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A STUDY OF CUSTOMER SATISFACTION AND PERCEPTION TOWARDS THE
SERVICES OF CO-OPERATIVE BANKS AT RAMANATHAPURAM

T.Thajithabanu
Assistant Professor, Commerce
Mohamed Sathak Hamid College of Arts and Science for Women,
Ramanathapuram.

ABSTRACT

Cooperative is one of the oldest and effective systems in terms of
development of human civilization. Cooperative institutions are organized and
managed on the principle of cooperation, self-help and mutual help. There are
different types of cooperative institutions functioning in India. A cooperative bank
is a financial entity which belongs to its members, who are at the same time the
owners and the customers of their bank. Cooperative banks are often created by
persons belonging to the same local or professional community or sharing a
common interest. The banking and financial services like loans, deposits,
banking accounts etc. For the improvement of their performance or quality of
service, the banks should measure how their products and services met or
exceed customer expectations. This paper attempts to study the cooperative
banks customer perception of service quality in the cooperative banks sector
Ramanathapuram service cooperative bank. Responses of 100 customers were
randomly selected for knowing their experience with the bank. The analyzed
showed that and the customers of bank were highly satisfied with their services
and attitude of the employees but they express their dissatisfaction towards the
less technological advancements.

Key Words: Co-operative bank, Customer satisfaction,
INTRODUCTION

A cooperative bank is a financial entity which belongs to its members,
who are at the same time the owners and the customer of their bank. Co-
operative banks are small-sized units organized in the co-operative sector which
function both in urban and rural areas centres. These banks are usually centred
on communities, localities and work place groups and they basically lend to
small borrowers and business. Co-operative banks function on, no profit no-loss*
basis. Co-operative banks do not pursue the goal of profit maximization.
Therefore these banks do not focus on offering more than the basic banking
services and grant finance to small borrowers in industrial and trade sector
besides professional and salary classes. A Co-operative bank is a financial entity
which belongs to its financial entity which belongs to its members, who are at the
same time the owners and the customers of their bank. Co-operative banks are
often created by persons belonging to the same local or professional community
or sharing a common interest and provide their members with a wide range of
banking and financial services like loans, deposits, banking account etc. For the
improvement of their performance or quality of service, the banks should
measure how their products and services met or exceed customer expectations.
Thus the customer satisfaction acts as a key performance indicator within the
organizations and which have powerful effects. They give awareness to employees
about the importance of fulfilling customer’s expectations. Thus, expectations are
a key factor behind satisfaction. When customer have high expectations and the
reality fall short, they will be disappointed and will likely rate their experience as
less than satisfying.



Co-operative banks are now an important element of Indian financial
system and are much more important in India than anywhere else in the world.
It has gained its importance by the role assigned to them, the expectations they
are supposed to fulfil, their number, and the number of offices they operate.
Their role in rural financing continues to be important even today. Following are
the some common features of cooperative banks.

OBJECTIVES OF THE STUDY
The objective of the study is as follows:

» To understand the customer’s satisfaction and perception towards the services
of co-operative sector banks.
» To get an overview about the services and performance of co-operative banks.

REVIEW OF LITERATURE

Dutta and basak (2019) in her paper title that co-operative banks should
improve their recovery performance adopt new system of computerized
monitoring of loans, implement proper prudential norms and organize regular
workshops to sustain in the competitive banking environment.

Jyothi gupta and suman Jain (2020) in his study the lending practices of
co-operative banks in India, comparison of efficiency of co-operative banks in
India, Impact of size on the efficiency of the co-operative banks and different
types of loans preferred by different set of customer from these banks.

S.Sivesan (2021) in his paper the service quality on customer satisfaction
in banking sectors. Service quality are inter related with customer satisfaction.
Manager of the bank or administrative body needs to identify the primary quality
determinants, clearly managing the customer expectation, educating the
knowledge to customer regarding the service for improving the service quality in
the banking sectors.

A.H.Sequeira (2022) in her paper title an attempt to address the issues
related to customer satisfaction and quickness of transactions in co-operative
banks. It is clear from the results that the customer services are reasonably
satisfactory.

RESEARCH METHODOLOGY

The study deals with the satisfaction level of the services of co-operative
banks reference to ramanathapuram service co-operative banks. Responses of
100 customers of the co-operative bank were randomly selected for knowing their
experience with the bank. The data also collected from various books, reports,
journals and websites. For analysing the collected information percentage
method is used.

ANALYSIS

The opinions of customer are shown under different heads. Which give
the information that, if the customer were satisfied with the services of
Ramanathapuram services co-operative bank or not. Customer’s opinion about
the services of bank was summarized as below table.

The relationship between age level and opinion on the effectiveness
cooperative banks was tested through Chi square test. The hypothesis for the
test was “there is a significant relationship between education and influence of
bank.

2



Table -1
LEVEL OF SATISFACTION REGARDING TO FACTORS

Factors

Highly
satisfied

satisfied

Agree

Disagree

Highly
disagree

Total

of the
bank

Document
formalities

44

15

18 13

10

100

Interest
rate of
loans

44

10

13 18

15

100

Overall
services

50

13

18 13

10

100

Time
taken for
loan
approval

42

17

13 18

10

100

The above table indicates that the customers are highly satisfied with the
services of the cooperative bank and the relationship of employees with their
customers. But most of the customers expressed some sort of dissatisfaction in
modern equipment and technology used by the bank comparatively to other
private and public bank. The study showed that the customer have positive

Source: Primary Data

attitude towards the services.

Table -2
Relationship between education and influence of bank
Education Influence
Need Friennds/ | Bank Opportunity | Others | Total
Relatives employee through
approached | school/
college

Iliterate 15 3 2 0 1 21
SSLC 14 4 1 2 2 23
Higher 18 4 2 0 0 24
secondary
UG 8 2 1 0 2 13
PG 5 0 0 1 0 6
Professional | 10 0 0 2 1 13
degree
Total 70 13 6 5 6 100

Relationship between education and influence of bank is derived with the
help of x2 when the calculated value is less than the table value then the
hypothesis is accepted. The calculated value is less than the table value. There is

Source: Primary Data

no significant relationship between education and influence of bank.




SUGGESTIONS

e Toincrease the service quality of the bank
e To increasing awareness of bank’loan to customer
e To provide fresh, well trained employees to the bank

CONCLUSION

Co-operative banks are frequently formed by persons belonging to the
same local or professional community or sharing a common interest and provide
a wide range of banking and financial services like loans, deposits, banking
accounts etc. to the members. The banks were conducted many studies to
understand how their products and services met or exceed customer
expectations for the improvements of performance or quality of service. This
study showed the positive opinion toward the service of bank and the behaviour
of employees for rendering services. .But compared to other private and public
banks, co-operative banks little bit poorer in the adoption of technology and
modern equipment. Gradually the co-operative banks will adopt more and
modern technologies for facing competition and make their services more
qualitative one.

REFERENCE

1. Dutta and Basak (2019) Appraisal of Financial performance of urban co-
operative banks - a case study“The Management account, case study march
2019, 170-174.

2. Jyothi gupta suman Jain (2020) “A study on co-operative banks in India with
special reference to lending practice” International journal of scientific and
research publication.

3. A.H.sequeria,” customer services in co-operative banks: A case study,” science
research network, research paper, 2022.

4. http:/ /en.wikipedia.org/wiki/cooperative-banking.
S. http:/ /www.icba.coop/co-operative-bank /what-is-a-co-operative

S. http:/ /www.rediff.com/money/report/perfinwhat-you-need-to-know-about-co-
operative-banks/20090729.html



ROLE OF SMALL SCALE INDUSTRIES IN THE INDIAN ECONOMY

Shilda Thomas, Research Scholar, Pavanatma college Murickassery
Dr. B. Sindhu, Asst. Professor, HOD Department of commerce,
Pavanatma college, Murickassery.
Abstract

The role of SSI in the economic development of India in recent years is critically
analysed in this paper. SSI exists in every country. In a developing country like
India, the SSIs occupy a special industrial development place. So the government
has given an important place to this sector. As a result, SSI has achieved
remarkable growth in its number and production. Thus in this paper, an effort
has been made to identify the various roles of SSIs and their effect on the Indian
economy.

Keywords: SSI, Economic growth, welfare, employment generation.
I Introduction

Small scale industries are the backbone of the Indian economy. This sector
provides employment opportunities to about 12 crore persons. SSI sector
comprises almost about 90% of the total industrial units in the country. SSIs
occupy 36 million units in India, contributing to 33.5% of industrial production
and 45% of the export sector. As a result, the small-scale sector has achieved
impressive growth in units, display, exports, and employment generation. Thus
in this paper, an effort has been made to examine the present position of the SSI
sector in India and its role in the Indian economy.

II Meaning and definition of SSI

Industrial units are classified as small scale, medium scale, and large scale
industries: based on their size, capital investment and several units engaged
upon. The small units must fall under the guidelines set by the government of
India. Such limits are as follows,

For manufacturing units: investment in plant and machinery must be between
25 lakhs and five crores.

For service providers: Investment in machinery must be between 10 lakhs to two
crores.

At present, a small scale industrial unit is an undertaking in which investment
in plant and machinery does not exceed Rs.lcrore, except in respect of certain
specified items under the hose, hand tools, drugs and pharmaceuticals,
stationery items, and sports goods, where this investment limit has been
enhanced to Rs.5 crore. Comprehensive legislation that would enable the
paradigm shift from small-scale industry to small and medium enterprises is
under consideration by parliament. Pending the enactment of the above
legislation, the current SSI/ tiny industries definition may continue. Units with
investment in plant and machinery over SSI limit t and up to Rs.10 crore may be
treated as Medium Enterprises (ME).



The limit for investment in plant and machinery, equipment for manufacturing,
service enterprises are shown in Table 1

Enterprises | Manufacturing Sector Service Sector

Micro < 25 lakhs < 10 lakhs

Small >25 lakhs but <5 crore >10 lakhs but < 2 crore
Medium >5 crore but < 10 crore >2 crore but <5 crore

Table 1: Investment limit of SSI

Different countries have defined the concept of small businesses in different
ways. However, the definition changes over time

YEAR INVESTMENT LIMITS
1950 Up to Rs 5 lakhs in fixed assets
1960 Up to Rs 5 lakhs in Plant & Machinery
1966 Up to Rs 7.5 lakhs in Plant &Machinery
1975 Up to Rs 10 lakhs in Plant & Machinery
1980 Up to Rs 20 lakhs in Plant & Machinery
1985 Up to Rs 35 lakhs in Plant & Machinery
1991 Up to Rs 60 lakhs in Plant & Machinery
1997 (Dec) Up to Rs.300 lakhs in Plant &Machinery*
1999 (Dec) to 2006 Up to.Rs 100 lakhs in Plant &
Machinery
2007-2008 1.5 crores
2013 Minimum 25 lakh Rs 500 lakh in
Plant & Machinery
2016 Min. 50 lakh up to Rs 1000lakh in Plant
& Machinery

III Objective of the study

1. To study the role and importance of small-scale industries.
2. To review the performance of SSIs.
3. To know the opportunities and challenges faced by SSIs in India.

IV Research Methodology

The data was collected mainly from secondary sources such as books, journals,
articles, the government-published annual reports.



V Literature Review

1. (Bhati, 2002) examined the problems and factors affecting the growth and
development of small-scale industries. This study explains the contribution of
small-scale scale industries in employment, production, and export promotion. In
this study, the role of small-scale industries in the economic development of
India is critically examined. He found that government policies may not help
increase the efficiency of small-scale units. The study suggests that the various
policies taken by India’s government have to allow allowed considerable growth of
small-scale industries.

2. (Poovendhiran & Sathish 2016) stated that, in, India like a developing
country, a small-scale industry plays a vital role in the nation’s economic
development. Every year the Indian government announces a new policy for
small-scale growth. The success and failure of small-scale mainly depends upon
the awareness and effective utilisation of industrial policy. Finally, the author
concludes that the small-scale industrial policy has successfully developed the
small-scale industry.

3. (Hassan & Olaniran, 2011) investing how the assistance institutions
contribute to the development of small and medium enterprises in Nigeria. In this
survey research, 340 respondents from private entrepreneurs in Nigeria were
sampled. The respondents found that the assistance institutions occupy a special
place in developing small business enterprises. They also play a vital role in the
development of Nigeria.

4. (Ayandibu & Houghton, 2017) examine the role of small and medium
enterprises in local economic development (LED). This survey explores the
importance of small and medium enterprises in a given economy. Discuss why
small-medium enterprises should be important priority courage court start-ups.
It presents an overview of small and medium enterprises’ contribution to local
economic development. The study found that small and medium enterprises play
significantly affect employment generation.

5. (Modi, 2014) in his article on “problems and prospects of Indian small scale
industries,” he analyses the problems relating to the Indian small scale
industries. He knows the prospects of small scale industries. He holds that these
small-scale sector has achieved effective growth in wunits and production.
However, the study reveals that the Indian small-scale industries could not
progress satisfactorily due to various weaknesses. Due to the defects, the
development of small-scale industries could not reach an esteemed stage.

VI Role and performance of SSIs in the Indian economy

The Small scale industries have been contributing significantly to the expansion
of entrepreneurial endeavours through business innovations. The SSIs are
widening their domain across sectors of the economy, producing a diverse range
of products and services to meet the demands of domestic and global markets.



As per the data available with Central Statistics Office (CSO), Ministry of
Statistics & Programme Implementation, the contribution of the SSI Sector in
country’s Gross Value Added (GVA) 1 and Gross Domestic Product (GP) 2, at
current prices for the last six years is as below:

Table 2: Contribution of SSIs in Country’s Economy at Current Price

Year | VGA Growth% | Total GVA | Share | Total GDP | Percentage
of SSI of GDP in
in % %

2011- | 2622574 | - 8106946 32.35 | 8736329 30

2012

2012- | 3020528 | 15.17 9202692 32.82 | 9944013 30.40

2013

2013- | 3389922 | 12.23 10363153 | 32.71 | 11233522 | 30.20

2014

2014- | 3704956 | 9.29 11504279 | 32.21 | 12467959 | 29.70

2015

2015- | 4025595 | 8.65 12566646 | 32.03 | 13764037 | 29.20

2016

2016- | 4405753 | 9.44 13841591 | 31.83 15253714 | 28.90

2017

Source: Central Statistics Office (CSO), Ministry of Statistics & Programme
Implementation

The SSIs had also played a vital role in the growth h of the Indian economy since
independence. The following are some of the roles played by small-scale
industries in India.

1. Employment:

The small scale industries are a significant primary source of employment for
developing countries like India. This is because of the limited technology and
resource availability; they tend to use a low workforce for their production
activities. The whole labour force cannot find work in the formal economy sector.
So these labour-intensive industries provide a livelihood to a large portion of the
workforce. The employment generation by SSIs is shown in Table III.

Table 3: employment generation by SSIs
Year 2011- 2012- 2013- 2014- 2015- 2016-
12 13 14 15 16 17
Employment | 1011.69 | 1061.40 | 1114.29 | 1171.32 | 1209.89 | 1209.89
Generated

(in lakh)

Total 447.64 | 467.54 | 488.46 | 510.57 | 633.88 | 633.88
working

enterprises

Growth % 4.82 4.91 4.96 5.12 5.63 5.63

Source: Annual report, Government of India, Micro, Small and Medium
Enterprises (2018-19)



2. Mobilisation of entrepreneurial skills:

Small scale industries can assemble an adequate amount of savings and
entrepreneurial skills from semi-urban and rural areas. SSIs helps to improve
the social welfare in the country by identifying hidden talents from the weaker
section of the society and investing the intellectual skill for producing or
manufacturing commodities. The investment by small scale industries has
increased over the last decade, as shown in Table IV.

Table 4. Investment by small scale industries

Year 2011-12 2012-13 2013-14 2014-15 2015-16 2016-17

Investment
[in crore) 11B2757.64 1268763.67 1363700.54 14715592.94 15B4365.66 1648557.81

Source: Annual report, Government of India, Micro, Small and Medium
Enterprises (2018-19)

3. Regional dispersal of industries:

People in search of employment migrate from semi-urban and rural to these
developed metropolitan cities to earn a better standard of living which ultimately
leads to over-populated, pollution, creation of slums, etc. Small scale industries
can overcome this problem of the Indian economy by utilising local recourses in
terms of raw material, investment, skill, etc., thus bringing about the dispersion
of industries in various parts of the country and promoting balanced regional
development.

Table 5. Top 10 states in terms of number of MSME establishment

Estimated Number of
MSMESs

Sl. Number (in Share (in

No. | State/UT lakh) %)

1 Uttar Pradesh 89.99 14

2 West Bengal 88.67 14

3 Tamil Nadu 49.48 8

4 Maharashtra 47.78 8

5 Karnataka 38.34 6

6 Bihar 34.46 5

7 Andhra Pradesh 33.87 )

8 Gujarat 33.16 S

9 Rajasthan 26.87 4

10 Madhya Pradesh 26.74 4
Total of above ten States 469.36 74
UTC 164.52 26
All 633.88 100

Source: Annual report, Government of India, Micro, Small and Medium
Enterprises (2018-19)



4. Contribution to Export :

India’s export industry majority lies in these small industries’ growth and
development. Nearly half of the goods (45%-55%) of the goods exported from
India are produced and manufactured by these small scale industries. About
35% of direct export and 15% of indirect exports are from small scale industries.

Table 6. Total Exports of the country and share of SSI Sector
(Rs. In USD million)

Year Total Export Export by | Share of
of the SSIs SSI in %
country

2011-12 300112 131483 44

2012-13 300400 127992 43

2013-14 314415 133313 42

2014-15 310352 138896 45

2015-16 262291 130768 50

2016-17 275852 137068 50

2017-18 303376 147390 49

Source: RBI annual report and directorate general of commercial
intelligence and statistics

5. Supports the growth of large industries:

The small scale industries play a pivotal role in serving big industries by
providing accessories, components, small parts and semi-finished goods required
by big industries.

6. Better relation between employer and employees:

In small scale industries, the better industrial link between employer and
employees helps in increasing employees’ efficiency and minimises the chance of
industrial dispute, leading to comparatively less loss of production and person-
days.

7. Total production.

The SSIs account for almost 40% of the total goods and services produced in the
Indian economy. They are one of the main reasons for the growth and
strengthening of the economy.

8. Make in India.

SSIs are the best example of the “Make in India” initiative. They focus on
manufacturing in India and selling products worldwide. This also helps create
more demand from all over the world.

9. Welfare of the public.

Besides economic reasons, these industries are also crucial for our country's
social growth and development. The lower or middle-class public usually starts
these industries. They have an opportunity to earn wealth and employ other
people. It helps with income distribution and contributes to social progress.
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VI. Results

Descriptive Statistics

Mean Std. Deviation |N
Employment 1.12973 81.75794 6
industry 5.30332 82.90836 6
Correlations
Employment industry
Employment Pearson Correlation 1 .899"
Sig. (2-tailed) .015
g‘;;‘sls‘ii?;fsf: and 33421.802 3.0484
Covariance 6684.360 6.0953
N 6 6
industry Pearson Correlation .899" 1
Sig. (2-tailed) .015
g‘;;‘sls‘ii?;fsf: and 30476.959 3.4374
Covariance 6095.392 6.8743
N 6 6

*. Correlation is significant at the 0.05 level (2-tailed).

The above analysis shows a significant relationship between the total number of
industries and their employment generation.

VI. Challenges faced by SSIs in the present scenario.

SSIs in India could not progress satisfactorily because they faced so many
problems. They do not get the proper support from the concerned authority-
banks, financial institutions, government departments, etc. The major issues

faced by SSIs are discussed below:

Poor capacity utilisation
Incompetent management
Inadequate finance

Raw material shortages

Lack of marketing support

The problem working capital
Problems in export

Lack of technology up-gradation
The diversity of labour laws

Delayed payments

Poor industrial relations.
Inadequate dispersal
Widespread sickness
Lack of awareness
Government interference.

11
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Besides the problems mentioned above of SSI units also suffer several other
issues. Some environmental issues such as floods, epidemics like covid-19 etc.,
adversely affect the smooth functioning of these units.

Conclusion

The sector contributes to increasing total productivity, investment, employment
opportunities and national exports.

This also plays a significant role in the increase of GDP. Given this, the
government has adequately considered SSIs the engine of countries growth.

If the government gives more priority to financial support to SSIs will help to
maintain sustainable growth of the SSI sector. The government can also facilitate
SSI growth by creating a favourable environment for the production and
marketing of its products.
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Abstract

Rapid growth of information and communication technology during 2000,
banking sectors moving with online banking which facilitate all kinds of services
at affordable and easy manner. During 2010, digitalisation transformed entire
banking services into digitalized models with the help of internet and smart
phone penetration in the country. Banking sector become digitalized
transformation with the help of business innovation practices which is widely
available due to information and communication technology. This research will
bring valuable suggestions and recommendations towards new pathways for the
commercial banks in the competitive environment. In this view, this paper made
an attempt to discuss customer satisfaction towards business innovation
practices of banking sector.

Keywords: Banking Services, Business Innovation, Customer Satisfaction,
Banking Sector, Information Technology

Introduction

Banking services are playing a major role in establishment of banking
sector among the stakeholders. As per the Indian context, banks are providing
traditional and modern function without compromising quality of services. When
the banks provide quality service to the customer, they will satisfy and retain as
a customer for a long period in the particular bank. Customers are satisfied not
only with the varieties of services offered by concerned banks but also how these
services are available and offered is the major part. Therefore every banking
sector is indebted to improve their services to attract the customer with
satisfaction. But certain banks failed to attract more customers due to poor
human relation behaviour of banking employees. This is the major reason for
success of private bankers in our country. Even though public sector banks have
very good network and infrastructure facilities, they were lacking in handling of
customers. Therefore, customers are dissatisfied with overall brand of the banks,
whereas in private sector banks, these kinds of practices will be very limited and
restricted. Customers should be treated in a proper manner and there is a need
for special skill to handle the customers in crisis period. This chapter covers the
customer satisfaction through business innovation practices of banking sector in
Tiruchirappalli District.
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Statement of Problem

Study and research in banking sector become a continuous process
which consists of latest updates and techniques that play a major role in
performance of banking industry with this view innovation is one of the major
parts of banking sector with multidimensional approaches. The term “Innovation”
means to make something new.

While innovation has become a primary emphasis of many financial
institutions, a select few continue to shine at creating market-leading
innovations that can disrupt an entire industry. Banks now are no longer limited
to traditional banking activities but explore newer avenues to increase business
and capture new markets. Customers and public are highly influenced by these
latest innovations in banking for their speedy and accurate services. The
importance of innovation and developing innovative solutions that take
advantage of data, advanced analytics, digital technologies and new delivery
platforms has never been more important. Organizations innovate in targeting,
expanding services, re-configuring delivery channels, delivering proactive advice,
integrating payments and applying block chain technology. Many studies have
been undertaken related to banking innovation whereas this study will be unique
in nature with respect to customer perception and satisfaction towards
innovative banking practices of commercial banks in the study area.

Innovative business practices in banking are one of the booming aspects
due to the growth of information and communication technology. This study will
help to understand the impact of innovative business practices such as digital
banking, Al, cloud computing among the customers and general public. Bankers
and other officials may update the latest banking technology based on this study.
This study will be very useful to the policy makers for their effective
implementation of innovative business practices in banking.

Objective of the Study

To analyse the customer satisfaction towards business innovation
practices of banking sector in the study area.

Research Methodology

The present research study is descriptive in nature by using both primary
and secondary data. Primary data were collected with the help of questionnaire
which were distributed to the sample respondents. Secondary data were collected
from various sources such as published and unpublished reports, records,
documents and periodicals. Stratified random sampling methods will be adopted
to identify the sample respondents.

Sampling Design

Sampling is one of the major parts of the research study which help to
justify its scientific implications and scholarliness.

Disproportionate Stratified Random Sampling Method was adopted in this
research study.

Convenient sampling Techniques were used to select the sample
respondents from the study area.
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Data Collection

The present study required both primary and secondary data. Primary
data were used for the purpose of understanding the perception, satisfaction of
customers with respect to business innovation in banking sector in
Tiruchirappalli District. Secondary data were used to understand the
performance and progress of banking sectors in India, Tamil Nadu and
Tiruchirappalli District. Some of the secondary data were used to find the
conceptual background of banking innovation practices in the country also.

Tools and Techniques Used

Primary data was collected with the help of a structured interview
schedule and secondary data was collected from various sources such as reports,
records, documents and other published and unpublished sources.

Data Analysis

Collected data were analyzed with the help of adequate statistical tools
such as T-Test, One way ANOVA, Chi Square Test.

Reliability

The reliability test was performed to measure the reliability of the
questionnaire and it was found that Cronbach’s Alpha value for all the 50 items
is 0.954, and independent variables Acceptability is 0.721 Safety is 0.870,
Availability is 0.699, Friendliness is 0.754, Accessibility is 0.882, Usage Aspects
0.698 and the dependent variables Quality Aspects is 0.844, Performance
Aspects is 0.761 and Satisfaction is 0.661.

Review of Literature

Rimsha Kanwal., & Salman Yousaf. (2016). In this study, we used two
influential theories, signaling theory and expectation confirmation theory, to
examine the relationship between innovation and customer satisfaction. It
focuses on how service innovations related to NSC, NTS and NSP can improve
customer satisfaction in commercial banks in Pakistan.

Vivie N.P. Rantyanti., & Halim. R.E. (2020). Achieving customer
satisfaction and loyalty is even more difficult in today's increasingly competitive
marketplace. The banking sector, which offered relatively similar products, is no
exception. Research to date has proven that service innovation is vital to
business survival and critical to impacting customer satisfaction and loyalty in
the banking industry.

Deboshree Chatterjee., & et al. (2021). The Indian banking sector is one
of the cornerstones of the Indian economy. The sector is in transition from the
post-liberalization era. The banking sector experienced intense competition,
changing demand patterns and modernization during this period.

Riya Sharma. (2020). Technology has greatly changed the lifestyles of
people around the world. The banking industry is also undergoing rapid change
in all aspects. Change is the order of the day. The introduction of new technology
contributed to the growth of the banking sector, which in turn contributed to the
country's economic development by leading to a high level of -capital
accumulation in the country.
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Riya Sharma. (2021). Innovation through information technology (IT) has
made inroads everywhere and banking is no exception to it. Whether it is private
or public sector bank, everywhere innovation is the buzzword and technological
breakthrough is witnessing new avenues of success. Competition is compelling
everyone to move ahead and faster.

Aayasha Nawaz., & Deepak Mishra. (2018). Customer satisfaction
parameters and their measurements. In the organized segment, the banking
system occupies an important place in the country's economy. It plays a central
role in the country's economic development and forms the core of the developed
world's financial markets. Banks have to deal with many customers every day
and offer them different types of services.

Mubbsher Munawar Khan., & Mariam Fasih. (2014). The banking
sector is a key sector of Pakistan's economy and has experienced unprecedented
growth and intense competition over the past decade. This study was therefore
specifically conducted to explore this phenomenon and to seek empirical
justification in this regard, considering service quality as a major factor in
customer satisfaction and customer loyalty.

Mobarak Karima., &, Abdul Latif Mahmud. (2018). Globalization makes
the world smaller and the business bigger. Due to technological advancements,
demand from customers in the banking sector is increasing day by day. At the
same time, customer satisfaction has become an important aspect of banking.
Banking is a customer-centric service industry.

