customers are concerned. The Top Management place their Middle

Management & Employees performance to meet the expectation of customers at

8.222 and 8.6 respectively. It was found that Top Management of both the

service provider groups rate their organizations higher than their Customers as

also their Employees. Statistically there is no significant difference in the

f Middle Management and Em
stomers as indicated in figure-5.27.
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re i . .
spectively. On comparison it was found that statistically there is no significant

difference in the attitudes of Hotels and Airlines as also in Car-rentals and

Airlines. However, statistically there is a significant difference in the attitudes of
Car-rentals and Hotels service providers as perceived by our respondents. In our

study we find that the Employees & Middle Management of Hotels and Airlines

can be rated at 6.905 and 5256 in their own perceptions on their attitudes

no significant difference in the perceptions of Middle

Statistically there is
& Employees of Hotels and Airlines about the attitudes of their

Management
provider groups as shown in figure-5.28.
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5.9 Conclusion:

The customers expectations from Hotels, Airlines & Car-rentals in almost
all the areas that go a long way in building relationship with the service provider

are high and they rate the three service providers at the most above average

Although Hotel Service provider group is rated higher (between ‘7" and ‘8’) than

rentals (between 6’ and '7") by customers on most of the

the Airlines and Car-
important parameters of our study, it appears that either the customers of Hotel

e exposed to these services at a global level or the

Airlines & Car-rentals ar

e been raised by the service providers themselves.

expectations hav

rch also establishes that the Middle Management and

The resea
mers than their Top Management. The gaps in

s are closer to the custo
ers and Middle Management

ustomers and Top Management in

Employeée
& Contact Employees is

the perceptions of Custom

narrower than the gap in the perception of C
almost all the areas of concern for better customer bondage.
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CHAPTER-6

BANKING INDUSTRY

6.1 Use of Modern Equipment, Technology and Tools:

6.1.1 Comparison of Customers Vs. Management Teams Perceptions: On

the use of Technology, Modern Tools and Equipment to provide reliable

rs have rated Nationalized Banks at a mean score of 5.871 and

service, Custome
7.017 on a scale of 10. Statistically, there is a

Private Banks at a mean score of

e between Private and Nationalized Banks in this dimension

significant differenc

heir services.

as perceived by the consumers of t

p Management of Banks rate themselves at 8.188 whereas Middle
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Management and
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y the results of t-test in Tables

Management in the Banking
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d Private Banks h
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his area as shown in figu
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Custorrers WSMNQBGPGJCY(WEUW&M

PERCEPTIONS MEAN VALUE { Range 1-10)

Figure-6.3
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’6.2.3 con
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f the Banks rate thei
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Perceptions about CONSISTENCY IN SERVICE POLICIES
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Customers Perceptions on TANGIBLE ELEMENTS OF SERVICE QUALITY
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respectively. Statistically there is a significant difference in the internalization of

customer care values between Private and Nationalized Banks.

On the issue of Internalization of customer care values the Top Management

of Banks rate their organization at a mean score of 7.139 whereas the Middle
Management & Employees of rate their organization at 5.891. On comparison it
at statistically there is a significant difference between the

was found th
ernalization of customer care values when

perceptions of Top Management on Int
compared with the perceptions of customers and this is true for both Private as

ed Banks. However statistically th
Middle Management providing the service and

ere is no significant difference in
also Nationaliz

the perceptions of Employees and

s indicated by the results of t-test in Table at Annexure-

their Top Management 2

8 and shown below in figure-6.6.
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6.2.3 Internal Marketing, Internal PR and Communications : On the issue

Internal Customer Environment, respect for Employees

gement rate Banking sector at a mean score

of Internal marketing,

and Communication, the Top Mana

of 8.2.5 whereas the Middle Management & Employees rate their organizations
at a mean score of 6.12k8. Although the difference in perception between Top
Management and contact Employees is wide

Management vs. Middle
is NO significant differenc
ment and Employees of Banks in this area as

statistically there e between the perceptions of Top
Management vs. Middle Manageé
s could be due to the fact th
which is due to a very smalil ‘n’ (8 only).

shown in figure-6.7. Thi at standard deviation of data

of Top Management perception is large
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hiera .
rchy, the Customers rate Nationalized Banks at a mean value of 6.271
. and

Priv
ate Banks at 6.844. Although Customers rate Private banks much high
er

tha i : - .
n Nationalized Banks, statistically there is 1o significant difference betwe
en

Nationalized and Private Banks in this area.

The Top management of Banking sector rate their structure to facilitate

interaction with the customers as also the involvement of employees in

ustomer friendly systems, procedures etc., at 7.429, whereas

development of ¢
f Banks rate their organizations much lower

Middle Management & Employees 0
than their Top Management rate at 4.833. Statistically also there is a significant

ions of Top Management

Customers of Nationalized Banks in

difference in the percept vs. Middle Management &

o Top management VS.

Employees as als
a significant difference in the perceptions of

this area. Also statistically theré is
ith Customers perceptions

Middle management & Employees when compared wit

d Private banks as shown in figure 6.8.
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6.4.2 Empowerment -Comparison of Customer vs. Management Teams

perceptions : On discretion delegated to Contact Employees by the service

provider, the Customers rate Nationalized Banks at a mean value of 6.158 and

Private Banks at 6.681. However statistically there is no significant difference in

Nationalized and Private Banks in this area as perceived by customers.

On the issue of empowerment, delegation and environment provided by their

organization to accomplish their job the Top Management of Banks rate their
organizations at a mean value of 5.261 whereas Middle Management &

Employees rate their organizations at 598. On Comparison it was found that

s no significant difference in the p

this area as shown in figure-6.9.

statistically there i erception of Management,

Employees as also their Customers in

Comparison of Perceptions on EMPOWERMENT of people providing the service
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Middl
e Management and contact Employees: About the feeling of Team spi
pirit

within izati
the organization and every one considering himself as an important
an

mem
ber of the team, the Top Management of Banks rate their organizations at

gement & Employees rate themselves at 5.98

7625 whereas Middle Mana

re is no significant difference in the perceptions of the

However statistically the

ployees on this dimension as shown in figure 6.10.
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no significant diffe
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figure-6.12. Statistically there is a significant difference between the perceptions

of Top management and Customers on both the Nationalized and Private banks

Systems to enforce Quality : About the Top Management actions

which reflect their commitment 10 service quality standards, our research

gement of Banks rate themselves at a mean value of

indicates that Top Mana
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the standa ;
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arge in respect of data
on Management a
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Employees perceptions..
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been rate
d at mean values of 6.187 and 6.987 respectively. On compari
: rison it
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d that statistically there is a significant difference in the Problem sol
olving
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difference in Nationalized and Private Banks as perceived by their customers

Comparison of Customers Perceptions about PEOPLE performing the service

Responsiveness
$
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w
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for Grp4 ; n=401 for Grp.5 & 468 for Grp.6 ; n=383 for

. for Grp-3 8344
( n=203 for Grp1é 238 for G2 n=297 Gr[:? 5 447 for Grp8)

Figure-6.17
oral and Motiv
to conduct inductio

rstand the difficulties of

ation of the PEOPLE

rning,
n/orientation

67.3 HRD efforts—L€2
performing the service :
ployees an
p managem

ks rate themselves at 7.375.

programs for the EM
ent of Ban
the organizatio

with the job and p

the staff in work, the T°
» n to develop the skills,
However on the interest nd initid

rocedures

familiari o5 & Middie M2
rize the Employ® ir organizations at 7. On

g EMPI0Yee of

the Middle Management
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compari i s
parison it was found that statistically there is no significant difference in th
[

percepti
ptions of Management & Employees of Banks in the area of training

Iea M . . 0 .
ming, induction and orientation programs as shown in figure-6.18

On the perception of employees about the feed back they get from their
b . . .
osses, coaching and faimess in placements or jobs etc., that effect Moral and

Motivation of employees, the Middie management & Employees of Banks rate

core of 5.619 as against the Top Management who

their organization at a mean ]
a mean score of 6.875. O
rence in the perceptions of Employees and

rate themselves at n comparison it was found that

statistically there is N0 significant diffe

Middle) about this aspect of their organization.

Management( Both Top and

Perceptions on HRD efforts of the service

Comparison of Management and Employees
provider
10 -
|
9 -
K
‘é { Banks-TM Leaming
5 7 Banks-MM Leaming |
5 |
3 6 | Banks-MM Motivation
L
E 5.
=
2 4
o
a
w 3 ’
Q
4
w
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!
1t
ot e ) ; .
° 1 OUPS
DENT GR
RESPg:"z . p=d2for Grp-3 & 8for Grp4)
(n4?7 for crp18 16 for H
Flgure-6 18
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6.74 Pe i
ople—Expectations vs. Performance : On the extent to which the

e meet the expectations of their customers the

people performing the servic
espectively.

Custo i i
mers rate Nationalized and Private Banks at 6.238 and 7.096 r
On com i
parison it was found that statistically there is a significant difference in
the pe
performance of two forms of service providers (Nationalized and private) as

far a : :
s meeting the expectations of the customers is concerned.

ment & Employees of Banks rate their organizations

The Middle Manage
ustomers are concerned. The

at ;
4.944 as far as meeting expectations of their €
gement & Employees perform

at Top Management

ance to

T
Op Management place their Middle Mana
s at 8.625. It was found th

m .
eet the expectation of customer
n their Customers as also their

of ;
Banks rate their organizations much higher tha
nt difference in

ically there is a significa

Employees & Middle Management Statist
ing the service as also

{ vs. Employ€ees provid

he t-test value shown in table

t :
he perceptions Top Managemen
T "

Op management vs. customers as indicated by t

a
t Annexure-8 and in figure-6.19 DelOW:



Perceptions of CUSTOMER SATISFACTION (External and Internal)

9
Banks-Tm{about
Employees)

} Banks-PvL.Cus

% Banks-Nat.Cus

Banks-MM(about TM)

PE
RCEPTIONS MEAN VALUE ( Range 1-10

[N}

— e

0 - , e
0 1 2 3
RESPONDENT GROUPS 4
( n =101 for Grp.1 & 115 for Grp.2 ;n=18for Grp.3 & 8for Gm.4)
Figure-6.19

des of People : On attitudes of the people providing the service

6.7.5 Attitu
y extended to their customers, the

ed by the politeness and courtes
nd Private banks at 6.558 and
e is a significant difference in

reflect
7.462 respectively.

customers rate Nationalized a
as found that statistically ther
Private Banks. In our study we

s towards progressive

On comparison it w
find that

s of Nationalized Banks and

iddle Management of Bank
nd Top management at 4.375

the attitude

the Attitudes of Employees &M

ment can be rated at 5778 a

programs and environ
yees towards

es of their contact emplo

perceptions on the attitud
e in the perceptions of

s no significant differenc
gement about the attitu
| in case of Top

in their own

customers. Statistically theré [
des of

Middle Management, Employees and Top mana

yees as shown in figure-6.2
e Management and Emplo

0. However, ‘n’ being smal

their emplo
Management as also Middl yees of Banks, the

standard deviation is large..

