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ABSTRACT

Loyal customers are considered to be the key teisirand success in many service businesses,riicylar in
the hospitality, insurance, and financial sectofhe assumption is that with customer satisfactiopalty, retention, and
profitability will automatically follow. The currdrihinking is that the relationship between satisifan and loyalty is more
complex than was originally proposed, however. émmoditization of many service offerings continumesy sources of
competitive differentiation/advantage will come nfrofocusing on the management of customer expesence
Because loyalty is so very important to the suivared profitable growth of a company, measurindgpéicomes all the
more important. Existing approaches to the measergnof loyalty have not proved to be very effectivehis task.
This study explores and tests the relationship detwexperience and loyalty. This paper attempssitomarize the results
of the literature review on customer experience towards the services of a bank from various perspes.
Factor analysis, mean and ANOVA was carried owtdsess the relationship. The study indicates tloag relationship
betweencustomerexperiencewiththeoverallfeelingtraatd their satisfaction and in turn, it is helpfa delighting the

customer. Some of the suggestions have drawn dratie of the study.
KEYWORDS: Customer Experience (CE), Service Quality, Loy&8gtjsfaction, Banking Services
INTRODUCTION

In the present scenario, successful corporatiorin gampetitive advantage through increased effigyen
high quality of service and improved customer fietathip. Customers get information about the ormtion through
customer advocacy. Creating am@intaining customer loyalty have become importarturrent service markets. In the
financial services industry, maintaining superiervice quality is considered critical to achieviogstomer satisfaction,
value creation, and growth. The ability to underdtéhe needs of the consumer with respect to thdyst or service is
vital for measuring the level of consumer satistattEvery business organization aims to satisfycitstomers to a great
extent, as the customer satisfaction lays the fatiod for the success of the business. The measmteai customer

satisfaction has become mandatory in any orgaoizati
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Customer Experience (CX) is the sumof all experiencesa customethas with a supplier of goods and/or
services, over the duration of their relationshighvthat supplier. This can include awareness, adiegy, attraction,
interaction, purchase, useultivation and advocacy.It can also be usedto meanan individual experienceover one
transaction; the distinction is usually clearcontext. Analyst@andcommentatorsvho write about customer experience
and customer relationshimanagemenhave increasingly recognized the importance of manadimg customer’s

experience.

A new mobile generation of consumers, the rise iofa payments and online financial services, and a
increase in banking service fees all contributaricongoing shift in how banking organizations seguheir customers.
With an almost endless pool of financial institasovying to provide a wide range of products tot@uners, banking
organizations must strive to provide the most siopeconsistent and effortless customer experieamagder to acquire new
customers, retain existing customers or win bask éastomers. This requires a shift from a tramsaanindset to one

that is more focused on the relationship with thstamer.

West Monroe Partners define* customer experiencehi banking industry (commercial and individual
consumers who own loans and deposits at an insti)uds the sum of the customer’s interactions waithinstitution across
all touch-points, and the customer’s resulting pptions of the brand”. A positive and effortlesstouer experience can

result in increased customer satisfaction, loyaltiyocacy and greater customer lifetime value.

With the increased competition, global market, gngwproduct portfolio and diminishing margins, bamk
customers have also changed in recent years. Modestomers require flexibility in hours of operatiogreater
convenience, customization, transparency, accéigsibind control. Competition and cost to attréet new customers and
the expenses spent on it are heavy. Customertitefeates are higher than ever because of incdemseket competition.
With so many different financial institutions toadse from consumers can now demand better qualityces and more
customized products from their banks. Thus, theystof customer satisfaction towards the qualitysefvice of the
banking sector is the need of the hour. This paptempts to summarize the results of the literatavéew on customer
satisfaction towards the services of a bank frora flifferent perspectives namely, service encoanteaiting time of the
customer to get the service, the role of interntéeba quality of service provided by the bank amdtomer complaints
towards the bank. Hence the purpose of this steidy provide empirical evidence, that if the baffers better customer

experience leads to high level of customer satiigfacloyalty, and advocacy.
LITERATURE REVIEW

A company'’s capacity to deliver an experience Heds it a part in the eye so fits customers sdo/é@xrease the
amount of consumer spending with the company apiiinally, inspire loyalty to its brand. “Loyaltysays Jessica Sebor,
“is now driven primarily by a company’s interactiaith its customers and how well it delivers onithlveants and needs.”
(2008)

With products becoming commodities, price diffef@tndn no longer sustainable, and customers demgndi
more, companies— particularly communications senpcoviders (landline, wireless, broadband, cab#dellite, etc.)
— focus on delivering superior customer experiendestudy in the year of 2009 on 860 corporate attees revealed that

companies that have increased their investmenistomer experience management over the past teegs yeport higher
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customer referral rates and customer satisfac8tmatjvity Group, 2009).