Abhijith.M., & RemyaVivek Menon. (2018). The Indian banking sector
is one of the most impressive and pervasive industries in the Indian economy.
Over the years, the Indian banking system has maintained high levels of
customer satisfaction and trust due to its stable and improved performance.
Customer satisfaction in the banking sector has many dimensions and varies
from person to person.

Ramnaresh Molguri., & Aravind Sarawat. (2018). Private bank
customers feel that the bank cares about their comfort and is happy to
accommodate working hours. While this study attempted to cover all areas of
managerial qualifications, there may be certain perspectives that may have been
overlooked or that could be applied in developing new banking patterns.
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Customer satisfaction in business innovation practices of banking sector

[ Customer Satisfaction ]

¢

v

[ Service Satisfaction ]

v

[ Technology Satisfaction ]

[ Hypothesis ]

'

v

[ Accepted

)

Table No-1

v

[ Rejected ]

S1.No | Profile Variables Frequency | Percentage
Highly not 84 12.4
satisfied
Not satisfied 101 14.9

. ) Neutral 143 21.0

1 Service Quality -

Satisfied 169 24.9

Highly 183 26.9

satisfied

Total 680 100.0

Highly not 72 10.6

satisfied

Not satisfied 57 8.4
Consumers Neutral 113 16.6

2 assessment of -

. . Satisfied 240 35.3
service quality
Highly 198 29.1
satisfied
Total 680 100.0
Highly not 71 10.4
3 Financial Innovation | satisfied
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Not satisfied 100 14.7
Neutral 155 22.8
Satisfied 156 22.9
Highly 198 29.1
satisfied
Total 680 100.0
Highly not 98 14.4
satisfied
Not satisfied 115 16.9
CRM as an Neutral 141 20.7
Innovation Satisfied 158 23.2
Highly 168 24.7
satisfied
Total 680 100.0
Highly not 87 12.8
satisfied
Not satisfied 98 14.4
Online banking Neutral 170 25.0
Innovation Satisfied 156 22.9
Highly 169 24.9
satisfied
Total 680 100.0
Highly not 71 10.4
satisfied
Not satisfied 99 14.6
Mobile banking and Neutral 99 14.6
Mobile payment Satisfied 184 27.1
Highly 227 33.4
satisfied
Total 680 100.0
Highly not 113 16.6
satisfied
Not satisfied 86 12.6
Neutral 99 14.6
SMS Technology in -
banking Satisfied 169 24.9
Highly 213 31.3
satisfied
Total 680 100.0
Highly not 99 14.6
Consumer trust and .
production SatlSﬁefi
Not satisfied 113 16.6
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Neutral 141 20.7
Satisfied 156 22.9
Highly 171 25.1
satisfied
Total 680 100.0
Highly not 98 14.4
satisfied
Not satisfied 127 18.7
9 Grievance Redressal Neutral 99 14.6
Policy Satisfied 171 25.1
Highly 185 27.2
satisfied
Total 680 100.0
Highly not 113 16.6
satisfied
Not satisfied 114 16.8
10 Banking ombudsman | Neutral 142 20.9
service Satisfied 127 18.7
Highly 184 27.1
satisfied
Total 680 100.0

Source: Primary Data

The table shows it reveals the Customer satisfaction business innovation
practices Service Quality of the respondents in the study area. Out of 680
respondents, 12.4 per cent are belong to the Highly Not Satisfied, 26.9 per cent
are belong to the Highly Satisfied.

As regards the Consumers assessment of service quality of the
respondents, 10.6 per cent of the respondents belong to the of Highly Not
Satisfied, 29.1 per cent of the respondents belong to the of Highly Satisfied.

The table shows the Financial Innovation of the respondents, 10.4 per
cent of the respondents belong to the of Highly Not Satisfied, 22.1 per cent of the
respondents belong to the of Highly Satisfied.

The table shows the CRM as an Innovation of the respondents, 14.4 per
cent of the respondents belong to the of Highly Not Satisfied, 24.7 per cent of the
respondents belong to the of Highly Satisfied.

The table shows the Online banking Innovation of the respondents, 12.8
per cent of the respondents belong to the of Highly Not Satisfied, 24.9 per cent of
the respondents belong to the of Highly Satisfied.

The table shows the Mobile banking and Mobile payment of the
respondents, 10.4 per cent of the respondents belong to the of Highly Not
Satisfied, 33.4 per cent of the respondents belong to the of Highly Satisfied.
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The table shows the SMS Technology in banking of the respondents, 16.6
per cent of the respondents belong to the of Highly Not Satisfied, 31.3 per cent of
the respondents belong to the of Highly Satisfied.

The table shows the Consumer trust and production of the respondents,
14.6 per cent of the respondents belong to the of Highly Not Satisfied, 25.1 per
cent of the respondents belong to the of Highly Satisfied.

The table shows the Grievance Redressal Policy of the respondents, 14.4
per cent of the respondents belong to the of Highly Not Satisfied, 27.2 per cent of
the respondents belong to the of Highly Satisfied.

The table shows the Banking ombudsman service of the respondents,
16.6 per cent of the respondents belong to the of Highly Not Satisfied, 27.1 per
cent of the respondents belong to the of Highly Satisfied.

T - Test
Table No - 2
Group Statistics — Gender Vs Customer Satisfaction

Std.

Gender | N Mean Std'. . Error
Deviation

Mean

Service Satisfaction Male 495 16.56 3.300 .148

Female | 185 17.65 2.654 .195

. . Male 495 17.30 2.816 127

Technology Satisfaction o 755 1638 | 2.436 179

* Significance at 5% level

The table indicates that the group statistics for analyzing the gender of
male and female with respect to Service Satisfaction of the business innovation
practices of select public sector banks. The mean values of the variables range
from 16.56 to 17.65 with consistent standard deviation. The standard error
means are also found to be consistent for the variables. Hence, it is clear that
there is association between the two.

The table also shows that the group statistics for analyzing the gender of
male and female with respect to Technology Satisfaction of the business
innovation practices of select public sector banks. The mean values of the
variables range from 17.30 to 16.38 with consistent standard deviation. The
standard error means are also found to be consistent for the variables. Hence, it
is clear that there is association between the two.
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Table No - 3
Independent Samples Test

Hypothesis: There is no significant difference between Gender with respect to
factors of satisfaction of business innovation practices of select public sector
banks

Levene’s Test
for Equality of | t- test for Equality of Means
Variance
. Sig. Mean
F Sig t df (2-gtailed) Difference
Equal
g variances 8.609 .003 -4.063 678 .000 -1.098
‘o | assumed
.g § qual
B g | Variances -4.482 | 407.380 | .000 -1.098
0 & | not
B A | gssumed
Equal
h g variances 22.165 | .000 3.916 678 .000 917
) {'_; assumed
£4 | Variances
0D 4.182 378.580 | .000 917
0 ® | not
B @ | ssumed

* Significance at 5% level

Levence’s test on Service Satisfaction of business innovation practices of
select public sector banks (F=8.609, p>0.05), has a probability greater than 0.05,
it can be assumed that variances are relatively equal. Therefore, we can use the
t-test and two-tail significance for the equal variance estimates to determine
Service Satisfaction of business innovation practices of select public sector banks
of two group of gender viz, male and female. It indicates p<0.05 significant (t=-
1.098, p<0.035). It shows that there exists a significant difference among Service
Satisfaction of business innovation practices of select public sector banks.

The above table shows that Technology Satisfaction of business
innovation practices of select public sector banks (F=22.165, p>0.05), has a
probability greater than 0.05, it can be assumed that variances are relatively
equal. Therefore, we can use the t-test and two-tail significance for the equal
variance estimates to determine Technology Satisfaction of business innovation
practices of select public sector banks of two group of gender viz, male and
female. It indicates p<0.05 significant (t=.917, p<0.05). It shows that there exists
a significant difference among Technology Satisfaction of business innovation
practices of select public sector banks.
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T - Test

Table No - 4 Group Statistics — Marital Status Vs Customer Satisfaction

Marital Std. Std.
N Mean [ Error
Status Deviation

Mean

Service Satisfaction Married 525 16.94 3.236 .141
ervice Satistactio Unmarried | 155 | 16.56 | 2.941 236
. . Married 525 17.09 2.835 .124

Technology Satisfaction Unmarried | 155 | 16.91 | 2.429 195

*.Significance at 5% level

The table indicates that the group statistics for analyzing the marital
status of married and unmarried with respect to Service Satisfaction of the
business innovation practices of select public sector banks. The mean values of
the variables range from 16.94 to 16.56 with consistent standard deviation. The
standard error means are also found to be consistent for the variables. Hence, it
is clear that there is association between the two.

The table also shows that the group statistics for analyzing the marital
status of married and unmarried with respect to Technology Satisfaction of the
business innovation practices of select public sector banks. The mean values of
the variables range from 17.09 to 16.91 with consistent standard deviation. The
standard error means are also found to be consistent for the variables. Hence, it
is clear that there is association between the two.

Table No - 5
Independent Samples Test

Hypothesis: There is no significant difference between Marital Status with
respect to factors of satisfaction of business innovation practices of select public
sector banks

Levene’s Test
for Equality of | t- test for Equality of Means
Variance
Sig.
F Sig t df (2- I\D’[ff?;ence
tailed)
Equal
variances 2.896 .089 1.310 678 .191 .380
Service assumed
Satisfaction | Equal
Variances not 1.379 273.483 .169 .380
assumed
Equal
variances 7.258 .007 731 678 465 .184
Technology assumed
Satisfaction | Equal
Variances not .795 288.986 427 .184
assumed

*.Significance at 5% level
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Levence’s test on Service Satisfaction of business innovation practices of
select public sector banks (F=2.896, p>0.05), has a probability greater than 0.05,
it can be assumed that variances are relatively equal. Therefore, we can use the
t-test and two-tail significance for the equal variance estimates to determine
Service Satisfaction of business innovation practices of select public sector banks
of two group of marital status viz, married and unmarried. It indicates p<0.05
significant (t=.380, p<0.05). It shows that there exists a significant difference
among Service Satisfaction of business innovation practices of select public
sector banks.

The above table shows that Technology Satisfaction of business
innovation practices of select public sector banks (F=7.258, p>0.05), has a
probability greater than 0.05, it can be assumed that variances are relatively
equal. Therefore, we can use the t-test and two-tail significance for the equal
variance estimates to determine Technology Satisfaction of business innovation
practices of select public sector banks of two group of marital status viz, married
and unmarried. It indicates p<0.05 significant (t=.184, p<0.05).

It shows that there exists a significant difference among Technology Satisfaction
of business innovation practices of select public sector banks.

T - Test
Table No — 6

Group Statistics — Type of Account Vs Customer Satisfaction

Std.
Type of N Mean Std'. . Error
Account Deviation
Mean
} } } Savings | 496 | 17.18 | 2.691 121
Service Satisfaction Current | 184 | 15.99 | 4.090 302
. ) Savings | 496 | 17.10 | 2.626 118
Technology Satisfaction -~ 754 16,92 |3.053 225

*.Significance at 5% level

The table indicates that the group statistics for analyzing the type of
account of savings and current with respect to Service Satisfaction of the
business innovation practices of select public sector banks. The mean values of
the variables range from 17.18 to 15.99 with consistent standard deviation. The
standard error means are also found to be consistent for the variables. Hence, it
is clear that there is association between the two.

The table also shows that the group statistics for analyzing the type of
account of savings and current with respect to Technology Satisfaction of the
business innovation practices of select public sector banks. The mean values of
the variables range from 17.10 to 16.92 with consistent standard deviation. The
standard error means are also found to be consistent for the variables. Hence, it
is clear that there is association between the two.
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Table No - 7
Independent Samples Test

Hypothesis: There is no significant difference between Type of Account with
respect to factors of satisfaction of business innovation practices of select public
sector banks

Levene’s Test
for Equality | t- test for Equality of Means
of Variance
. Sig. Mean
F Sig t df (2-gtailed) Difference
Equal
g | variances 59.112 | .000 4.389 678 .000 1.186
-3 assumed
g g Eaual
B & | Variances 3.652 | 244.173 | .000 1.186
0 ® | not
@@ | assumed
Equal
Qg variances 22.332 | .000 .769 678 .442 .182
o o | assumed
=0
£ | Veriances
0D 718 289.162 | .474 .182
0 ® | not
B % jssumed

* Significance at 5% level

Levence’s test on Service Satisfaction of business innovation practices of
select public sector banks (F=59.112, p>0.05), has a probability greater than
0.05, it can be assumed that variances are relatively equal. Therefore, we can use
the t-test and two-tail significance for the equal variance estimates to determine
Service Satisfaction of business innovation practices of select public sector banks
of two group of type of account viz, savings and current. It indicates p<0.05
significant (t=1.186, p<0.05). It shows that there exists a significant difference
among Service Satisfaction of business innovation practices of select public
sector banks.

The above table shows that Technology Satisfaction of business
innovation practices of select public sector banks (F=22.332, p>0.05), has a
probability greater than 0.05, it can be assumed that variances are relatively
equal. Therefore, we can use the t-test and two-tail significance for the equal
variance estimates to determine Technology Satisfaction of business innovation
practices of select public sector banks of two group of type of account viz, savings
and current. It indicates p<0.05 significant (t=.182, p<0.05).

It shows that there exists a significant difference among Technology Satisfaction
of business innovation practices of select public sector banks.
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One way ANOVA
Table No - 8

Hypothesis: There is no significant difference between Occupation with respect
to customer satisfaction of business innovation practices of select public sector

banks

Sum of Mean .
Square df Square F Sig.
. Between 1013.280 | 4 253.320 | 29.363 | .000
Service Group
Satisfaction | Within Group | 5823.307 | 675 | 8.627
Total 6836.587 | 679
Between 225.977 |4 56.494 7.787 | .000
Technology | Group
Satisfaction | Within Group | 4897.221 | 675 | 7.255
Total 5123.199 | 679

* Significance at 5% level

One-way ANOVA was applied to find the significant mean difference
between the customer satisfactions and Service Satisfaction of business
innovation practices of select public sector banks and the result showed that
there is a no significant difference between (F-value = 29.363, p<0.05).

The above table shows that customer satisfaction and Technology
Satisfaction of business innovation practices of select public sector banks and
the result showed that there is a no significant difference between (F-value =
7.787, p<0.05).

One way ANOVA
Table No - 9

Hypothesis: There is no significant difference between Annual Income with
respect to customer satisfaction of business innovation practices of select public
sector banks

Sum of Mean .
Square df Square F Sig.
. Between 718.129 |3 239.376 | 26.448 | .000
Service Group
Satisfaction | Within Group | 6118.457 | 676 | 9.051
Total 6836.587 | 679
Between 121.090 |3 40.363 5.455 | .001
Technology | Group
Satisfaction | Within Group | 5002.109 | 676 | 7.400
Total 5123.199 | 679

*.Significance at 5% level

One-way ANOVA was applied to find the significant mean difference
between the customer satisfactions and Service Satisfaction of business
innovation practices of select public sector banks and the result showed that
there is a no significant difference between (F-value = 26.448, p<0.05).
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The above table shows that customer satisfactions and Technology
Satisfaction of business innovation practices of select public sector banks and
the result showed that there is a significant difference between (F-value = 5.455,
p<0.05).

One way ANOVA
Table No - 10

Hypothesis: There is no significant difference between Area of Residence with
respect to customer satisfaction of business innovation practices of select public
sector banks

Sum of Mean .
Square df Square F Sig.
. Between 371.608 |2 185.804 | 19.457 | .000
Service Group
Satisfaction Within Group | 6464.979 | 677 | 9.549
Total 6836.587 | 679
Between
Technology Group 143.881 2 71.941 9.781 .000
Satisfaction Within Group | 4979.317 | 677 | 7.355
Total 5123.199 | 679

*.Significance at 5% level

One-way ANOVA was applied to find the significant mean difference
between the customer satisfactions and Service Satisfaction of business
innovation practices of select public sector banks and the result showed that
there is a no significant difference between (F-value = 19.457, p<0.05).

The above table shows that customer satisfactions and Technology
Satisfaction of business innovation practices of select public sector banks and
the result showed that there is a significant difference between (F-value = 9.781,
p<0.05).

Chi - Square Tests
Table No - 11

Hypothesis: There is a significant association between age group and Technology
Satisfaction business innovation practices of select public sector banks

Asymptotic Significance
Value df (2-Ss'i dep d) g
Pearson Chi — Square 102.7302 | 6 .000
Likelihood Ratio 98.085 6 .000
Linear - by - Linear 24.207 .000
Association
N of Valid Cases 680

a. O cells (0.0%) have expected count less than 5. The minimum expected count
is 16.50.
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Chi-square test was applied to test the association between age group and
Technology Satisfaction business innovation practices of select public sector
banks in Tiruchirappalli District. The test indicates that the calculated chi-
square value is 102.7302.p- value is .000 at 5 per cent level of significance. Since
the p-value is less than 0.05 (x2102.7302, p< 0.05) the null hypothesis is rejected.
Hence, there is a significant association between age group and Technology
Satisfaction business innovation practices of select public sector banks. It is
clear that age group is one of the major parameters to measure the Technology
Satisfaction business innovation practices of select public sector banks.

Overall Hypothesis

S1.No Hypothesis Test Value Sig. Result
There is no significant difference
between Gender with respect to
1 factors of satisfaction of T - Test -1.098 0.05 | Rejected
business innovation practices of
select public sector banks

There is no significant difference
between Marital Status with

2 respect to factors of satisfaction | T - Test .380 0.05 | Rejected
of business innovation practices
of select public sector banks
There is no significant difference
between Type of Account with

3 respect to factors of satisfaction | T - Test 1.186 0.05 | Rejected
of business innovation practices
of select public sector banks
There is no significant difference
between Occupation with

4 respect to factors of satisfaction One way 29.363 0.05 | Rejected
. . . . Anova
of business innovation practices
of select public sector banks
There is no significant difference
between Annual Income with One wa
5 respect to factors of satisfaction y 26.448 0.05 | Rejected
. . . . Anova
of business innovation practices
of select public sector banks
There is no significant difference
between Area of Residence with One wa
6 respect to factors of satisfaction y 19.457 0.05 | Rejected
; . . . Anova
of business innovation practices
of select public sector banks
There is no significant difference
between Age Group with respect Chi

7 to factors of satisfaction of 102.730 | 0.05 | Rejected
. . . - Square
business innovation practices of
select public sector banks
As per the above table of hypothesis all null hypothesis was rejected.
Therefore, it is concluded that, there is a significant relationship between
demographic profile and factors of satisfaction of business innovation practices of
select public sector banks in Tiruchirappalli District.
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Findings

Levence’s t-test shows that there is a no significance related to the
variables in gender like male and female with Service Satisfaction and
Technology Satisfaction of business innovation practices of select public sector
banks. T-test shows that there is a no significance related to the variables in
marital status like married and unmarried with Service Satisfaction and
Technology Satisfaction of business innovation practices of select public sector
banks. T-test shows that there is a no significance related to the variables in type
of account like savings and current with Service Satisfaction and Technology
Satisfaction of business innovation practices of select public sector banks.

The ANOVA result shows that the demographic profile of occupation,
Annual Income, area of residence, significant difference as (p< 0.05) with
respect to the customer satisfaction of business innovation practices of select
public sector banks at 5 percent level of significance.

Chi-square test shows that there is a significant association between age
group and Service Satisfaction and Technology Satisfaction business innovation
practices of select public sector banks.

Suggestion

Customer satisfaction is one of the important instruments which decide
the quality of services provided by the banking sector. Measuring and
understanding customer satisfaction become more important in the customer
oriented marketing. When the customer is satisfied with the concerned services,
they become a loyal and sustainable customer satisfaction towards business
innovation practices of select public sector banks in Tiruchirappalli District, it
covers 10 major variables such as Service Quality, Consumers’ Assessment of
Service Quality, Financial Innovation, CRM as an innovation, Online Banking
Innovation, Mobile Banking and Mobile Payment, SMS technology in Banking,
Consumer trust and protection, Grievance Redressal Policy and Banking
Ombudsman Service among the variables, quality services leads to dominant role
in deciding customer satisfaction followed by online banking innovation and
grievance Redressal policy. Therefore, banking sector should think about the
quality of services through innovative technology which is affordable and
convinent to customers.

Conclusion

Innovation is the term which is used in all aspects of human walk. Every
change and development depends on innovative practices that lead to
sustainable livelihood of human beings. When innovation is applied in business,
it becomes more powerful and considerable factors which increase the quality,
productivity, efficiency and cost reduction. With this view, business innovation
practices in banking sector become inevitable in operational and performance
aspects. Banking technology transforms the conventional banking services into
convinent and user friendly banking services to customers and public. Today is
the technology oriented banking in the country with innovative and
multidimensional services which are speedy and simple manner.
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When computerization process was initiated in our country, it involve lot
of criticism and negative propaganda against computerization whereas now,
became mandatory not only in banking but also in personnel life. During 2000,
emerge of internet, revolution, banking sector were fully updated with
information and communication technology for their business and services.
During 2010, online banking becomes dominant part of banking sector that play
a key role in financial inclusion strategy in India. Now banking sector is under
fintech revolution stage with innovative technologies such as artificial
intelligence, block chain technology, cloud based operation and virtual
technology. Customer perception and satisfaction depends on how the banking
sector provides quality service in a convinent manner. In this way, customer
perception towards business innovation in banking practices are rapidly changed
due to technological development related mindset of the customer. When the
banks try to fulfill the expectation of customer, it will turn into customer
satisfaction. Technology based services provided by public sector banks in the
study area is consistently motivating customer to update digital banking
practices. Now, it is also possible with the help of available infrastructure and
internet penetration. India is one of the fast growing technologies driven
innovation in banking sector with global competition. This is the need of the hour
which facilitates the emerging of business innovation in banking practices in
public sector banks in the study area.
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ABSTRACT

The effect of globalization on culture and instructive framework is a
significant concern. A few people considered it to be a treat for customary
establishments, for example, the family and the school, another contention saw
benefits in upsetting conventional and creating present day frames of mind. This
paper will examine the positive and negative effects of globalization on training for
creating nations. Compelling training frameworks are the establishment of chances
to have a conventional existence. Guaranteeing that all youngsters have
satisfactory access to training is fundamental open part work for nations at all pay
level. The paper contends that instruction is a center component of society, and the
establishment of law based decision. The huge contrast in circumstances in
instruction between nations is one of the fundamental reasons for worldwide
disparity. Individuals can possibly contribute and profit by globalization on the off
chance that they are supplied with information, abilities, and values and with the
capacities and rights expected to seek after their essential probabilities.

Keywords: Education, Globalization, Impact
INTRODUCTION

Globalization is a significant improvement that changed profoundly the
world in present day history. It is seen that another period starts and countries
face immense changes in their social, monetary and social ways, and clearly it
comes into our general public new ideas and qualities and they convey new
issues and points of view for the countries during the time spent globalization. In
worldwide world, data society is another significant idea, it needs innovative
people, and governments should just prepare in school the people to embrace the
new qualities and creating student“s capacity to procure, and use learning picks
up significance during the time spent globalization. Notwithstanding, Learners
can build up their basic reasoning aptitudes, acquire fair qualities and morals
and apply their insight autonomously in an adequately planned educating
learning condition.

GLOBALIZATION AND EDUCATION

Globalization has a nearby connection with instruction. As training has a
significant spot in forming a general public, globalization must be associated with
instruction and the worldwide exercises deeply affect it. Globalization of the
world economies is prompting increment accentuation on internationalization of
the subjects incorporated into a course of concentrate in school. It likewise
makes the open doors for new organizations in research and instructing with
offices and foundations over the world.

Globalization is one of most dominant overall powers that are changing
the premise of business rivalry, incomprehensibly harkening a period where
little, nearby networks of training may prompt an unmistakable basic structure.
Networks of training indict associations to fabricate, share and apply profoundly
of capability required to contend in a learning based worldwide economy.
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In each zone, mankind experience an expansion and quick change. New
difficulties power social, financial and social qualities.

In the field of training a great deal of changes are normal obligations of
schools is to improve the individual“s suitability with the idea of globalization
that changes customary structure of instruction, which is one of the principle
quick changes today in colleges and different organizations that are trying harder
to react to social change

Globalization has turned into a wide spread thought in national and
universal discourse as of late. Worldwide Education has turned into an across
the board thought at Fairleigh Dickson University. However, I don't get our
meaning when we conjure every one of these terms, and is there to be sure any
important contrast between the two? Globalization’s moving and dubious
parameters make it hard to characterize. It is clearly a prevailing power, both
decidedly and contrarily, molding the different situations in which we live.
Monetary powers persuade globalization and computerized innovations and
correspondences drive it, people and organizations are connected by globalization
over the world with extraordinary interconnection and promptness. In addition,
in doing as such, here and there it democratizes and strengthens relationship,
and in different ways makes new types of nearby response and self definition.
While it might spread certain opportunities, higher expectations for everyday
comforts, and a feeling of worldwide relatedness, it additionally undermines the
globe with a traditionalist "all inclusive" economy and culture established in
North American and Western thoughts and interests. In spite of the ambiguities
in definition and meaning, and the nerves and backfires it creates, globalization
will stay an overwhelming worldview for a long time to come. We have seen this
reality reified in our national difficulties in the course of recent years. Particularly
in America, which is so intently connected with financial and social globalization,
the assignment of advanced education must incorporate the assessment of and
reflection on globalization as a power molding the world in which we live.
Worldwide instruction, as an unmistakable develop from globalization, does what
advanced education has customarily planned to do: expand students®
consciousness of the world in which they live by opening them to the differing
legacy of human idea, activity, and inventiveness.

Worldwide training places specific accentuation on the adjustments in
correspondence and connections among individuals all through the world,
featuring such issues as human clash, monetary frameworks, human rights and
social equity, human shared characteristic and assorted variety, written works
and societies, and the effect of the innovative unrest. While it keeps on relying
upon the customary parts of pro information, worldwide instruction looks to
debilitate the limits among controls and energizes accentuation on what
interdisciplinary and multidisciplinary studies can bring to the comprehension
and arrangement of human issues. Henceforth, worldwide instruction
additionally infers, and our understudies ought to be instructed, that not every
person around the globe in certainty sees worldwide training with aloofness — a
few people may consider it to be a vehicle for improvement of globalization, which
may itself be viewed as the western exertion to destabilize delicate adjusts in
world financial and political frameworks. At once, for example, this, when we feel
progressively and regularly unpredictably flooded with data, and when we sense
a decentralization of the conventional types of political and scholarly position,
worldwide training places on the capacity to think basically and morally.
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Next, the capacity to adequately get to, decipher, assess and apply data is
significant for confronting a continually changing workplace, for proceeding with
self instruction, and for investment as a moral and dependable individual from a
worldwide society.

Worldwide instruction can likewise be a remedy to the tragically general
human inclination to forget about the encounters of others as observed through
their eyes. In endeavoring to explain the ideas of globalization and worldwide
instruction, what should be perceived is that to demonstrate the difference
between them, to somebody, it is comprehended in incorrect way. Globalization is
a between national and intra-national power, while worldwide training is an
educating/learning worldview. Subsequently, their regions of accentuation are in
various fields. However worldwide instruction to numerous around the globe only
summons the possibility of globalization with all its conceivably American-driven
and negative attributions. Consequently, probably the greatest test in
understanding the thing that matters is that, not at all like with worldwide
instruction, globalization is a naturally tension inciting term. While it outlines
the world in mutual terms, it additionally, and all the more dangerously,
undermines numerous with lost distinction.