173



PERCEPTIONS MEAN VALUE ( Range 1-10

w

Comparison of perceptions on ATTITUDES

{ Banks-Pvt Cus

{ Banks-Nat Cus
Banks-MM

-t

- 3

2
! RESPONDENT GROUPS
(n= 104 for Grp.1 & 419 forGrp2;n= 9 forGrp.3 &8 forGmp.4)

Figure-6.20
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6.8 Co H .
nclusion : On Technology front Private Banks are placed better tha
n

Nationali ;
nalized Banks by their customers. The bondage is stronger, the custom
] ers

feel ,
confident that the service provider is keeping itself updated and upgrading

the services with the Technological achievements.

The difference in perceptions in the area of internalization of customers

wide between Top Management an
perception of customer in this area. The Top

care values is
d Customer. The perception of

contact Employees rated with the
ars to be optimistic in their perceptions on customer care

Management appe
ch is not healthy from the point of view of

values of the service provider, whi

fforts in this area.

concentration of future €
nagement and contact Emplooyees of

The perceptions of Middle Ma
e Customer perceptions th
ct that the contact Employees and

an the Top Management

Banks are closer to th
Middle

could be due to the fa

perceptions. It
y-to-day dealing with them,

he customers due to da

Management aré closer to t
y initiative to recently get closer to

gement has not taken an
s needs and expectations.
d better than Nationalized B

whereas Top Mana
er and understand hi
re definitely perceive
ommunication and In
e advantageé strategie

the custom
anks by

Private Banks a
formation dissemination

the customers in the areas of C
systems, customer retention and competitiv s, customer
e service providers.

Technology and people element of th

care values, usé of
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CHAPTER-7

RELATIONSHIP MARKETING—INTERSECTORAL
COMPARISON

7.0 Havi .
aving studied the perceptions of Customers as also that
of

Managem & Em
en m Vi
t ployees of some service providers in Telecommunicati
ation,

Hospitali iati ;
pitality, Aviation(Transportation) & Banking industry, it is possible to list th
e

issues t ice i
hat are common for all service industries. What are the commonalti
ies
and th : ;
e areas where one Service provider or service industry can learn from th
e

experi ;

perience of other. inter-sectoral comparison among service provider g
roups

s to list the emerging issues in the service industry in India

has been made so a
model and summarize the findings of

deliberate on the Relationship marketing

our study.
IES OF SERVICE PROVIDERS :

7.1 POLIC
On the policies of the service provider to

744 Customers Perceptions -

p by providing convenient, neat facilities & outlets;

build long term relationshi

Y consistently excellent
ur respondents do not rate any serv

no significant difference among

service;, & compensation for any

value for mone
ice provider

fault/damage or inferior Service
der. Statistically theré is

as an ideal service provi
Cellular, Pagers, Hotels, Airlines and Private Banks. Also statistically there is no

g Car rental; d Banks; & other Misc.

significant difference amon Nationalize
This is compared b able at
graphically in figu
OT/MTNL and all other

DOT/MTNL & other

y t-test results shown in T

service providers.
re-7,1 below. Statistically

annexure-9 at the end of this report &
rence between D service
mer perceptions of

at the formers policie

there is a significant diffé

rison of the custo
s are

providers. On compa

Service Provider policies, |

Perceived as being 1€SS friendly. On the rvice provider
DOT/MTNL rates lowest(4.24 for

7.033 that is very close to cellular at 6.882. All

respondents and Hotel highest at
176



- 0

6.69 b
y our
respondents. The perceptions of consumers Were gauged
on a 10

(1 to 10), where 4 stands for intensity of strong disagreement and
and 10

for stron .
g agreement with the statements incorporated in the Questio
nnaire

designed for the purpose-

POLICIES of the Service Providers
|

10 Customers Perceptionsabmrt
g .
8.
=
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=704 for Grp.9 &

5687, n=608 for Grp.8, N

(n=762 for orGrps 398 for  Grps. 2;& =487 for GrPS.
346forGrp1
Figure-7.1
71.2 TOP MANAGEMENT% pERCEPTIONS ..The top management’s
venient to

rvice centres and outlets con

olicies of sé
r service quality

perceptions about their P
resources fo

tistically there is N0

customers; quality Of

are plotted below in figure-7-2- It i

erence petwe€

significant diff
his study- All

provider covered DY t

6.586(lowest for DOT) and 7.762




Ti .
op Management's perceptions about their Service Quality POLICIES

e

Eﬂ .

g-.

E’ l CHLLLAR ARLINES BANKS

HOTEL

w

w oor

= |

3 [ ‘

> |

=

wn 4
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o

L3

w

Q

o

w 2.

o

1.

0.

0 4 4 N == !
saa\ncspmwrsaaups 5 |

(n=70 for Grp.1; 30 for Gp-2, 31 for Grp.3; 23 for Grp 4 & 21 for Grp 5)

Figure-7.2
LOYEES PERCEPTIONS ;-In the area

Z.
1.3  MIDDLE MANAGEMENT & EMP
nveniently

consistency of service quality and co

of - :
service provider's policies on
rvice to customers DOT/MTNL

loc .
ated service centres and outléts to provide s€
mselves at 7.118 (slightly higher than their

M.
iddle Management have rated the
higher than their customers

s 5.78 ,6.568 & 7.111 respectively(all

).The Airlines, Hotel and

T
op management and much

B :
anks middle management rate themselve
middle management

gement). However Cellular

sli
lightly lower than their top mana
heir top management. Statistically

P
ate themselves at 7.611 slightly higher than t
middle management

ween the perceptions of

s as also between Cellular, Hotel

there is no significant difference bet
& Hotels, DOT & Bank
& Banks. Also statistically theré is no significant differ
gement of Hotel &
he perceptlons of Midd

0
f DOT & Cellular, DOT
ence between the

Airlines. However statistically

Perceptions of Middle mana
le management

t
here is a significant differencé petween t

s also Airlines & Cellular.

&
Employees of Airlines & DOT 2
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Cal'e

10

8.
CALUAR

" foor
e [

BANKS

Perc
eptions Mean Value (Range 1-10)

0
0 1 2 3
gervice Provider Groups

(n=119 for Grp.1: N7 18 for Grps- 2 & 5, n=44 for Grp.3 & 82 for Grp4)

Figure—?.3

oGY OF SERVlCE PROVIDERS -

EPTIONS

7.2  TECHNOL
jons on use of

7.21 CUSTOMERS’ PERC Customers percept
& Equipment b ice provider groups are
ate cellular S€
567, Hotels at

t-test confirme

y yarious serv

hest at a mean

Modern Technology
rvice provider hig

4 _Consumers r
7428, Private Banks at

plotted in figure-7
value of 7.985 followed PY pagers at T-
d that statistically

t 6.769. The studentised

7.017 and Airlines @
r service providers except

ificant diffe

there i
was a sign
was no significant

Pagers. The test also confirme

difference betw
groups on this dimensi
5.415 whereas res

Statistically there was N
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Grp.Il on this dimension. It was found that Banks-Nat. had a mean score of 5.871

and Car rental had a mean score of 6.115. On comparison it was found that

statistically there was no significant difference between the service provider

groups Car-rentals and Banks-Nat. as also car-rentals and Airlines. Statistically

there is a significant difference between DOT/MTNL (both groups) and all other

service provider groups except Banks-Nat.

HNOLOGY used by the service Providers

Customers perceptions about TEC

81 }CC![L:L’)I
% Page’
Hotel Bank-Pvt
{thnes } "
Banksth

7.
%Cafrental } —

Perceptions Mean Value (Range 1-10

-

14
_r_r‘_r___.——JT‘_————r
10

) S e
° ! z ’ service provider Groups
-115 for Grp.9 & 60

&7, n=101 for Grp.8, n=

(n=130 for Grp.1; 67 for G
Figure-7-4
753 TOp MANA GEMENTIS pERCEPTIONS . The perceptions off t:ﬂeo;i
e O
management Of five service provnder groups about t:h:&h:rscusmmers N
Technology and Equ;pmentt prowd consistent ser\:;(:: R o i
plotted in figure-7.5- Al the semV'C proviee” S0 denti firmed
entlSed t-test con Ir
between 7.538(Airliﬂ€5) and 211(cellulaf)- e erceptions of the top
that statistically there is no sugnificant difference in th pd o
e service provider groups " this 1

management of all the fiv
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TECHNOLOGY and EQUIPMENT

Perceptions of TOP MANAGENENT about use of MODERN

BANKS

CELLULAR
HOTELS
DOTMATHL Al
RLINES

Percoptions Mean Value ( Range 1-10)

0+ . .
0 1 2 3
SERVICE PROVIDER GROUPS

7.2.3 MIDDLE MANAGEMENT g EMPLOYEES PERCEPTIONS @ The

e Management

about provision of Modern Tools and

perceptions of Middl
well are plotted in Figure-7.6 An

erform their job

Equipment to enable them to p
this dimension cellular Employees & Middle Management rate their organization
yees & Middle Management of

4.8. The Emplo

very low at @ mean valué of
ghata mean value of 7.625, followed

DOT/MTNL rateé their organization very hi

Banks at 6.90

g and Airlines at 6.583. On comparison, it was

by Hotels at 7.455,
perceptions of Middle

e difference petween the
OTIMTNL; Cellula

atistically there was no

found that statistica\ly th
r and Hotels as

management and Employees of cellular and D
nt. However st

r and Banks
e service provider

also Cellula

significant difference petween D

groups except cellular on this
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Perceptions
of MIDD
LE MANAGEMENT & EMPLOYEES about use of MODER
N TOOLs and

EQUIPMENT
9_. & DOT/MTNL
® l S
. OTELS
5
«
é AIRLINES BANKS
>
8
e
f CELLULAR
2 4
8
&
o
8
a
14
0+
0 : X
1 2 '
2 3 4 :
SERVICE PROVIDER GROUPS °

p.3; n=36 for Grp.4 & 11 for Grp.5)

(n=64 for Grp 1, n=25 for Grp.2; n=22 for Gr

Figure-7.6

7.3
CUSTOMER CARE VALUES OF THE SERVICE PROVIDER :
:-While comparing the

s’ PERCEPTIONS
about the Custome

nt, Accessibility and Stra

ared to other service

perceptions of

7
.3.1 CUSTOMER
r care values that include

Consumers of variety of service®
es, Empowerme tegies of
Hotels high comp
rs, Cellular and Private

e DOT/MTNL very

Servj

ice structure, Shared valu
nsumers rate
ar rentals, Page

the ;
service provider, €O
banks

provi
viders at 6.52, very close 10 C
6.108 respectiv

& Dot. Grp.l 2
nd 5.401 respect
r care values of Cellular

ely. Cconsumers rat

t 4.002). The Airlines and

at
6.356, 6.225, 6.163, and
|| at 3.708

ted at 55232
ea of customé
e Banks a5 pe

round 4(Dot. Grp.
ively. Statistically

Nati ;
ionalized Banks have peen ra

ence in the ar
rceived by the

there j .
e is no significant differ

Services, Pagers, Hotels, car rentals and Privat
Consumers of these Services: AlsO statisticauy there is N0 significant difference
nd Privaté Banks a5 also between Airlines and
is a significant

betw

e ;

en this aspect of Airlines @
ders. HoweV

es of National

er statisticall

ized Banks and private Banks.

othe
R
misc. service Provi

diff,
er ,
ence in the Customer caré valu
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Also statisti : ot
istically there is a significant difference in the customer care values of