The customer experience has emerged as the sirgge important aspect in achieving success for comega
across all industries (Peppers and Rogers 2005 )eXonple, Starbucks spent less than $10MM on &dwey from 1987
to 1998 yet added over 2,000 new stores to accomtaatowing sales. Starbucks’ popularity is basedhe experience

that drove its customers to highly recommend tbigire to friends and family.

Customer experience management (CEM or CXM) igategly that focuses the operations and processas of
business around the needs of the individual custo@empanies are focusing on the importance ofetkgerience.
Jeananne Rae says that companies are realizing'tthdding great consumer experiences is a compmaterprise,
involving strategy, integration of technology, oestrating business models, brand management andcCE@itment.”
(2006)

» According to Bernd Schmitt, “the term ‘Customer Expnce Management’ represents the discipline,
methodology and/ or process used to comprehensivalyage a customer’s cross-channel exposure, étitara

and transaction with a company, product, branceorice.

* According to James Allen of Harvard Business Sch80% of businesses state that they offer a gnestomer
experience. This is in stark contrast to the 8%usftomers who feel the same way. Allen exerts lihatnesses
must be able to execute what he refers to as thee€TD’s”. The first D is about designing the cotrmcentive
for the correctly identified consumer, offered menticing environment. The 2nd D is about a corgisaability
to focus the entire team across various functiansldliver the proposed experience. The third Dmately
determines a company’s success with an emphagigweloping consistency in execution (see Allen,elRrR.,
Frederick F, H., & Barney, 2005). A company muststantly teach, train and develop in order to kegpvith

the constant demands of providing an exceptionstiocner experience.

e According to Harvard Business Review blogger, AlRichardson, a company must define and understhind a
dimensions of the customer experience in order @eehlong-term success. Some companies segment the
customer experience into technical interactionslie customer such as use of the web, smartphotablet.
Other companies define human interaction, suchvas the phone customer service or face to facd stevice
as the customer experience. In our ever-growindajleconomy, where technology and bricks-and-mortar
business often interacts or even compete for tistéomer base, it is important to recognize all thesgects as
having an impact on the customer experience. Ebagmness offers a customer experience. The moreeaava
business is about what type of experience they wanbffer, the more likely they will create a posit

experience.

 However, despite the best-laid plans, there ar@iceaspects of the experience that cannot be &dhtrolled.
Individual perceptions, emotions and behaviors aftar the customers’ experience (Richardson, A.0201
So, too, will bad experiences with a product. B@araple, a piece of equipment that consistentlys failfunction
reliably, or that do not meet longevity expectasiowill generate complaints that can propagateutjinovord of
mouth or online. For these reasons, customer-expegimanagement is no substitute for good prodasityd and

proper product engineering. No amount of customeegence management can compensate for an ureeliab
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cell phone network, an airline that is unsafe to dh, a computer that fails to meet expectationsamathat
repeatedly fails to start or that needs innumerabfgairs, clothing that cannot survive routine @enng,
shoes that fall apart while being worn, a wobblpkghelf that collapses when loaded, a roof thadtdesnortly
after installation, software that runs slowly aedtiash-prone, or home appliances that generagtydaizards or
break down too often. The increasingly online natof the modern marketplace does not alter thedmnashtals
of sound business practice: in the long term, tiere substitute for providing good products aad/iges at a

reasonable price.

Perception is about how different people interpinet same environmental stimuli in different waysieQvay a
company can help improve customer perception isutin utilizing diversity. Diversity in hiring willoffer
different insight or perspectives from differeninders, ethnicities or cultural backgrounds. Diugrgi staffing
also helps to attract and retain a diverse custdmse. Whether it is, age, race, gender or lifeeBgpces,
customers are more likely to become a loyal custdfrthe company offers someone who can understaena
journey and guide them through the customer expeeie(Williams, C., 2009) Today's banking serviges
being designed, built and deployed in a context idatad by elements other than the customer.
This is particularly the case in the banking seuwtbere the distinction between core bank processdsustomer
interactions is increasingly becoming blurred legdio a negative customer experience especialus®mers
are becoming more demanding. Our Customer Experiapproach is designed to elevate the management of
Customers’ Experience to a strategic level, allgnthe overall experience that's produced for cusiwnto
become a focal point for the organisation. We beli¢hat building a brand reputation based on arele

Customer Experience will drive sustainable competihdvantage in the future.