POSITIVE AND NEGATIVE IMPACTS GLOBALIZATION IN EDUCATION

1. Globalization has profoundly changed the world in each angle. In any case, it
has particularly changed the world economy which has progressed toward
becoming progressively between associated and between ward. In any case, it
additionally made the world economy progressively focused and more information
based, particularly in the created western nations

2. Global instruction interconnects strategies for educating from overall
frameworks to energize the universal improvement of ecological maintainability,
just as commitment toward strengthening worldwide ventures. These instructive
activities organize worldwide access to class from the essential to the college
levels, prompting learning encounters that plan understudies for global positions
of authority.

3. As training fills in as fundamental to worldwide strength, the improvement of
multicultural mindfulness since the beginning may coordinate philosophies
sourced from different social orders so as to land at well-adjusted ends in regards
to issues that encompass the world in general. Globalization and training at that
point come to influence each other through common objectives of getting ready
youngsters for effective fates during which their countries will become
progressively associated.

4. With globalization a portion of the difficulties for information, training and
learning will give the present students the capacity to be progressively
comfortable and OK with conceptual ideas and questionable circumstances.

S. Information society and worldwide economy requires an all encompassing
comprehension of frameworks thinking, including the world framework and
business eco-framework. Globalization utilizes a comprehensive way to deal with
the issues. The interdisciplinary research methodologies are viewed as basic to
accomplishing a progressively far reaching understanding the mind boggling
reality at present confronting the world framework.

6. It improves the understudy's capacity to control images. Exceptionally gainful
work in the present economy will require the student to continually control
images, for example, political, lawful and business terms, and advanced cash.
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7. Globalization improves the understudy's capacity to procure and use learning.
Globalization improves the capacity of students to get to, survey, embrace, and
apply information, to think autonomously to exercise fitting judgment and to
work together with others to understand new circumstances.

8. Globalization delivers an expanded amount of logically and in fact prepared
people. The developing economy depends on information as a key factor of
generation and the ventures request the workers remain profoundly prepared in
science and innovation.

9. It urges understudies to work in groups. To have the option to work intently in
groups is the requirement for representatives. Working in groups expects
understudies to create abilities in-bunch elements, bargain, banter, influence,
association, and administration and the board aptitudes.

10. Globalization breaks the limits of existence. Utilizing propelled data and
interchanges advancements, another arrangement of information, training and
learning ought to apply a wide scope of synchronous and non concurrent
exercises that guide educator and understudy in breaking limits of reality.

11. Globalization meets the learning, instruction and learning difficulties and
chances of the Information Age. Information based organizations frequently gripe
that graduates come up short on the ability to adapt new aptitudes and absorb
new learning. Globalization makes it simpler for organizations.

12. Globalization makes and supports data technologists, strategy producers,
and experts to reexamine instruction and supports components for the trading of
thoughts and encounters in the utilization of instructive innovations.

13. Globalization empowers investigations, experimentation to push the
boondocks of the capability of data innovations and interchanges for
progressively successful learning.

14. Global sharing of learning, abilities, and scholarly resources that are
important to various improvements at various levels.

15. Mutual help, supplement and advantage to create collaboration for different
improvements of nations, networks and people.

16. Creating values and improving proficiency through the above worldwide
sharing and common help to serving neighborhood needs and development.

17. Promoting global getting, cooperation, amicability, and acknowledgment to
social decent variety crosswise over nations and areas.

18. Facilitating interchanges, connections, and empowering multi-social
commitments at various levels among nations.

19. The potential fallback of globalization in instruction can be the expanded
mechanical holes and computerized partitions between cutting edge nations and
less created nations.

20. Globalization in training may wind up making progressively genuine open
doors for a couple of cutting edge nations for another type of colonization of
creating nations.

CONCLUSION

Globalization has had numerous conspicuous impacts on instructive and
correspondence frameworks change the manner in which training is conveyed
just as jobs played by the two educators and understudies. The improvement of
this innovation is encouraging the progress from a mechanical based society to a
data based one. Simultaneously, there is a clouded side to globalization and to
the very transparency of the new data frameworks; while the most extravagant
nations become more extravagant, the poor are getting to be less fortunate.
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Consequently, data and instruction holes between the rich and the poor
are enlarging not narrowing; monetary emergencies, exchange awkward nature
and basic changes have caused an ethical emergency in numerous nations,
harming and cutting the fundamental social and social texture of numerous
families and networks separated, bringing about expanding youth joblessness,
suicide, viciousness, prejudice and medication misuse and reserved conduct
structure schools.

In the 21st century, instruction frameworks face the double challenge of
outfitting understudies with the new learning, abilities and qualities should have
been aggressive in a worldwide market while simultaneously creating alumni who
are mindful grown-ups, productive members of society both of their nation and of
the world. In this way, globalization provokes us to reconsider how a lot of
training is required as well as its last objective.
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ABSTRACT

The reason for this study is to know the consumer buying behavior towards
organic food products in Chennai city. Populace of this exploration is each
person who purchase and utilize the organic food in their consumption. This
study depends on Chennai north zone only. The researcher administered a
structured questionnaire and circulated among the consumers of organic food
products. This exploration depends on 150 totally filled surveys reactions. This
research affirms that enormous number of individual buy the new foods grown
from the ground. This examination infers that consumer navigation depends on
his/her own insight and exploration organic food products independent
direction. Most of respondents have opinioned that organic food products are
prime estimated.

Key words: Organic Food Products, Consumer, Insights, Buying Behaviours.
I. INTRODUCTION

India is the second biggest country on the planet based on populace and a
significant piece of the populace are relies upon rural exercises. Presently a day
there is a rising pattern is seen towards natural farming. Organic foods are
developed under an arrangement of horticulture without the utilization of
substance manures and pesticides with an ecologically and socially dependable
methodology. Organic farming is certainly not another idea in India. Toward the
start of the nineteenth 100 years, Sir Albert Howard, one of the main trailblazer
of natural cultivating worked in India for a long time concentrating on soil-plant
communications and creating fertilizing the soil strategy. In doing as such, he
promoted considerably on India's profoundly modern customary horticulture
frameworks, which had long applied a large number of the head of natural
cultivating. This is a technique for cultivating that works at grass root level
safeguarding the conceptive and regenerative limit of the dirt, great plant
sustenance, and sound soil the executives, produces nutritious food wealthy in
imperativeness which has protection from illnesses. Natural farming is a complex
peculiarity in the field of horticulture and food creation. From one viewpoint, it is
low outside input creation procedure began from both customary and elective
cultivating rehearses created in the nineteenth and twentieth hundred years. The
market for natural food items in India has been developing at a fast speed
throughout recent years. Rising wellbeing cognizance among working class
shoppers in significant urban communities across India has been the key
variable adding to development on the lookout.
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Not at all like customary food, which includes utilization of synthetic manures
and pesticides, are organic food products made utilizing regular items.

Thus, organic food items are liberated from substance deposits and are better
contrasted with regular food items. Organic food items incorporate different food
classifications going from organic products and vegetables, dairy items, handled
food sources, beats and food grains to different items like refreshments,
confectionaries, and so forth. Execution of different principles to work on the
nature of natural food created in the nation is supposed to push development in
India's natural food market throughout the following five years. As per "India
Organic Food Market Forecast and opportunities’ open doors, 2020", the market
for organic food in India is expected to develop at a CAGR of more than 25%
during 2015-20. An important pattern that is being noticed is slow rise of organic
food as a fundamental piece of the everyday eating routine among the high
society populace in India. In addition, considering the medical advantages related
with utilization of natural food and ascend in the quantity of sicknesses by virtue
of unnecessary compound pollution of traditional food, the inclination for organic
food is developing quickly. In consonance with the developing wellbeing
cognizance among customers, eateries and established pecking orders in
significant urban communities are additionally embracing organic food items. As
of now, India organic food market is overwhelmed by natural heartbeats and food
grains, trailed by natural handled food, natural products and vegetables, and
organic dairy items.

II. REVIEW OF LITEATURE

M.Gomati & Dr. S.Kalyani conducted a study on the topic of “A Study on
Awareness on Organic Food Products among General Public in Erode City,
Tamilnadu, India”. The ai m of this study is to to know the awareness level of
general public and to identify the Sources which help them to know the Organic
products. The study was conducted in the Erode city of Tamilnadu. The study is
based on descriptive research design. Stratified random sampling was used to
select the population and a sample of 100 respondents was drowned. Data was
collected only by use of Questionnaires. The information gathered will be
analyzed with the help of SPSS 16 software by using the Tabular Presentation &
Chi-Square Analysis to generate the statistical outputs. The result of the study
shows that the level of Awareness among the public about organic products are
less than 50%. Dr. Geetika Sharma & Dr. Rakhee Dewan conducted a study on
the topic of “Factors Influencing Consumer Buying Behavior & Awareness
towards Organic Food: A Study of Chandigarh & Panchkula Consumers”. The
study will focus and to determine the Awareness of Organic Food Products & the
purchase behavior, preference & factors affecting towards organic food of the
selected location. This study was based on primary survey of 100 respondents
living in the Chandigarh & Panchkula. The questionnaire was designed to record
the responses on food safety concerns, frequency of buying behavior, from where
they buy the products, awareness, attitude, factors effecting buying behavior,
price effect on purchasing, behaviors towards organic food and effectiveness of
sources for organic information. This study will help to create awareness
amongst consumers about organic food by the organic companies. S Priya, M
Parameswari Bali conducted a study on the topic of “Consumer attitude towards
organic food products”. The study was focused on consumer attitude towards
organic food products and carried out in Coimbatore City.
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A sample of 150 household respondents was taken, who are familiar with
Organic Food Products by adopting multistage sampling technique. The data
collected were analyzed using descriptive statistics. J.Padmathy &
R.Saraswathy conducted a study on the topic of “A Study on the Consumers'
Buying Behavior towards Organic Food Products in Thanjavur District”.

The study investigates the relationship between variables that affect
consumers,buying behaviour for organic products and identifies the price levels
consumers prefer to pay for organic products in the district. A sample of 200
respondents was taken using convenience sampling method. The primary data
was collected from the respondents with the help of pre-tested structured opened
and closed ended questionnaires. The data were analyzed by using regression
and chi-square. The findings of the study reveal that there is significant
relationship between the variables which affects consumers,buying behavior for
organic products. Uma.R & Dr.V.Selvam conducted a study on the topic of
“Analysis of Awareness among Consumers towards Organic Food Products: With
Reference to Vellore Organic Consumers Perspective”. The aim of this study is to
analyse consumer awareness on organic food products with reference to Vellore
City, TamilNadu. The study will be based on the data collected from the organic
consumers in Vellore city, Tamil Nadu, India. A survey questionnaire will be
developed to collect qualitative questionnaire from the consumers of the study.In
this backdrop, the present research work is an attempt to explore basically on
consumers level of awareness on organic food products with the consideration of
Indian Organic industry. The finding of the study shows that organic food
consumption is increasing due to environmental and health concerns associated
with food products. The organic food products will expand to grow by
overcoming the hindrances and also problems on implementing agricultural
market in India. Sathyendra Kumar AD & Dr. H. M. Chandrashekar conducted
a study on the topic of “A Study On Consumer Behavior towards Organic Food
Products in Mysore City. The study was conducted to attempt to understanding
the consumer perception about organic product and marketing in Mysore city.
The results concluded that most of the consumer especially in urban people
prefer organic food product. Marketing of organic product is so poor in study
area so the demand for organic product is increases but supply is very low.
Mohammad Altarawneh conducted a study on the topic of “Consumer Awareness
towards Organic Food: A Pilot Study in Jordan”. The aim of this study aims at
analyzing the awareness level of consumers towards organic food products, using
a structured survey of 384 respondents in major city in Jordan- Amman. The
regression model has been estimated to identify the most likely factors affecting
the consumers™ awareness on organic food. The finding of the study shows that
awareness is not affected by factors such as gender, age and Trademark. Ibitoye,
O. 0. & Nawi, N. M. Kamarulzaman, N. H. and Man, N. conducted a study on
the topic of “Consumers™ awareness towards organic rice in Malaysia”. This
study seeks to understand consumers” awareness towards organic rice in
Malaysia. The survey is exploratory in nature and was conducted at major
supermarkets in Klang Valley. Data were analyzed using descriptive analysis and
chi-square analysis using cross-classification techniques, and correlation to
determine their relationship, strength and direction of their relationship. The
result of the study shows that majority of the respondents (85.6%) have some
level of awareness towards organic rice, while only 64.7% planned to consume
organic rice in the future. This indicates that awareness of consumers towards
organic rice does not necessarily translate to their planning to consume organic
rice.
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Tomsik & Kutnohorska, 2013 Find that the organic food market consumer
actually shows different attitudes, belief and behaviors in relation to health care.
Most of the consumers perceive their health as an important part of their life and
they regard organic food as rather healthier than the conventional food.

III. OBJECTIVES OF THE STUDY
The main objectives of this research are followings:
1. To study the demographic characteristics of consumers of organic products.

2. To examine the perception of consumers about organic products in Chennai
city.

IV. METHODOLOGY

This study is exploratory and descriptive in nature and formulate the
descriptive design to accomplish the objective of the study. Population of this
exploration is each person who purchase and utilize the organic food products in
their consumption. This study depends on Chennai north zone only. The
researcher administered a structure questionnaire and dispersed among the
consumers of organic food products. The researcher circulated 170 questionnaire
through email and individual contact. We got just 164 surveys back. We found
14 surveys fragmented and these inadequate questionnaire rejected from the
review. Accordingly, this study depends on 150 totally filled surveys reactions.
The researcher collected the sampled data through convenience sampling
method. We used the simple percentage tools to analysis of data. This study is
conducted from August 2022 to December 2022.

V. RESULT AND DISCUSSION

Table 1: Demographic profile of consumers of organic products.

Variables g:s(:;m dents Percentage
Age

Less than 25 years 11 7.33
25 To < 35 Years 353 35.33
35 To < 45 Years 64 42.67
45 To < 55 Years 13 8.67
S5 Years More Than 9 6.00
Total 150

Gender

Male 59 39.33
Female 91 60.67
Transgender 0 0
Total 150

Family Income Of Respondents(Annually In Rupees)

< Rs.2,50,000 2 1.33
Rs.2,50,000 To < Rs.3,00,000 9 6.00
Rs.3,00,000 To < Rs.4,00,000 21 14.00
Rs.4,00,000 To < Rs.5,00,000 64 42.67
More Than Rs.5,00,000 54 36.00
Total 150

Marital Status

Married | 86 57.33
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Single 54 36
Separated 2 1.33
Widowed 4 2.67
Divorced 4 2.67
Total 150

Education Qualification

Up to Higher Secondary 9 9
Graduation 75 50
Post-Graduation 54 36
Ph.D. 6 4
Any Other 6 4
Total 150

Occupations

Students 6 4
Government 43 28.67
Private Employee 54 36
Self Employed 44 29.33
Others 3 2
Total 150

Number of Years (Buying of Organic Products)

Less Than 1 year 88 58.67
1 To < 2 years 37 24.67
2 To <3 years 21 14
More than 3 years 4 2.67
Total 150

Place if Buying Organic Product

Super Markets 37 24.67
Company Outlets 96 64
Departmental Stores 14 9.33
Other Local shops 3 2
Total 150

Expenditure On Organic Products(Monthly)

Less Than Rs.2000 96 64.00
Rs.2000 To < Rs.5000 36 24.00
More than Rs.5000 17 12.00

Source: primary data.

Table 1 reveals that majority of consumers are young. More than 42.67 percent
of sampled respondents represent age group of 35 to less than 45 years. 35.33
percent of sampled consumers represent 25 to less than 35 years. Approximately
six percent of respondents are fall in age group more than 50 years. The result
confirm that this research is female dominated with 60.67 percent of
respondents. Male representation in this research is 39.33 percent of sampled
respondents only. Further the Table depicts that more than 42.67 percent of
respondents represent the income group of Rs.4 lakhs to less than Rs.5 lakhs
followed by 36 percent of respondents who represents the income group of more
than Rs.5 lakhs. Majority of respondents are married followed by single which is
36 percent of respondents. A small chunk of respondents also respondent
widowed, divorced and separated. Table shows that majority of sampled
consumers are graduated followed post graduated which are 36 percent of
sampled consumers.
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This research has representation of small portion of Ph.D. and higher secondary
educated respondents. Further, this Table shows that 58.67 percent of
respondents are consuming organic product from less than one year. 24.77
percent of consumers are buying the organic products from one to less than
three years. Majority of consumers buying the organic products from company
established outlets followed super markets.

Further, this research study shows that 64 percent of consumers spend less
than Rs.2000 in a month on organic products. 24 percent of respondents spend
Rs.2000 to less than Rs.5000 in a month on organic products. Only 12 percent of
respondents spend more than Rs.5000 on organic products monthly.

Table 2. Consumer’s responses on different variables about organic

products

. No of
Variables Respondents Percentage
Types of Organic Products Buying by Consumers
Fresh Fruits 43 28.67
Beverages 38 25.33
Fresh Vegetables 21 14.00
Cereals And Pulses 27 18.00
Cosmetics 9 6.00
Sea Food 8 5.33
Others S 3.33
Total 150
Motivators to Buy Organic Products
Family Recommendations 19 12.67
Friends Opinions 20 13.33
Retails Recommendations 24 16.00
Self-Decision 84 56.00
Others 3 2.00
Total 150
Consumers View towards Organic Products
Enriched in Nutrition 59 39.33
Taste Preference 26 17.33
Pesticides Free 57 38.00
Others 8 5.33
Total 150
Opinion towards Pricing of Organic Products
Premium Pricing 76 50.67
Value Based Pricing 64 42.67
Low Pricing 10 6.67
Total 150

Source: primary data.

The above table depict the information on different variables about organic
products. Which is shows 28.67 percent of consumers buy the fresh fruits
followed by beverages and fresh vegetables which contribute 25.33 percent and
14 percent of consumers. 18 percent of respondents buy the cereals and pulses
as organic products.
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Majority of respondent (56 percent) believe that they make their own decision
about organic products. 16 percent of respondent influenced, take
recommendations, from retailers while buying the organic products. 13.33
percent of respondents followed friends’ recommendations which making the
buying decision of organic products. 39.33 percent of consumers believed that
organic products are enriched in nutrition. 38 percent of consumers has
opinioned that organic products are pesticides free. Further, this table reveals
that company charge the premium price for their products followed by value
based pricing. Further, small portion of consumers opinioned that company
charge the low priced for their products.

VI . FINDINGS

» More than 42.67 percent of sampled respondents represent age group of 35
to less than 45 years. 35.33 percent of sampled consumers represent 25 to less
than 35 years. Approximately six percent of respondents are fall in age group
more than 50 years. It is inferred from that youngest consumers have more
curiosity showing to buy organic food products in Chennai city. Because of their
food and health safety concern.

» This study found that female are dominated with 60.67 percent of
respondents. Male representation in this research is 39.33 percent of sampled
respondents only. While compared with male respondents the female are more
concentrated to their family members health safety measures this the reason to
they have given more important to buy the organic food products.

» 42.67 percent of respondents represent the income group of rupees four
lakhs to less than five lakhs followed by 36 percent of respondents who
represents the income group of more than rupees five lakhs. It is inferred that
the middle income group people little concentrated the organic food.

» Majority of sampled consumers are graduated followed post graduated which
are 36 percent of sampled consumers. It could be inferred that the educated
consumers are highly perceived knowledge about organic food products.

» 58.67 percent of respondents are consuming organic product from less than
one year. 24.77 percent of consumers are buying the organic products from one
to less than three years. This is known to purchase frequency of the respondents
are not long run basis for the buy the organic food.

» Majority of consumers buying the organic products from company
established outlets followed super markets. This is to reason for respondents are
showing interested to buy at organized organic retail stores in Chennai.

» 64 percent of consumers spend less than Rs.2000 in a month on organic
products. 24 percent of respondents spend Rs.2000 to less than Rs.5000 in a
month on organic products. The monthly spending pattern for organic food
products by the respondents are showing least amount. Because, it is based on
earning and buying capability of the respondents.

»  28.67 percent of consumers buy the fresh fruits followed by beverages and
fresh vegetables which contribute 25.33 percent and 14 percent of consumers.
18 percent of respondents buy the cereals and pulses as organic products.

» Majority of respondent (56 percent) believe that they make their own decision
about organic products.

» 16 percent of respondent influenced, take recommendations, from retailers
while buying the organic products. 13.33 percent of respondents followed friends’
recommendations which making the buying decision of organic products.

42



» 39.33 percent of consumers believed that organic products are enriched in
nutrition. 38 percent of consumers has opinioned that organic products are
pesticides free.

»  Further, this study reveals that organic food products company charge the
premium price for their products followed by value based pricing.

VII. CONCLUSION

The fundamental motivation behind this study is concentrate on the way
of behaving of customer of organic food products in Chennai north zone. This
research confirm that large number of individual purchase the fresh fruits and
vegetables. This research concludes that consumer decision making is based on
his/her own knowledge and research organic product decision making. The
majority of customers have opinioned that organic products are prime priced.

Marketers have great opportunities to grape the gape in the market for
the organic market. This study analysis types of organic products buying by
consumers, motivators to buy organic products, consumers view towards organic
products and opinion towards pricing of organic products. The awareness levels
predominantly impact organic vegetable and fruits consumption. But the
perception level of consumers view towards organic food products is still low level
in Chennai north zone. Hence, it need to take further steps to increase the
awareness about other organic food products. Organic and natural products
market is growing at rapid speed. Organic products produced companies should
frame strategies according to growing need consumers.
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ABSTRACT

The electronic payment system is a payment system of making payments using
an online platform with the help of internet. The increasing dependence of
people on internet technology as well as wider availability of products on
ecommerce websites has dramatically increased peoples dependence on making
and using different e payment system. The development of information and
communication technology has provided many accomplishments to mortal
civilization, influencing the lives of people, behaviors and societal measures
recognizing this, virtually all interested parties are exploring various type four
categories: Online Credit Card Payment System, Online Electronic Cash System,
Electronic Check System and Smart Cards based electronic payment system. In
this paper the researcher studies about the overall perception of respondents
towards E-payment with special reference to Calicut District. The study also
throws light on the concerns and satisfaction of customers towards the digital
payment system. The main aim of conducting the study is to gain an insight of
the views and preferences of the customer’s in order to improve the customer
perception during the online purchase procedure.

KEYWORDS: ONLINE PAYMENT, DIGITALIZATION, ELECTRONIC PAYMENT.
INTRODUCTION

The digitalization of the payment is a milestone in the era of faceless, paperless
and cashless economy of digital India. To name a few some of the online
payments that are being used by the customers includes credit cards, debit
cards, Unified payment interface and mobile wallets. But acceptance of these
digital payment methods depends on the perception of the consumer. With
numerous advantages the digital payment system has its own limitation which
limits the people to depend on the same. The poor internet connectivity ,
unwillingness to change to new digital medium for economic payment system,
fear of loss of personal as well as financial security passwords creates a major
hurdle for the country to go for a cashless economy .Along with which there are
more number of favorable situations like cheaper availability of internet,
increased use of smart phones, one touch payment, convenience which are
leading to the growth of digital payment and transition from cash economy to
less cash economy. These pros and cons of digital payment has made the
customers a confusion in whether to go for digital payment system or not hence
it is very important to understand the general perception of customers towards e
payment so that the negative attitude in the mind of consumers can be cleared
helping the country to achieve the goal of digital India.
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OBJECTIVES

1. To understand the perception and preference of consumer with regard to
digital payment.

2. To find out the most popular Electronic Payment application, among
differentrespondents.

REVIEW OF LITERATURE

Vidyashree D.V , Harshitha J.S , Darshini A(2018) ; analyzed peoples attitude
towards digital money ,the data has been collected from 50 respondents in
Bangalore, and found that most of them are aware of electronic payments and
they prefer to use the same but people are using a few services of digital money
mostly for recharging the DTH and paying bills, money transfer etc., the
awareness and practical usability of digital money is low, that should be
increased by adding more value added services to it.

Dr. K.A Rajanna (2018) ; conducted a study to now the perception and
awareness of customer towards cashless transaction, by studying 150
respondents from Chikkmagaluru district of the Karnataka. And came to know
that Customers actually agree with the government on the usefulness of
cashless economy as it helps to fight against terrorism, corruption etc But one of
the biggest problem is the working of cash less transaction in India is
cybercrime and illegal access. Customers are perceived the higher level of risk in
the application of cash less transaction. Because large number population is still
below literacy rate especially in rural area affect their electronic payment usage.

Shamsher Singh (2017): This study is conducted to find the customer
perception. The main objective of this study is to know the impact of
demographic factor in adoption of digital payment mode. He used ALPHA and
ANOVA to analyses the data. And compared various factors like education,
marital status, gender, occupation, age etc. He concluded that the demographic
factor expect education does not affect the implementation of digital payment
mode. If a person has studied beyondmatriculation and internet savvy, he or she
will be inclined to use the digital payment mode. It was also found that in the
areas/region where education level is high such as Delhi NCR and other
metropolitan area, the possibility of acceptance of digital payment is much
higher.

Neda Popvska Kamnar (2014): A study conducted to know the usage of
electronic money and its impact on the monitory policy of the government. The
main objective of this study is to know whether the digital money affect the
traditional payment system. The finding of this study is that developing the ICT
will improve the usage of digital money or e-money in the economy. He had
concluded the topic by saying that, if the government has better managing
techniques, then the world will be driven by e-money. The policies of the
government will increase the usage of electronic money and electronic
transactions.

Sanghita Roy, Dr. Indrajit Sinha, (2014); conducted a study to find out the
determinants of customer acceptance of electronic payment system. The data
has beencollected from 650 participants from Kolkata and west Bengal.
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The study analyzed various factors like Perceived Ease of Use, Perceived
Usefulness, Perceived Credibility, Perceived Risk and Customer Attitude to
continue using Electronic payment acceptance. Among the factors Perceived
Ease of Use is found to be themost significant predictor. Conversely, customer
attitude was found to have least significant effect on adoption of E-payment.

Amir Abbas Jarollahi (2013); conducted a study in Northern Cyprus
Customers” Trust of Electronic Payment System Use, data was collected from
345 respondents, and demonstrated that there is a significant relationship
between the defined dimensions of this study, those dimensions namely
(transaction procedure, technical protection, security statement, perceived
security, perceived trust, and extentof EPS use individually are related to each
other. The result of mean score analysishas proved that a majority of people
agree with all considered aspects of EPS in Northern Cyprus. Specifically, if
perceived trust and security increases among customers, it will lead to higher
EPS adoption. The respondents, think EPSs are efficient enough systems for
them to fulfill their payments and appropriate channel to follow up the payment
process .

