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Service Quality: A Critical Literature Review

Roxana Henderson

Abstract - Service quality has been the subject of considerable
interest by both practioners and researchers in recent years
(Parasuraman et al 1985). An important reason for the interest
in service quality by practitioners results from the belief that
this has a beneficial effect on bottom-line performance for the
firm. The purpose of this paper is to provide a review of the
SERVQUAL research on service quality in the following areas:
(1) definition and measurement of service quality, and (2)
reliability and validity of SERVQUAL measures.

Keywords : SERVQUAL, service qualily.

[. INTRODUCTION

uch of the initial work in developing a model to
I\/ldefine and assess service quality has been

conducted by Parasuraman, Zeithaml, and

Berry (1985) (otherwise referred to as PZB). In

conceptualizing the basic service quality model PZB

(1985) identified ten key determinants of service quality

as perceived by the company and: the consumer

reliability, responsiveness, competence, access, cour-
tesy, communication, credibility, security, understand-
ding/knowing the customer and tangibility.

They noted that discrepancies existed between
the firm's and the customer's perceptions of the service
quality delivered. In investigating these discrepancies,
PZB (1985) assert that service quality can be assessed
by measuring the discrepancies or "gaps" between what
the customer expects and what the consumer perceives
he receives. Arguing that the magnitude, and direction
of this gap, directly affects the service quality that the
consumer perceives, PZB (1985) note that customers
would have perceptions of high service quality to the
extent that their expectations are lower than the
perceived service performance.

If the converse were true, customers would
perceive low service quality.

e Report the results of a study that examines the
usefulness of the SERVPERF scale for assessing
customer perceptions of service quality in the
uniform rental industry.

e Assess the reliability of service quality measures as
it applies to the uniform rental industry.

e Identify the dimensions of service quality that are
important to customers of uniform rental com-
panies.

o Assess the overall service quality and satisfaction
level as perceived by customers of rental com-
panies.

Author : International Dr #2020 Ypsilanti Ml 48197. KTH Royal Institute
of Technology. E-mail . henderson.roxana@gmail.com

PZB (1985) assert that their framework can be
used for identifying differences in the quality of goods
and services by distinguishing between the properties of
a good or service. They note that Nelson (1974) defined
"search properties" as properties that can be determined
before purchasing (such as credibility and tangibles),
and "experience properties" as properties that can be
determined only after purchase or consumption. Further,
Darby and Karni (1973) defined "credence properties,"
(such as competence and security) as properties or
characteristics that consumers often find extremely
difficult to evaluate after their purchase. Therefore, PZB
(1985) concluded that consumers typically rely on
experience properties when evaluating service quality.

II.  SERVQUAL

Based on their review of the literature, PZB
(1985) developed the SERVQUAL scale. The scale was
designed to uncover broad areas of good or bad
service quality and can be used to show service quality
trends over time, especially when used with other
service quality techniques. The SERVQUAL scale is
based on a difference score between customer expe-
ctations of service and their perceptions after receiving
the service. Initially PZB (1985) focused on the ten
determinants of service quality.

However, after two stages of scale purification,
they reduced the ten determinants to five dimensions of
service quality: tangibles, reliability, responsiveness,
assurance, and empathy (PZB 1988). In their discu-
ssion, PZB (1988) assert that the SERVQUAL scale
deals with perceived quality and looks specifically at
service quality, not customer satisfaction. They state that
"perceived service quality is a global judgment or
attitude concerning the superiority of service whereas
satisfaction is related to a specific transaction" (p. 16).
They reported that the scale had a reliability rating of .92
and that the five dimensions could be ranked in order of
importance: reliability, assurance, tangibles,
responsiveness, and empathy.

Because of "wording related" high expectation
scores and higher than normal standard deviations on
several questions, the authors later revised the
SERVQUAL scale (PZB 1991). Subsequent research and
testing of the SERVQUAL scale, however, has not been
supportive of its author's claims. For instance, Carman
(1990) notes that while SERVQUAL generally showed
good stability, its five dimensions were not always
generic. Indeed, the various dimensions can vary
depending on the type of service industry surveyed.

© 2013 Global Journals Inc. (US)
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Carman also calls into question PZB's collection of
expectation data after a customer actually uses the
service. He claims that this should be done before using
the service even though this is rarely practical. Carman
states that even when this is done, expectations and
perceptions showed little relationship to one another.