As competition strengthens with the advent of newape banks with technological advantage in thdyeE990s

the scenario started changing rapidly from the demside and experience become key input. Technology
enabled products, processes, channel, pricingiceeand value propositions created a new situaBamnks in the
public sector space successfully upgraded thehnt@ogy platforms to fight competition and keep tharket
share intact. The private sector players were @bimake a dent on the market share by focusingustomer
experience in a holistic way, but the penetratievels were always challenged by matching technolagy
gradation in different dimensions of public seqitayers. Thus products and services became alraoktieutral
and customer experience becomes a differentiatiopif. In the view of the aforesaid, it is pertinemstudy the
customer experience (J Sethuraman, 2012). It wasdfthat customers of public sector banks are rsatisfied
with the service quality, than those of privatetsebanks (Pooja Mengi 2009). There seems to lrea gmount

of variation with respect to the level of serviceality offered by the different groups of banksentifies the
factors that discriminate the three groups of bar®astomers in developing economies now give more
importance to “technological factors” of servicegls as a core service and they appreciate systatiati of the
service delivery as the yardstick in differentigtigpod and bad service. While the “human factoeghs to play a
lesser role in discriminating the different grouggsanks (G.S. Sureshchandar, 2003). Increaserviceequality

of the banks can satisfy and retain Using the QustoExperience (CX) ecosystem our approach utileses
combination of people, process, and systems totecr@eculture and philosophy that values customatrice

thinking, speaking and action. Process efficiencas driven through the lens of customer journeys,
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using technology first and foremost in a mannet thakes organisations easier to do business wihrestucing

Customer Effort.

* Tamas Jonas and Janos Kovesi (2010) [69] statéditickerstanding the customers’ voice is a key dautior to
the success of any organization that provides sesviCustomer sovereignty is a review of custoragsfaction
towards service quality of banking sector the kegoept in marketing and it always assumed thattistomer

satisfaction is the crucial factor in determinihg tong run prosperity of the business.

» K. Szabd says that by the 1990’'s the technologleaklopment becomes able to meet the users’ reqents
again. For today it is possible to create standadd{or completely integrated) systems, which aegly to ensure
the data processing on a higher level. In thedife¢he banks it means the centralization of knogtedentres

which register customer information.

» Parasuraman suggests that the broadening the etomrketing is to include the delivery of custorservice as
an integral component and demonstrates that aiqudicblending of conventional marketing and superio

customer service is the best recipe for sustainsdkeh success.

« T. Allred, H. L. Addams has analyzed service quyafitom the view of access, courtesy, communication,
credibility, security, empathy, tangibles, basiavam, fairness, fixing mistakes and guarantees hade
concluded that the majority of the respondents hsopped using a financial service provider becadsgoor

service performance.

* V. A. Zeithaml, A. Parasuraman and A. Malhotratesfathat to deliver superior service quality, maragof
companies with Web presences must first understeovd customers perceive and evaluate online customer
service. A. P. Gaudet suggested that technologsfaetion does drive overall customer satisfacama that, in

turn, overall customer satisfaction does drive liyya

e« T. Rungting, says that expectations and perceivadice quality strongly influence customers’ emosp
emotions have a strong impact on the perceptioseofice experience and customer satisfaction; andce

experience mediates the effects of expectatiomgiceequality, and emotions on customer satisfactio

« Bargal and Sharma analysed the role of service etiak in banking sector. The identified importagt\éce
factors in the banking sector are diversified smsj flexible business transaction hours, accdiggibf bank
location, installation of the web system, profesaidraining to the employees, customers’ complaystem and
performance-based appraisal system to enrich gesvices to their customers. S. D. Young aimedhat t
establishment of a quantifiable connection linkigstomer loyalty to financial performance. The loyandex

used is a composite of four factors (use agaimmmeaend to others, exceeding expectations, andasadtm).
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OBJECTIVES AND RESEARCH METHODOLOGY