Bamasak (2011); carried out study in Saudi Arabia found that there is a bright
future for m-payment. Security of mobile payment transactions and the
unauthorized use of mobile phones to make a payment were found to be of
great concerns to the mobile phone users. Security and privacy were the major
concerns for the consumers which affect the adoption of digital payment
solutions

Chou , Yuntsai , Lee, Chiwei, Chung, Jianru (12); Electronic cash (or digital
cash) was invented early on in the development of e-commerce. However, the
reality of e-cash business has proved less than exciting. Within the first few
years, the issuers of e-cash either went bankrupt (Digicash), dropped the
product (Cyber cash), ormoved into another business (First Virtual). Observing
the failure of the above e-cash mechanisms and the extensive adoption of the
credit card on the Internet (95 percentof online payments are made by credit
cards in the US). The authors probe the question of what payment schemes are
adequate for the e-business environment and considered the impact in
technological considerations, economic and social factors in the popularity of
online payments.

RESEARCH METHODOLOGY

Research methodology is the foundation stone without which no research work
is possible. In the present research the researcher has done a descriptive study,
a sample of 100 was collected using convenience sampling. The respondents
mainly include from Calicut and Kannur districts of Kerala. Primary data was
collected using a structured questionnaire and personal interview and secondary
data was gathered through a thorough analysis of review of literature from
various sources.
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DATA ANALYSIS AND INTERPRETATION
Table 1: Gender of Respondents

Gender Number of customers Percentage
Male 38 38%
Female 62 62%

Total 100 100%

ENDER

B Credit Card
W Debit Card

Inference

Among the total of 100 respondents 62% were female and 38% were male.

Table 2: Preference of E payment Occupation Wise

Occupation Number of Percentage
customers

Government Employee 12 12%

Private Employee 15 15%

Self Employed 14 14%

Student 41 41%

Others 18 18%
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Inference

Out of 100 respondents 12% of respondents are government employees, 15% of
respondents are private employees, 14% of respondents are self employed, 41%

of respondents are student and 18% respondents are employed with other types
of jobs.

Table 3: Preference of E-Payment Modes

Modes of E-Payment Number of Percentage
customers

Credit Card 26 26%

Debit Card 15 15%

E-Wallet 1 1%

Net Banking 19 19%

Mobile Payment 39 39%

Epayment Mode Preference

B Credit Card
B Debit Card
m E-Wallet

B Net Banking

B Mobile Payment
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Inference

Having enormous number of E payment modes the mostly preferred payment
mode includes out Of 100 respondents 26% respondents preferred payment
using credit card,15% of respondents preferred debit card,1% of respondents
preferred E-Wallet, 19% of respondents preferred Net banking and 39%
respondents preferred Mobile payment.

Table 4: Preferred E-Payment Apps

E-Payment Apps Number of customers | Percentage

Phone Pe 24 24%

Pay tm 7 7%

Google Pay 59 59%

Other 10 10%
Inference

Considering the preference of different E payment Applications among the 100
respondents 24% of respondents preferred Phone pe, 7% of respondents
preferred Paytm, 59% respondents preferred Google Pay and 10% of respondents
preferred other types of payment Applications. The mostly preferred E payment

app is Google Pay.

M PhonePe MPaytm

BGoogle Pay WOther

Table 5: Frequency of using of E-Payment Apps

Frequency Number of customers Percentage
Almost Always 41 41%
Often 26 26%
Sometimes 29 29%
Seldom 1 1%
Never 3 3%
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Inference

With reference to the frequency of using E payment Apps out of 100 respondents
41% respondents used e payment Apps almost always,26% respondents out of
100 used the e payment apps often, 29% of respondents used e payment apps
sometimes,1% of respondents seldom used e payment apps and 3% of
respondents never used any e payment apps.

Table 6: Activities mainly involved preferring Epayment

Activity Always Often Sometimes | Rarely | Never
Shopping 31 18 33 14 4
Bill Payment 43 26 26 3 2
Transfer 45 24 25 5 1
Banking 19 23 25 17 16
Inference

With reference to the use of e payment apps with regard to shopping, bill
payment, transfers and banking .in case of shopping out of 100 respondents
31% respondents always preferred e payment while 18% of respondents often
used e payment apps for shopping 33% of respondents used e payment apps for
shopping sometimes, 14% of respondents used e payment apps for shopping
rarely and 4% of respondents never used e payment apps for shopping purpose.
In case of bill Payment 43% of respondents out of 100 used e payment apps for
payment of bills 26% of respondents often used e payment option for bill
payment265 Of respondents used sometimes3% of respondents rarely used and
2% of respondents never used e payment option for bill payment

In case of transfers 45 % of respondents out of 100 used e payment apps for
transferring funds 24% of respondents often used e payment option for
transferring of funds 25% of respondents used sometimes 5% of respondents
rarely used and 1% of respondents never used e payment option for Transferring
finds. In case of banking 19 % of respondents out of 100 used e payment apps
for banking transactions 23% of respondents often used, 25% of respondents
used sometimes 17% of respondents rarely used and 16% of respondents never
used e payment option for doing banking transactions.

Table 7: Benefits of E-payment

Benefits Highly Moderately Preferred Not
Preferred Preferred Preferred

Time Saving 70 10 20 0

Easy To use 58 24 18 0

Security 24 37 35 7

Reliability 28 40 27 5
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B HIGHLY PREFERRED

- MODERATELY
PREFERRED

[ PREFERRED

BNOT PREFERRED

TIME EASYTO  SECURITY RELIABILITY
SAVING USE

Inference

In case of various benefits derived from e payment like time saving, easy to use,
security and reliability. With regard to time saving among 100 respondents 70%
of respondents highly preferred E payment, 10% moderately preferred, and 20%
preferred. With regard to easy to use among the 100 respondents 58%
respondents highly preferred, 24% moderately preferred, 18% preferred. With
regard to security among the 100 respondents 24% respondents highly
preferred, 37% moderately preferred, 35% preferred and 7% of respondents not
preferred .with regard to reliability among the 100 respondents 28% respondents
highly preferred, 40% moderately preferred, 27% preferred and 5% respondents
not preferred e payment.
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Table 8: Hurdles to depend on E-Payment Apps

Hurdles Number of customers Percentage |
Absence of Smart Phone | 3 3%

Absence of Internet 37 37%

Security 20 20%

Fear of Losing Money 31 31%

Other 9 9%

Hurdles of E payment

B Credit Card
B Debit Card
m E-Wallet

B Net Banking

B Mobile Payment

Inference

Apart from being innumerable benefits of E payment there are certain hurdles
which have been raised by the respondents blocking their dependence on e-
payment system. Considering 100 respondents 3% of respondents faced hurdles
like absence of Smartphone to depend on e payment while 37% of respondents
have problem raised because of the absence of internet 20% of respondents have
security issue concerns to depend on e payment while 31% of respondents don’t
prefer e payment system as they have fear of losing their money and 3% of
respondents have other issues which pulls back them from depending on the e
payment system.

FINDINGS SUGGESTIONS AND CONCLUSION

The study has been conducted to understand the perception of consumers
towards electronic payment in general. Even though e-payment has been a part
of people’s life many are still apart from this, for achieving the objective of digital
India it’s important to understand the perception of consumers towards the
same since it adds another stepping stone towards the objective of Digital India.
The findings of the study shows that among the total respondents 62% were
female and only 38% of respondents were male. The high preference towards e
payment is seen in student community rather than employed community nearly
41% of students has opted e payment as their payment option .
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The mostly preferred e-payment is using a Mobile payment and the most
preferred payment app is Google pay. The most important reason which put
back people to depend on e-payment is the lack of internet connectivity
especially pertaining to rural areas. One of the most influential reasons which
made people to opt for e-payment is time saving and it is mostly used with
regard to transferring of funds. Willingness by the people to adopt change
cannot be utilized until it’s backed up by proper infrastructural facilities
government should take initiatives to make available the internet connections
especially focusing on rural areas.

Through personal interview with the respondents it can be well understood that
most of the middle-aged people have expressed their fear and concerns of losing
money while depending on e-payment, initiatives should be introduced to impart
knowledge especially among the uneducated middle aged people on how to use
the e-payment apps safely through organizing various conferences and seminars
in coordination with various kudumbasree or other similar types of units so that
the number of customers especially among the employed communities
dependence on e-payment can be improved.

Present study has made an attempt to understand customer perception
regarding e-payment. Today e-payments are growing at a higher rate .Mostly
educated people are using e- payment for transactions .Having card has been
become the need of every person .Electronic paymentprovides greater freedom to
individuals in paying their bills ,and for transferring money, shopping which
24*7 of the time and 365 days of the year .The success of e-payment system
also depends on consumer preferences, ease of use ,charges ,security and
reliability. The reliable and cashless payment system offers immunity against
theft of paper and e-money and adopt e-payment solutions or system for
different reason .Based on our review of these findings , it is clear that internet
plays more and more important role in the field of e-payment. The growth of
users of smart phone and internet penetration in such area also facilitate the
adoption of digital payment. The study results may contribute towards bankers,
academic professionals, researchers, business and other users to understand
the perception of the customers towards e-payment and making necessary
measures to improve the same.
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ABSTRACT

Wide acceptance towards economical modes of financial services is a crucial
step for gaining dual benefit of reduced poverty and increased economic well-
being of the nation. Technological inventions and innovations proposed a way for
major restructuring in the financial market. The digital finance companies play
the lead role in digital financial inclusion by aiding the excluded, marginalized,
neglected individuals as well as the Small and Medium Enterprises through
innovative and affordable speedy digital financial services and products. The
pandemic scenario has intensified the need for efficient application of fintech
with the objective to guide advancement in the functioning of financial systems
and to ensure safety of users.

This paper depicts the improved financial health with digitalised services
which lead the financial inclusion drive. It is high time to launch awareness
programmes focusing on the basics of digital finance services, specifically to
benefit the rural and semi-urban citizens in India to curb the problem of digital
illiteracy. This report describes ongoing process of development and adoption of
financial technology and digital infrastructure in India. It explores the role played
by digital financial literacy in promoting the inclusive development of our
country. The report intends to provide valuable observations for policymakers as
well as the various financial sector players pursuing to accelerate the rate of
financial inclusion and in turn the development of digital financial services.

[Key Words: DIGITAL FINANCE, INCLUSIVE ECONOMIC DEVELOPMENT,
FINANCIAL INCLUSION, PMJDY]

INTRODUCTION

The remarkable digital revolution exponentially covering up the economy,
the influence of which is visible in each of the industries in one way or the other
leading to innovations. Banking and financial sectors are not an exception. The
process of banking and finance have undergone radical change with the
innovative upliftment such as credit cards and ATMs.

Digital financial services (DFS) are termed for the consolidation of
financial services offered and accessed through digital channels. With
technology, DFS is able to foster greater financial inclusion by reaching unserved
and underserved populations. By using a diverse range of digital channels and
models, DFS can offer personalized services and offerings to the market, reducing
or removing barriers associated with the access, usage and quality of financial
service that subsist with traditional financial systems.

Fintech, the technology oriented financial service is now becoming
inevitable part of daily life which suggests the trends in respect of spending and
savings habits of users. In developing countries, the growth in digital financial
services has given millions of consumers who previously faced the issue of either
little or no access even to bank account, to financial services for the first time.
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India, being the house for around 3,174 start-ups at present, materialised
as one of the fastest-growing and most trusted fintech hubs in the world, just
behind US. The accelerated pace of growth these players have achieved can be
majorly attributed to government enablers like Jan Dhan, Aadhaar, introduction
of demonetization and GST,etc and more importantly, transform financial
services for consumers. Amplifying this push was the recent pandemic, with
subsequent lockdowns which enabled fintech players to innovate their offerings
and make their solutions more digital and mobile-friendly simultaneously with
its increased demand.

STATEMENT OF PROBLEM

The anticipations were flourishing rapidly on the digital financial services
in relation to the inclusive development of an economy, thus scrutiny is
demanded from various sections around the globe including the developed
countries. The study will help in understanding various aspects of digital
financial services in India. Its step-by-step development and adoption in a
developing country like India through various direct and indirect measures
undertaken are also under the consideration of this study. To understand the
growth of economy analysing the digital-financially literacy on account of various
variables is a prerequisite. Here the inclusive development of the Indian economy
is studied with response to digital financial literacy of the population.

OBJECTIVES
1. To discern the ideas in relation to digital financial services.

2. To review the evolution and expansion of financial technology and digital
infrastructure in India

To examine the present status of the digital financial inclusion in India.

To analyse the contribution of digital financial literacy towards inclusive
development of India.

RESEARCH METHODOLOGY

The paper is purely based on secondary data sources. Charts and tables were
prepared from the insights derived from the data accessible from the secondary
sources.

LITERATURE REVIEW

According to the study on constructing global financial indices done by
Yorulmaz (2018) the financial inclusion increased the penetration to 1,15,30
villages with a population of 2,000 and in turn led to opening of tens of millions
of NFAs.

As per the ideas concluded from the inquiry performed by Svitlana
Naumenkova (2019) the level of social welfare has been reduced as an impact of
the lack of financial inclusion to formal financial services. The study also
revealed that the increase in social tension arising as a response to social
protection to such group of people, further slows down the economic and social
development process of our country.

The article titled “Impact of Digital Finance on Financial Inclusion and
Stability”, put forward by Peterson K Ozili (2018), specifies about the implication
of digital finance on financial inclusion and financial stability.
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As per the study by Beshouri, Chaia, Cobert, & Gravrak (2010), it is
identifying that the technology can eliminate logistical difficulties and
significantly reduce transaction costs, thereby increasing financial inclusion in
rural areas.

CONCEPT OF DIGITAL FINANCIAL SERVICES

Digital Financial Services may be defined as the wide range of financial
services offered and accessed through digital channels. The term digital channel
can be attributed to the internet, mobile phones, ATMs, POS terminals or any
other digital system.

These encompass established instruments offered primarily by banks, as
well as new solutions built on cloud computing, digital platforms, and distributed
ledger technologies (DLT), spanning mobile payments, crypto-assets and peer-to-
peer (P2P) applications. Mobile Financial Services (MFS), electronic payments
systems (retail and wholesale) and electronic banking products or services are
also included under the purview of DFS concept. These new solutions are
commonly referred to as financial technology or fintech.

Generally, agents and network of third-party intermediaries are exploited
in DFS models to make accessibility efficient as wells as economical. In short,
Digital financial services or the FinTech industry is reshaping our lifestyle and
economy towards more productivity.

FINANCIAL INCLUSION JOURNEY OF INDIA

Bringing about 330 million people into the formal financial scenario since
2014, India made a monumental launch of financial inclusion initiatives ever
witnessed around the world. The initial step taken towards this has been
government policy that explicitly prioritizes access to the banking system as a
tool for poverty reduction and inclusive growth. It was the Pradhan Mantri Jan-
Dhan Yojana (PMJDY) scheme Under the Government of India that lead to the
massive bank account opening campaign among the Indians and in turn using
such accounts as the default channel for the payments from the government via
efficient systems such as those including Direct Benefit Transfer (DBT) system.
The government dared to utterly rely on technology to attain the brisk scope of
such account opening. The revolutionary entry of technology in the banking
sector, with burgeoning internet coverage and smartphone penetration as
impetus, the anticipation of exclusively digital banking is not a myth.

A three-tier development had been experienced in India with respect to DFS.
Early 2014 to around August 2016, accounted the first phase development of
DFS which indicated a steady growth in transaction volumes on the major digital
platforms of around 2% per month which was the aftermath of massive account
opening scenario undertaken under various schemes of the government.

Towards the end of 2016, it showed a rapid growth in the transactions
through prepaid instruments especially Paytm and Mobikwik among the users.
This resulted in an increase of three times the usual transaction volume between
September 2016 and January 2017. This second phase growth was primarily due
to the government’s sudden demonetization policy in November 2016. However,
this growth tailed off and the third phase started its journey.

The third phase witnessed a visible shift in the financial inclusion agenda of
the government and the role it played particularly in a technology-led model.
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The government prioritised activities such as the creation of enabling
infrastructure, such as digital identification and payments technology, on which
the private sector can build. The introduction of Unified Payment Interface (UPI)
by the National Payments Council of India (NPCI), a joint initiative of RBI and the
banking sector is perfect example for this. Thus, the third phase was driven by
the introduction of Unified Payments Interface (UPI), NPCI’s interoperable digital
payments platform. The smartphone-based payment system, has advanced in
terms of amount since its introduction in 2017 barring the nation-wide
lockdown. The nationwide lockdown imposed in the wake of the pandemic
actually made a thrust on such transactions which were already on a rise and
ultimately leading the value to cross the 200 crore-mark. The ‘safety norm’
characteristic of the UPI-based payments can be identified as the guiding factor
for its immense popularity.

During last five years, various easy and convenient modes of digital
payments, including Bharat Interface for Money-Unified Payments Interface
(BHIM-UPI), Immediate Payment Service (IMPS), and National Electronic Toll
Collection (NETC) have registered substantial growth and have transformed
digital payment ecosystem by increasing person-to-person (P2P) as well as
person-to-merchant (P2M) payments. BHIM UPI has emerged as the preferred
payment mode of the citizens and has recorded 803.6 crore digital payment
transactions with the value of X 12.98 lakh crore in January 2023. The figure
clearly depicts the hike in technology driven financial payments particularly the
digital transactions from FY 2017 to 2023 both in terms of transactions and
value.
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Fig. 1

PRESENT STATUS OF DIGITAL FINANCIAL INCLUSION IN INDIA
Indian Financial Inclusion- A work in progress

India has developed its financial ecosystem and has brought about major
changes to increase the last-mile connectivity of financial services to its people by
realising the potential of financial inclusion to reduce poverty, create jobs, among
others. Traditionally, institutions like the Reserve Bank of India (RBI) and
National Bank for Agriculture and Rural Development (NABARD) have taken
initiatives to promote financial inclusion through Kisan Credit Cards (KCC),
increasing the number of automated teller machines (ATMs), increasing credit
facilities etc.

As per the latest RBI reports, Kerala, Maharashtra, and Karnataka
occupies the highest position in terms of financial inclusion, with Index on
Financial inclusion (IFI) > 0.5. These are followed by the states of Tamil Nadu,
Punjab, Andhra Pradesh, Himachal Pradesh, Sikkim, and Haryana which are
identified to have medium financial inclusion, with Index on Financial inclusion
(IFI) between 0.3-0.5. The remaining are categorised as states with low financial
inclusion states having financial inclusion Index less than 0.3. These figures
assume greater importance because of the three critical variables of financial
inclusion attached to it namely penetration of financial services, availability of
banking services and the usage of the financial services.
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STATE FINANCIAL INCLUSION INDEX
Goa 0.60341 (1)
Kerala 0.56375 (2)
Tamil Nadu 0.47295 (3)
Himachal Pradesh 0.41377 (4)
Andhra Pradesh 0.39374 (5)
Punjab 0.39179 (6
West Bengal 0.38297 (7)
Karnataka 0.35686 (8)
Uttarakhand 0.32742 (9)
Maharashtra 0.29832 (10)
Haryana 0.28741 (11)
Gujarat 0.26876 (12)
Odisha 0.24537 (13)
Uttar Pradesh 0.22229 (14)
Assam 0.20857 (19)
Bihar 0.20114 (10)
Rajasthan 0.17369 (17)
Jharkhand 0.16548 (18)
Madhya Pradesh 0.16104 (19)
Jammu And Kashmir 0.14838 (20)
Chhattisgarh 0.12939 (21)

Fig.2. Level Of Financial Inclusion- A State Wise Analysis

Indicators Of Financial Inclusion Advanced Emerging India
Economies Economies
Account at a financial institution (% 98.49 44.17 77.53
age 15+)
Commercial bank branches (per 33.9 18.6 14.6
100,000 adults)
Automated teller machines (per 116.94 35.26 21.44
100,000 adults)
Debit card (% age 15+) 90.2 27.6 27.8
Made or received digital payments 95.8 34.6 34.9
(Y% age 15+)
Fig. 3.
IS DIGITAL FINANCIAL INCLUSION A CATALYST FOR INCLUSIVE

DEVELOPMENT?

The proportion of individuals and firms employing formal financial
services, termed as financial inclusion has become pivotal idea to attain inclusive
development. Inclusive development focuses on the objective of indiscriminate
development in the economy. Lopsided access to financial services can forbid
people from the economic growth process. Digital financial services (DFS) lie at
the heart of financial inclusion in India.

Regardless of the efforts put forward by the Indian government to promote
uninterrupted digital infrastructure, it shows an unequal development or
adoption. The Digital Financial service pertaining to the rural India is tarnished
with the effect of digital illiteracy, which depicts the reduction in acceptance of
digital products.
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The low confidence level in technology, incapacity to exploit smartphone
facility and feeble network connectivity curb the digital transactions and impede
people with meagre digital expertise from using e-banking services. As a result,
cash still occupies the position of most welcomed mode of payment specifically in
rural India.

Digital capabilities of the customers are just one among the many factors
on which the financial inclusion of a country is based. Ease to execute a
transaction, language etc are other such factors. All products need to be
customised to suit the different sections of the economy. Same is the case with
financial products. From the perspective of the rural economy, there is lack or
else the absence of financial products and services suited to the rural masses, to
make them easy to understand and operate.

FINDINGS

1. Even though the sophisticated technologies enable rapid scaling of business
models, there is always a need for human interaction to understand and
develop belief in such services. Thus, human touch point is critical in digital
services too.

2. The adoption of DFS in rural areas is marred by digital illiteracy, the absence
of financial products and services suited to the rural masses remains a
challenge in digital financial inclusion.

3. Combination of all these has reshaped the way citizens access government
services specifically the financial services, India's evolution as a progressive
FinTech nation

4. Even though wide range of digital financial services are available, the
utilisation of the same from the users to that extent is not visible. Many still
prefer to use cash-based methods.

5. Positive impact of digitalisation of financial services in Indian economy is
evident from the current GDP level of $3.5 trillion.

6. Government plays the major stakeholder role in enhancing digital payments
through introduction of various schemes such as PMJDY, Atal Pension
Yojana (APY), etc.

7. Southern India occupies the top position in financial inclusion index of
India.

8. With respect to the degree of financial inclusion India lies at the ranking
between advanced and emerging economies based on key indicators
considered.

9. The digital payments in India show gradual increase from 1,962 (lakh crore)
in 2018 to 3,021 (lakh crore) in 2022.

CONCLUSION

With a favourable regulatory environment, digital financial services (DFS)
have shown unprecedented growth in the past few years. Even then, India still
lags behind as one among the financially excluded countries in the world.
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This put forward the fact that, there is a sea of opportunity left
unexplored in the Indian financial sector for every stakeholder and customer
segment for optimum utilisation with an emphasize on DFS. From the past
decade or so, financial inclusion has always been a top preference for the
government agencies and regulators to accomplish the Universal Financial
Access objective set by the World Bank.

Heavy investments have been employed in the digital financial services
and digital infrastructure by the new government from a period of past three and
a half year.

They opened up the path of the digital economy for achieving the goal of
Financial Inclusion. Even though India’s GDP shrank from $2.87 trillion in 2019-
20 ($2.7 trillion in 2018) to $2.66 trillion in the following year as an effect of
pandemic on the economy. From various reports related to financial services, it
can be concluded that such services delivered over digital medium have the
capacity to ascent India’s GDP by 11.8%, adding $700 billion to the economy by
2025. India’s productivity and investments are expected to have a hike of 4.8%
and 6.8% respectively as an impact of DFS efficiency of the country. Labour
availability will also be increased at a rate of 0.2 percent driven by time savings
for individuals, as a result about 21 million new jobs would be created across
sectors in comparison with the 2014 levels.

The economy of India is now moving towards an advanced stage of digital
payment with the contributions from various stakeholders specifically the
government, through newly developed measures to meet such needs. However,
the potential of digital finance have not yet been completely utilised in our
economy as more than 99 percent of transactions by volume are still cash based.
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Abstract

This paper aims to examine the relationship of service quality, customer
satisfaction and customer loyalty inter se towards the impact of COVID-19 on
organized retail stores located in Coimbatore city, Tamil Nadu, India. The study
is mainly based on primary data. Questionnaire has been designed for the
consumers who have made purchases in organized retail stores on selected
products during pandemic. Inferential technique used to examine the
relationship between constructs of the study. The result of the study shown that
there is an indirect effect on Customer Loyalty by Service Quality. The effect of
Service Quality on Customer Satisfaction is high when compared to direct effect
of Service Quality on Customer Loyalty. The total effect of independent and
mediating variables shows a positive effect on Customer Loyalty during
pandemic. This study mainly focused on the specific choice of a particular retail
format during pandemic. A high quality of service offered by the organized retail
stores not only brings satisfaction to the customers but also enhance the loyalty
of customers towards the stores. The customer satisfaction plays an
intercession role between the service quality and customer loyalty.

KEYWORDS: Organized Retail Stores, Service Quality, Customers
Satisfaction, Customer Loyalty, And Pandemic.

INTRODUCTION

The unusual situation known as COVID-19 has reduced overall economic
growth across all industries. A lot of consumers is now solely dependent on
online shopping as a result of social isolation and self-quarantine. Supply chain
management, demand swings and ensuring client safety are few problems that
the retail industry must deal with in order to retain their customers. There are a
number of cutting-edge technologies for the retail industry, but the firm is
dubious of the value each would provide. The Coronavirus (Covid-19) has rapidly
altered both retailers' and consumers' lives, and are currently experiencing the
environment that is changing the fastest. Even the retail sector, which is the
second largest employer in the nation, is attempting to stay afloat by continuing
to invest quickly in digitalization in order to keep up with the changing reality.
There is a greater need to adapt to change than ever before in the modern digital
environment with consumers who are aware and the vast changes in their
behaviour following a pandemic.

Prior to responding and adapting, it is important to comprehend the
change in consumer behaviour with the effect of the corona virus.
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Considering that the pandemic's path has altered customers' expectations
for the long term, such as safer in-store shopping and improved logistics and
delivery for online purchases, as well as the near term with panic shopping and a
fall in willingness to shop. Understanding the correct consumer expectations is
the first step in creating new or modifying existing products and solutions.

REVIEW OF LITERATURE

The service quality, customer satisfaction and customer loyalty are
becoming important element for service providers (Azman bin ismail et al 2016).
As mentioned, service quality is a part of satisfaction which means having a
positive service experience will lead to satisfaction., which implies that an
increase in satisfaction increases loyalty (Rahim mosahab et al 2010) and an
increase in loyalty leads to an increase in the amount of repeat purchases (Choi
& Chu, 2001) and there will be a decrease in customers switching to other stores
(Wallace, Giese & Johnson).

Ladhari (2009) has recognised that service quality impacts on behavioural
intentions in a direct way as well as an indirect way through emotional
satisfaction. Caruana (2002) has supported the effect of service quality on
customer satisfaction as a mediating role and service loyalty. The indirect
relationship between service quality and loyalty could be through satisfaction.
Cronin, Brady &Hult (2000) suggest value, quality and satisfaction have a direct
relationship on loyalty. Molina et al. (2009) have proposed that service quality
has the biggest impact on loyalty. A growing number of studies have suggested
that satisfaction is not a predictor of loyalty; a customer could be satisfied with a
service but not loyal.

According to AsadMirza and Ashishgupta(2020) The globe has undergone
significant changes as a result of COVID19. It also left a mark on the retail
industry. It has presented a great deal of opportunity as well as problems to both
traditional and modern shops. The retail industry adopted a new facet as a result
of all these opportunities and challenges.As per JadhavSatishJaywant
(2020),After the COVID-19 pandemic-related lockdown, the Indian retail industry
underwent numerous changes. The Indian economy is changing, and the retail
sector is playing a vital role. For the Indian retail industry as a whole to operate
smoothly and have greater prospects, organised and unorganised retail
businesses must collaborate. However, the Indian retail market is supported
favourably by rising earnings, a favourable population, and rising urbanisation.