Nationali
alized Banks and all other service providers namely Cellular, Pagers Car

rental il
s. Hotels, Airlines as also DOT/MTNL. Also statistically there is a significant

diffe
rence between DOT/MTNL and all other services providers under study and

erence is also large. It is interesting to note that

{ ‘
he degree of this significant diff

difference between the perceptions of

statisti
tatistically there is a significant
ot. Grp.ll. Although the degree of this

co
nsumers even among the Dot. Grp.l & D

icates that the consumers who are using other

S| ] .
ignificant difference is small, it ind

er and Cellular have perhaps upgraded their

Te :
lecom services like pag

perceptions of DOT/MTNL

Consumer perceptions about CUSTOMER CARE VALUES of the service
provider

—
o

9.
Ssa.
o
%" 71
S 3 rotel 5 car Rertal _——
£ §Oeﬂlﬂ§ e g Arinee & § BankCthers
> g Banis Nt
€5
1]
s
g 1 " § otGpl
a3 Dot Grp I
g
@
2|
1!
° T 8
0 ' ; i 6 7
1 g . service ProviderG‘OUPS N e B
""""""HJ/ 5 _579 for GP-8. n=804forGrp.9&
(n=883 for Grp.1; 454 for Grps- 2 58 4 =564 Grps. 5,68 70 G210
g7 for G- )
Figure-'r’.'f
erce tions of the top
732 Top MANAGEMENT'S PERCE TIONS :-The perceP
: tomer caré
: mitment to Cus
Managem e providers apout thelr com B
ont of sere” QUrces nd their Initiatives 10
cate 1€ '

to A”O

val
ues, Marketing research,
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i ;
nculcate and Internalize customer care values are grouped as Customer care

values of the service provider and plotted below in figure-7.8

The Top management of DOT/MTNL rate themselves quite low at 5.519
ther service providers

as compared with Top management perceptions of all 0
that rate themselves between 7.618(for Cellular) and 6.714(Airlines). Statistically
anagement of

there is no significant difference between the perceptions of Top m
r statistically there is a significant

Cellular, Hotels, Airlines and Banks. Howeve
s of Top management of DOT/MTNL and rest

difference between the perception

of the service providers.

Perceptions of TOP MANAGEMENT about CUST
their organ:slt:on
10 .
9.
S 8,
: { CALLUAR { %
. AIRLINES
g? }
m
x
— 6.
Q
g f poT
g5,
=
1]
<4
@ |
| =4
a
S
g 2+
o
1] -
’ : + e _,_,_,_,_4,._ _(_4 :
O 1 pﬁﬂf[ﬂ*a@lﬁ e
|CE 3: 63 for Grp.4& g7 for Grp.5)
p-

GrP 2 113 for G
--On the

(n=260 for Grp.1; 102 0r ;
Figure-7-
TIONS
S pERCEP
7.3.3 MIDDLE MANAGEMENT & EMPLOYEE o the Reward &
rviceé pro '
of the 52 HRD
Subject of ¢ are values - employees: ’
ustomer ¢ values 1IN
tomer CAr¢ nalize
Motivati ~culcaté cus - ont to Inter
ional systems to 1IN . commitm
M ' 4 Top Ma nagemenfs j ¢ & Employee® of
oral of the employees &" yianageme”
of middle & viddle
jons © The Mi
Customer care values- the percep nd shown 1" figure-7-%
a
omputed
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L rate themselves at 5.975 that is higher

ma
nagement & Employees of DOT/MTN
e Management of Cellular as service provider who

t
han the perceptions of Middl
a significant difference between

rate
themselves at 5.076. Statistically there is
ent of DOT/MTNL and Cel

o statistically there is a

lular service

th .
e perceptions of Middle managem
T/MTNL and Hotels. AlS

providers as also between DO

signifi ; ) :
gnificant difference between the perceptions of Middle management &
and Airlines in the

also petween Cellular

Em
ployees of Cellular and Hotels as
there

of their organizations. However statistically

are
a of Customer Care Valués
e management &

rceptions of Middl

e between the pe€
0 statistically there is no

IS no significant differenc
and Banks. AlS

ns of Middle management &

E

mployees of DOT/MTNL, Airlines
sianifi i
ignificant difference between the perceptio

E
Mployees of Hotels, Airlines and Banks.
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7.4
e S
TRUCTURE OF SERVICE PROVIDERS :

741

1 CUSTOMERS’

- ERS’ PERCEPTIONS ._The perceptions of consumers f

rnous servic i O

N e providers about the iSSU€s relating to the Customer friend
o | | riendly

the service providers like easy Accessibility, Delegation a d th
’ nd the
gure-7.10 The customers rate

compiled and shown in fi
rvice providers with mean v
ers have rated Hotels high at

Hierarchy etc.. were
alue at 3.384 for

DOT/
MTNL lowest among all the S€
t. Grp.l. The custom

llowed by Car rentals and Pagers at

Do
t. Grp.Il and 3.963 for DO

7.173
. very close to Cellular at 7.058 fo
he Private Banks

s at 6.288. Statisticall

have been rated at 6.79,

7.008
and 6921 respectively. T
y there is a

233 and Airline
MTNL and rest of t
perceptions of C
cant difference between

Nati \
ationalized Banks at 6.
he service providers. Also

Si nifi .
gnificant difference between DOT/
onsumers Dot.

nt difference in
here is @ signifi
es and Hotels, Al
ed by our respondents.

Statistj
stically there is a significa

0 statistically t
rlines and Car

Gr
p.l and Dot. Grp.l. Als
pagers Airlin

ks as perceiv
n the perception
_cellular, pagers:

Airlin
es and Cellular, Airlineés and

privaté Ban
s of customers

renta
Is as also Airlines and

gnificant d
Hotels

Statisti _
atistically there is N0 S ifference !
aboy
t the Customer friend!¥ stru

significant gifference in the

stically the
nes.

anks and Airli

and
Car rentals. AlsO stati
ionalized B

DErC .
eptions of customers 2
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Figure-7.10
742 TOP MANAGEMENTS PERCEPTIONS :-The Top managements

dly Structure and their perceptio

Levels of decision making,

commitment of a Customer frien ns about the

tomer friendly Structure,

existence of such a Cus
hip in their organization, weré €

owerment, and Leaders

ompiled

Delegation, Emp
nes rate themselves at

Top management of Airli

7.11.The
f Top management of DOT/MTNL

and shown in figuré-
e to the perceptions 0
e Top Management of
t 6.874, 6.873 and 6.713

5.667 (Lowest), VETY clos
Banks, Hotels and

elves at 5.712. Th
rate themselves @
gnificant differenc
lines and Banks. Also

who rate thems

Cellular service providers
e between the

y there is no Si

Cellular, Hotels, Airl

tween the perceptio
tically there is a

respectively. Statisticall
p management of
ant difference be
5. However statis

perceptions of TO
ns of Top

statistically there is NO signific

management Of DOT/MTNL and Airline
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significant di
ifferen
ce between DOT/MTNL and Cellular, DOT.
. /MTNL and H
otels,

Ba
5

10

8
7.
{ CELLULAR { HOTELS
BANK

6 -
{ DOT
AIRLINES

Perceptio
ns Mean Val
ue (Range 1
-10)

3
ROUPS
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1 2

SERVICE PROVIDER G

4 & 87 for Grp.5)

(n=264 for Grp.1. g4 for Grp-2, 110 for Grp.3, 57 for Grp

Figure—7.11

T & EMPLOYEES P
ployees about the Custo

ment, Delegation,

ERCEPTIONS :--The
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7.6 STRATEGIES OF SERVICE PROVIDERS :

CUSTormerns PERCEPTIONS:

7-5-1j The perceptions of consumers about Service Recovery, Competitive

Advantage and Customer Retention strategies of the service providers grouped

together and termed as STRATEGIES are plotted in figure-7.16 .The consumers

rate DOT/MTNL very low with Dot. Grp.lI lowest at 3.973 and Dot. Grp.| at 4.495.

It is interesting to note that statistically there is a significant difference in the

Perceptions of consumers of Dot. Grp.Il and Dot. Grp.| even though the service

Provider remains the same. The consumers rate strategies of Cellular at a mean

of 6.643, followed by Hotels at 6.6, closely followed by Pagers at 6.531. The

Private Banks have been rated at 6.385 whereas Nationalized Banks are rated at
5.806. The consumers rate Car rentals al 6297 and Airlines at 5.981.
Statistically there is a significant difference i the strategies of DOT/MTNL (both
the Groups) and rest of the service providers. Statistically there is no significant
difference in the strategies of Cellular, pagers, Hotels, Car rentals and Private
Sanks as perceived by their consumers. AlsO statistically there is no significant
nes. Also statistically

difference in the strategies of Nationalized Banks and Airli
there is no significant difference in the strategies of Airlines and car rentals as

Perceived by the consumers.
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7. .
6.2 Top MANAGEMENTS PERCEPTIONS :-The percepiion of the Top
they attach 1o customer retention
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ING THE SERVICE :

7.7.1
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7.7
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the Pe :

. ople performing the service of Cellular, Pagers and Hotels. A
N ically there i1s no significant difference in this aspect of the o
v -

] n.lders among Car rentals, Airlines and Private Banks. Statistically the .
| | re i
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e eptions about people performing the service in Nationalized Banks and
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Figure-7.19
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manageme i
nt to Motivate, Develop & Orient their employees; expectations fro
their e ' | )
mployees and their attitudes are compiled in figure-7.20. The T
.20. op
manage i '
gement of all the service provider groups rate their Employees between

5.578
(lowest by DOT) and &.7.042 (Highest by Banks) on a 10 point scale. The

Airlin

es, Hotel. and Cellular Top management rate their employees at 6.853

6.757 i i |
and 6.542 respectively. Statistically their is no significant difference in the

peo idi —
ple providing the service in DOT/MTNL, Cellular and Airlines as perceived by

their :
respective Top management. Also statistically there is no significant

diff : idi i
erence in the people providing Service in the Banks and people of Cellular

Ho -~
tels. and Airlines. However statistically there is a significant difference in the

e « ge
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7.7.3 MIDDLE MANAGEMENTé PERCEPTIONS :-Inter-sectoral comparnson
of perceptions of the PEOPLE providing the service on issues like Training,
Coaching & Induction programs imparted by their organization in various skills to
feel comfortable and confident in their jobs; Recognition and Feedback by their
superiors: Internal communication; Shared values; Environment of Concern &
réspect for employees and a Human touch are plotted in figure-7.21. The

Employees and Middle management of DOT/MTNL rate the people aspect of

their organization at a mean value of 6.583 on a 10 point scale whereas Cellular

Employees rate themselves at a mean value of 5.99. The Middle management &

Employees of Hotels. Airlines and Banks rate this aspect of service providers at

6.844,6.517 and 6.291 respectively. Statistically there is no significant difference

among the perceptions of Middle management & Employees of Hotels, Banks,

Airlines and DOT/MTNL. Also statistically there is no significant difference in the

Perceptions of Middle management & Employees of Cellular, Banks and Airlines
about the people performing service in their organization. However Statistically
there is a significant difference in the perceptions of Middle management &
Employees of DOT and Cellular as also Cellular and Hotels about this aspect of

their organization.
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Figure-7.21
7.8
PRICING POLICY OF SERVICE PROVIDERS :