In the present day of the competitive environmehg& banks are challenged by globalization, derdiguia
industry consolidation, increasing regulatory reeuoients, decreasing margins, and heightened custerpectations.
Every bank whether private and public are focusowg attracting and retaining customers, increasialgss and
differentiating their organization from competitovehile improving the efficiency of their businespevations and
lowering their overall costs. Customers today cantact and do business with their bank through mdiffierent
channels—from the traditional bank branch and oatiter to ATMs, online banking, and mobile finahsi@rvices. With
customers using any combination of the channel8adla to them, it is essential that banks fornoherent multichannel
strategy. Offering a variety of channels may appeatself to be good customer service. But if thahannels remain
isolated and disconnected in separate silos, aadnat fully integrated, they can actually undermthe customer
experience.

The present research work has been taken up vétfolowing objective:
» To analyze the customer experience with the bardéngices offered through different channels.

» To compare the customer experience toward staftlaid services of public, private& foreign secb@mks in the

Bangalore area;
RESEARCH METHODS

Customers’ Experience survey of 386 customers leen lrarried out in order to assess and compare the
experiences of customers from the performance bfipand private sector banks in terms of variowwkating related
aspects. Well-structured Questionnaire has beed tsseollect primary data from customers about iserpersonnel,
service offering, facilitating services, acces#ipilimage and overall customer satisfaction of lmkprivate & foreign
sector banks. Customers have been asked to resfwn$eir primary banks which they use the mosist@mers have
been randomly selected from the selected brarmfhsblic, private & foreign sector banks for thessponses. Cronbach
alpha Test for reliability, one-way Analysis of V@mce — F test have been carried out to compargéhiermance of

public private& foreign sector banks for all thgeasts.
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Table 1: Demographic Profile of the Customers

SI.No | Demographics | Frequency | Percent
Gender
1 Male 257 67%
2 Female 129 33%
Total 386 100%
Age
1 Less than 20 years 40 10%
2 21-30 146 38%
3 31-40 159 41%
4 More than 41 years 41 11%
Total 386 100%
Level of Education
1 No Formal Education 25 6%
2 Primary School Level 41 11%
3 High School level 66 17%
4 Diploma/ Degree 189 49%
5 Post-Graduation and above 65 17%
Total 386 100%
Occupation
1 Student 58 15%
2 Salaried 198 51%
3 Business 83 22%
4 Professional 37 10%
5 Others 10 3%
Total 386 100%
Monthly Income
1 Less than 10,000 35 9%
2 10,001-30,000 235 61%
3 30,001-50,000 91 24%
4 50,001 & above 25 6%
Total 386 100%

As seen in Table 1 out of the total respondents @&¥e males and 33% females which implies that snafere

more than the females in the gender category ofesgondents.

As per the table among the total respondents,1@%eas than 20 years of age, 38% are in the aggp gio21-30,
41% are in the age group of 31-40, 11% of the nedpots are above 41lyears of age, which impliesntizgority of the
respondents are of age 31-40 years and less thgea2 while least no. of respondents are abowgedls of age, which
implies that most of the respondents who use bgnéénvices fall under the age group of 21-40 ye&ege. Furthermore
out of the total respondents 49 % are graduatesl@fl out of total respondents possess a profedsiteggee which

implies that there is high literacy level among tespondents.

With regard to employment status majority that 16 of respondents are salaried and 22% represeats t
business and remaining 15% represents student coitymulhe majority of the respondents 61% haveime between
10,001-30,000, 24% earn monthly between 30,0000080,6% of them have income above 50,000 whichigapthat
majority of respondents are employed lying in theoime group of 10,001-30,000.
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Table 2: Type of Bank

Public Sector Banks 157 40.67 40.67
Private Sector Bankg 171 44.30 84.97
Foreign Sector Banks 58 15.03 100

As seen in table 2 out of the total 386respondédi87% customers take services from Public se@okdwhere
-as 44.30 % respondents are customers of Privaterdeanks and 15.03% respondents avail serviaga farveign sector
banks which reveals that customers rely on alltlsector banks as the various retail bank sereiesoncerned.