CONCEPTUAL FRAME WORK

As the number of supermarkets, hypermarkets, and department shops
increases, businesses are looking for strategic ways to enhance patronage.
Indeed, maintaining current consumers reduces the cost of attracting new
customers and store promotional efforts, which can result in increased revenues
for retailers in the long run. As a result, the most of them have come to the
realisation that in the fiercely competitive world of retail, service might be the
most effective differentiator. Additionally, to make the customer feel comfortable,
effective customer service is necessary.

Customer satisfaction is found to be dependent on the quality of service
offered to the customer and it is found to be the effect of customer experience
during the service encounters. It is a difference between the customers’
expectations prior to purchase and their perception of the services afterwards.
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The customers will satisfy only when the services offered by the retailers meet
their expectations.

Customer satisfaction is a tool to enhance the value for customers and it
ultimately results in loyalty toward the stores. Loyalty is defined as the
favourable attitude of the customers towards the stores such as repeated
purchases and recommends the store to others. It is commonly agreed that a
high level of retail service quality leads to customer satisfaction and loyalty.

Figure 1

Conceptual Framework

Customer
Satisfaction

Service = Customer
Cuality o Loyalty

(Source: Author derived from literature, 2022)
OBJECTIVE

The objective of this study is to an alyze the relationship of service
quality, customer satisfaction and customer loyalty inter se towards organized
retail stores.

HYPOTHESIS
e The null hypothesis has been framed and tested
e The customer satisfaction and customer loyalty do not depend on service
quality.

RESEARCH METHODOLOGY

Area of Study -Coimbatore
Criteria for data collection

The respondents who have purchased the products such as groceries &
staples, Fruits & Vegetables, Confectionery & Snacks, Diary & Bakery, Beverages
(Drinks), Packed Foods, Personal Care Products and Household Products were
only considered, since these are common products that are available in all the
organized retail stores. The organized retail store has been selected based on the
existence of store for at least 5 years in Coimbatore city that has been registered
under GST, Income tax etc.

Selection of Sample- A sample of 400 consumers has been taken for the study.

Source of Data- The study is mainly based on primary data. Questionnaire has
been designed for the consumers who have made purchases in organized retail
stores on selected products during pandemic. A pilot study has been carried out
by collecting primary data from 50 consumers through questionnaire.
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STRUCTURAL EQUATION MODEL (SEM)

After checking the reliability and validity of the constructs, the
subsequent step was associated with Structural Equation Model; it helped in
observing the complete fit methods.

Figure 2-SEM explaining the relationship of service quality, customer
satisfaction and customer loyalty towards organized retail stores

"y s T TR L
L ek 5
==
- , :
T fen il My r oy bl 6 TR

Faspuise ) _f Eumioemer | 1 Ml b
Simpnline | LBanmimcion .
o ;

e s ule = .,
Amarm e R ' L SEEEIET B R
I l;ll.'Hl'llﬂlHl-ll_:l
. 2 b £ b
Proie b oyl
ol | i Y amnai
7 | L sy Ly i S TR
| Pomkow |
Fi % ‘ >
¥ AR k i
{ ETaTe
| eemvntine | efarasstainty  brarsrsnod

(Source: Author, 2022)
Confirmatory Factor Analysis

Confirmatory Factor Analysis (CFA) has been adopted to validate the
constructed scales developed for Service Quality, Customer Satisfaction and
Customer Loyalty Dimensions. The first step is to consider the fitting of the
measurement model for each of the latent factor of three individual dimensions
proposed in the model. If the measurement models have good representation of
the respective domains individually, the next step is to develop a second-order
factor model to test whether the hypothesized higher order factor has accounted
for the relationship among lower order factors which results in simplified the
interpretations of complex structures of the first-order model. The last step is to
test for the fitting of the second order factor model and to assess whether each of
the three dimensions has been well captured and represented by their respective
underlying factors. The data havebeen analysed using AMOS version 20.0 where
the parameters of the model have been estimated by maximum likelihood
method.

Measures of Model Fit

The adequacy of the model fit has been identified on the basis of the chi-
square test statistics (given as CMIN in AMOS), that tests whether the population
covariance matrix has been equal to the model-implied, covariance matrix. A
significant result indicates a poor fit (P <0.05) whereas a non-significant test
result indicates that model fit is good showing that the model has been
appropriate for the data. However, the chi-square test statistic has been sensitive
to the sample size as it tends to give highly significant results in the cases with
moderate to large sample size. For a good model fit, the ratio CMIN/ df should be
as small as possible (CMIN/ df<3 ), RMSEA should have a value 0.05 or below
and the GFI, CFI and NFI should have values above 0.95.
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However, the CMIN / df with a value between 3 - 5 , RMSEA between
0.05 - 0.08 and GFI, CFI and NFI between 0.90 - 0.95 have been considered to
accept the model. Modification indices (MI) have been given by AMOS to improve
the model fit by allowing correlations between error terms and interdependence
of the scales used in the analysis. The model fit would improve after
modification, and performed minimally to have a better fit of the model.

RESULT OF STRUCTURAL EQUATION MODEL

The following hypotheses have been framed based on the conceptual research
model.

Ho:. There is a direct positive relationship between Service Quality and Customer
Satisfaction.

Ho2: There is a direct positive relationship between Customer Satisfaction and
Customer Loyalty.

Hos: There is a direct positive relationship between Service Quality and Customer
Loyalty.

Hos. There is a mediation effect played by the customer satisfaction between
Service Quality and Customer Loyalty.

Figure 5

Structural Equation Model of Service Quality, Customer Satisfaction and
Customer Loyalty
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The model shown above gives the standardized regression weights of the
corresponding variables and also squared multiple correlations. The regression
coefficients show that these coefficients are comparable, since they are
independent of units of measurement. Among the variables Service Quality has a
positive relationship with Customer Satisfaction as well as Customer Loyalty. The
direct effect of Service Quality on Customer Satisfaction is higher (regression
weight of 0.88) when compared to Service Quality on Customer Loyalty.

The direct effect of Service Quality on Customer Loyalty is less with a
regression weight of 0.04. The Customer Satisfaction is also found to have a
positive relationship with Customer Loyalty with regression weight of 0.73.

The magnitude and direction of relationship between Service Quality,
Customer Satisfaction and Customer Loyalty have been studied in detail with the
un-standardised regression weights. The results produced by AMOS are given
below.

Model Estimation
Table 7

Regression Weights

Variable To Path | Variable from Estimate | S.E. | C.R. | P
Customer . . o
Satisfaction <--- Service Quality |.533 .070 |7.632

Customer o
Customer Loyalty |<--- Satisfaction .388 .121  |3.203
Customer Loyalty |<--- Service Quality |.013 .070 ].189 Ns
(Source: Authors, 2022) ** - Significant at 1% level. Ns- Not significant
(P>0.05)

The table further shows that the regression weight of Service Quality on
Customer Satisfaction is 0.533 which has been found to be significant at 1%
level. The regression result shows that there is a direct effect of Service Quality
on Customer Satisfaction and hence, the hypothesis Hoi (‘There is a direct
positive relationship between Service Quality and Customer Satisfaction’) has
been accepted. It is found that there exists a direct positive relationship between
Customer Satisfaction and Customer Loyalty (regression weight being 0.388)
which has been found to be significant at 1% level. Hence, the hypothesis
Hozhasbeen accepted.

Table 8
Direct, Indirect and Total Effects — Unstandardized

|Di.rect Effects |Indi.rect Effects |Tota.l Effects

Service |[Customer Customer |Service |Customer |Customer |Service [Customer Customer
[Variables |Quality |Satisfaction |Loyalty |Quality |SatisfactionLoyaity Quality |Satisfaction |Loyalty

Customer

Satisfactiod o0 0.533

Customer

Loyalty 0.013 0.388 --- 0.207 --- -—-- 0.220 0.388

(Source:Authors, 2022)
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Total Effects - Estimates

The total effect of Service Quality on Customer Loyalty is 0.220, which has the
sum of the direct effect and indirect effect on Customer Loyalty. It is due to both
direct (unmediated) and indirect (mediated) effects of Service Quality on
Customer Loyalty ,if Service Quality is increased by 1, the Customer Loyalty
would also increase by 0.220.

The model also observed direct relationship between Service Quality and
Customer Loyalty. The total effect indicates that all the independent variables,
Service Quality and Customer Satisfaction have a positive effect on Customer
Loyalty which implies that when the perceptions of Service Quality and Customer
Satisfaction increase then the loyalty towards the stores also increases.

Table 9
Direct, Indirect and Total Effects — Standardized

Direct Effects Indirect Effects Total Effects

] L2 g L2 L2 g [ 2] L] :§ -

= o b g Q g oo g Q a | oo a g a B

S O|85|8d |25 |f5|fd SEE5| i 8

5 |EE| Bt |BE|EE B |BE|EE| BT (BB

=] w o 0 m 0 = |;m 0 m 0 o= (| 0w | I
Customer g g7g) 0.878 |---
Satisfaction
Customer |5 g44 733 |--- 0.643 |--- 0.684 |0.733
_.-EI'_E-"E..I.‘L}"

(Source:Authors, 2022)

Similar to un-standardized regression weights, relative contribution of the
standardized direct, indirect and total effects of each of column variable on the
row variable is given above. The direct effect of Service Quality on Customer
Satisfaction is 0.878 which is comparatively higher than the direct effect of
Service Quality on Customer Loyalty ( 0.041). The indirect effect of Customer
Satisfaction on Customer Loyalty is 0.643 which is comparatively higher than the
direct effect of Service Quality on Customer Loyalty. The indirect effect of Service
Quality on Customer Loyalty (0.643) is comparatively lesser than the respective

direct effect.
SUMMARY OF FINDINGS

The structural Equation Model has been applied to find the direct and
indirect effect of Service Quality on Customer Loyalty when mediated by
Customer Satisfaction. In the process, the effects of Service Quality on Customer
Satisfaction and Customer Satisfaction on Customer Loyalty have been also
studied. Initially, CFA has been applied to validate the items and latent factors
involved in each factor and each dimension representing Service Quality,
Customer Satisfaction, and Customer Loyalty dimensions are studied. The items
which have originally considered as contributing to their respective factors have
been validated by Confirmatory Factor Analysis.
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During the process of CFA for different factors of Service Quality,
Customer Satisfaction and Customer Loyalty, the measurement models have
been found to explain adequately their respective items. Those factors which
have not been adequately explained by their respective indicator variables have
been examined for possible improvement in the model fit by modification Indices
which have been used to identify the error terms correlation and improve the
model fit. The hypotheses stating that the factors explaining the latent constructs
which consist of the factors namely, Service Quality, Customer Satisfaction, and
Customer Loyalty have been accepted. The Second-order CFA has examined the
relationship between the first orders latent constructs and the higher-order
factor. The respective hypotheses framed have been also accepted. All the model
fit statistics used for goodness of fit are within the admissible levels.

Before assessing the mediating effect of Customer Satisfaction, the direct
effect of Service Quality on Customer Loyalty has been assessed. Several
hypotheses have been framed and tested to assess the relationships. The
hypothesis stated that there is a direct positive relationship between Service
Quality and Customer Loyalty. The model developed has exhibited the
relationship between the aforesaid dimensions confirmed the relationship with
model fit statistics on the admissible limits and the regression weight explaining
the relationship between Service Quality and Customer Loyalty showed
significant effect. Hence the hypothesis has been tested and accepted.

Finally, a full Structural Equation Model has been developed, to examine
the effect of Service Quality as an independent variable and Customer
Satisfaction as mediating variable on Customer Loyalty. It is found that there is a
mediating significant effect of Customer Satisfaction between Service Quality and
Customer Loyalty. The result of the study has further shown that there is an
indirect effect on Customer Loyalty by Service Quality. The effect of Service
Quality on Customer Satisfaction is high when compared to direct effect of
Service Quality on Customer Loyalty. The total effect of independent and
mediating variables shows a positive effect on Customer Loyalty.

MANAGERIAL IMPLICATIONS

Service quality and Customer satisfaction has a significant impact on
Customer loyalty. It shows that better delivery of service during the pandemic
leads to customer satisfaction and it ultimately made the customers to be loyal
towards store. Therefore retailer should concentrate more on service part such as
offering variety of products, on-time delivering products to the customers,
providing online payment services and offering safe and hygienic environment
during pandemic plays a vital role in order to sustain in the market.

The lockdown to reduce the risk of COVID-19 in the area has had a
significant impact on retail commerce. The majority of retail establishments
around the nation have closed, with the exception of those selling necessities like
food, groceries, clothing, electronics, cell phones, furniture, and appliances. Also,
retailers with essential goods face losses because they cannot sell non-essential
products, which would give them greater profits, which brings retailers under a
range of financial stresses. Hence, offering discounts at the time of pandemic
made the customer feel comfortable to buy in the retail store and also it will
boost the sales and revenue for the retailer.
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The behaviour of employees at the time of pandemic is an important factor which
affects the satisfaction of the customers and the loyalty. Therefore training the
employee to approach friendly with the customer at the time of both offline and
online servicing.

The research aids the retailers to adopt novel solutions to meet
consumer needs and expectation to sustain in this pandemic situation. The SEM
model is used to predict the quality of service, customer satisfaction and
customer loyalty. The result of the study useful to the organized retailer to
implement new strategies in order to improve the quality of service and to
increase their profitability and market share through customer satisfaction and
customer loyalty. It is also useful to the customers in making purchase decision
on different organized retail stores and finally it would be of immense use to the
dealers of the products, government and academicians.

CONCLUSION

In today’s competitive world, with increasing number of retail stores, the
retailers need to be more customer-oriented. The modern consumer is more
aware, confident and much more demanding, and is posing a challenging task for
the Indian retailers (Aamirhasan and Subashmishra, 2015). Therefore, the
retailers offer not only the product but also concentrate more on service and
retention of customers during pandemic. After the COVID-19 pandemic-related
lockdown, the Indian retail industry underwent numerous changes. The Indian
economy is changing, and the retail sector is playing a vital role. In the nation,
electronic commerce is steadily growing. Customers can choose from a wider
variety of goods at lower prices.

In the Indian retail sector, electronic commerce is arguably driving the
biggest change, and this development is expected to continue in the years. In a
nutshell, it reveals that, the quality of service is an important factor during
pandemic that influences the consumers towards organized retail stores. A high
quality of service offered by the organized retail stores not only brings satisfaction
to the customers but also enhance the loyalty of customers towards the stores.
The study also reveals that the service quality has a positive influence on
customer satisfaction and customer loyalty. The customer satisfaction plays an
intercession role between the service quality and customer loyalty.

LIMITATIONS OF THE STUDY
The study is subject to the following limitations

e The study has been confined to selected products in organized retail
stores.

e The information obtained from the consumer is assumed to be unbiased.

e The opinion of the consumers may vary after the point of purchase.
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Abstract

E-banking technology has helped to improve banking operations effectively and
efficiently with cost reduction to handle day-to-day banking matters through
online banking channel. Customers are facilitated by reducing visits to banks
and they can conduct their transactions online instead of visiting branches in
customers. This paper examines whether bank customer choice is influence by e
banking services. Data were collected from selected area in Ramanathapuram
district through e-banking and through interview schedule 150 completed
interview schedule were selected for the present study.

Keyword: E-banking customers perception, Online Services, TMB E-banking
Services.

Introduction

The information technology has revolutionized various aspects of our life.
The world at large is rapidly entering into the Net Age’. Internet or simply
‘Net’ is an inter connection of computer communication networks covering
the whole world. E-banking implies performing basic banking transactions
by customers round the clock globally through electronic media. Modern
banking is more information based, speedy and boundary less due to the
impact of E-revolution. Modern banking decisions have to be IT based,
with the spread of digital economy. E-banking is more of a science than art.
E-banking is knowledge-based and mostly scientific in wusing electronic
devices of the computer revolution. When most business commercial
enterprises tend to become internet working organizations, banking has to
be E-banking in the new century.

On the other hand, E-banking enables the customers to perform the basic
banking transactions by sitting at their office for at homes through
viewing their account details through PC or laptop. The customers can
access the banks website for viewing their account details and perform
the transactions on account as per their requirements. With E-banking,
the brick and mortar structure of the traditional banking gets converted
into a click and portal model, thereby giving a concept of virtual banking
a real shape. Thus, today’s banking is no longer confined to branches.
Customers are being provided with additional delivery channels which are
more convenient to customers and are cost effective to the banks. These
delivery channels include ATM, telebanking, internet banking, mobile banking,
home banking, etc. Thus, E-banking facilitates banking transactions by
customers round the clock globally.

Conventional banking is an art. But, E-banking is more of a science than
an art. E-banking is knowledge-based and mostly scientific in using the
electronic devices of the computer revolution. When most corporate tend to
become internetworking organizations, banking has to be E-banking in the
new century.

74



Review of Literature

Kaur & Kiran (2015) conducted a research with an objective to study the
customers perception towards e banking service quality of public, private and
foreign sector banks operating in India. They found in their study that customers
perceive that foreign and private banks provide better service quality features
than public sector banks. But in security dimension of e banking service quality
customers are comparatively more satisfied.

George & Kumar (2014) conducted a research with an objective to study service
quality dimensions in internet banking and their effect on customer satisfaction.
They found in their research that reliability, fulfillment, privacy and security have
influence on customer satisfaction.

Statement of the Problem

E-banking is a recent development that has added a new dimension to banking
transactions by making them more convenient. Reduces long customer waits at
the bank. Low level of broadband internet penetration, customer preference for
traditional banking transaction, fear of online threats / frauds, lack of basic
knowledge of computers and high cost of internet access are some of the main
reasons.. Perception of customer satisfaction. Equally important for service
companies like banks, many of them believe that high customer satisfaction
leads to high customer loyalty, which in turn leads to future revenue. "Customer
satisfaction” means more than just a happy customer. With the growing trend of
information technology in the banking sector, customers prefer to deal with their
bank online due to the increasing trend of technology improving quality and
customer satisfaction. Thus, creating customer satisfaction and customer
commitment. In this context, how e-banking facilities help the customers of rural
banks is the focus of the present research work.

Scope of the Study

The present study is both descriptive and evaluative in nature and examines the
impact of various factors that lead to customer satisfaction/ dissatisfaction in e-
banking. The study measures the level of perception of e-banking on performance
of TMB services among in Kamuthi, Kadaladi and Mudukulathur three block
customers . The scope of the study is limited to banks with e-banking services
operating in the Ramanathapuram District.

Objectives of the Study

To study the customers perception of e banking services quality in the study
area.

To study the customer satisfaction and problems of customer of e banking
services provided in the study area .

Research Methodology

Data Source: The Primary data required for the study collected through interview
schedule questionnaire. Around 150 customers from three block in
Ramanathapuram district contacted adopting direct personal interview method.
The secondary data are collected from books, magazines and websites.
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Sampling Size and Techniques:

As per the official website of Ramanathapuram district there are 3,41,879
population in Kamudi, Kadaladi and Mudugulathur block. In order to give
respondents to the data collection from 150 customers of the TMB The following
table-1 shows the sample size block-wise.

Table 1. Selection of Sample Units

Area Populations sample size
Kamuthi block 1,13,144 75
Kadaladi block 1,46,566 S0
Mudukulathur block | 82,169 25

Total 3,41,879 150

Source: official website in Ramanathapuram District.

This study is carried out by using both the primary and secondary data. It is
based on the sample survey method. The data were collected from selected 150
customers using E - banking through an interview schedule out of which
interview schedules rejected on account of ambiguous responses. Statistical
technique The data is first presented in table from representing the different
responses given by the customers. Then analysis was done using the simple
percentages method.

Table .2 . Demographic profiles of the Respondents

S.No | Aspects Classification Frequency | %
Male 108 72

1 Gender Female 42 28
Total 150 100
18 — 25 Years 65 43.33

2 Age 26-35 Years 35 23.33
36- 45 Years 39 26
Above 46 Years 11 7.33
Total 150 100
SSLC/HSC/Diploma | 18 12

3 Educational Under Graduate 73 48.7

Qualification Post Graduate 40 26.7

Other 19 12.6
Total 150 100

Source; primary data

The Table 2shows that 108 respondents (72 percent) are male and 42 of them (48
percent) are female. From this we understand that female respondents take part
of te study more than the male respondents. The research has chosen
respondents from a wide range of age category from 18 years and above. It is
understood that most of the respondents 43.33 per cent are in the age category
of 18-25 years followed by 26-35 years ,36- 45 and above 46 years who comprise
23.33 per cent , 26 per cent and 7.33 per cent respectively.
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Further are table clearly shoes that the younger age group of respondents 18-25
years constitutes 43.33 percent only which means that young people are using e-
banking services.

Most f them 73 respondents Under Graduate followed by 40 respondents Post
Graduate education. 19 respondents other education qualification and 18
respondents have completed only Hsc and diploma education.

Table -3. Selected block wise distribution of the respondents in
Ramanathapuram district

S.No Name of the Frequency | Percentage (%)
Block

1 Kamuthi 75 50.00

2 Kadaladi 50 33.33

3 Mudukulathur 25 16.66
Total 150 100

Source; primary data

Table 3 shows that 50 percent of the respondents mostly from kamuthi block.
33.33 percent of the respondents from kadaladi block. 16.66 percent
respondents from mudukulathur block.

Table 4 displays frequent using of e banking services per months and
services given by TMB

frequent using of e banking services per month

1-4Times 4-8 Times 8-12 More Than
E- Times 12 Times TOTAL
BANKING
SERVICES
Branch S57(38) 69(46) 15(10) 9(6) 150(100)
ATM 35(23.33) 74(49.33) 28(18.67) 13(8.67) 150(100)
Services
Internet
Banking 44(29.33) S7(38) 41(27.33) 8.(5.33) 150(100)
Mobile
Banking 71(47.33) 38(25.33) 29(19.33) 12(8) 150(100)

Source: primary data

Table 4 shows that 69(46%) respondents are using Branch Banking services 1-4
times. 74(49.33)respondents are using ATM Services 4-8 times in months.
57(38) respondents are using Internet Banking services 4-8 times in months
followed by 77(51.33) respondents are using Mobile Banking 1-4 times in
months. It show that majority of the respondents 74(49.33) respondents are
using ATM Services.
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Table 5 Method of payment in E-Banking Services

S.No Method of Frequency Per cent
Payment

1 Credit Card 63 42

2 Debit Card 46 30.67

3 Internet 24 16

4 Others 17 11.33
Total 150 100

Source: primary data

The above table shows that 42 percent of the respondents use in method of credit
Card, 30.67 per cent of the respondents use n the method of Debit Card , 16 per
cent of the respondents use in method of internet banking, 11.33 per cent of the
respondents use in method of others facilities. It shows that majority of the
respondents use in method of Credit Card.

Table 6 customer perception regarding E-Banking Services of tmb
(Excellent -1,Very good -2,Good - 3, Average -4, Bad- 5)

S. Statement 1 2 3 4 5

1. Quality of 37(24.66) | 51(34) 29(19.33) | 26(17.33) | 7(4.66)
service
provided
2. Security/ 55(36.66) | 43(28.66) | 32(21.33) 15(10) 5(3.33)
safety at the
bank

3. Online 52(34.66) | 51(34) 30(20) 13(8.66) 4(2.66)
Shopping fee
4. Payment fees | 45(30) 56(37.33) | 25(16.66) 11(7.33) 13(8.66)
S. Bank 60(40) 55(36.66) | 23(15.33) 12(8) 0(00)
operating
hours

6. Facilities and | 40(26.66) | 39(26) 36(24) 25(16.66) 10(6.66)
Equipment
7. Ticket 35(23.33) | 41(27.33) | 33(22) 30(20) 11(7.33)
booking
8. Employees 61(40.66) | 57(38) 21(14) 9(6) 3(2)
honesty with
customers

9. Bank works 47(31.33) | 61(40.66) | 27(18) 10(6.66) 5(3.33)
your
complaints/
comments/
suggestions
10. Employees 41(27.33) | 37(24.66) | 61(40.66) 17(11.33) | 9(6)
courteous
towards
customers

Source: primary data
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Table shows that 51(34%)respondents very good Quality of service provided,
55(36.66%) respondents excellent of Security/ safety at the bank , 52(34.66%)
respondents excellent Online Shopping fee, 56(37.33%)respondents very good
Payment fees, 60(40%) respondents excellent Bank operating hours, 40(26.66%)
respondents excellent Facilities and Equipment, 41(27.33%) respondents very
good of Ticket booking, 61(40.66%) respondents excellent Employees honesty
with customers, 61(40.66%) respondents very good Bank works your
complaints/ comments/ suggestions, 61(40.66%) respondents good Employees
courteous towards customers.

Table 8 customer problems of E-Banking Services of TMB

S.No | Statement Often Rarely Never Total

1 Cards Blocked 65(43.33) | 63(40.66) 22(14.66) 150(100)

2 Machines out of | 55(36.66) | 71(47.33) 24(16) 150(100)
cash

3 Non printing of | 75(50) 35(23.33) 40(26.60) 150(100)
statement

4 Machine out of | 69(46) 62(41.33) 19(12.66) 150(100)
order

5 Reduction of 54(306) 69(46) 27(18) 150(100)
balance

6 Not able to 61(40.66) | 76(50.66) 13(8.606) 150(100)
maintain
security

7 Internet 67(44.66) | 69(46) 14(9.33) 150(100)
banking
tampered

8 Long time for 52(34.66) | 70(46.66) 28(18.88) 150(100)
transaction

9 Lack of 44(28) 79(52.66) 27(18) 150(100)
knowledge

10 Lack of prompt | 62(41.33) | 66(44) 22(14.66) 150(100)
services

11 Lack of clear 50(33.33) | 70(46.66) 30(20) 150(100)
guidelines

12 Lack of security | 59(39.33) | 71(47.33) 20(13.33) 150(100)
in transaction

13 Lack of 51(34) 81(54) 18(12) 150(100)
appropriate
software

Source: primary data

The table shows that 66(43.33%) respondents card are often blocked
71(47.33%)respondents machine are rarely out of cash , 75(50%) respondents
often non printing of statements69, (46%) respondents machine are often out of
order, 69(46%) respondents had rarely reduction of balance, 76(50.66%)
respondents rarely Not able to maintain security, 69(46%) respondents rarely
Internet banking tampered, 70(46.66%) respondents rarely Long time for
transaction, 79(52.66%) respondents rarely Lack of knowledge, 66(44%)
respondents rarely Lack of prompt services, 70(46.66%) respondents rarely Lack
of clear guidelines, 71(47.33%)%) respondents rarely Lack of security in
transaction, 81(54%) respondents rarely Lack of appropriate software .
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Table 9 customer satisfaction of e-banking services of TMB(High
satisfaction-HG,Satisfaction-S, Neutral —N, Dissatisfaction -DS, High
Dissatisfaction —-HDS)

S.no | Statement HS S N DS HSD

1. Promptness 44(29.33) 59(39.33) 30(20) 10(6.66) 7(4.66)
of Card
Delivery

2. A/c Info and | 34(22.66) 39(26) 53(35.33) | 15(10) 9(6)
Balance
Enquiry

3. A/ctoA/c 38(25.33) 45(30) 43(28.66) | 10(6.66) 8(5.33)
Transfer

4. SMS alerts/ 56(37.33) 53(35.33) 29(19.33) | 8(5.33) 4(2.66)
New
Products

S. E-Payments 57(38) 43(28.66) 25(16.66) | 13(8.66) 12(8)

6. Statement 42(28) 34(22.66) 63(42) 8(5.33) 3(2)
Request

7. Transaction 27(18) 51(34) 62(21.33) | 6(4) 4(4.66)
Status

8. Number of 41(27.33) 56(37.33) 39(26) 12(8) 2(1.33)
Transactions

9. Prepaid 35(23.33) 42(28) 53(35.33) | 17(17) 3(2)
Mobile
Recharge

10. Clear 41(27.33) 40(26.66) 48(32) 14(9.33) 7(4.66)
Instructions

Source: primary data

Table shows that 59(39.33%) respondents satisfaction of Promptness of Card
Delivery, 53(35.33%) respondents neutral of the A/c Info and Balance Enquiry,
45(30%) respondents satisfaction of A/c to A/c Transfer, 56(37.33%) respondents
high satisfaction of SMS alerts/ New Products, 57(38%) respondents high
satisfaction of E-Payment, 63(42%) respondents neutral Statement Request,
62(21.33%) respondents neutral of Transaction Status, 56(37.33%) respondents
satisfaction of Number of Transactions, 53(35.33%) respondents neutral of
Prepaid Mobile Recharge, 48(32%) respondents neutral of Clear Instructions.