7.8.
1 cusTOMERS PERCEPTIONS ON ‘VALUE FOR MONEY’:-The

Cust
omer rate all the service providers within a close range of 5.087 and 5.851

on .
a 10 point scale as far as the VALUE FOR MONEY for the service offered by

the o :
provider is concerned. The customers rate Nationalized Banks lowest at

94, Hotels at 5.286 and Ca
p.l at 5627, Airlines at 5.643,

5087 i
087, just below Dot. Grp.Il at 5.0 r rentals at 5.369.
Th

& customers rate Private banks at 5475, Dot. Gr

owever statistically there is no significant

P

agers at 5.716 and Cellular at 5.851. H
POLICIES of any service
R MONEY is concerned a

provider as far as the

di
ifference in the PRICING
s shown if

perceDtions of customers about VALUE FO

figure-7.22 below.
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Customer's Perceptions about VALUE FOR MONEY-PRICING POLICY of
the service provider
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Figure-7.22

Viewed from the issue of Value for Money, one of the reasons why there

is no significant difference perceived by customers between different service

Providers is that there is a direct equation between the perceptions of service

Providers offer (Product) and the price charged for it. Thus if the perception of
the service providers Product is low and he charges not a very high price and the

Customer is reasonably satisfied by the quality of the product, then this offer will

have the Value for Money. In the case of DOT since the customers perceptions

Of its policies, people, systems, structure, strategies, customer care values (sub-
rged by DOT, unlike other private

Sets of the total offer) is low and the price cha
the current

OPerators is low, it can safely be assumes that for the given quality,

[ ' iders, whose
Price is reasonable. And the same holds good for other service providers

i i opportunity
Price is in line with their perceived quality. HOWeVer, this provides an OPP

r money of his offer which could be by

10 the Marketers to enhance value fo
€nhancing perceived service quality and keeping the price low.
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7.8.2 CUSTON‘IEF«.‘S7 PERCEPTIONS ON ‘WARRANTY' :- On this aspect of

the service provider that gives confidence to the consumer that any bad, inferior

or faulty service will be duly compensated by the service provider termed as

WARRANTY ASPECT of pricing policy, DOT/MTNL rate very low with Dot.

Grp.Il lowest at 2766 and Dot. Grp.| at 3.688 on a 10 point scale. Hotels rate

highest at 7, followed by Cellular at 6 547, and Pagers at 6.469. Airlines, Private

Banks and Car rentals are very close to each other at 6.293, 6.216 and 6.207

'eSpectively. Our respondents rate Nationalized Banks at 5.534. Statistically

there is 4 significant difference in the perceptions even among our respondents

falling under Dot. Grp.| & Dot. Grp.ll in this respect of the services provided by

DOT/MTNL. Also statistically there is @ significant difference in the perception of
respondents about DOT/MTNL and rest of the service providers as shown in

figure-7 23, statistically there is no significant difference in the Warranty aspect

of Cellular, Pagers, Hotels, Car rentals and Airlinés as perceived by the
Customers. Also statistically theré is a significant difference in the warranty

aspect of Cellular vs. National Banks and Pagers vs. Nationalized Banks.



Customer’s perceptions about WARRANTY ASPECT— PRICING POLICY
of the service provider
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Figure-7.23

One of the reasons for a low perceptions quote of DOT/MTNL Warrantee

S compared to other service providers appear to be the structure of the

espective industries. While for DOT/MTNL no competition exists and hence it

€an afford to take a view point of ‘I don't Care”, other service providers can not

afford to do so because they are in a competitive business. Hence as we shall

Come back to this aspect in our next chapter, oné of the policy issues is how to
Make a firm in a non-competitive Market situation make warranties more

Meaningful and enforceable.
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CHAPTER-8

SYNTHESIS
. POLICY IMPLICATIO
NS & DIRECTIO
NS FOR

FUTURE RESEARCH

8.0
SYNTHESIS AND IMPLICATIONS :
8.1
; Synthesi
esis from Chapters 4, 5,6, & 7 : A comparison of th
e customers’

Perceptio
ns o - et o
f service provider's policies aimed at providing t
op quality servi
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In | i
g long term relationship, customer care values, the
; customer friend|
y
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‘ above all th
e
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v N

eness and reliability of the people performing the servi
ice need to be

. What does Mana
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out the efforts
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et and exceed customers perceptions and to build a long term relationshi
p
ding of the organisatio

The customers perceptions of five
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s with their respective Top
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therefore compared Wit
gement and Emplo

yees of these

Ma
nagement as also with the Middle Mana

g are also compiled and plotted in the
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Ups and the Gaps in perception
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8.1.1 Gaps in Perceptions—DOT/MTNL :- It is interesting to note that there
is a wide gap in the perceptions Top Management of DOT/MTNL as aiso Middle

Management & Employees and their Customers in respect of customer friendly

polices, customer care values, customer friendly and service oriented structure,

Systems and the people of the organisation. For the purpose of this comparison,

the CUStomers'perceplions have been drawn from Dot Grp.l, mainly due to the

fact that being users of other services also, these respondents are in a position to

compare various services. The customers of Dot Grp.| rate DOT/MTNL higher

than the respondents of Dot Grp.ll rate DOT/MTNL in almost all the areas of our

study. Both the Management & Employees of DOT/MTNL rate themselves and

the value of their services to customers much higher than the customers rate

them as service provider in these areas. However in the context of service

ention strategies of the service
recovery, competitive advantage and customer ret g

providers, the Top management rate their organization lower than Customers

Whereas Middle Management & EmPpIOYees rate themselves higher than

in fi -8.1.
Customers & much higher than their Top Management as shown in figure
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8.1.2 Gaps in Perceptions—CELLULAR :-The gaps in the perceptions of
customers vis-a-vis Middle management & Employees of cellular service
providers in wide in the areas of customer care values, structure, systems,
Strategies and the people providing the service as shown in figure-8.2. In all
these areas Middle management & Employees rate themselves and their
Organization lower than their customers rate the service provider contrary to the
Perceptions of DOT/MTNL Management & Employees in their area of service. In

terms of customer friendly policies of the service provider, the customers’

Perceptions of the service provider are littie lower than the Management &

EmDIOyees‘ There is a wide gap in the perceptions of the Top management vis-

a-vis Middle management & Employees in respect of customer care values and

Systems of their organization. The Top management's perceptions match the

Perceptions of Middle management & Employees in the area of customer friendly

Policies (although both rate themselves a little higher than customers), and Top

y . :
erceptions in the areas of
Management's perceptions match the customers p p

Slucture and systems of the service provider.
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8.1. :

C 3 Gaps in Perceptions—HOTELS :-The gaps in the perceptions of
u ]

E Stomers vis-a-vis Top management as also vis-a-vis Middle management &
m

) Ployees is not very wide except in the areas of customer retention strategies

) Shown in figure-8.3 In this area Top management rate their organization
WEr than the customers rate the Hotels group. However Middle Management &

Emplo
yee L
S are more optimistic as they rate themselves higher than their

Custom
€rs rate their organization strategies.
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814 Gaps in Perceptions—BANKS :-While comparing the gaps in
Perceptions in Banking services, we have taken the customer'perceptions from
the group 'Private Banks'(Banks-Pvt) because customer ratings of private banks
in all the areas is higher than Nationalized Banks and the corresponding data of
Management & Employees perceptions is taken from the group of Private Banks.
The Top Management rate themselves and their organization higher than
Customers’perceptions in respect of policies, customer care values, and systems,
The Middle Management & Employees have rated themselves lower than the
Perceptions of their Top Management in every area of our study. The customers’
Perceptions match Top management’s perceptions in the areas of structure and
People and there is no gap in the perceptions of customers and Middle
Management in the area of customer care values. The gap in widest in the

Perceptions of Middle Management & Employees vs. Top management in the

area of customer friendly systems as shown in figure-8.4.
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8.1.5 Gaps in Perceptions—AIRLINES :-The Top Management of Airlines
rate their policies and customer care values of their organization at a value
higher than the customer perceive the service providers policies and customer
Care values. The perceptions of customers about the people providing the
service match with the perceptions of Management and Employees of the
Service providers. The widest gap among the three types of respondents is
Noticed between the perceptions of Top management and their Employees &

Middle management in the area of strategies. The Middle Management & contact

Employees rate their systems lower than their Top Management and customers

fate service providers in this area. Although there is no gap in the perceptions of

Management and Employees about customer care values of the service provider

9roup, they rate themselves a little higher than their customers as shown in
figure-g 5
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Thus in essence if we put everything together, the picture that appear of
different service providers on Relationship Marketing is as plotted below in

Figure-8.6
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81.6 RELATIONSHIP MARKETING MODEL : Customers’ perceptions on
constructs of Relationship Marketing of service provider groups : The rank
order in which our service provider groups stood on different parameters of

Relationship Marketing model that was described in Chapter 3 is shown in figure-

8.7 below.
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8.2

CONCLUSION ;
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The ‘Prici
ricing’ is not
commensurate with the quality of servi
ice of the servic
e

'

Custom
ers rate o OT/M
) the factor ‘Value for Money-Pricing Policy’ of D N
_— 0 T/MTNL
the [
y rate DOT/MTNL In other areas. The order is re
verse in the
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all other s
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n from figure-8.6
-86.Ina
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rvices to the customer? What is the cost
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air price for delivering quality s€

n cost alone bé the basis of pricing the services

Of . .
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a market like India?
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Dot G
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P
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osures to Technologie
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s of other service

pagers and perhaps Hotels etc., rate the
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vider groups like Cellular,
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gh and they revise their perceptions
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sure of the Technology

when :
their expectations are rais
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updating their perceptions
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vested significa

m system relia

nt resources in technology up

ttle was done to

DOT/MTNL which in
ple. But very li

and thereby making the teleco
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build relationship with the customer. Although the same holds good for the
Service providers of the Cellular and Pager in the telecom sector and for
other service provider groups also but, on balance, customer did feel related
to a better degree with these service providers.

The DOT/MTNL have failed miserably to build their credibility as far as
Warranty aspect i.e., building confidence among customers that they will be
Compensated for any bad, inferior or faulty service.

The research has brought to fore the role of management and the need to
Cut the proverbial umbilical cord with the parent organization. that is
between government and the service provider i.e., DOT/MTNL.

The study has also brought forth whole lot of issues about communication
With customer and for making systems far more customer friendly and this
has to be done not just in DOT/MTNL, but also in the case of Cellular, pager,

and other service providers where the mean scores are fairly low. The same

holds good in the case of shared values.
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8.3
POLICY IMPLICATIONS :
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8.4 Directions for future Research:
h in Relationship Marketing should be as
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ANNEXURE-1

NATIONAL TELECOM POLICY 1994

Introduction :
adopted by the Government aims at improving India’s

rowth of exports. Anothe
t and stimulating domestic

The new economic policy
competiti i
petitiveness in the global market and rapid g r element of th
e
gn direct investmen

new . . .
economic policy 15 attracting forei
d class quality aré necessary for the

Invest i
ment. Telecommumcatlon services of worl

It is, therefore, n

ecessary 0 give the highest priority to the

s
uccess of this policy-

um services in the country-

d
evelopment of talc

Objectives :
2 The objectives of the New Telecom policy will be as follows:
a) The focus of the Telecom policy shall bé telecommunication for all and
n within the reach of all. This means ensuring the

telecommunicatio

gvailability of
rvice covering all villages as

bjective will

iversai service is the

b) Another 0
m Services at

early as possible.
of access to all people
onablé prices-

orld standard. Rremoval of

|d be of W
interfacé wil

provision

affordable and reas
ervices shou
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Present Status -

3. The present telephone density in India is about 1 per hundred persons as against
the world average of 10 per hundred persons. IT is also lower than that of many
developing countries of Asia like China (1.7). Pakistan (2), Malaysia (13) etc
There're about 8 million lines with a waiting list of about 2.5 milhon Nearly 1 4
lakh villages out of a total of 5,76,490 villages in the country, are covered by
telephone services. There are more than 1 lakh public call offices in the urban
areas.