Table 3: Nature of Services Availed

Phone Banking services 81 4.35% 20.98%
Sales desk 45 2.41% 11.66%
ATM’s 360 19.31% 93.26%
Branch Banking 386 20.71% 100.00%
Net banking 259 13.89% 67.10%
Mobile Banking 290 15.56% 75.13%
Relationship Manager 85 4.56% 22.02%
SMS alerts 358 19.21% 92.75%

As per the above table out of 386 respondentdatlis 100% avail the branch banking services, rad@r.10%
customers use Net banking, 15.56% use mobile bgrddl 93.26% are availing ATM services, which iafdrat a good
ratio of customers is using technical facilitie®ypded by banks. Hence the banks have a good scomehnological

support services.
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Table 4: Results of Factor Analysis
Initial Figen values EIiI:.cﬁulS‘nluuquu.rH Rutaﬁulﬁ‘n-:ufw
Total “-_uf Cumulative Total 'Ji.uf Cumulative Total 'Ji.uf Cumulativ
Variance % Variance o Variance e %
1 ”-35” 31.842 11.842 135'-5“ 11.842 11842 | 643 | 19484 | 19484
2 3.707 17.285 49137 3.907 17.295 49,137 3.368 16.873 36.337
3 3.24% 9843 58982 3249 0.843% 58982 4348 13174 49 531
4 2835 3.651 67.633 2.855 8.651 67.633 31634 11.012 60.543
5 1685 5.136 T1.769 1.685 5.136 T71.765 3.171 9608 T0.151
] 1.517 4.597 T7.364 1.517 4397 77.366 2.024 6.134 T6.2ES
) 1.087 3.294 20.66 1.087 3.294 20.66 1.444 4373 20.66
g 0.942 2856 23516
9 0.746 2.261 B3.717
10 0.706 2135 27916
11 0.35 1.667 29 383
12 0.521 1.578 91.161
13 0.47 1423 92584
14 0.401 1.214 93798
13 0.347 1.052 94 83
16 0.296 0.897 93.747
17 0.252 0.763 96.509
18 0.15% 0.603 97.112
19 0.1% 0.576 97 6EE
20 0.133 0.47 9E.138
21 0.121 0365 98.523
22 0.053 0.283 98.804
23 0.083 0.252 99038
24 0.069 (.21 99 269
25 0.06 0.182 9943
26 0.051 0.155 99605
27 0.044 0.135 9974
18 0.035 0.11% 99 B3R
29 0.021 0.063 90922
30 0.013 0.04 90 962
il 0.008 | 0.024 99 985

Extraction Method: Principal Component Arsidy
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Table 5: Rotated Component Matrix@

Positive . . Technologi . Marketing . .
outloo | € Resp Snw)ﬁ“' Ambiance | "8 | Professionalism
I will not switch to any other bank 0.914
I say positive things about the bank to other people. 0.877
Overall the bank is trustworthy 0.867
I will encourage friends and relatives to use the service 0.855
offered by the bank. )
Ovwerall, I am satisfied with the bank services 0.818
Iintend to continue being a customer of the bank for 0.753
a long time to come. )
You feel safe in your transactions with the bank. 0.561
Bank is located at convenient place 0.894
The employees of the bank understand your specific
needs.
The bank has multiple branches 0.738
The bank gives you individual attention. 0.704
The bank has employees who give you personal attention. 0.686
Employees in the bank are always willing to help yvou. 0.67
The behaviour of employees in the bank instills
confidence in you.
Employees in the bank tell vou exactly when the
services will be performed.
Employees in the bank are consistently courteous 0.565
. 565
with you.
The bank has your best interests at heart. 0.45
When vou have a problem, the bank shows a sincere 0.873
interest in solving it. )
The bank provides its service at the time it
promises to do so.
‘When the bank promises to do something by a certain 0.795
time, it does so :
The bank performs the service right the first ime. 0.741
The bank provides phone account service facilities 0.78%

0.862

The bank provides internet bank facilities 0.747
Employees in the bank are never too busy to 0.675
respond to your request. )
The banks image and reputation is good 0.648
The bank has operating hours convenient to 0.628
all its customers. T
Employees in the bank give you prompt service. 0.539
Bank infrastructure is visually appealing 0.762
The bank insists on error free records. 0.731
The environment is neat and tidy 0.72
There are sufficient ATMs located in the city 0.714
Materials associated with the service (such as pamphlets)
are visually appealing

Employees in the bank have the knowledge to 0.782
answer your questions. o

“Extraction Method: Principal Component Analy&station Method: Varimax with Kaiser Normalizatio