Conclusion

The information and communication technology has tremendously contribution
towards the development of the banking sector. the most popular and widely
using e banking service in Indian banking sector. The present study customer
perception regarding the e banking service provide by bank in three block in
Ramanathapuram district.
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This study found that the customers perception with the provide e- banking
services , all most the customers satisfied , customers face with problem of e-
banking services.
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Abstract: -

E-Banking: Now a days cash less transition is increasing in very speedily.
There are so many ways available now with which we can do payment on line
without using any cash. Our new generation is very much friendly with this
payment system and this payment system is getting popularity day by day with
the introduction of Information technology and increasing number of consumers
using smart phones. To Increase the on-line payment in India the government of
India has enacted the IT Act 2000 with effect from 17, October 2000 which
provided legal recognition to electronic transaction and other means of E-
commerce. The Reserve Bank of India is monitoring and reviewing the legal and
other requirements of E-Banking on a continuous bases to ensure that E-
banking would develop on sound lines and embanking related challenges would
not pose a threat to financial stability. In these days lots of news are spreading
through media about on-line fraud so the main challenge that opposes electronic
banking is ensuring banking security. In this context, this paper aims to provide
an overview of the electronic banking service highlighting various aspects,
investigating various challenges and risks, and discussing some proposed
solutions.

Keywords: - E-banking, E- commerce, electronic transaction, digital banking,
technology risk management, Government of India, Reserve Bank of India,
Information Technology, Banking Sector etc.

Introduction: -

Now a days our banking system is quite changed from the traditional
banking system. In early time we have to go bank to get banking facilities. But
today all banking working can be done by our smart phones and the burden of
the works of banking staff is radiused. Now we can deposit money of credit
money with the help of atm Machin electronically. All other banking facility
provided by the banks can also done by us with our smart phones. So, it can be
called a digital revolution. The Electronic implies provision of banking, products
& services via electronic delivery channels. All the services provided by the
banks is now can do very fast on without time frame easily. Now 24*7 hours
banking facility is available. It is a process of delivering banking products and
services through electronic channel such as cellphone, internet, desktop
computers, ATM machine, E-Mitra, credit card, debit card, smart card, e-wallet,
net banking, Paytm, google pay, phone pay, amazon pay, mobile payment and
other so many electronic gadgets, the concept and scope of E-banking is still
evolving and several initiatives have been taken by the government of India to
give safe banking and e-payment facility. Reserve bank of India are also trying
it’s best to increase E-banking facility in India. It acts as an advisor, increaser,
supervisor and regulator to improve this facility. The reserve bank of India has
made considerable progress in consolidating the existing payment and
settlement systems. It is giving instruction to our banks to improve more and
more facility related to the above area.
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Reserve bank of India also focusing to introduce upgraded technology in
the above are for establishing an effective integrated efficient, time saving, user
friendly, easy to operate and understandable and with tight security system
functioning in a real time. This will further help in the development of E-banking
in India. Our parliament passed an IT Act 2000 with effect from Octoberl?,
2000 which provided legal recognition to electronic transaction and other means
of E-commerce. The RBI is apex body to monitor the legal and other
requirements of E-Banking on a continuous bases to ensure that E-banking
should develop speedily and it may reach to maximum people of the country. E-
banking and e-commerce is very helpful for our currency printing system also.
In present GOI have to expend a lot of money to print currency notes and
replace damage currency but in this system, we will require very less amount of
currency to a huge amount of currency will save which may use in printing of
currency. In present currency system so many frauds of feck currency are also
possible bur in e-wallet or e- banking this will also not possible so from security
aspect also it is good.

Objectives of the Study: -

e To study the concept of E-banking and latest trends in the banking sector in
India.

e To study the challenges faced in E-banking in India and give remedies to solve
the issue regarding E-banking in India.

Research Methodology: -

In this study secondary data will use which is descriptive in nature. These data
may collect with various sources such as newspapers, articles, books, research
journals, GOI reports, ACT on E-Banking 2000, RBI bulletin, various reports on
the subjects etc. for risks factors news of various newspapers of on-line banking
fraud collected. Facilities provided by the banks for e payments is also collected
through banks. Products and Service Offered To cope with the pressure of
growing competition Indian commercial banks have adopted several initiatives
and E-banking is one of them. There is a tough competition between public
sector banks and private banks in providing facility to their costumer so each
bank is trying to adopt new technique.

E-banking products and services: - The Indian banks offered following E-
banking products and services to their customers: -

I. Mobile Banking (Bank apps) ii. Internet Banking (onlinesbi.com) iii. Automated
Teller Machines [ATMs] iv. Tele Banking (NUUP) v. Electronic Clearing Services
(NEFT) vi. Electronic Clearing Cards vii. Doorstep Banking viii. Electronic Fund
transfer ix. Credit Cards, Debit Card, Smart Cards x. Electronic Funds Transfer
(EFT) System etc.

Challenges and Issues in E-Banking: - There are so many challenges and issues
in spreading E-Banking in countries like India because our society is a
traditional society which do not adopt any change very fast. E-Banking is also a
change of traditional banking in new internet banking so these are the main
challenge and issues in smooth development of the E-Banking services is India.

Privacy Risk- E: -Banking have risk of lack of privacy also. Now a days the data
Peoples fear very much from the disclose of the identity. Because so many times
information in online or E-banking leaked (wiki leaks, Panama paper leaks etc.)
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Sometimes people do not want to do this because all the entry of E-baking are in
black and white and they have to pay tax. their privacy by utilizing their
information for marketing and other secondary purposes without consent of
consumers. There are many methods that people use to evade paying taxes in
India that range from false tax return and smuggling to fake documents and
bribery.so these people do not like on- line transitions.

Customer Awareness is very less: - The main difficulty for using the E-banking
facility is less knowledge about the operations of banking facility (50%).
Respondents also feel the services of E-banking too complex to use (30%) and
respondents also believe the E-banking to be risky (12.22%). This the data of a
research report is based on primary data.so we can say there is a lack of the
customer awareness in the above area peoples are still not aware of banks, so in
India there is a long way for E-banking. So, we first have to educate peoples first
about the banks system and then slowly have to educate them.

Trust Factor: - Customer’s trustis the most important and one of the key
factors of success in e-commerce. However, trust is the essential aspects of e-
banking adoption and the main element for building long-term relationships with
the bank's customers. Conventional banking is preferred by the customers
because of lack of trust on the online security. They have a perception that online
transaction is risky due to which frauds can take place.

Languages And Literacy Barriers: - Language barriers can make people with
limited English proficiency (LEP) more reluctant to seek out E-banking and E-
financial services. In turn, this can make it more difficult for them to manage
their finances, pay bills, and save money. They may also be more likely to use
costly banking alternatives, such as check cashing services or payday loans. It is
very difficult in country like India with 1.252 billion populations only about 79%
of literate peoples & most of them in regional language it is also very big barrier.

Security Risk: - Every day we read the news of on-line fraud so it is very big
challenge for E-banking. Due to this type of news most of us are afraid of using E
Banking services. So, the GOI have a very big challenge to make consumers and
marketers to opt it because of security issues. From a report Consumers in India
experienced a fairly high online fraud encounter rate of 69% in the past year,
according to the Microsoft 2021 Global Tech Support Scam Research report.
Further, 31% Indians lost money through a scam—the highest globally.so this is
a biggest challenge to this banking services.

Other Risks: - There are so many other risks in E-banking also like operational,
security, system architecture and design, reputational, legal, money laundering,
cross border, operational, legal and regulatory, credit, strategic etc. E-banking are
the same as those of traditional banking like credit risk, liquidity risk, interest rate
risk, market risk, etc. However, in E-banking, these risks are magnified due to the
use of electronic channels and the absence of geographical boundaries

Cyber Squatting: - Cybersquatting is a type of domain name trademark
infringement involving the bad faith registration of internet domain names.
Individuals involved in this act will register, sell or use a website domain that
inappropriately incorporates a protected trademark or service mark. The intent of
undertaking this action is to profit from an established brand’s goodwill among
consumers. This is an issue that has not been covered in the IT Act, 2000.
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Various types of frauds: - on- online banking there are various types of frauds
possible like Phishing hacks of work, Vishing of work, Frauds using online sales
platforms, Frauds due to the use of unknown /unverified mobile apps, ATM card
skimming, Frauds using screen sharing app / Remote access, SIM swap or SIM
cloning, Frauds by compromising credentials on results through search engines,
Scam through QR code scan, Impersonation on social media etc. so this is also a
obstacle in the above area

Handling Technology: - there is very fast change of the technology in E-banking
sector so it is also a challenge for a bank to adopt latest technology to satisfy
their costumer. Now no customer wants to visit in banks branch and want
everything service very fast so the banks have to updated their branches with the
upgraded technology.

Fraud By Human Resource of The Bank: - some of the bank employ also
involve in frauds they may sail our information in someone hands who is a
cheater. There are several staff members who use their own gain and may cause
loss to both customer as well as bank. Remedies To Cope with is also a big
Challenge.

Less Internet Penetration in Indian Context: - In India there is a problem of
network and internet facility in rural areas. There are so many villages where
there is lack of internet facility so this is the major problem of the E-banking So,
the penetration of internet and knowledge related to internet are major hurdles.

Difficulties in implementation of global technology: - For the E-Banking
services we require an adequate level of infrastructure and human capacity
building before adopt global technology for their local requirements. In India
many consumers either do not trust or do not access to the necessary
infrastructure to be able to process e-payments.

Customer Satisfaction: - In today’s competitive world, satisfaction of customers
is a major challenge for the banking sector if any banks costumer is not
satisfying with the working of the bank that bank may lose their business.

Confidentiality, integrity and authentication: - In Indian prospective these
three are the very important features of the E-banking sector because due to
fraud news we have to do a lot of work to achieve confidence of the costumer with
integrity and authentication.

Competition: - Now a day there is a lot of competition also between various
banks of public sector and private sector and with the foreign banks also so the
banks have to develop a full prof. software where fraud is impossible than a bank
can earn trust of costumer. In these days lots of machines are using by the
banks so in that area a huge competition faced by the banks. They are
decreasing manual powers and getting maximum work done through machine
power. Skilled and specialized man power is to be utilized and result oriented
targeted staff is appointing.

Remedies to remove the obstacles in development of the E-Banking services
in India: -

1.In E-Banking transition there are the risk of data privacy. Data nay be leak and
any one can use that data for fraud. So, government should make law for data
privacy and without in written permission any one can'’t give the data.
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2.Keeping security concerns in mind, all banks in India must follow a standard.
Also, the Indian Banks Association should design this standard.

3.In India 70 percent of the people live in village and they have very less literacy
about the internet so government should try to increase the computer and
internet literacy so that they can use Internet banking with security.

4.Government should try to increase trust in E-Banking services if there is an
on-line fraud that problem should solve at priority basis and provision of no
economic loss of costumer should decide in on-line fraud cases so the trust in E-
Banking increase.

S5.Banks must have an internal grievance redressal system to adopt a fraud-free
culture of banking.

6. In India the literacy is very less so people feel difficulty in on-line or E-Banking
so the language and literacy barriers must cut down for that purpose the banks
and government should organize training programmer for the person who haven’t
knowledge about E-Banking.

7. change in technique or technology or system, some peoples have the barriers
of adopting it even bank employees, so banks must train their employees for new
technology and new process.

8.Banks must adopt an extensive e-banking network so that the rural and remote
areas of the country can also benefit.

9. to increase the banking business. Worthy customer services are the best
brand ambassador for any bank for growing its business. Every engagement with
customer is an opportunity to develop a customer faith in the bank. While
increasing competition customer services has become the backbone for judging
the performance of banks.

10. Every day we read the news of on-line fraud so it is very big challenge for E-
banking. Due to this type of news most of us are afraid of using E Banking
services so government should adopt such kind of latest technology in which
their may be three lair of security and any one cannot do any fraud.

11.All banks must have an explicit security plan along with documentation.
Further, banks must strictly ensure physical access control.

12. other risks in E-banking also like operational, security, system architecture
and design, reputational, legal, money laundering, cross border, operational,
legal and regulatory, credit, strategic etc. should also try to meet out so that the
popularity of the E-Banking may increase.

13.In order to mitigate the money laundering risk, banks must develop an anti-
money laundering (ALM) technology for reporting and querying.

14.cyber-squatting and various types of frauds should also include by
amendment in the IT Act, 2000.s0 no one can make clone of card or website.

15.In E-Banking handling technology should be very easy but safe so everyone
can use it anytime anywhere.

16 frauds by human resource of the bank should be a punishable offence
because we have a lot of trust on bank employ and any fraud of them is a biggest
loss in the trust of E-Banking.
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17. global technology in that area should adopt frequently so we can cope up
with the rest of the world and the MNC did not feel difficulty in investing in India.

18.All banks must adopt adequate security measures to maintain the secrecy and
confidentiality of data. Further, they must use logical access control to implement
it.

19.To success of E-Banking customer satisfaction is must so banks should a
survey about the doubt in E-Banking and that may be root out so they can trust
on it.

20.now a day’s competition in E-Banking is increasing day by day so our banks
should try to satisfy their customer and hidden charges should abolished.
Simplicity Is Best- When we have to make people use E-banking it should be
quick, simple and useful so that people should be used to it and feel confident
when using it. internet, virtual, phone banking and ATMs are the products or
services or application of E-banking.

21. Banks can offer so many channels to access their banking and other services
such as ATM, Local branches, Telephone/mobile banking, video banking etc.

So, on the behalf of this we can say that E-Banking system is very good than the
traditional banking system because with this we can do banking anytime and
anywhere. Government of India should make suck kind of provision in law that
on line any fraud is a unbailable offence so any one can afraid of doing fraud.
The technology use in E-Banking must user friendly so even villager also can use
this banking Government should give a cash incentive to the person who is using
E-Banking services so it will get popularity soon.
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Abstract

Nowadays, marketers tempt their customers in a variety of methods. Utilizing
social media marketing is one method by which marketers may not only
influence their customers but also determine their demographics and attract
their attention by displaying advertisements based on those criteria. The purpose
of this study is to determine how consumers feel about the promotions and
marketing that businesses utilise on various social media platforms. This paper's
main objective is to pinpoint the numerous elements that affect how consumers
view social media advertising. 177 respondents took part in the study, and
survey questionnaires with closed-ended questions were employed to gather the
data. The study's findings indicate that users pay attention to advertisements the
majority of the time, and they frequently buy things they need as well as those
they do not.

Keywords: Social media marketing, advertisements, online customers, online
business, customer perception.

1. Introduction

People no longer find the leisure to gather and interact with one another in the
twenty-first century. Social media fills the gap and assists users in connecting to
social networking sites, allowing users to distance themselves while maintaining
connections. Social media is used to not only connect people but also to largely
advertise, which is where social media marketing comes into play. The online
retail sector is one of the industries that experiences constant changes, and
social media is the most practical and affordable channel for reaching the target
audience. With all transactions being transparent thanks to social media
marketing, trust and brand recognition have been increased. Major platforms like
Facebook, Instagram, YouTube, and Pinterest, among others, encourage their
highly focused audience to participate in social media ads and promote their
goods and services. The online retail business is heavily skewed towards social
media marketing or the digital platform due to the dynamic environment. People
first used social media as a medium for communication, social interaction, and
entertainment. Although the younger age group was first the focus of the social
media fervour, other age groups have since joined in. Social media's influence
over the last two to three years has spawned the phenomena of social commerce.
It has frequently been linked to electronic marketing (e-marketing). Additionally,
it is thought to be a strong technique for boosting brand recognition. 1

! Norshidah Mohamed, Sahar Mobasheri (2013) Perceptions of E- Marketing, socia media,
Individuals and Purchaselntention — What Can We Learn From Research?Mathematics and
Computersin Contemporary Science, ISBN: 978-960-474-356-8
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2. Background of the Study

The word "internet" has been the biggest addition in the history of the world
because it has a lot of meaning in the twenty-first century. In addition, we can
say that nothing that needs to be done, from invention to destruction, can be
done without the aid of the internet because virtualization is a continuous
process. The term "social media marketing" refers to the practise of increasing
website traffic or attention via social media platforms. Social media marketing is
centred on producing attention-grabbing content that grabs readers' attention
and entices them to share it with their social media networks. This type of
marketing generates earned media as opposed to paid media because it is
ultimately driven by word-of-mouth. This research study demonstrates how
social media marketing develops various channels and chances for connecting
with customers as well as how customers view social media marketing in relation
to the online retail sector.

3. Meaning of Social Media

Social media are computer-mediated communication technologies that enable
individuals or organisations to create, exchange, and share data, concepts,
thoughts, images/videos, and other items in online communities and networks.
Social media 2.0 applications are web-based programmes with user-generated
content and service-specific user profiles. Social media connects people or groups
via user profiles, which aids in the growth of online social networks. The era of
social media began about ten years ago. LinkedIn launched it in 2003, Facebook
and Myspace followed in 2004 and 2005, and Twitter in 2006. 64% of marketers
spend more than five hours a week on social media, and 39% spend more than
10, according to the Social Media Marketing Industry Report.2

3.1 Simple Social Media Platforms

e Social Networks: These enable users to create individual web sites, connect
with friends individually or collectively, and exchange material and communicate.
e Blogs: The best types of social media are online journals, or blogs.

¢ Wikis: These are online encyclopaedias that let users add content or change
the data in their databases.

e Podcasts: It offers subscribers access to audio and video materials.

e Forums: A platform that enables online conversation on certain interests or
subjects that is accessible to all users.

e Microblogging: This form of social networking allows for the quick
distribution of content across the internet and mobile phone networks.

3.2 Social Media Marketing: Social media is a common way for people to
communicate with one another. The e-marketers' utilisation of social media's
marketing strategy reflects its expanding significance. It is now a well-liked
marketing tool that promotes two-way connection between companies and
customers. The word "social media" refers to the tools and methods individuals
use to communicate ideas, knowledge, opinions, and perspectives online. It
comes in a variety of shapes and sizes and can contain text, audio, video,
graphics, and other types of material.

®Michael Stelzner (2009), ‘How marketers are using social media to grow their businesses’ Social
media marketing Industry Report.
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The business community should prioritise online buying since customers spend
a lot of time today producing user produced content and sharing it online
increasing interest in social media marketing among businesses, particularly
those that offer online purchasing. Social media's development has made it easier
for everyone to develop relationships with customers. Social media marketing has
become a popular new channel for businesses to connect with their customers.

3.3 Factors affecting Social Media Marketing: Social media has given e-
marketers new marketing opportunities. The conventional "word-of-mouth"
method of advertising has been supplanted by "word-of-web" due to the growing
trend of consumers reading product reviews on social networking sites before
making an online purchase, which is currently having a significant impact on
consumer purchasing behaviour. Even though a lot of e-commerce businesses
now have official websites with detailed descriptions of their items, prices, and
other information, shoppers still prefer to read reviews and comments from
previous clients. Prior to making a purchase, people desire to be certain that the
item is of the highest calibre and provides excellent value. Social media is crucial
in defining consumer behaviour at this point. Customers who have used the
product before can assist spread knowledge by sharing their experiences, ideas,
thoughts on the product and services, strengths, and weaknesses, among other
things.

3.4 Social Media's Importance in Online Retailing: In today's cutthroat
marketplace, firms are vying for consumers' attention. Social media platforms aid
in increasing brand awareness and customer confidence in the business. This
significantly contributes to the process of brand building. The relevance of using
social media for product marketing, such as blogs and networking sites, is
rapidly rising. With the advent of the internet, which transformed how people use
technology, the number of social networking sites that give businesses a platform
to promote their brands in the online market and grow their businesses while
satisfying customers has expanded.

Online businesses can also avoid clutter and achieve the right target audience.
They may better understand their clients' tastes and update their products and
services as a result, and it also helps them develop marketing plans for their
items. They have ample room to respond to them right away. As a result, it
promotes personal engagement and consumer pleasure. In social media, the
emphasis is on material that sparks genuine dialogues and inspires users to get
involved and connected in their decision-making process for purchasing things.
The lives of customers are now operated by social networks. Customers look for
endorsements to support their choices. Through social media, online shops are
coming up with inventive ways to offer prompt, high-quality service for a range of
client issues.

3.5 E-Commerce: E-commerce is essentially the creation, management, and
expansion of commercial relationships between firms that take place online and
involve the buying, producing, and designing of items as well as the management
of production, marketing, sales, and services. By lowering sales calls, which
saves money, it improves the effectiveness of selling to existing customers. It
enables a special one-on-one relationship with customers that add greater value
to the company. It offers a special chance to stay in touch with clients and helps
to concentrate on customer care, concerns, and inquiries.
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The interaction between the firm and the customer, the purchasing and selling
transaction, and the money transfer are all included in the e-commerce business
process. These transactions involved spontaneous purchases.

3.6 Online Marketing: Online marketing, also known as internet marketing has
introduced numerous special advantages to marketing. Internet marketing is
distinct and different from traditional marketing because of its interactive aspect,
which offers immediate reaction and directs response in both terms. Its scope is
wider. It relates to digital media such as the internet and email, which include
electronic customer relationship management (E-CRM) and digital customer data
management. Effective online marketing calls for a well-thought-out plan that
focuses on target market groups, the right advertising and promotional methods,
and integrates a company's business model with the functionality and aesthetics
of its website. The internet and new connected technologies have a significant
impact on marketers and customers, particularly strategy. There were many
common marketing techniques used, including product standardisation, store
merchandising, and advertising. Additionally, marketers create fresh tactics and
methods that are better adapted to the contemporary digital world. E-marketing
is a method of online client attraction, motivation, communication, and retailing.

3.7 Overview of Online Shopping: Online shopping is the practise of looking up
and buying goods or services online. Online shopping is interactive and quick.
Customers can engage with the seller's website to create the precise structure of
shopping information, goods, or services they want, and then immediately order
or download them based on their needs. Online shopping has become
increasingly popular over the years, largely because people find it to be incredibly
handy and simple to purchase comfortably from their homes and offices. The
number of online retailers is growing every day, which can be attributed to people
accepting this as a new way of life. This most recent change in the way of life of
today's customer is necessary given the passing of time. Today, people may shop
whenever they want; everywhere they are, for any product that is offered online,
from banking services to purchasing travel tickets. Today, a retail centre is only
one click away. People purchase apparel, cosmetics, furniture, groceries, mobile
and computer accessories, and other items online. The development of the e-
commerce industry has made this possible.

3.7 Customers' Perceptions and Purchasing Patterns: Thanks to e-commerce,
the demands and expectations of both online customers and end-users are
continuously evolving and expanding. Marketing managers are finding it difficult
to select the best marketing mix while ignoring the market due to the online
customer's behaviour. Although humans are similar, new technology has
changed many of the ways that consumers shop and make purchases. To attract
and keep online customers, marketers must have a thorough understanding of
consumers' expectations for and reactions to e-commerce activities.

In an online buying system, consumer satisfaction is the primary driver of both
customer acquisition and retention. Customer satisfaction with regard to online
buying is in line with what the customer expects and confirms their opinion of
the online experience. For online shops to survive in a cutthroat marketplace,
after-sale services in particular are crucial.
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E-commerce will grow as a result of improvements to the online shopping
experience on already-existing web sites, the implementation of more online
shopping sites by already-existing retailers, and the introduction of novel
products, services, and online shopping experiences. Various firms have
increased their attempts to market and sell their goods and services online in the
age of globalisation and the marvellous spread of the Internet. They have been
offering their clients a variety of product categories, including clothing, books,
furniture, computer equipment, toys, and electrical goods, through the internet
with superior marketing results.

4. Review Of Literature

Vasanth G (2021)3 claimed that technology is what drives today's world.
Personal communication has given way to technology-based communication. The
dynamism that occurs every hour motivates us to work more and harder to raise
our standard of living and broaden our worldviews. Social media is playing an
incredible part in our lives as digital technology becomes more and more
prevalent. With regard to social media posts on sites like Facebook, Instagram,
Whatsapp, and others, the dependability quotient can be applied to any element.
The value of promoting a good or service on social media has taken off like
wildfire. The conventional approach of selling products by going door to door has
given way to a digital marketing trend that brings the consumer closer to the
brand. Increased consumerism has made the market more responsive and able
to serve the various target demographics. It takes social media marketing or
search engine optimization for a business or product to be accepted through
digital marketing, as opposed to a quick fix.

Shreya Pattnaik and Prachi Trivedi (2020)4 examined the respondents'
knowledge of social media marketing and how fashion labels and online retailers
use sites like Facebook and Instagram to advertise their goods and how these
social media marketing campaigns affect individuals' buying intentions. Second,
the study examined secondary data to determine how social media affects the
advertising of the online fashion sector, as well as the drivers of that sector's
growth and the reasons why more individuals are now interested in shopping
online.

Mizanur Rahman et al. (2019)5 looked into how social media marketing
influences how customers form opinions. A systematic, closed-ended
questionnaire with a five-point Likert scale was used to gather information from
customers in Khulna City about their perspectives on social media marketing
and the formation of their customer perception. The study's research questions
were answered using a causal research design. Regression analysis was used to
look into the relationships between social media marketing elements and
consumer perceptions.

3Vasanth G, Dr. S Anurekha, Deborah Raj and Aditya Raghavan (2021) Impact of Social Media
Marketing on Consumer Perception, International Journal of Mechanical Engineering,ISSN: 0974-
5823 Val. 6.
“Shreya Pattnaik and Prachi Trivedi (2020) The Impact of Social Media Marketing on Online
Fashion Industry, International Research Journal of Management Sociology & Humanities |SSN
2277 — 9809 (online)
® Mizanur Rahman, Md. Reaz Uddin and Tasnia Anika Akhi (2019) Effect of Socid Media
Marketing on  Building Customer  Perception in  Khulna City, Bangladesh,
DOI:10.35649/KUBR.2017.12.12.3
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The study's findings supported the notion that factors such as entertainment,
informational value, annoyance, brand loyalty, customer engagement, electronic
word-of-mouth, and purchasing opportunity influence how consumers perceive
brands.