Reviseq Targets :

4.

In view of the recent growth of the economy and the reassessed demand, it is

Necessary to revise the VIl Plan targets as follows :
a) Telephone should be available on demand by 1997.

b) All villages should be covered by 1997.
C) In the urban areas a PCO should be provided for every 500 persons by 1997
d) All value-added services available internationally should be introduced in India

to raise the telecom services in India to international standards well within the

VIl Plan period, preferably by 196.

ReSOurces for the Revised Targets :

S,

The rapid acceleration of telecom services visualised above would require
Supplementing the resources allocated to this sector in the VIII Plan. The total

demand (Working connection + waiting list) showed a rise of nearly 50% from

7.03 million on 01-04-1992 to 10.5 million on 01-04-1994 over a three year
period. If the demand grows at the same rate for the next three years, it would

touch about 15.8 million by 01-04-1997. The actual rate of growth is likely to be
higher as the economy is expected to grow at a faster pace. Achieving the target
of giving telephone on demand by 1997 would thus imply releasing about 10

million connections during the VIII Plan as against the existing target of 7.5
million.,

Release of 2.5 million additional lines alone would require extra



way to bridge the resource gap. Private initiative wou
the Departmental efforts 10 raise a

generation and adopting |

resourc
es to the tune of Rs. 11,750 crores at a unit cost of Rs. 47,000 per li
p ine at
1993-94
process. To this must be added the requirement on account of addit |
ona

rural connection of Rs. 4,000 crores.

Even wi :
with the comparatively modest targets of the VIII Plan, as originally fixed
; ed.

there |
is a resource gap of Rs. 7,500 crores. The additional resources required t
0

achi :
hieve the revised targets would be well over Rs. 23,000 crores. Clearly this i
. IS

be - :
yond the capacity of Government funding and internal generation of resources

Bri ) -

rivate investment and associating of the private sector would be needed in a big
Id be used to complement
dditional resources both increased internal

nnovative means like leasing, deferred payments, BOT

BLT, BTO, etc.

1.

With the objective of meeting the telecom needs of the country the sector of

manufacture of telecom equipment has been progressively delicensed.
Substantial capacity has already been created for the manufacture of the
necessary hardware within the country. The capacity for manufacture of
switching equipment, for example, exceeded 1.7 million lines / pr year in 1993
and is projected to exceed 3 million lines / per year by 1997. The capacity for

manufacture of telephone instruments at 8.4 million units per year is far in

he projected demand. Ma
s Radio Relay (MARR) for rural

excess of the existing or i nufacturing capacities for

wireless terminal equipment, Multi Acces

communication, optical fibre cables, underground cables etc., have also been
established to take care of the requirements of the VIII Plan. With the revision
there would be an incentive to expand

of the targets demand would firm up and

the capacities to meet the extra requirement.



Value-added Services
8
‘ In order
to achieve standards comparable to the international facilities, the sub
: sub-

sector
of value added services was opened up to private investment in July, 1992

for the following services :
a) Electronic Mail

b)  Voice Mail

€)  Data Services

d)  Audio Text Services
e)  Video Text Services
f) Video Conferencing
9) Radio Paging

h)  Cellular Mobile Telephon€
anies registered in India are

8.
In respect of the first six of these services comp

permitted to operate under license on non-exclusive basis. The policy would be

raints on the number of companies that can be

continued. In view of the const
he area of Radio Pagin
n is being followed in grant of licenses

allowed to operate in t g And Cellular Mobile Telephone

Services, however, a policy of selectio

g. The policy will also be continued and the following

through a system of tenderin

criteria will be applied for selection.

) Track record of the company

i) Compatibility of the technology

he technology being offered for future development.

iy  Usefulness of t

iv)  Protection of national security interests;

st quality of service to the consumer at the most

v)  Ability to give the be

C .
Ompetitive cost: and
the Department of

commercial terms o

vi)  Attractiveness of the

Te
lecommunications.






NATIONAL TELECOMMUNICATION POLICY,

1994 - GUIDELINES FOR THE ENTRY

OF PRIVATE SECTOR INTO BASIC TELECOM SERVICES

The National Telecom Policy, 1994 provides for rapid expansion of telecommunication

services, bringing them up to world class standards competition, entry of private sector,

introduction of new technologies and expansion of value-added services.

In order to ensure the systematic and speedy implementation of the National

Telecom Policy 1994, the following guidelines are laid down in respect of provision of

basic services by the private sector.
1. Licensing Authority
Companies wishing to enter int

application for the

2, Entry participation
Only companies registere
basic voice telephone services. Inthe ev
and a foreign company, nor

3. Geographical area of operations

The licensing of private sector wi

o the field of basic telecom services may

grant of license to the Department

make an

of Telecommunications.

d in India will be permitted to participate in providing

ent of a joint venture between an Indian

more than 49% foreign equity would be permitted

| be on a Circle basis. Only one license, in

addition to DOT, will be granted for each Circle.

The private sector will not be licens

National and Intercircl

be reviewed after five years.

ed for the long distance tel

e long distance lines) in the f]

ecom network (i.e.)

irst instance. This position will



4,
Regulatory Authority

1) Status
There will be
a Telecom Regulato [
ry Authority of India (TR
Al). The TRAI wi
will be an

autonomous body

i) Terms of Reference

Th i '
e following will be the main terms of reference of the

1) Standard setting

2) Price Regulation

3 : I
) Ensure technical compatibility among different service providers

4) R -
) Revenue sharing arrangements between different service providers

5) Fixation of access charges

6) Protect consumer interest, particularly in respect of

a) time to contact

b) time to repair

c) frequency of break down

d) call completion rates

e) fair billing administration

7 Resolve disputes between service providers.

pliance of time frames for making available local and

8. Spell out / ensure com
g distance circuits between service providers.

DOT lon
d to by the Government.

9. Any other matter referre

iii) Composition

Chairman and two members.

5 )
) Pilot Projects
w technology and

s are those which env inflow of ne

isage
Projects involving

Pilot project
estment.

m . o
anagement techniques and generally involve foreign 1INV
n equity will be allowed.

ted in the areas of 10
in the Pilot Project S

ut with

Not more than 49% foreig
w telecom density, b

t Projects will be accep
hould bé |atest

The Pilo
high growth potential. The technology brought
229












availa ;
ble internationally which has not been in use in India. The party providing the basic
i

services will be preferred.
Pilot Projects will not be allowed to be used as @ back-door entry for providing

basic voice services.
Proposals for setting up pilot Projects will be scrutinised by DOT.  The

T will be referred to the Empowered Committee on Foreign

recommendations of the DO

Investment for Approval.
6) Tendering
would be detailed and self contained. While in the

be obtained, theré will be not provision for

The tender documents

technical bids, clarification, if necessary, may

negotiation in the financial bids.

7) Period of Licenseé
Government will be the licensing quthority. The period of license will normally be

fifteen years.

rvice obligation
he network and service

8) Network and s€
. o spell out t
A standard document will D€ prepared to SP
obligations of the license
9) i
Penalties ot
: . new situation of a large
t the interest of consumers in this N
In order to proté® ble for providing the
. be accounta P
roviders will
Number of servi ders, the service P
rvice providers her obligations as May be
s a d ot
the consurner
prescri ervice !
scribed level / quality of S - il b subject to penalties as are or may
cailing WhC

Specified by the Government

be prescribed under the l1aw-



To be hand delivered or to be s€

| PERSONAL DATA

ANNEXURE-2

VINOD KUMAR
GENERAL MANAGER(TI%
oM

MAH.TELECOM,
FLOOR, CTO BUILDING,

FORT MUMBAI-1.

nt to

1. Name
2. Age
3. Occupation . :-Business/Service/Professionau
Trade/lndustw/Any other
4 Monthly family Income RS e (ApProx)
5. Telephone/FAX NO- ]
6. Address ........................................................
______._.--—-0__________._._-—
QUESTIONAIRE
during the last
I Which of thé followind services have YO peen using g
ing the
i ars you ave been using
one year (Please fill th numbe of ye y
t eac
service 1N the bOX agains
Name of the Average
M billing
germonth
/}? MTNLJDOT .............
MG e B
e | BT
l / .......
Cellular/Telephone services i B
Pagin ’ / .............
g Serviee” s | T
| / e
e = e
/
Banklng Yrs ...........
/
Car Rental
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Ve would like you 10 think of your experiences with these Service Provid
riders.

Follow
ing statement relate - celi ' e ,-

relate to your feclings towards the Service Providers. Please consider
each statement ¢ ; .
ch statement and menuon the appropriat¢ number on the scale to reflect your intensity of
fee - e . ‘
cching The stronger you feel. cither way. nearer you should be to the extreme values of 1 and

gl disagree and 10 strongly agree:

10, where | means stron
Strongly

strongly

Agree

| Q I STATEMENT

Disagree

A —
+ The Service Provider as moder (a) MTNLDOT 2
equipment (b)CelIular 1 2 3 4 5 6 7 8 g 10
(c) paging 1 2 3 g 5 @ ¥ g 9 10
(d) Airline 2 3 45 g 7 89 10
(&) Hotel , 3 4568 ;7 8 9 10
() Bank 1 2 8 4 g & 7 8% 0
(g)CarRemal g 3 4 s 6 7 89 10
7 8 8 10
2 The service provider's phVSical (@ MTNLDOT s 3 4 5 Z e
fac;lltlesarecomfortable.clean (b)CeIluIar - : : . 7B . 0
and usually appealingd: (c) Pagind oz s 78 9 0
(d) Airline y o2 3® 4 ® Lo 10
(e) Hote! y 2 8¢ 5 67
(7 Bank , o2 et s 78 0
g8 9 10
(g) Car Rrental g 4 s 5 ° !
1 2 3 4 5 6 7 8 9 10
B Employeesarewen addreSSed @ MTNUDOT P 3 45 6 7 8 9 10
and well mannered: ® ce"%’lar 1 2 3 4 5 67 g 9 10
(0) Pod" , 34 s 6 78 9 10
() Airin® ! e s 78 9 1°
(e Hotel 1 L 3 i B 6 7 8 g 10
(f) Bank 1 -y . @78 B 10
@ car Rental 1
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Strongly

0 | STATEMENT
Strongly

No
(S Disagree
+ Pamphlets letters hookl Agree
P 1A :
amphlets letters booklcts forms (a) '-\['l'f\'[,l)()‘[‘ -
9 10
are visually appeahng (ehmble s s
g (chgible. (b) Cellular 203 4 s 6 7 8 9 .
easy Lo understand and on & T
(¢) Paging ;23 4 s 6 7 8 9 o
reasonably good quahty paper) (d) Airline ;23 405 6 7 5 # .
(¢) Hotel 1 2 3 4 s & 7 8 9 "
() Bank 123 4 5 6 7 g 9 -
(g) Car Rental )] 23 4 5 6 7 8 9 10
g ;
: When the promise 1@ do something (a) MTNL pOT 1 2 5 4 5 6 7 8 9 10
b a certain time. thed do it (M Cellular 1 2 3 4 3 6 7 & 9 10
(<) Paging 1 2 3 4 6 1 8 9 10
(d) Airline 1 2 3 4 5 6 7 8 9 10
(¢) Hotel 1 2 3 4 5 6 7 g 9 10
() Bank 1 2 3 4 5 6 7 g 9 10
(g) Car Rental 12 3 4 3 ¢ 7 8 2 10
6 : , L NL/DOT L2 3 a5 67 < o 10
I'he stall1s always willing 10 (®) MTNI D
) il 12 3 4 5 6 7 8 9 10
listen to me on {elephone: (b) Cellular
. 1 2 3 4 5 6 7 8 9 10
(c) paging
. ;3 4 5 6 7 8 9 10
(d) Airline L &
7 4 5 6 7 8 9 10
(e) [lntcl 1 2
O pank
3 4 s 6 7 8 9 10
] 1 2 :
() Car Rentd
’ 1 49 g 7 &% 10
7 oy MNP o 1% o
i i)
I'he contact stafl have all the g A g 0 7 8 9 10
I ;
Lo cellular
the information | need. = 2 3 4 5 6 7 g Y 10
i 1 -
W Pag ng
Cling : 2 5 4 5 6 7 8 9 10
i 1 ?
(4 Airline . . 6 ;8 9 "
fotel 7
ey Het® 6 1 8 9 10
p 2 3 4 5
2
g) Car Remal 1
333



| No

1
]

10

0T STATEMENT

When 1n problem.
hen m problem. the Service

)
provider shows a SINCCre

interest in solvin

gt (rather

th:
an trving to accommodate

mc

[he comps '
1e company performs the

['he company 18
of paper wor

of service

Employees in the
me exactly when

provided.