0.747

Rotation Converged In 13 Iterations

From the above table the loading of the factors loanobserved. The loading on factors can be pesiiiv
negative. The Higher the loading the more importanthe factor. According to the suggestions ofigtigian, anything
above 0.44 could be considered salient; the ineceémading becomes more vital in determining fachdl the higher
loadings in the table are positive. The exploratfagtor analysis extracted 7 factors with Eigenealgreater than 1,
which accounted for 80.66 percent of variance endata. The results are presented in table. Mosteofactor loadings
were greater than 0.60, implying a reasonably highrelation between extracted factors and theiividdal items.
The factors derived represent the different elemehttustomer experiences, which form the undeglyactors from the
original 33 scale response items given. Referrnthé Table, Factor 1 having variance 31.842% semts the elements
of the positive outlook of the customers towards thank and is therefore labelled as ‘POSITIVE OUTIO.
These elements are the Trust in the bank, Posfigreeption, loyalty towards the bank, positive waid mouth,
customer’s willingness towards long term relatiopgiowards the bank. Factor 2 with a variance a233% has all the

statements related to the convenient and locationcanvenient services provided by the employeaking in the bank
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and therefore has been termed as ‘CONVENIENCE & €lements were the convenient location, multiplenbhes,
individual attention paid by bank as well as itsptagees, willingness of employees to help the qusis, courteous and
empathic behaviour of employees and the promptireseaking the promises, its clearcut objective dsattract its
customers and build a brand(image) of the bank. sStaements that load into factor 3, having vaga®®845% all were
concerned with the responsible attitude of bankatole the customers in providing timely services #mas was
abbreviated as ‘RESPONSIVENESS’. The elements veimeere interest shown by bank in solving the prots,
providing timely services, making up the promisesdm by the bank. Factor 4 having variance 8.6518sisted of the
Technological functions provided by banks and hasnbnamed as ‘TECHNOLOGICAL SUPPORT'. The elements
factored were, the phone account facilities, irgerfacilities, speed, good reputation and convenggerating hours.
Factor 5 having variance equal to 5.136 % was anzation of the elements that are related to the @ppginfrastructure
and physical environment and hence was termed ‘AMBIE. The elements were appealing infrastructueat and clean

environment, sufficient ATMs in the town. Factowh a variance of 4.597

% consisted marketing initiative taken by banks aad termed as “MARKETING SUPPORT SERVICES” comipds
the appealing marketing materials used by the bBaktor 7 having variance 3.294% was related toktimwledge of
bank employees so that they can guide customersatiyrhence abbreviated as “PROFESSIONALISM”.

An attempt was made to know how far advertisinthefproduct influence customers in paying an eptesmium
for the product. The study reveals that 15.8% redpot is of the opinion that its influence to aarextent for paying the
extra premium. 25.5% respondent is of the opitiat its influence to some extent. 35.7% indicated it influence to a
considerable extent in paying an extra premiumttierproduct. Remaining 23% indicated to a littiéeex in paying the
extra premium for the sake of advertising. Howeltés significant to note that all the respondeslfthat advertising

influence the customer in paying an extra premianttie product but with varying extent.

Table 6: Mean of Different Elements of Customer Exprience Promoting Customer Satisfaction

In Level Positive Outlook | Conveni Responsiveness | Technological Support | Ambi Marketing Support Services | Professionali
10001-300000 PM 3.6976 3.7086 3.6619 3.6946 3.6092 3.6504 3.5787
Rs30000-Rs50000PM 2.2741 2.6 3.4571 3.8129 3.2059 4.4694 3.449
Rs50001and Above 3.7143 3.0111 3.8222 4.1852 3.75 3.8889 3.3333
Total 3.4246 3.5027 3.6282 3.7346 3.6235 3.8471 3.5451

As is evident from the mean ratings of various @sta of customer experience promoting customesfaation
indicates that marketing support services providgdanking organization scored the highest meanngnadl income

group of respondents.

However technological support was rated highest@spared to all elements in the higher income group

respondents.