Karan Joshi's (2015)6 focused on the potential rise of online shopping with
variables influencing customer attitudes about online purchasing. A study found
that a number of macroeconomic elements, including advantages and
disadvantages like privacy, convenience, source, fun, larger selection, homepage,
pricing, and customer service, had a substantial impact on online buying in
Himachal Pradesh. Online retailers can prioritise the implicit and explicit needs
of the customer in the online purchasing environment by using the pertinent
variables and elements to create their strategy.

1.4 Research Gap

The assessment of the literature indicates few significant shortcomings. Firstly,
the majority of the investigations are neither based on rigid methodology or
effective theory. The studies seem to be carried out on an ad hoc basis. Secondly,
there are not many marketing studies using social media. Despite the dominance
of online consumers in India, there is a significant research gap in the field of
marketing. Perception of online consumers and the effectiveness of social media
marketing research among the population of Chennai are both relatively low,
which logically necessitates the current study to fills the gaps.

5. Problem Statement

Businesses nowadays are applying numerous social media marketing
applications by using various social media platforms, an essential social network
that is especially preferred by young customers, in their digital marketing
strategies. Hence, Social media marketing is currently on the rise. Businesses
and brands invest a lot of money and resources into creating various marketing
tools so they can interact with customers on social media in an effort to cultivate
loyalty and purchase intent. On how these applications effect customer loyalty
and purchasing intention, there is, however, little data. In this context, the
current study aimed to provide light on the relationship between loyalty intention
and purchase intention among customers and their perceptions of the marketing
strategies used by businesses on their social media platforms.

6. Rationale of the Study

The growing adoption of social media is altering how businesses respond to
consumer demands and desires as well as how they address rivals. Although
researchers disagreed on a number of social media marketing-related topics,
there are many researches that have been done on the subject. Additionally,
there are now just a few studies that have discovered the final effects of social
media marketing. Additionally, some empirical study has identified the
importance of the relationship between social media marketing strategies,
purchase intention and loyalty intention. The main objective of this study is to
demonstrate a connection between consumer loyalty intentions and social media
marketing methods. The results and findings would be "added value" for the
online retail sector to understand the effectiveness of social media from the
standpoint of the customer.

®Karan Joshi (2015),” Predicting factor- effecting parameters of consumer behaviour towards online
shopping’, ‘International Journal of Research in Finance and Marketing’, Vol.5, Issue 6, pp: 64-72.
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7. Research Objectives

e To analyze the social media marketing practices in Chennai city

e To address consumer perception and how it is shaped with the ardent use of
social media platforms.

e To understand how social media marketing creates impact on Consumer
perception

e To recommend best possible strategies that increase loyalty and purchase
intention among customers.

Research Methodology

The process of identifying, selecting, and analysing information pertaining to a
research study is referred to as the research technique. Key qualities are problem
statement, research designing, instrument or questionnaire designing, data
collection plan and data analysis strategy.

Research Design: This study utilised descriptive research as its design. It
included carrying out surveys and providing supporting literature. It
encompassed things like trends, interactions, trust, purchase intent, and loyalty
intent, among other things.

Instrument: The structural questionnaire is prepared in order to get the data
from online consumers in accordance with the objectives of the study for the
purpose of seeking relevant information directly from online respondents about
demographic characteristics, consumer opinions, and other topics pertaining to
online purchases. For questions with answers ranging from "strongly disagree" to
"strongly agree," a Likert scale with five points is used. A questionnaire has both
open-ended questions and closed-ended questions, and its purpose is to elicit
responses from respondents in the form of opinions or suggestions.

Target population: The Research accompanied online consumers who shop from
online retailers such as Amazon, Flipkart, and Myntra among others and who
have access to social networking sites. The research was conducted in Chennai,
which is located in the state of Tamil Nadu. The reason why we are considering
conducting study in Chennai is because our preliminary findings showed that
online marketing is highly developed in this location.

Size of the Sample: We have determined that the sample size is 177.

Sampling Method: In order to choose samples of customers that shop from
online retailers such as Amazon, Flipkart, and Myntra amongst others in the city
of Chennai, non-probability sampling is the method that is employed. The
convenience sampling method is used to select members of the population to
serve as the sample.

Data Collection: During the course of this research, both primary and
secondary methods of data collection were utilised.

Primary Data: The current study depends significantly on primary data, which
was acquired by personally canvassing online consumers for completed
schedules and surveys. This was done in order to ensure the highest level of
accuracy. The information was collected in a direct manner from the respondents
of the survey, who came from a variety of categories. A questionnaire was
distributed and then collected with appropriate responses; it related to the area
of investigation and provided space for respondents to fill in their answers. There
were about 177 individuals that participated, and the data collected from them

95



was deemed adequate for the study. For the purpose of analysing customers'
perspectives regarding social media marketing on online retails, the
questionnaire comprises both independent and dependent factors. These
variables include trends, interactions, trust, purchase intent, and loyal intent.

Secondary Data: The different published or unpublished data, books,
periodicals, newspapers, trade journals, and other types of publications are
examples of secondary data sources. Secondary data is gathered from a variety of
sources as well, including websites, online journals and research papers, and
blogs.

8. Data Analysis

The primary data were analysed with the assistance of suitable statistical
methods such as the Structural Equation Model (SEM) using SPSS AMOS, the
correlation analysis, the Reliability test, and so on using SPSS version 20.

Correlation between Trust and Loyalty Intent
HO1: Trust has no significant relationship with loyalty intent

Table — 1: Trust and Loyalty Intent

Trust Loyalty Intent
Correlation 1 0.386**
Trust Sig. .000

N 177 177
Correlation 0.386** 1

Loyalty .

Intent Sig. .000
N 177 177

**Correlation @ 0.01 level
Analysis and Interpretation

Table 1 indicates that the correlation coefficient between trust and intent to
remain loyal is 0.386. It indicates that there is a correlation between two
variables. The obtained correlation coefficient is significant at the 1% level of
significance. The null hypothesis is thus rejected. It appears reasonable to
conclude that the trust and loyalty intentions are connected. It suggests that
there is a substantial link between these two groups of data.

Correlation between Interaction and Purchase Intent
HO2: Interaction has no significant relationship with purchase intent

Table - 2: Interaction and Purchase Intent

Interaction Purchase
Intent
Correlation 1 0.986**
Interaction Sig. .000
N 177 177
Correlation 0.986** 1
Purchase A
Intent Sig. .000
N 177 177

**Correlation @ 0.01 level
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Analysis and Interpretation

Table 2 indicates that the correlation coefficient between interaction and
purchase intent is 0.986. It indicates that there is a correlation between two
variables. The obtained correlation coefficient is significant at the 1% level of
significance. The null hypothesis is thus rejected. It appears reasonable to
conclude that the interaction and purchase intent are connected. It suggests that
there is a substantial link between these two groups of data.

SEM (Structural Equation Modelling)

Assessment of Customer perception about social media marketing in online
retail industry

Fig — 1: Path Analysis

£85 ok FPurcha=a_inbsni
Trend
L
L 23
Td .-l
o
i)
2E8 Intreraction
2 P Loyaly_intent
Trust

Source - Primary Data

Table 3: Results of Testing of Hypothesis

Relationship of the Variables | Estimation | SE CR Value(P)
Purchase Intent <--- Trend 0.437 0.129 3.403 0.000
Purchase Intent <--- 0.545 0.130 4.201 0.000
Interaction

Purchase Intent <--- Trust 0.000 0.013 0.036 0.971
Loyalty Intent <--- Purchase 0.289 0.058 4.963 0.000
Intent

*Significant at 1% level
Discussion

HO3 - Trend has no significant influence on purchase intent of online products
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The p-value is below the significance level, hence the null hypothesis is rejected
(0.01). As a result, trends greatly influence our purchasing intentions.

HO4 - Interaction has no significant impact on purchase intent of online
products

Because the p-value is less than the significance level (0.01), the null hypothesis
is rejected. As a result, interaction has a major influence on purchasing intent.

HOS5 - Trust has no significant impact on purchase intent of online products

The p-value is higher than the significant value (0.01), so the null hypothesis is
accepted. So, trust doesn't have a big effect on the purchase intent.

HO06 - Purchase Intent of online products has no significant impact on loyalty
intent.

Table 4 demonstrates that the null hypothesis is rejected since the p-value is
smaller than the significant value (0.01). Therefore, loyalty intent is significantly
influenced by purchase intent.

Result:

The research examined the overall fit (CMIN /df=2.33), absolute goodness of fit
(GFI = 0.961), incremental fit indices (CFI=0.990), Tuker Lewis index (TLI=0.966),
and root mean square error of approximation (RMSEA=0.051) to assess the
model's suitability. According to literature, RMSEA should be 0.06 to 0.08,
CMIN/df should be less than 3.0, GFI, CFI, and TLI measurements should be
more than 0.90, and RMSEA should be less than 0.08. So the model fits well.

9. Findings

The correlation coefficient between trust vs loyalty intent and interaction vs
purchase intent is 0.386 and 0.98+ respectively. It indicates that there is a
correlation between two variables. The obtained correlation coefficient is
significant at the 1% level of significance. The null hypothesis is thus rejected. It
suggests that there is a substantial link between these two groups of data.

SEM analysis shows that according to literature, RMSEA should be 0.06 to 0.08,
CMIN/df should be less than 3.0, GFI, CFI, and TLI measurements should be
more than 0.90, and RMSEA should be less than 0.08. So the model fits well.

10. Suggestions

A quick response to any question or concern raised by a customer on one of a
company's social media pages will provide online retailers with an additional
benefit toward the goal of developing a positive consumer perception. In order for
the customers to be aware of the promotions and items, it is necessary to post
both updated news and information about the products themselves. The content
of any social media marketing endeavour should be the primary focus of
attention. The number of companies using social media marketing to promote
their products or services is in the millions. The online retail business should
prioritise the delivery of engaging and captivating material on their social media
pages in order to stay ahead of their rivals in the field of social media marketing.
This will allow the content to immediately resonate with consumers. Content that
is interesting and captivating to the consumer will stay in their mind for a longer
period of time. After that, it has an impact on the way customers perceive the
company.
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11. Limitations

The study was restricted to internet shoppers, thus any conclusions obtained
from this sample could not be considered to be representative of the entire
population. Furthermore, because they were simple to reach through social
networking sites, the majority of survey participants throughout the field study
were customers from Chennai's online retail industry. Future research can be
done by obtaining various consumer perceptions of social media marketing
applications, measuring the consequences of these perceptions on brand loyalty
and purchase intent, or looking into the perceptions of online retailers as they
relate to various variables.

12. Conclusion

The way that consumers perceive products has a big impact on their purchasing
behaviour. Therefore, consumer impression has a huge importance for
businesses. This study focuses on the potential effects of social media marketing
on consumer perception. Positive findings indicated that social media marketing
has a significant influence on consumer perception. Social media marketing
affects the development of client relationships. According to a study, social media
is useful for individuals, particularly for ongoing monitoring and providing real-
time feedback about products from other customers who have used them online.
This encourages brand engagements, which is a good first step in developing
relationships. Social media gives users clear information regarding warranties
and guarantees for goods and services, as well as real consumer reviews, ratings,
and feedback on websites that encourage repeat purchases. Positive and
significant results indicated that social media marketing will take the top spot
among priorities for businesses, marketers, and consumers over the coming
years. It will be the key instrument used by marketers to advertise a company or
product and raise customer awareness of the brand.
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ABSTRACT:

According to a survey by Rakuten on sustainable consumption in India
conducted in February 2022, 69 percent of consumers stated that they were
willing to pay more for products which are sustainably produced or
environmentally friendly. On the other hand, 31 percent of respondents were not
willing to pay more for sustainably produced products. Now a day’s green
products are  slowly creating awareness. Hence, increasing consumption of
green products and services will definitely protect our environment. In recent
decades, companies have increasingly included Green Product Innovations into
their product and development. An important aspect of green marketing is the
willingness and ability of the consumers to buy green products and pay more for
it. Nowadays, consumers know about green marketing, but unfortunately, they
are unaware of the variety of green products. Hence, this Research aims to study
the consumer behaviour towards green marketing particularly in
Chamarajanagar District. The convenient sampling technique is used to select
the respondents. A sample size of 100 respondents is considered. The
information contained in this study is analyzed with the use of several data
analysis methods particularly Percentage Analysis and Chi-Square Test to test
the hypothesis. Green marketing is still in its early stages and much more
research is needed to fully understand its possibilities. The financial
consequences of green marketing should not be overlooked. India has the
potential to be a leader in green business. The course that green business takes
in India will have a significant impact on the rest of the world. If business leaders
recognize the enormous potential of green business and choose to invest time,
money, and effort, the world will only benefit.

KEYWORDS: GREEN MARKETING, CONSUMER BEHAVIOUR, GREEN
PRODUCTS

INTRODUCTION

Green is a rapidly expanding concept around the world. Customer awareness
and desire continue to drive market development, particularly with the launch of
more environmentally friendly products. The Indian customer is far less
conscious of climate change and global warming than consumers in wealthy
countries. Recognizing trends and placing products, services, and brands such
that they satisfy client intentions have long been essential components of
effective marketing. Green marketing has evolved from a concept to a business
approach, and organizations should incorporate it into their strategy and
communicate it to clients. Green marketing is now a corporate strategy.
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In India, the green products have slowly evolved to represent an awareness of
one's responsibility to the environment. Hence, Individuals should be aware of
how to save natural resources and prevent further damage by increasing
consumption of green products and services. Consumers are becoming more
aware of product sources and anxiety about an imminent global environmental
disaster, giving marketers more possibilities to persuade customers. In recent
decades, companies have increasingly included Green Product Innovations into
their product development. Firms in market economies make their production
and marketing decisions based on many factors, including government
regulations and consumers, which are primary forces shaping consumer
products industry. Consumer preferences regarding eco-friendly products and
government regulation provide incentives for incorporating environmental and
other green objectives in the firm’s profit maximisation decision. An important
aspect of green marketing is the willingness and ability of the consumers to buy
green products and pay more for it. Perceived product performance has been
shown to be a significant barrier to the choosing of ecologically sustainable items
in studies.

STATEMENT OF THE PROBLEM

Nowadays, consumers know about green marketing, but unfortunately, the buyer
is unaware of the variety of green products available in the market. They are
unaware about the uses of green product, how it help the environment, whether
the education level affects buying behaviour, does the age factor encourage the
consumer towards the green product and so on in reality is very low. So the
study is focused on the demographic factors and consumer behaviour towards
green marketing particularly in Chamarajanagar District.

OBJECTIVES OF THE STUDY

e To assess the demographic characteristics of Green consumers in
Chamarajanagar District.

e To assess the purchase behaviour of green customers in Chamarajanagar
District.

RESEARCH METHODOLOGY
Sampling method

The convenient sampling approach was utilized to select the sample respondents
for this study.

Size of the Sample

A sample size of 100 respondents is considered.
Area of the study

The research area is Chamarajanagar District.
TOOLS FOR ANALYSIS

In this study, a number of different statistical approaches are utilized in order to
analyses the data. The information contained in this study is analyzed with the
use of several data analysis methods like Percentage Analysis and Chi-Square
Test.
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LIMITATIONS OF THE STUDY

e Green marketing is quite essential to the general population; however my
research was limited to the Taluks of Chamarajanagar District. As a result,
the finding is not applicable to other areas.

e Only 100 people answered to the survey, therefore the results are limited.
REVIEW OF LITERATURE

Dr. C. Vijail (2020) He said that, Green marketing tactics may differ depending
on the setting, thus it would be beneficial to investigate how the strategy,
tactical, and tactical components of green goods operate in various social,
financial, social, and political contexts in the future. Future research questions
could explore how different aspects of green brand orientations (commercial,
ecological, and social benefits) affect corporate performance in diverse industries.

Angel Chakraborty (2020) He suggests that a study of the selected variables
that represent the importance of environmental belief has a substantial impact
on the end users' buying goals. The packaging and design of green products adds
a new dimension to their marketing, having a substantial impact on customer
behaviour and buy intent.

Divyesh Kumar & Dr. Noor Afza (2021) He told that the perception towards
sustainable consumption of green products depends on the awareness level and
relationship between eco labels and buying behaviour of consumers. He result of
this survey revealed that majority of the consumers are interested in buying green
products and these purchases will not only benefit them but also the society at
large.

R Vijayalakshmi Gurusivagnanam (2022) She suggests that the key factors to
increase green buying intention among customers which includes attitude
towards the environment, social influence, health consciousness and perceived
consumer effectiveness. The study indicates that green product attributes
quality; durability and variety, strongly influence the consumers understanding
and behaviour towards environment friendly features of green products.

ANALYSIS AND INTERPRETATION OF DATA
TABLE: 1 AGE WISE CLASSIFICATION

NO.OF PERCENTAGE

S.NO. AGE RESPONDENTS (%)
1. 15-30 yrs. 20 20%
2. 31-40 yrs. 62 62%
3. 41-50 yrs. 10 10%
4, 51-60 yrs. 08 08%
5. Above 61 00 0%

yrS.

TOTAL 100 100%

ANALYSIS:

The percentages for each age group of respondents are shown in the table above.
Out of 100 respondents, 62% of the respondents are between the age group of
31- 40, 20% of the respondents are between the age group of 15-30, 10% of the
respondents are between the age group of 41-50, 8% of the respondents are
between the age group d51-60 and nobody is above 61 years.
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AGE WISE CLASSIFICATION

CHART NO. 1:

0.7
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AGE

15-30yrs.31-40 yrs.41-50yrs.51-60 yrs. Above 61

yrs.

B PERCENTAGE (%)

INTERPRETATION:

Out of 100 respondents, 62 respondents are between the age group of 31-40, 20
respondents are between the age group of 15-30, 10 respondents are between
the age group of 41-50, 8 respondents are between the age group of 51-60 and
nobody is above 61. Therefore, from the above table, it is clear that most of the

respondents are between the age group of 31 -40.

TABLE: 1.1

CHI-SQUARE ANALYSIS AGE CATEGORY VS FREQUENCY OF PURCHASE

Frequency of Purchase
Once in
S5.No Age Weekly Once a Twice a | Once in | More Total
Category | Regularly Once Month Month 3 Month | than
3 Months
1. 15-30 3 4 10 0 0 1 20
2. 31-40 3 30 10 4 4 9 62
3. 41-30 3 0 2 0 3 2 10
4. 31-60 3 0 0 0 1 4 g
Total 16 34 22 4 8 16 100
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Null Hypothesis (Ho):

There is no statistically significant relationship between age group
and frequencyof purchase.

Alternative Hypothesis (Hi):

The age category and frequency of purchase have a significant
relationship.

CHI-SQUARE (2) Calculation:
Calculated value = 43.57598

Degree of freedom = 15

Table value = 24.996

Level of significance = Significant at 5%
ANALYSIS:

Since the calculated value is greater than the table value, we reject the null
hypothesis. As a result, there is a strong correlation between age category and
frequency of purchase.

Out of 100 respondents, 34 respondents buy green products once in a week. 22
respondents buy green products once in a month. 16 respondents buy green
products once in more than three months. Another 16 respondents buy green
products regularly. 8 respondents buy green products once in three months and
only 4 respondents buy green products twice a month.

CHART 1.1
CHI-SQUARE ANALYSIS
AGE CATEGORY VS FREQUENCY OF PURCHASE

35
30
25
20 m15-30
m31-40
15
41-50
10
W51-60
5 -
0 T T T I T
Regularly — Weekly Oncea Twice a Oncein3 3 Months
Once Month Month Month
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INTERPRETATION:

Out of 100 respondents, 30 respondents who are between the age group of 31-40
buy green products once in a week. 10 respondents who are between the age
group of 15-30 buy green products once in a month. 10 respondents who are
between the age group of 41-50 buy green products once in three months. 9
respondents who are between the age group of 31-40 buy green products once in
more than three months.

TABLE : 2
MONTHLY INCOME WISE CLASSIFICATION
SL.NO MONTHLY NO.OF
INCOME RESPONDENTS PERCENTAGE
1 Less than Rs. 10 10%
10,000
2 Rs.10001-20000 50 50%
3 Rs. 20001-30000 30 30%
4 Rs.30,001-40,000 08 08%
5 Rs. 40,001 and 02 02%
above
ANALYSIS:

The percentage of respondents in the Employment category is shown in the table
above. Out of 100 respondents, 26% are professionals, 22% are self-employed,
20% are business owners, 14% are housewives, 8% are government employees,
6% are students, and 4% are farmers.

CHART: 2 MONTHLY INCOME WISE CLASSIFICATION

PERCENTAGES
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INTERPRETATION:

Out of 100 respondents, 50% of the respondents are in the monthly income
range of Rs 10,001-20,000. 30% of the respondents are in the monthly income
range of Rs 20,001-30,000. 10% of the respondents are in the monthly income
range less than Rs 10,000. 8% of the respondents are in the monthly income
range of Rs 30,001 - 40,000. Only, 2% of the respondents are in the monthly
income range above Rs 40,001.

TABLE : 2.1
CHI-SQUARE ANALYSIS
GENDER VS PERCENTAGE OF INCOME WILLING TO SPEND ON GREEN

PRODUCTS
Percentage of income willing to spend on green products Total
51. No | Gender | Upto 10% 10-20% 20-30% 30-50% [50-100%
1. Male 27 10 = 0 0 42
2. Female | 7 18 19 8 & 38
ITOTAL 34 28 24 8 6 100

Null Hypothesis (Ho):

There is no significant relationship between gender and the percentage of
incomethey are willing to spend on green products.

Alternative Hypothesis (Hi):

There is a significant relationship between gender and the percentage of income
they arewilling to spend on green products.

CHI-SQUARE (2) Calculation:
Calculated Value: 34.3041169
Degree of freedom = 4

Table
value=9.488

Significance level= Significant at 5 % level
ANALYSIS:

Since the calculated value is greater than the table value, we reject the null
hypothesis. Therefore, there is a significant relationship between gender and the
percentage of income they are willing to spend on green products.

Out of 34 respondents, 27 male respondents are willing to spend upto 10% of
their income to buy green products. Among 28 respondents, 18 female
respondents are willing to spend 10-20% of their income to buy green products.
Out of 24 respondents, 19 female respondents are willing to spend 20-30% of
their income to buy green products. 8% of female respondents are willing to
spend 30-50% of their income to buy green products. Only 6% of female
respondents are willing to spend 50-100% of their income to buy green products.
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CHART 2.1
CHI-SQUARE ANALYSIS

GENDER VS PERCENTAGE OF INCOME WILLING TO SPEND ON
GREENPRODUCTS

30

25 A

20 A

15 - m Male

M Female
10

Upto 10% 10-20% 20-30% 30-50% 50-100%

INTERPRETATION:

Out of 100 respondents, 34 respondents are willing to spend their income upto
10% on green products. 28 respondents are willing to spend their income
between 10- 20% on green products. 24 respondents are willing to spend their
income between 20-30% on green products. 8 respondents are willing to spend
their income between 30 - 50% on green products. Only 6 respondents are willing
to spend their income between 50 - 100% on green products.

FINDINGS:

1. 62% of respondents are between the age group of 31-40.

2. 34 respondents buy green products once in a week.

3. 50% of the respondents are between the monthly income range of Rs
10,000 - 20,000.

4. According to the study, 34 respondents are willing to spend up to 10 of
their income on green products.

CONCLUSION

Green marketing is still in its early stages, and much more research is needed to
fully understand its possibilities. The financial consequences of green marketing
should not be overlooked. India has the potential to be a leader in green
business. The course that green business takes in India will have a significant
impact on the rest of the world. If business leaders recognize the enormous
potential of green business and choose to invest time, money, and effort, the
world will only benefit. At the moment, India is in an exceptionally unique
position. They may either lead the world or contribute to its demise.
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Abstract

In this present scenario, the cashless transfer become more preferable by the
patrons to pay their bills online, shopping and manage all the financial
transactions using digital banking, mobile banking, doorstep banking and remote
deposits etc. these are the cashless transactions facilities contributed by the
banks to make a sustainable future. The digitalization and cashless transaction
has build a pathway for banking sector to launch the go green mission that
ensure eco-friendly practices to reduce the carbon footprints and increase the
innovative ideas of implementing various green banking products and services
like saving paper, use of solar & wind energy, using green channel counters,
green remit card and green pins etc. This study focuses on the benefits, process
and methods of green banking in India.

KEYWORDS: GO GREEN, SUSTAINABILITY AND CASHLESS TRANSACTION.
Introduction

In day-to-day life, customer expectations are increasing, so the bank will
move from the traditional banking system to modern banking. The customers are
more convenient and save time by using various cashless transaction methods
like YONO, NXT, BOB, Google Pay, phonepe, BHIM, etc. The banks believe that
every small "green" step taken today will help build a greener future and that
each of them can contribute to a better global environment. Banks are promoting
ecologically and socially sustainable development through the new concept of
green banking, which involves lending finance for environmentally
friendly projects. "A Green Bank is like a normal bank, which considers all the
social and environmental factors that aim at protecting the environment and
conserving natural resources." It is also called ethical banking. Green banking
promotes environmental-friendly practices and reduces the carbon footprint
by using online banking instead of branch banking; paying bills online instead of
mailing them; opening up accounts at online banks instead of large multi-
branch banks; and actively engaging in green processes, strategies, and
infrastructure; introducing a variety of green products and services; and
providing finance for pollution-reducing projects.

Review of Literature

Sonal Agarwal & Neha Yajurvedi (2022) has observed role of green banking
practices in making India green and clean with the help of cashless transactions.
The result analyse that green banking practices are very much effective to reduce
pollution and pollution related working but for 100% success the customers
must be educated and aware about green banking practices. For which attract
and educate all age grouped people including male and female, working and non-
working. People very much familiar about ATMs, RTGS/NEFT, online/mobile
banking (especially bill payments) but deposits and so many other products and
services.
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Neyati ahuja (2015) has observed that the "Go Green" mantra is applicable in all
sectors in India. So the banking sector introduced the concept of Green Banking.
It means ensuring environment-friendly practices in the banking sector and
thereby reducing internal and external carbon footprints. Green Banking can be
implemented by proper use of technology in the various ways adopted by the
banks, like the Online net banking system, Paying bills online, Opting for mobile
banking, Paper recycling, ATM, etc. Strict steps are needed if we actually want to
practice green banking. But before that, what is needed is to increase consumer
awareness by conducting training and educational programs by banks on the
green initiatives that will actually make green banking a success.

Dr. C. Vijai (2018) the assessment is based on customer’s awareness on green
banking initiatives in selected public and private sector banks. The study
reflected that the India has committed to plummeting its carbon intensity by 20-
25 per cent from 2005 levels by 2020, banks are working towards developing a
low carbon economy. Green banking has sustained to evolve in the recent years
and is expected to become an even greater driving force behind banks competitive
strategies. Green banking offers more than just remuneration to the banks, the
impalpable benefits include reputation, increased customer base, positive effects
on the environment, and simplicity of bank processes.

Objectives

e To evaluate the process of green banking.
e To analyse the benefits of green banking.
o To identify the methods of cashless transaction through green banking.