The outlets

are convcnicnil_\’

1o providc

s¢ ¢ 1 1
ervice right the first time

jsts on lot

k before provisiun

company tell

gervice will be

gervice

jocated:

(a) M
(b) Cellular

(¢) Paging

(d) Airline

(¢) Hotel

(1) Bank

(g) Car Rental
(a) MTNL- pOT

(b) Cellular
(c) Paging

(d) Adrline

(e) Hotel

H Bank

(g) Car Rental
(a) M‘l‘NI,-D()T
(b) Cellular

(c) Paging

(d) Airline

(e) Hotel

6] Bank

(g) Car Rental
(a) MTNL’DOT
(b) Cellular
() Paging
(d) Airline
(e) Hotel
)} Bank
(g) Car Rental
(a) MTNL/ pOT
(b) Cellular

©) Paging

(d) Airline

(e) Hotel

(3] Bank

(2) Car Rental

INL/DOT

Strongly
Disagree
1 2
1 2
1 2
1 2
1 2
1 2
12
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2

Strongly

Agree
5 8 9 10
3 8 9 10
506 9 10
5 6 9 10
5 6 9 10
5 6 9 10
5 6 g 9 10
5 6 8 9 10
$ 578w

10
5 6 8§ 9 10
5 6 g 9 10
5 6 8 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g8 9 10
5 0 g 9 10
5 6 g 9 10
5 6 g 9 10
s 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 8 9 10
5 6 g 9 10
¢ 6 g 9 10
5 & g 9 10
v & g 9 10
s 6 g 9 10
;6 g 9 10
; p g 9 10
s 6 g 9 10
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O | STATEMENT
No. |

| S

3. Until T hav: e
T
il 1 have seen top most oflicer

of & T
1 in othicer ]wrmn.ll]\ known
o me. | am not sure that my

problems will be solved

14
Emplovees are never 109 busy 0

respond to my requests

15 - st
I3¢haviour of ecmployecs instills

confidence m me.

16 [ feel safe inmy lrunsuc[ions

with the company-

(a) MINLDOT

(b) Cellular
(c) Paging

(d) Aarhne
(e) Hotel
(1) Bank

(g) Car Rental

(a) MTNL DPOT

(b) Cellular
(c) Pagmg
(d) Airline
(¢) Hotel
() Bank

(g) Car Rental

(a) MTNL poT

( Cellular
(©) Paging
() Airlin€
(©) fotel
() Bank
(g) Car Rental
@MT
(b) Cellular
(© paging
(d Airline
(© Hotel
0] Bank

@ car pental

N1/DOT

Strongly

Disagree

[35]

(38}

L]

2

wn

o

L

wn

Strongly

10
10

10

10
10

10

10

10

10

10

10

10

10
10
10
10

10

10

10

10

10

Agree




"0 [ STATEMENT
| S
trongly Strongly
Disagree Agree

| No
17 Emplovees are consistently polite (a) .\1'1'.\'1,])()1' | 5 s 4 5 &
and courteous with me (b) Ccll.ul:\r 1 2 3 4 5 6 71 8§ 9 10
(¢) Paging 1 2 3 4 5 6 7 8 9 10
(dy Airline 1 2 ; 4 5 6 7 8 9 10
(¢) Hotel 1 2 3 4 3 6 71 8 9 10
Q) Bank 1 2 3 4 3 6 7 8 9 10
(g) Car Rental | 3 4 5 g T B 9 10
18 Semor oflicers are casih (a) MTNL DOT 12 3 4 5 67 g 9 10
accessible (b) Cellular 1 2 3 4 5 6 7 8 9 10
(¢) Paging 1 2 3 4 35 6 7 8 9 10
(d) Airline 1 2 3 4 5 6 7 8 9 10
(e) Hotel 1 2 3 4 5 6 7 8 9 10
0 Bank 1 2 3 4 5 6 7 g 9 10
(g) Car Rental 1 2 3 4 5 6 7 & 9 10
¢ i '\J],'DOT 1 2 3 4 5 6 7 8 9 10
19 Employees have adequate @M i
Il 1 2 3 4 5 6 7 g 9 10
Lnowledge 10 answer my qucstiuns. (b) Cellular
© paging 1 2 3 4 5 6 7 8 9 10
(d) Airline 12 3 o403 6 7 8 g 10
o ot , 3 4% s 6 1 8 9 10
o Bk ;2 3 48 g 7 & '9 4
( an
4 5 6 7 8 9 10
(g) Car Rental 12 3
4 5 6 7 8 9 10
@MT ool ! 2 3
20.  Contact employees gcncm“_\ . 2 3 4 5 ¢ 7 8 9 10
(b) cellular 5 b
have sufTicient diseretion to . ;2 3 4 s 6 7 8 1
pagin
(c) Pogn® ;s 4 & 8 ; g8 910
handle mY problems: line 12
(@A , 34 c 41 ¥ ° 10
1
(© Holul ; 5 4 5 6 7 8 9 10
1
(f) Bank s 67 g 9 10
{8 2 4

(8) AT Renta!
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0

No

21

22

23

24,

| STATEME

Company 1s accessible to me

at the me and day convenient

o me

I'he company has my b

interest at heant

Emplovees underst

spectfic needs.

I feel that the Se¢
charge me

for money)-

100 much.

NT

esl

and my

rvice [’rt)thcr

(\’aluc

(a) MTNL DOT

(b) Cellular
(c) Paging

(d) Airline
(¢) Hotel
(1) Bank

(2) Car Rental

(a) MTNL pOT

(b) Cellular
(¢) Paging

(d) Airline
() Hotel

(1) Bank

(g) Car Rental
(@) M
MC ellular
(c) Paging

(d) Airline

(e) Hotel

Q)] Bank

(g) Car Rental
(a) MTNL
(b) Cellular
(c) Paging
(d) Airline
() Hotel
H Bank

) Car Ren:al

rNL/DOT

JDOT

Strongly

Disagree

1 2
1 2
|
1 2
1 2
12
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
i 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2

Strongly

Agree
5 & g 9 10
5 06 g 9 10
5 6 8§ 9 10
5 6 8§ 9 10
5 6 8 9 10
56 g 9 10
5 6 8 9 10
5 6 8 9 10
5 6 g 9 10
5 6 g8 9 10
5 6 g 9 10
5 6 8§ 9 10
5 6 g 9 10
5 6 8 9 10
5 6 8 9 10
5 6 8 9 10
5 6 8 9 10
5 6 g 9 10
5 6 8 9 10
5 6 8 9 10
5 6 8 9 10
5 6 8 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
s 6 g 9 10
5 6 g 9 10
5 6 8 9 10
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o T STATEMENT

[ No

s ] Q7

26

27

28.

FFavontism

provider mahes

by the Service

1o feel bad

[he Sernvice Proy der has

knowledge about tl

facilitics servic

I'he Service provide

attempts to keep
of the latest servi

in his business.

Complaints are h

1 latest

es s arci.

me in['nrmcd

ces l‘ucililics

andled fast.

r s-:riou::l_\'

(a) MTNL poT

(h) Cellular
(c) Paging

(d) Arrline
(¢) Hotel
N Bank

(g) Car Rental

(a) MTNL DOT

(b) Cellular
(¢) Paging
(d) Airline
(e) fotel
(H Bank

(g) Car Rental

(@) M'l'.\'l;[)()'l'

(b) Cellular
(c) Paging
(d) Airline
(€) Hotel
%)) Bank
(g) Car chtal
(a) MTNL
(b) Ccllu]ur
(c) paging
(d) Airline
«©) Hotel
Q) Bank

() € Rente!

pOT

Strongly

Disagree

1 2
1 2
1 2
1 2
1 2
12
1 2
1 2
1 2
1 2
1 2
1 2
i 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2

o

N

v

i

n

n

i

wn

6

6

6

Strongly

9

Agree

10
10

10
10

10

10
10

10

10
10
10

10

10
10
10
10
10
10

10
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Strongly
Strongly

"SERVICE

Agree

No
s 7 Disagree
29 The Servaice P
1 ace Provider takes mitative to (;1)3\['1':\'[,])()'!' 1 2 3 4 5 6
| ) 3 7 8 09 10
ensure that 1 can  make payments (b) Cellular 12 3 4 5 6
(¢) Paging 1 2 3 4 5 6 . 5
bly (convenience TR 0
1 2 3 4 5 6 7 8 9 10

quickly and comforta
d) Airline
In transactions) “ L
(¢) Hotel

() Bank

(g) Car R ental 1 2
3 » . -

: Service pcrsnnncl suggest (a) M1 NLDOT 1 2 . 4% 6T B 9 o
alternatives options and offer -choice’ (b) Cellular 1 2 3 4 5 6 7 @ 3 10
of thar own (offer of  choiee of  (©) Paging 1 2 3 45 67 8 0 "
Services) (d) Airline 1 2 3 4 5 6 7 g 9 it

(¢) Hotel 1 2 3 4 5 6 7 & 9 0
H Bank 1 2 3 4 5 6 7 g 9 {0
(g) Car Rental 1 2 3 4 5 6 7 8 9 10
: 53 ot OT 3 45 6 .
31 Inthe event of any delay provision (a) MINLD(“ 12 g 9 10
: 3 4 5 6 7
of service/repairs. the Service provider (b) Cellular 12 g 9 10
. i 1 2 3 4 5 6 7 8 9 0
does not even offer regrets. (c) Paging 1
(d) Airline 1 2 3 4 5 6 7 8 9 10
@ Hotel 12 3 45 6 7 8 9 10
(f) Bank y & 9 45 67 &9 10
4 5 6 7 8 9 10
(g) Car Rental 1 2 3
el (@) A TNL/DOT , 2 3 s 5 67 8 9 10
32, The offerof regrets gives Me a feeling . oy s s w0
: Ny He O Cellular
that it 18 mcchamwa] (stereo” in"-)- 3 8 s 4 g @ ;8 8 10
: : cerned ©) paging
does not mean it and 1% unconcern® & . s 4 s 6 ;8 9 10
G (d) Airlin€
about my loss Of inconveniencs ) ey 7 8 910
() Hotel
6 7 g 9 10
1 2 3 4 5
® Bt 3 4 9 ¢ 7 8 9 10
2 3
(g) Car Rdl]iﬂ! 1
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()

No

34

36.