I mpact Factor(JCC): 3.7985 - This article can be downloaded from www.impactjournals.us




Table 7: One Way ANOVA with Income Categories Respudents

80.302
140.694

40.151
0.558

Positive Outlook Between Groups
Within Groups

Between Grou
Within Groups

Convenience

Responsiveness Between Groyps 1.997 2 0.998 119814 |0

Within Groups 127 252 0.504

2.443
134.379

Between Groups 2.291 | 0.103

Within Groups

Technological Support

6.532
115.577

3.266
25 0.459

Ambiance 001

Between Group
Within Groups

Marketing Support Services Between Groups 23.831 2 11.915 14.491 0
Within Groups 207.205 52 0.822

Professionalism Between Groups 1.078 0.539 0.0D/M26
Within Groups 1756.153 6.969

One way ANOVA was carried out to test the hypothdsiat, the mean of different elements of customers
experience promoting customer satisfaction does différ significantly across the different incomategories of
respondents; the table showing calculated valuE &f lesser than the tabulated value of F (3.0)p&t0.05) level of
significance in the case elements like ResponsasnBechnological Support, and Professionalism tulishypothesis is
accepted indicating that the mean of different elst® of customers experience promoting customesfaetion does not
differ significantly across the different incometegories of respondents. However null hypothesigjiscted in case of
elements like Positive outlook, Convenience Ambérand Marketing Support Services and it is infétiteat there is a

significant difference in the opinion of the resdents related to these elements.
Segmentation of Customers using Cluster Analysis

Cluster analysis is a major technique for classgya ‘mountain’ of information into manageable niagful
piles. It is a data reduction tool that creates gsobps that are more manageable than individuaundat
Like factor analysis, it examines the full complemef inter-relationships between variables. Usthgster analysis, a
customer ‘type’ can represent a homogeneous segihdentifying their particular needs allows the amgzation to adopt
specific strategies with greater precision andadiegpeal within the segment. Targeting specifgnsents is cheaper and
more accurate than broad-scale marketing. Custoraspond better to segment marketing which addsetbsir specific

needs, leading to increased market share and cessatisfaction
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Table 8
1 44.000
2 40.000
3 29.000
Cluster 4 24.000
5 60.000
6 57.000
7 1.000
Valid 255.000
Missing 0

Table 9: Final Cluster Centres

Cluster
1 2 3 4 5 6 7
Positive Outlook 3.36 3.04 1.7 3.3 3.61 4.46 4.43
Convenience 3.31 3.99 2.06 3.81] 3.21 4.2P 3.4
Responsiveness 2.98 3.32 3.24 4.36 3.8 4.0y 3
Technological Support 2.67 3.75 3.98 3.53 3.8 4.46 2.83
Ambiance 3.98 2.49 3.1 3.9 3.65 4.27 3.25
Marketing Support Services | 4.02 3.63 4.9 5 2.5 4.28 3
Professionalism 1.95 4 2 4.75 3.6 4 4.2

A cluster analysis was run on 7 elements of custarperience shorted out of 33 variable each redipgrto the
different customer experience. A K means clusteryesis method produced seven clusters, betweenhvithi variables
were significantly different in the main. From thable, it could be seen that cluster 1 has 44 respus.
For them, marketing support services (4.02) ispthime factor followed by ambiance (3.98) and Pusitbutlook (3.36).
In the cluster 2 their 40 respondents, for them dbevenience (3.99) is the main followed by tecbgaal support.
In the cluster 3, there are 29 respondents whaételdl marketing support services (4.90) satisfyntneost followed by
technological support and responsiveness. In tnsted 4, there are 24 respondents whole first ehigienarketing support
system and followed by professionalism. The fiftinster is one of 60 respondents whose first chaieetechnical support
and responsiveness. The sixth cluster is of 57oredgnts where the customer has got equal satmfaaiith a positive
outlook and technological support with the meamdf6. The seventh cluster is of 1 respondents wkiostechoice is

positive outlook and is followed by professionalism
CONCLUSIONS

In the present consumer economy, attracting antlatly keeping customers for long- term is a kegli#nge for
any organization. The customer is at the centeallobusiness activities and particularly, the bahkse organized by
positioning the staff to meet the needs of thearusts in a highly customized and responsive marirtez. ultimate, in
customer satisfaction, is giving customers exauthat they want. The customers are the most valuatdet of any
organization. To gain greater customer experiemze satisfaction, right person should be identifipchperly trained,
supervised, motivated and providing a conducivekwamvironment with the clear understanding of thées of the
organization. The high levels of internal servicaliy like positive outlook, Convenience,Respoesiess, Technological

support, ambiance, Marketing support services, gsibnalism, lead to higher levels of employee skatiion.
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The happier employees are, the more likely theyt@gay and the better their productivity and fimere satisfaction to

the customers.
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