Research methodology

The present study is based on secondary data which is collected from
various sources such as annual reports from the official websites of the
respective banks, reports of the RBI, and research articles published in the
relevant field. The study is mainly descriptive in nature.

Process of Green Banking

A Green Bank requires each of its functional units and activities to be
green - environmentally friendly and help to improve environmental
sustainability. Several opportunities are available for banks to green their
functional units and activities. Key among them are:

» Supply Chain Management:

Adopt techniques and plans to minimize inventory and wasted freight.

Adopt networked design using a carbon footprint.

Enterprise Resource Management:

Facilitate paperless transactions.

Adopt techniques for workforce and parts optimization as well as intelligent

device management.

Customer Relationship Management:

e Use electronic means, wherever possible, to maintain contact with and
correspond with customers and potential customers, and minimise paper-
based correspondences.

» Sourcing and Procurement:

e Select vendors by the sustainability rating of their products, services and
operations.

..V..
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» Product Life Cycle Management:

e Design and offer banking products and services in such a way that consume
less resources and energy and thereby reduce carbon footprint.

o Implement effective systems for product end-oflife management that have
minimal impact on the environment Select vendors by the sustainability
rating of their products, services and operations.

Benefits of green banking in India
Avoid paperwork:

Going paperless by shifting more processes online can save a lot of trees
from being cut. Makinginternal energy-efficient changes at a bank, which could
have hundreds of branches across the country, would have a massive impact on
the amount of energy consumed by the banking process.

Focused on reducing carbon footprints:

Green banks achieve a various of objectives by redirecting capital flows to
environmentally responsible projects. They have contributed to the development
of a climate-resilient infrastructure that reduces carbon emissions. We're seeing
an increase in community adoption of low-carbon technologies like home
geothermal power systems as a result of green banks, which, if expanded, can
help drive the world to net-zero emissions.

Loans at comparatively lesser rates:

The loans interest rates are comparatively lower than normal banks
because green banks give more importance to environmentally friendly products
and projects such as green loans, green buildings, and house furnishing loans to
install solar energy systems.

Creating awareness to employees and customers:

Banks can create awareness among their employees and customers about
the importance of reducing pollution and energy consumption by conducting
awareness programs and educating them on how to utilize energy-efficient
products such as solar panels, low-energy light bulbs, recycling bins, and so on,
which will assist them in moving toward environmental friendly practices and
creating better earth to live on.

Environmental Standards for lending:

Banks follow environmental standards for lending, which is really a good
idea and will make business owners to change their business practices towards
environmental friendly which is good for our future generations.

Methods of cashless transaction through green banking

Green Banking is an umbrella term referring to practices and guidelines
that make banks sustainable in the economic, environment, and social
dimensions. It is also called an ethical bank or sustainable bank. It aims to
reduce carbon footprints by adopting various green banking practices. There are
various methods of green banking are as follows:

111



e Use of solar and wind energy

Banks endeavors to foster energy conservation, utilization of clean energy
and reduction in green house gas emissions. Energy consumed by the Bank
primarily consists of purchased electricity.

It has installed rooftop solar panels across several premises, including the
Corporate Centre and Local Head Offices (LHOs) and it also installed windmills
across the India that generate power and it is used for in-house consumption at
various offices. This has helped the banks to reduce the dependency on fossil
fuels.

° Green Remit Card:

Green Remit Card is a simple magstripe based card without a PIN. The card
can be used for deposit of cash using GCC/Cash Deposit Machines (CDMs)/
Automated Deposit and Withdrawal Machines (ADWMs) to the designated
beneficiary’s account. Deposit can be made by way of cash only. Transaction
limit is Rs.25, 000/ - per transaction subject to a monthly cap of Rs.1, 00,000/ -

° Green Pin:

Green Pin is in form of a One Time Password (OTP) which is received by a
customer on his registered mobile. So they can generate their debit card pin by
using green pin OTP through various channels like ATM, Internet Banking, IVR
and SMS. This service benefits customers by avoiding delays and visits to the
branch for submitting requests for regeneration of ATM PIN.

. Green Car Loan:

The Bank has also come up with the Green Car Loan scheme, encouraging
customers to switch to electric vehicles, by offering lower interest rates and
longer repayment periods of up to eight years and a concession of 20 basis points
(bps) on the interest rate, compared to a regular car loan.

. Green Channel Counter:

Banks seeks to replace traditional paper-based banking with card-based
‘ereen banking’ focused on saving paper. Installed at all retail branches in India,
the services encompassed by GCC include cash withdrawal, cash deposit,
internal funds transfer, balance enquiry, Green PIN generation and change, and
mini statement.

¢ Waste Management

Wet, dry and e-waste are the three primary categories of waste generated by
the Bank. To reduce wastage of food in canteens, a unique awareness drive is
being carried out. The canteens display the amount of food wastage being
generated on a daily basis which helps to sensitize employees to the importance
of waste minimization. The wet waste is transferred to a bio-digester for
decomposition and the resulting compost is then used at the headquarters and
the residential quarters of the Bank. The dry waste generated is given to vendors
who recycle the waste paper and the e-waste generated is disposed through
authorized vendors only.
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e Digital Banking:

The Bank continues to be at the forefront in the digital banking domain with
a steady stream of technology-driven innovations. It has a multichannel delivery
model, which offers customers a wide choice to carry out these transactions, at
any time and place. Banks has expanded its offerings across various channels —
digital, mobile, ATM, internet, social media and branches.

e Reduce Paper Use

The Bank has used information technology interventions such as paperless
fax, document imaging and processing, use of multi-function devices and hand-
held terminals to reduce our paper consumption. Our customers are also given
choices to opt for e-statement registrations and other facilities like online
banking and mobile banking which further brings down our paper usage.

e Using energy-saving bulbs

Banks lends itself to quick and demonstrative results in their effort to
conserve energy and reduce carbon footprint. Banks took steps to replace regular
lights in different establishments with LED lights, and new energy efficient air-
conditioners are installed. In an attempt to offset a part of the Bank's GHG
emissions, tree plantation drives have been periodically undertaken during the
monsoon months.

e Water Management

Water scarcity is a global challenge and the lack of fresh water has already
affected millions of people living in rural as well as urban areas. Currently, banks
are monitoring the total volume of water being consumed and they are in the
process of developing mechanisms and systems that will help in the conservation
and recycling of water. There is several rainwater harvesting projects that have
been undertaken at the circle level.

Suggestion

e The bank should raise awareness about green loans, green channel counters,
green PINs, and other green banking products and services, and encourage
customers to use them.

e The bank may take the necessary steps to improve environmental protection
by conducting various programs related to green banking.

e The government should implement new plans and policies to promote the
concept of green banking in India.

e The bank should provide rewards to the customers for using online deposits,
payments and transactions.

e Bank employees should motivate customers by informing them about the
benefits of green banking.
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Conclusion

Banks can introduce various applications like green channel counters,
green PINs, green mortgages, and green loans, which will promote a sustainable
environment and help in moving towards go green activities. With the reduction
of paperless banking, technological usage is increasing gradually to safeguard
the environment from natural disasters. Green banking also boosts
environmentally friendly projects and reduces carbon emissions, saving
customers time and money without visiting the banks. So the green bank
provides convenient service to its customers without wastage of resources
through energy efficiency products like the installation of solar panels, switching
to energy-efficient appliances, reducing water consumption, using LED lights,
etc.
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ABSTRACT

The MSME segment utilizes more than 80 million individuals in 36 million units,
and contributes 45 percent of the assembling yield. However our MSMEs are
battling because of absence of access to speculation. It has additionally been
considered that how MSME part is perceived as the key engine for growth to
advance entrepreneurship the nation over. Recently Narendra Modi government
has made a call for make in India and encourages young Indian talents to start
their own new business or undertake ventures. After that many new
entrepreneurs came forward to start business. At the same time the role of
financial institution increased as they should meet the need of financial
assistance to new startup company. Entrepreneurship development is a concept
that has to do with the formation, financing, growth and expansion of business
or enterprises in an economy.

This paper is focus on the role of banks in the development of MSME. It is
aimed at to find out what are the problems encountered by entrepreneurs in
acquiring loans for their business and also what are the problems are faced by
banks in granting loans along with their contribution of entrepreneurship in
India. This paper also made an attempt to know the present scenario of
entrepreneurship in India. The study is purely based on secondary data which is
collected through magazines, journals and various other sources of secondary
data.

KEYWORDS: Role of Banks, Development of MSME, Problems faced by
Entrepreneurs.

INTRODUCTION

Micro, Small and Medium Enterprises (MSME) sector has emerged as a highly
vibrant and dynamic sector of the Indian economy. MSMEs plays crucial role in
providing large employment opportunities at comparatively lower capital cost
than large industries but also help in industrialization of rural & backward
areas, thereby, reducing regional imbalances, assuring more equitable
distribution of national income and wealth. The Sector consisting of 36 million
units, as of today, provides employment to over 80 million persons. Make in India
a driven battle was propelled by Prime Minister, Narendra Modi on 25 September
2014, with an intention to transform the nation into a worldwide assembling
centre point. He has propelled this battle to urge organizations to manufacture
their items in India, intending to update fabricating part as a key engine for
India's economic growth. Current investigation centres on featuring the part of
MSMESs in the "Make in India" activity.
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Department of Industrial Policy and Promotion

The MSME sector has the potential to spread industrial growth across the
country and can be a major partner in the process of inclusive growth. Lending
to the MSME sector has acquired Significance with the enactment of Micro, Small
and Medium Enterprises Development Act in the year 2006 by the Government of
India to have a focused and balanced growth of Micro, Small and Medium
Enterprises MSME sector have played an important role in our country’s
economy & significantly contribute towards growth, manufacturing, services,
industrial production, export, creation of employment opportunities, etc.
Quantitative information in regards to this has been gathered utilizing different
reports like Reserve Bank of India Database on Indian Economy, Database of
Department of Industrial Policy and Promotion and report of CII's thirteenth
assembling summit 2014 It has been broke down that the key zone of advance
for India would be the improvement of its MSMEs to accomplish and oversee
scale successfully. Our supply chains are over-reliant on MSMEs. MSMEs are the
single largest employer after agriculture, contributing 8 % of GDP, 45% of
manufacturing output & 40% of exports of the country. As per the Micro, Small
and Medium Enterprises Development (MSMED) Act, 2006,

MSME (MICRO & SMALL MEDIUM ENTERPRISES)

Categories | Manufacturing Services
(Investment in (Investment in
Plant & equipments)
Machinery)

Micro Does not exceed Does not exceed 10
25 lakh lakh

Small More than 25 More than 10 lakh
lakh but does not | but does not exceed
exceed 5 crore 2 crore

Medium More than 5 crore | More than 2 crore
but does not but does not exceed
exceed 10 crore 5 crore

MSME schemes:

VVVVVVVVVYVYVY

Objectives of the study:

» To know the role of Banks in the development of entrepreneurship.
» To know the problems faced by entrepreneurs in borrowing loans.
» To know the problems faced by banks in the granting and recovery of

loan.

Adequate flow of credit from financial
Institutions/banks Support for technology up gradation
Modernization; Integrated infrastructural facilities
Modern testing facilities and quality certification;
Access to modern management practices;
Entrepreneurship development and skill up gradation
Training facilities; Support for product development, design intervention
Packaging; Welfare of artisans and workers;
Assistance for better access to domestic and export
Markets. Cluster-wise measures to promote capacity building
Empowerment of the units and their collectives.
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Research Methodology: This Research paper based on secondary data, and data
collected from journals, Newspaper and Websites.

Scope of the study: This study was conducted on the basis of secondary data
only therefore for better result we can go for research based study. So there is
wide scope of research based study on this topic.

Limitations:

» Only Secondary data are used.
» Time limitation

INVESTMENT GROWTH.

In this study we investigate the impact of firm and entrepreneurship
characteristics in small and medium enterprises (SME-s) investment finance
through debt (bank loan). Data are gathered from interviews based on a self-
organized questionnaire with 150 SME-s Therefore, findings in this work suggest
that the access to external sources of financing through bank loan is an
important factor that influences the investment growth. The paper provides some
important conclusions and implications for policymakers and entrepreneurs.

Financial Intermediaries

Banks exist because capital markets are not perfect. The theory of financial
intermediation has shown that frictions in capital markets, especially asym -
metric information and transaction costs, are the raison d’étre for financial
intermediaries (Boot, 2000). Banks help alleviate the costs arising from these
frictions.

Credit policies and practices

Micro, Small and Medium Enterprises Development (MSMED) Act The Micro,
Small and Medium Enterprises Development (MSMED) Act was notified to
address policy issues affecting MSMEs as well as the coverage and investment
ceiling of the sector. The Act seeks to facilitate the development of these
enterprises as also enhance their competitiveness. The Act also provides for a
statutory consultative mechanism at the national level with balanced
representation of all sections of stakeholders, particularly the three classes of
enterprises and with a wide range of advisory functions. Establishment of specific
funds for the promotion, development and enhancing competitiveness of these
enterprises, notification of schemes/programmes for this purpose, progressive
credit policies and practices, preference in Government procurements to
products and services of the micro and small enterprises, more effective
mechanisms for mitigating the problems of delayed payments to micro and small
enterprises and assurance of a scheme for easing the closure of business by
these enterprises, are some of the other features of the Act.

Role of Banks in MSME- Development

Banks to play bigger role in MSME sector The role of banks to nurture the micro,
small and medium enterprises (MSME) sector is providing finance. All
stakeholders, including the Reserve Bank of India (RBI), banks, academia and
entrepreneurs, should work in a partnership mode for sustainable development.
According to Reserve Bank of India (RBI) guidelines, micro and small enterprises
are those in which the loan size is up to Rs 5 crore. This segment is dominated
by public sector banks. There are a lot of opportunities in this segment, as most
large banks tend to focus on the top-end of the segment.
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Banking structure

As the economy recovers, investment demand and the need for credit will pick
up. It is recognised that the existing banking structure in India is elaborate and
has been serving the credit and banking services’ needs of the economy.
However, the flow of credit to the small and medium enterprise (SME) sector in
India hasn’t kept pace with the growth of credit to non-SME sector. By its sheer
size, the SME market presents a huge opportunity for both public and private
sector banks. For a segment that contributes nearly 12 percent of India’s GDP,
45 percent of its manufactured production, and 40% of its exports, it remains
largely unorganized due to lack of access to financing by banks.

Special schemes for Finance Assistance to MSME

All nationalised banks in India have special schemes that cater to the financial
needs of MSMEs, to help them set up and grow. It offers a number of tailor-made
schemes for the benefit of different categories of small businesses and
entrepreneurs, at attractive rates of interest. Bank considers the micro, small
and medium enterprises (MSMESs) of the country as very important customers. It
is committed to helping the MSMEs with easy, speedy and transparent access to
banking services, not only for their day-to-day requirements but also during their
periods of financial difficulty. The following are some of the bank’s major
schemes for MSMEs:

State Bank of India

State Bank of India One of the most reputed banking organizations of India,
State Bank of India (SBI) has adopted a detailed and focused approach towards
SMEs. SME loan accounts, with a total exposure of Rs 1.63 lakh crore. Under the
Micro and Small Enterprises segment, SBI have provided credit of around Rs.
78,170 crore constituting 52 per cent of its total SME advances. SBI has around
600 specialized SME branches that are focused towards enabling an effective
platform for SME lending. Single-point contact through dedicated relationship
managers has been put in place for medium as well as small enterprises.
Centralized processing cells have been created for quick turnaround time in the
sanctioning and disbursal of loans of up to Rs 1 crore. For inclusive growth, a
special scheme called SME Collateral-Free Loan for the MSME segment has been
designed. Under this scheme, finance will be provided to MSMEs under CGTMSE
guarantee coverage, with liberalized terms, up to a credit limit of Rs 1 crores.

MSME schemes from SBI for New Technology

e Up-gradation of micro and small industries Credit-linked capital subsidy
scheme (food processing)

e Technology up-gradation fund scheme (Tufs) for Textile and jute industry
Industrial infrastructure up-gradation scheme

e SME easy loan against property
e Free cash pick-up facility

e Collateral-free loans for micro & small enterprises of up to Rs 1 crore with
CGTMSE guarantee coverage SME Insta Deposit card

e Dealer financing at the interest rate of 9.7 per cent per Annum. Schemes for
supply chain
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e Electronic vendor financing scheme
e Electronic dealer financing scheme
Punjab National Bank

Punjab National Bank is committed to providing the best services to their MSME
customers through their schemes for businesses in different segments. The bank
has over 88 MSME specialized branches all over the country, while several other
branches also deal with MSME customers. The Bank is presently serving 4.68
lakhs micro, small and medium enterprises (MSMEs) across India. The purpose
of starting these specialized branches was to make the processing of loans easier
and quicker. It caters to all kinds of entrepreneurs, and has different schemes for
different people there are 11 schemes currently being offered by the bank for the
benefit of the MSME segment.

PNB Kushal Udyami - This scheme provides loans to craftsmen and technically
qualified entrepreneurs to set up micro or small units and for the purchase of
fixed assets. No collateral security is required for loans of up to Rs 10 lakh. PNB
Garage Yojana - This scheme provides funds for technology up gradation of units.
It does not require any collateral security or third-party guarantee for loans of up
to Rs100 lakh. Loans for setting up industrial estates, financing co-operative
societies, partnership firms and joint stock companies of entrepreneur’s societies
for establishing industrial estates.

Corporation Bank

Corporation Bank most banks in India offer finance to micro, small and medium-
sized units in the country, under different schemes. Corporation Bank, too, offers
several loan schemes for the benefit of SMEs in different sectors in India. The
Corporation Bank bagged the Best MSME Bank Award 2016’ instituted by the
Associated Chambers of Commerce and Industry of India (ASSOCHAM). Having
in its fold more than 300 chambers and trade associations and serving more
than 4 lakh members from all over India, It has also contributed significantly by
playing a catalytic role in shaping up the trade, commerce and industrial
environment of the country. Canara Bank has a number of finance schemes for
the benefit of the micro, small and medium-sized units (MSMES) in the country,
across different industries. The bank offers finance to MSMEs to meet their
capital expenditure, for their working capital requirements, as well as for other
purposes.

Banking System for lending to MSMEs

Strengthening the Banking System for lending to MSMEs With a view to
strengthen the reach and scope of credit delivery mechanism for small
entrepreneurs and businesses, RBI has recently issued in-principle approvals for
setting up of 10 Small Finance Banks (SFBs). The SFBs are mandated to extend
75 per cent of their Adjusted Net Bank Credit (ANBC) to the sectors eligible for
classification as priority sector lending (PSL) by RBI. Further, these banks are
also mandated to ensure that at least 50 per cent of their loan portfolio should
constitute of loans and advances of up to Rs.25 lakh. This is intended to ensure
that these SFBs have a diversified loan book with exposures to small
entrepreneurs. We believe that together with the existing players, these banks
would be able to meet the credit needs of small businesses in a holistic and
timely manner, which is so central to the financing needs of the MSMEs.
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New Technologies, New Business Ideas

MSMEs will continue to play a very important and vital role in our economy
where the twin problems of unemployment and poverty constitute a major
developmental challenge. In fact, if India were to have a growth rate of 8-10
percent for the next couple of decades, it needs a strong micro, small and
medium sector. MSMEs are the best vehicle for inclusive growth, to create local
demand and consumption. Thus, the banks and other agencies should take pride
while servicing the MSMEs as they are playing an instrumental role in the
formation of MNCs of tomorrow. MSMEs need to adopt innovative approaches in
their operations. SMEs that are innovative, inventive, international in their
business outlook, have a strong technological base, competitive spirit and a
willingness to restructure themselves can withstand the present challenges and
come out successfully to contribute 22% to GDP. Indian MSMEs are always
ready to accept and acquire new technologies, new business ideas and
automation in industrial and allied sectors.

SMEs are of key importance for the economy in many countries. SMEs are
bakers, butchers, electricians, and many other professions. According to the
definition of the European Commission (2006), SMEs are firms with fewer than
250 employees, with turnover of less than 50 million euro, and total assets less
than 43 million euro. SMEs represent 98% of all firms, and contribute 67% to
total employment and 56% to total gross value added in the in india.

SME finance

SME finance is challenging because these firms are more informationally opaque,
more risky, more financially constrained, and more bank-dependent than large
firms. They cannot access capital markets or issue stocks or bonds. They largely
depend on bank loans and trade credit to raise external finance.

Major Lending Technologies

Major lending technologies are used in practice: (i) financial statement lending,
(ii) small business scoring, (iii) asset-based lending, (iv) factoring, (v) fixed-asset
lending, (vi) leasing, (vii) relationship lending, and (viii) trade credit. The first six
lending technologies can be classified as transactional lending, relying on hard
information about the financial conditions of the borrower and / or on collateral.
While relationship lending is based on private and soft information, trade credit
cannot be easily classified, sharing features of relationship and transactional
lending. Berger and Udell (2006) argue that the lending technology, together with
the financial institution structure (large vs. small, foreign vs. domestic, state-
owned vs. privately-owned, competition) and the Ilending infrastructure
(information, legal, judicial, bankruptcy, social, tax, and regulatory
environments), influence the credit availability and lending terms for small
businesses in a country.

Problems faced by MSME Entrepreneurs:

Entrepreneurship has been one of the most popular subjects that have aroused
the interest of students and young entrepreneurship in large measure. The
importance of the subjects is magnified manifold in today’s economic climate.
Entrepreneurship introduces a critical element of dynamism into an n economic
system. The issue of getting finances for the small businesses and entrepreneurs
is always been in debate and remain unresolved in many countries due to
unavailability of qualified venture capitalists.
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The developing and emerging economies set the micro finance banks for this
purpose, however, it is argued that the owner and entrepreneur faces many
problems like collaterals, documentation, etc. Even banks have problems while
granting loan and recovering loan. So this study is conducted to know the
problems faced by both banks and borrowers i.e. entrepreneurs.

ROLE OF BANKS IN ENTERPRISE DEVELOPMENT AND FINANCING

There is no gainsaying the fact that activities of banks reflect their unique role as
the engine of growth in any economy. Banks especially commercial and
specialized ever remain crucial to the growth and development of
entrepreneurship, and their operations provide a solid backing capable of
encouraging entrepreneurs in viable and profitable ventures. The role of banks
goes beyond their traditional functions which if entrepreneurs avail themselves of
could be of tremendous assistance in meeting their desired needs.

There are several ways banks could get involved in small and medium scale
enterprise finance, ranging from the creation or participation in SMEs finance
investment funds, to the creation of special unite for financing SMEs. Along the
lines of the main functions of banks mentioned above, we shall now examine
their role in entrepreneurship development and enterprise financing. And; for the
purpose of convenience and proper understanding, the roles can be categorized
as follows:

Statutory Roles

These consist in the main the functions for which banks were created in the first
place. Such roles are for example accepting of deposit and safekeeping of same,
transfer of money, giving of loans and advances, etc. By accepting deposit of
customers especially entrepreneur-customers, the banks will be providing
security for customers’ money and giving them opportunity to use their deposit to
borrow more money from the banks to finance the running of their enterprises.
By funds transfer, money is moved from one account to another and from one
place to another. A good payment system which provides speedy fund transfers is
vital for the efficient working of an economy. And with the development of
information technology in banks, the speed of service delivery has improved while
the cost of doing business has reduced tremendously. The services have enabled
entrepreneurs to make transactions outside their immediate environment
without necessarily having to carry money about.

Financing Roles

The primary reason that banks want deposits is to enable them grant loans and
advances from which they earn interest income. Extension of credit to the
economy for the financing of business enterprises is the core link that banks
have to the real sector, acting like a catalyst and contributing to the growth of
the economy of the country. By financing entrepreneurs’ production,
consumption and commercial activities, banks lubricate the process of economic
growth with multiplier effect across all sectors of the economy, Oboh (2005). The
various methods by which banks can lend money to entrepreneurs include
overdraft, medium and long term loans, debt factoring, invoice discounting, asset
finance including commercial mortgages and equity finance. Up until 1997, when
compulsory sectorial allocation of credit was phased out as a policy instrument
used by the monetary authorities in Nigeria, mainstream banks were made to
meet specified targets in their lending to the productive sectors operated by
entrepreneurs and businessmen.
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In 2001, the mainstream banks under the aegis of the Bankers’ Committee also
decided to commit 10% of their profit to equity investment in SMEs under the
Small and Medium Industries Equity Investment Scheme (SMIEILS).

Business Investment Promotion Roles

Business Investment Promotion Roles. Because of the specialized and
professional status of banks, they are in a position to play investment promotion
roles to entrepreneurs. Such roles may include management of investment for
customers, advice on sustainable lines of investment to follow by analyzing the
pros and cons of each investment alternatives to the entrepreneur-customer.

Advisory, Guaranty and Consultancy Roles.

The normal lending and other service, banks now also engage in business
advisory, guaranty and other consultancy services which help immensely in the
promotion and financing of entrepreneurship activities in the country. It is well
known fact that some enterprises/businesses fail simply because of
mismanagement, faulty investment decisions, inefficient capital and foul
planning etc.SMEs include methods of control systems or measures to be
adopted by the enterprises with respect to defined lines of business or trend of
challenges. Advice on tax and tax related matters. Status enquiry services could
be offered to effect credit purchases within the domestic market or overseas. The
banks could also perform a great role in entrepreneurship development by
organizing, sponsoring and supporting entrepreneurship education and training
programmes either directly or in conjunction with other organizations and stake
holders.

Finance Problems faced by Entrepreneurs

The problems faced by entrepreneurs while accessing loan from banks.
Unavailability of proper financial records as a result of lack of financial
management— knowledge of lack of bookkeeping skills. It is surprising that some
small business operators expect to obtain bank loans even if they do not have
any business records. Lack of collateral security due to poverty. Commercial
banks expect collateral security— from the loan applicants (for risk), it is however
unfortunate that the majority of small business operators lack assets that can be
accepted by banks as collateral. To the majority of small business operators, this
is as a result of poverty. Lack of connections as a result of inability to network. It
was clear that small business— operators who do not belong to any association
had serious challenges in accessing finance and their businesses were being
impacted negatively. Banks do not see the viability of business ventures. Banks
were also accused of— suspecting that all small businesses fail. In some cases,
banks do not see the viability of some entrepreneurial ventures and as a result,
they fail to access loans. To small business operators, banks do not just agree to
fund any type of business for they treat small businesses with caution when it
comes to granting credit.

Problems faced by Banks in granting and recovering loans:

There are various problems are faced by banks while granting and recovering
loan, the major problems faced by banks are as follows, Problems of loan
default— Loans are classified as problem credits when they cannot be repaid.
Problem loans and losses essentially reflect the difficult risk inherent in a
borrower’s ability and willingness to repay all obligations.

122



The lending process by its nature is imperfect. Credit analysis may be incomplete
or based on faulty data.

Loan officers may ignore the true condition of borrowing with strong personal ties
with the bank, and a borrower’s ability to repay may simply change after a loan
is granted. If management concentrates solely on minimizing losses, a bank will
make virtually no loans; profit will shrink and the legitimate credit needs of
customers will not be met. Lenders cannot completely eliminate risks, so more
loan losses are expected. The objective is to manage losses well so that the bank
can meet its risks and returns targets.

Lack of collateral

Collateral is a property or other asset that a borrower offers as a way for a lender
to secure the loan. If the borrower stops making the promised loan payments, the