' STATEMENT

I feel that

contact

interested 1 my SUCCEss

| feel that

interested 1n my sue

The policies

are consistent.

[ get the san

all  the

Employees of

Top Ma

of the SerV

n:lgcm-.‘nl

| SERVICE

;wrwmwl arc

15

e provider

; . fom
1o qualty of service fro
v
Jevels of Munngemsn
yider

(a) MTNL DOT

(b) Cellular
(c) Paging

(d) Airline

(e) Hotel

6] Bank

(g) Car Rental
(a) MTNL pOT
(b) Cellular

(c) Paging

(d) Airline

(¢) Hotel

H Bank

(g) Car Rental
(@) MTN L/pOT
(b Cellular

(c) Paging

(d) Airline

() Hotel

)] Bank

(@ Car ke
@ MTNI pOT

» Ccllular
(c) Pagit8

(d) Airline

() Hotel

® Bank

(o) Cor R

Strongly

Disagree

1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2

1 2

1 2

1 2

1 2

1 2

1 2

1 2

1 2
1 2

1 2

1 2

1 2

1 2

2

1 2

1 2

1 2

1 2

1 2

1 2

n

h

Strongly

Agree

9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
9 10
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o TSTATEMENT
STATEMENT SERVICE

17

i8

19

40.

Prn\'idcrs

alwavs

understand  the henelits

service facility.

provider i

use

cquipments 'servic

The bills involces are err-frec.

are  honest

makes me

of 2 new

always picely
~0 CS,
ng pr()&.u..dlirb

of variots

'ZlCCC.‘iSOFiCS.

(a) MTNL DOT

(b Cellular
(¢) Paging

(d) Airline
(¢) Hotel
() Bank

(g) Car Rental

() MTNL pOT

(b) Ccllular
(c) Paging
(d) Airline
() Hotel

H Bank

(2) Car Rental
(a) MT
(b) Cellular
(©) Paging
(d) Airline
(e) Hotel
() pank

(8) Car Rcmnl

(a) MTNUDOT

Q)] Cellular
(c) Paging
(d Airline
(©) Hotel
(1) Bank

® Ccar chml

NL/DOT

Strongly
Disagree
T 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
. 2
1 2
1 2
i 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2

=

L

o

Strongly

Agree
c g 9 10
B g 9 10
G g 9 10
6 g 9 10
@ g 9 10
6 § 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g o 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
6 g 9 10
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| SERVICE Strongly -
rongly

| | STATEMENT
Disagre
¢ Agree

| No

(;I)M'I'.\'L])U'I' 1 3 4 5 6 7T 8 9
< 10

5]

1]
-arlure
ures breakdown  an service arc

thorouge "
oroughly analvsed from the point of (by Cellular 1 2 i
(<) Paging 1 2 3 4 5
ot human farlure, 50 6 7 8 9 10
1 2 3 4 5 6 7 8§ 9 10

view ol cquipmet
(d) Airline

L]
S

as to avord ats repetiion
(¢) Hotel

(1) Bank

(g) Car Rental

12
While conung across @ had nferior of (a) MTNL DOT

faulty service, I am confident that (D] Cellular
d by the Service (c) Paging 1 2 3

will be compensate
Provider willingly Warranty aspect). (d) Airline 1 2
(¢) Hotel 1 2 3 4 5 6 7 g 9 10
) Bank 1 2 3 4 5 6 7 8 9 10
(g) Car Rental 1 2 3 4 5 6 7 g 9 10
43 I do not have 1o 89 (hrough @ 1018 () MTNL/DOT 1 2 3 4 5 6 7 g 9 10
hicl’:lrch_\'-’hurcaucrnlit.' get up 10 solve (P Cellular 12 3 45 6 7 8 9 10
my problems (Service Slmcturc—l"lnl). (<) Paging 12 3 403 6 7 8 9 10
(d) Airline 1 2 3 4 35 6 7 8 9 10
© Hotel 1 2 3 4 5 6 71 8 9 10
(f) Bank 2 3¢ i &% & 91
(g) Car Rental 1 2 3 43 &9 & 2 10
4.1 can trust my 1mPUrlun! (a) MTNUDO'[' 1 2 3 4 5 © 7 8 9 10
. - aC b) Cellular 1 2 3 @ 5 6 7 8 5 10
PﬂPCTSdeCumcnts with the employees ( . o s s 9 0
at the counter of in the poxed medcd & pagine 1 2 3 4 9 6 7 8 9 10
by the Service provider without a1 @ A 1 2 3 4 5 6 7 8 9 10
acknowledgcmcm or receipt: (e) Hotel . i - « 8 O
() Bank r2
|2 3 4 7 ¢ 7 8 9 10

(g) Car chwl
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Strongly

Strongly

o TSTATEMEN
"0 [ STATEMENT
\\I
\
B - Disagree
45 The empl Agree
¢ emplovees
ces will not unnecessartly () MTNLDOT ] ) 3
tamper with my ¢ ) ¢85 67 8
cquipment left with (b) Cellular 1 2 3 4 5
them for servicing (¢) Paging |2 % 3 c 7T 8 9 10
cng ‘ s 6 7 8 9
d 1 .
(d) Airline 1 2
2 3 4 s 6 7 8 9 10
(c)l[ulci 1. 2 5 4 5 0 2 8 9 -
(1)liamk 1 2
1y Car Renté
(g) \r Rental 1 2 3 4 5 6 71 8 9 10
A
i In . o
therr cnmmumg;llmnnﬂi.‘rs (:t).\r[',\’],'l)()'f 1 2 3 4 5 6 7 8 ) 10
deahing
calings, | got plc;n.«:ml SUrprises ofl (h](‘cllular 1 2 3 4 5 6 7 g 9 10
and «
d.on (c) Paging 1 2 3 4 5 6 1 87 10
(d).-\irliuc 1 2 3 4 5 ¢ 7 8 9 10
(c)liotcl 12 j4 8 © 2 &8 9 10
(f) Bank o2 3 g 5 67 g 9 10
(g)(‘:ercnlnl 12 3 47 § % ¥4 10
a7
WS P
fany  times  the Officers Contact (:1)!\1'1'3\'1.])0'1' i 2 7 g 5§ &7 g9 W
Fmplovees went out of their WY 10 (h)(,‘cllular 1 2 3 & @ ¢ 1 ¥ 5 W
accommeodate  me when ] was in () paging 12 i : 67 B 9 10
problem. (d) Airline 2 31 s 67 % 5 10
(o) Hote! 2 38 s 67 ° § 1
() Bank g 2° s 61 87 =
7 8 9 10
(g)(_‘ar chlal 1 2 ¥ : 6
35 _ oy 2 3 4 3 g1 ® 9 10
I will change over 1€ a new gervice @) MTNL/ POl
6 7 g 9 10
. . s 2 3 ’
Provider. p——_— it his qlmlil,\" of (h)(,x,"lllﬂr
_ a2 3 ; 8§ B 7 g 9 10
PmdllL‘L-‘S‘r\." e 18 MK Sinally pettel (© paging
ervi ce 18 marginally 2 5 i g 8 7 8 9 10
than the . . Lye ha (d) Airline
he one with whom 1 B2¥ , 2 3 4 5 6 ;7 8 9 10
forie el e s)Ilotdl
Ungruhumnhlup. ( 4 3 6 7 g 9 10
, oz 9
0] pank
g & B g 9 10
, &
@ car Rcmal
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[

49

T STATEMENT

I will ¢
change over to a new Service (a

Strongly

Disagree

) MTNL poT 1

Pr : [ imi
ovider, af s prces for sumilar (b) Cellular '
rod e |
product service are marginally lower
t] (d) Aurline 1
an the one with whom [ have had

(c)”t)h.‘l !
long relanonship

(f) Bank .

1

(g) Car Rental

ave excellent relutiomhig.

Nanie the Service provider with whom you h

2

2

Strongly

Agree

6 9 10

6 9 10

6 9 10

6 9 10

6 9 10

% 9 10

6 9 10
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Annexure-3

NTERVIEW SCHE
TERVIEW SCHEDULE (TOP MANAGEMENT
ANAGL ‘,.”)

Ki diy Onstde
r each sta i r
I Cc temEI t and nention t e app op iate nur Ib&f on the T t
scale tO eﬂec
you

Inter Sl!y of feelir l T II” | y()u eel f“e wa eare ou l oul d b 0 e ext
I a. e St 0 ues of 1
e , e [ Y. y S e to th rem
eme Va' 0
tO

10, where 1
means strongly disagree and 10 strongly agree

Strongly

Strongly

Agree
Disagree
We b #
CJI Ve N R f 4 -~ - .
eved that customers L nre \\\\“Ull.\l“ than I 4 ey i odbde et

other re

CT resources -'-\-Hl.ll\h: o

Weresili .
cpularly collect mformation about the needs of our } 2 3 4 5 &6 I z
: . 10
customers
We rarely use marketing resed “y informati at may \
: g rescarch information that miy ;2 3 4 e A B 9 10
be collee
¢ collected about our customers.
We repuls . ; .
¢ repularly collect mformation about the expectations p 2 3 4 s 6 1 8 9 10
I
a4 .
nd problems of our customers.
I'he Managers i our Company rarcly interact with the ] 2 3 4 3 s 7 & 9 10
customers
The customer contact employees in our company ) 2 3 4 5 06 7 8 2 10
frequently communicate with ;\Innngcnwn!.

T ; o ; ¢ 71 8 9 1
Managers 1 our Company rarcly seck suggestions 12 304 2 0
about serving  cuslomers from customer contact
emplovees.

. o mce 2 3 4 5 6 T 8 9 10
I'he Managers in our Company frequently have faceto |
face interaction with customer contact employees:
7 8 9 10
s - ” , 3 45 8
I'he primary means of commumcahon between 1
customer contact employees and middle level managers
in though memos.
o -mem12“45 s 7 &8 9 10
Our company has 1090 many Jevels of manage
between contact employees and top managcmcm. g 9 10
ources ;2 3 45 6 7
.. b nece res :
Our company does not commit the necessary ¢
for service quality
s juality- 9 10
'ngthe12345 ¢ 7 °
. ~yp improvi
Our company has internal programs for k.
quality of service 1O customers: 5 6 7 & 2 10
. of serviee ar¢ more | 2 3¢
Managers who jmprove quality ©
; . 1 bené r
) s of ancial penefits ©
likelv to be rcWi”d‘:‘l in terms of financt
245
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Strongly Strongly

Agree Disagree

14 (
wr company emphasizes growth (sclling new cliems) 12 3 4 5 6 7 & 9 10

as much as’ or ‘more’ than It emphasizes serving

customers
6 7 8 9 10

15 . : I i i i
Our company has a formal process for settng quality of

service poals tor cmployees
‘ific quality

(’ B
16 In our Company, we 1Y fo sct specill

wn
>
~
o
-]
=

standards
17 We effectivelv use technology to achieve consistency 10 304

SCrving customers
1% We have programs to improve upcr:lting proccdurcs 50

as 1o provide consistent service:
T 12
19 Our Company has {he necessary capabilities to meet

customers’ rcqulrcmcm.r. for services.
) " hle o gIve
20 Due o resource constraints. 1t 1# not pm'"'bl" Bk
X L they res 1y want.
O —— Jevels of servies (hey really W

vl ¢ T g8 9 10
Jiver the level ©
21 We have npcru!ing s}'SIL‘I'Hh‘ 1o dehver t

services. the customers Llcmmld.
22 Our company has the omlcls:fscrvicc centers Jocated
‘convenient 10 cuslomcrﬂ' 1o Providc services
23 PR—. Company- adequate number of inter”

G  level
dcpm‘lnwniﬂl C()_(,rdin:ﬂion meetings (at the same leve )

are held.
are held betweeh
24, In our Company: adequat® meetings 47
o ort units:
contact employees and opcrutmg/supp L2 3 4
ofings AT¢
sntal meelings
. v _dcpaﬂ;‘nuﬂ
jon and inter

25 Co-ordinat

mostly confined 10 the r¢

gcncral discussion relating t
, 2 3 ® d

largct S.

26. In our review

customers. problcms

27 Large number © iR provid®
9 10

involved 1N prcscrib!ﬂ -
p 23 !

the service.
e r‘
gervies
28 The innovﬂlion"‘ n cuslmncr
. 5 any
priority ared 11 our cOmPET




S
trongly Strongly

Agree Disagree

1() l -
P 1 - . . : i
15 feasible to equip the contad emplovees with allthe 12

weeful information needed by the customers. (through

nnovations like inter-active voice response syslems,

cte))

0 In our organisalion we conduct induction/ reorientation

programmes when an employee is transferred from onc

tvpe of job to another (inlcr-dupunmcnml transfer).
31 [ have sufficient time and patience 10 get into the
arc done by my

detailed pmccdurcs of how the works

jumiors contact employeces.

32 Corruption in Society is a way of life and we need not 1 2
bother so long as weare doing our work honestly.
33.  The organisation would like its middle managers and 1 2 3 4 5 6 7 8 9 10
contact employees 10 strictly follow the rules and be
honest.
34. The organisation would like its middle managers and 1 2 3 4 5 6 71 8 9 10
contact ~ employces to be flexible and adaptable.
personalise the transactions and take initiative 10 get
friendly with customers.
35, Your contacl emplyees ar¢ by and large working to 1 » 3 4 5 6 7 g 9 10
your expectations.
1 2 3 45 6 7 & 9 10

36, In our organisations. W¢ are concerned about the needs

and concern of our suppliers-
37.  In our organisations, W¢ treat our fellow colleagues and

othe; - 3

ther units as our internal customers

38 I wa . >
want to make lot of changes. but 2™ constrained due

to general environment.
39.  The staff unions & government policies are a major 1 2 3 4 5 6 7 g 9 10
hurdle in implementing progressive ideas.
40, Placement at Management levels are normally withthe 1 2 3 4 5 6 7 89 10
consent of the incumbents
i i isati 3 4 5 6 7 g 9 10
41 consider myself as d spokesman of the organisation: 1 2
i ithi isation 1 6 7 g 9 10
o within the or anisation 18 1 2 3 4 5
42 Disseminating information ¥ 6 B8

; ' "
one of mY 1mpm1anl role




44

46

47

49.

50.

51.

a)

b)

c)

d)

f

a)

Strongl
gy Strongly

A
gree Disagree

Disseminating information outside the organisation is

one of my important roles

2

957

N

)
~J
o
fl=]
o

I am not able to fulfil my information dissemination 1

role due to lack of information receive.

In our organisation pleasing bosscs is more important

than pleasing customers.

In formal meetings, our discussion is on how to

improve customer satisfaction with our services.

(3]
(]
oy

What is the core compelency of your organisation ?

What new core competencies need to be developed ?

What do you think are the un-articulated need of your customers ?

programmes for your employees, its duration frequency and

Kindly name the skills improvements

who conduct it, in the following areas :

To understand the feeling of the customers

a)
by To develop Relationships:
c) To delight the customers :
d) Empowerment :
g and strike its adequacy in your opinion

nd every week on the followin

Indicate the time you spe
Adequate/Not adequate/Too much

Resource Planning

Adequate/Not adequate/Too much

[;TEJ Adequate/Not adequate/Too much

Review of ongoing projectsloperations

Study of reports on marketing research

Adequate/Not adequate/Too much

Assessment of. Customers needs:
m Adequate/Not adequate/Too much

/Too much

External Communications.

Adequate/Not adequate

lnternal Communication

dequate/T00 much

IE Adequate/Not a

New Projects:
248



h)

k)

Routine Operations

Motivation of your juniors

Training and Coaching needs of your

Name

Mr./Mrs.

Age

(a) Name of the organisation
(b) Position held:

Tele. No./Fax No

Monthly family income

Study of Innovations/Management tools. Adequate/Not adequate/Too much

Adequate/Not adequate/Too much

hrs Adequate/Not adequate/Too much

juniors. Adequate/Not adequate/Too much

349



ANNEXURE-4

MIDDLE MANAGEMENT AND CONTACT PERSONNELS

INTERVIEW SCHEDULE

Kindly consider each statement an

intensity of feeling. The stronger you feel, either way,

d 10 strongly agree.

d mention the appropriate number on the scale t

o reflect your

nearer you should be to the extreme values of 1 to

10, where 1 means strongly disagree an

Strongly T
hgres Disagree
1 I feel that 1 am part of a team in my organisation. 1 2 3 s 6 7 8 10
2 Fvervone in my urg:misalion contributes to a team 1 2 3 5 6 7 8 10
effort in servicing customers.
3. [ feel a sense of responsibility 1o help my fellow 1 2 3 5 6 7 8 10
employees do their jobs well.
4. My fellow cmployees and 1 cooperate more often than 1 2 3 5 6 7 8 10
we compele.
5: [ feel that [ am an important member of my 2 3 5 6 7 8 10
org:mis:uion.
6. I feel comfortable in my job in the sense that I .am able 1 2 3 s 6 7 8 10
to perform the job well.
7. The people in MYy organisation are qualified to theirjob. 1 2 3 5 6 7 8 10
8. My organisalion gives me the tools and equipment that 1 2 3 5 6 7 8 10
I need to perform my job well.
9. [ spend a lot of time in my job to trying to resolve 1 2 3 5 6 7 8 10
problems over which I have Jittle control.
10. I have the freedom in mY job to truly satisty my 1 23 s 6 1 8 10
customers’ needs
11.  Isometimes fecl a lack of control Vel my job pecause 12 3 5 & T W 10
too many customers demand service at the sam¢ time-
12.  One of my frustrations 0N the job is that 1 gometimes 1 2 3 5 6 7 8 10
have to depend on other employees in serving my
customers.
13. My Boss appraises me on how well I interact with 1 2 3 s 6 71 8 10
customers
14 In our company making a geincere effort to serve ] 2 3 s 6 7 8 10
in moreé pay of

customers well does mot result

recng,nilmn—




20.

21

22

2.3

24.

25.

26.

27:

28

In 3 I
our company. cmployees who do the best job serving

their customers arc most likely o be rewarded than

other employvees

I'he amount of p:lpcr\mrk in my job makes it hard for

me to effectively serve my customers.

he company places 0 much emphasis on selling and

new  chents that it 1§ difTicult to serve customers

properly.
What my customers  want me to do and what
management want me to do are usually the same thing.

My company and 1 have the same ideas about how mYy

job should be pcri'urmcd.

1 recieve sufficient information from management
concerming what 1 am suppnscd to do in my job.
| often feel that I do not understand the services the

services offered by MY company-
[ am able 1o keep up with changes in my company that

affect my job.
[ feel that T have not been well trained by m¥ company

in how 10 interact effectively with customers.
[ am not sure which aspects of my job m¥ Boss will

stress most in evaluating my pcrfununncc.
The people who develop our advertising and other
communication matcrial, consult employecs like me
about the realism of promises made in them.
I am often not aware in advance of the promiscs made

in our ¢ . s
company’s communications:

pmployees like me interact with operators: planning.
,\dminislration, Training, Accounts people to discuss
,

an deliver to

the jevel of service the compily c

customers:
y's policies on serving customers are

Qur compan

5, it i the different offices that service
consiste
guslonwfﬁ-

Agree

1 2
12
1 2
1 2
1 2
| -
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2

Strongly

n

wn

Strongly

Disagree

10

10

10

10

10

10
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29

30

31

33.

34.

36.

37

38.

39.

40.

41

The svste . i
¢ svstem is such that while dealing with customer

re - - P y
cquirements, I have to refer 10 rules or superiors very

often

Feed back on my work from my Boss is regu.lar

feature

e regular feed back on my work 18 associated with
coaching  and guidance required 1o improve  my

performance.
[ have sufficient time and patience to get into the
detailed procedures of how the works ar¢ done by my

juniors contact employees
Corruption in society is 4 way of life and we need not

bother so long as We are doing our work honestly:
The criterion for selection of contact employees is their

inter personal skill.
[f the boss does not find the contact employees having
requisite skills he can send them for these training

skills.
The Top Management always teaches about customer
orientation and does  not provide necessary

{ools/training and agsistance t0 accomplish this.
Qur contact employees are by and large working to our

expectations.
In our organisation We are concerned about the needs

and concerns of our suppliers.
In our organisation We treat our fellow colleagues and

other units n
1nits as our internal customers:

The organisation would like its middle managers and
contact employees to be flexible and adaptable and

jtiative tO get

pcrsonalize the transactions and take in

friendly with customers.
In our orgzmizution we conduct induction Jre-orientation
ec 1S tmnsfcrrcd from one

inler-deparlmenml transfer)-

Strongly
Agree

1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3

Strongly

Disagree
5 6 g 9 10
5 6 8§ 9 10
5 6 g 9 10
5 8 g 9 10
5 6 8 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
5 6 g 9 10
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44

45

46

47.

48.

49.

50.

51.

O g ‘ :
ur Company has located the out-let service centers

‘convenient to customers’

I'he orgamisation W ould like its middle managers and

contact employees 10 arictly follow the rules and be

honest.

In our organisation pleasing bosses is more important

than pleasing customers.

[ want to make 2 lot of changes. but I am constrained

due 1o general environment.
‘The staff unions and government policies are major

hurdle in im;)lcnmming prog,rcssi\'c ideas.
Placements at management levels are normally with the

consent of the incumbents.

I consider myself as a spokesman of the organisation
Disseminating Information within the organisation is

one of important role.

Disseminating Information outside the organisation is

one of my important roles.
[ am not able 10 fulfil my information dissemination

role due to lack of'infommtion [ receive.
Employees who are in high contact areas with the
customers are transll‘:rred after certain tenure SO a8 to
relalionship with the

avoid developing pcrsona]

customer.

Strongly

Strongly

Agree Disagree
1 2 3 3 9 10
1 2 3 5 9 10
1 2 3 5 9 10
1 2 3 5 9 10
12 3 5 9 10
12 3 5 9 10
1 2 3 5 9 10
1 2 3 5 9 10
12 3 5 9 10
123 5 9 10
1 2 3 5 9 10
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