Teas (1993) questions SERVQUAL'S discri-
minant validity. He notes that the service quality
expectations concept may have serious discriminant
validity short-comings which can cause the "perce-
ptions-minus-expectations" service quality measurement
framework to be "a potentially misleading indicator of
customer perceptions of service quality" (p.33). He
notes that SERVQUAL's lack of discriminant validity
results in a significant part of the variance in its
expectations scores being determined by the res-
pondent's "misinterpretations" of the expectation que-
stions. Churchill, Brown and Peter (1993) argue that
because the SERVQUAL scales "scores" are really
difference scores (perception scores minus expectation
scores); problems of reliability, discriminant validity, and
variance restrictions exist. They showed that while
SERVQUAL had high reliability, a non-difference score
rated higher in reliability. Their findings also showed that
the scale "failed to achieve discriminant validity from its
components", and the distribution of the SERVQUAL
scores were non-normal.

[1I.  DEFINITION OF SERVICE QUALITY

Some important definitions of service quality are
coming as following:

Parasuraman et al., (1985, 1988): Service
quality is determined by the differences between
customer’s expectations of services provider’'s perfor-
mance and their evaluation of the services they
received.

Asubonteng et al. (1996): Service quality can be
defined as “the difference between customers’ expe-
ctations for service performance prior to the service
encounter and their perceptions of the service received”.

Gefan (2002): Service quality as the subjective
comparison that customers make between the quality of
the service that they want to receive and what they
actually get.

[V.  SERVICE QUALITY DIMENSIONS

Service quality has been the subject of consi-
derable interest by both practioners and researchers in
recent years. Definitions of service quality hold that this
is the result of the comparison that customers make
between their expectations about a service and their
perception of the way the service has been performed
(Caruana & Malta 2002; 1984; Parasuraman et al., 1985,
1988, 1994).

Several studies have been conducted to identify
traditional service quality dimensions that contribute

© 2013 Global Journals Inc. (US)

most significantly to relevant quality assessments in the
traditional service environment (e.g. Parasuraman et al.,
1985, 1988; Johnston 1995; Pitt et al., 1999; Berry et al.,
1985). Identification of the determinants of service
quality is necessary in order to be able to specify
measure, control and improve customer perceived
service quality (Johnston1995).

Parasuraman et al’s (1985) identified 10
detailed determinant of service quality through focus
group studies:

Tangibles, reliability, responsiveness, commu-
nication, access, competence, courtesy, credibility,
security, understanding/Knowledge of customer. Later
these ten dimensions were further purified and
developed five dimensions-tangibles, reliability, respon-
siveness, assurance and empathy to measure service
quality, SERVQUAL (Parasuraman et al.1988).

Tangibles refer to physical facilities, equipment,
and appearance of personnel. Reliability means ability to
perform the promised service dependency and
accurately. Responsiveness means willingness to help
customers and provide prompt service. Assurance
indicates knowledge and courtesy of employees and
their ability to inspire trust confidence. Empathy refers to
caring, individualized attention the firm provides its
customers. (ibid).

Walker (1990) suggested that the key
determinants are product reliability, a quality environ-
ment and delivery system that work together with good
personal service-staff attitude, knowledge and skills.
Gronroos (1990) postulated six criteria of perceived
good service quality: professionalism and skills;
attitudes and behavior; accessibility and flexibility;
reliability and trustworthiness; recovery; reputation and
credibility and flexibility; reliability and dimensions—
Attentiveness/helpfulness, responsiveness, care, Availa-
bility, Reliability, Access, Flexibility, Aesthetics, Clean-
liness/tidiness, Comfort and Security.

From the focus group interviews, Berry et al.
(1985) identified ten determinants of service quality.
Virtually all comments consumers made in these
interviews about service expectations, Priorities and
experiences fall into one of these ten categories. These
are — reliability, responsiveness, competence, access,
courtesy, communication, credibility, security, under-
standing and tangibles.

Reliability involves consistency of performance
and dependability. It means that the firm performs the
service right the first time. It also means the firm honors
its promises. Specially it involves: accuracy in billing,
keeping record correctly, performing the service at the
designated time. Responsiveness concerns the willing-
ness or readiness of employees to provide service. It
involves timeliness of services that means —mailing a
transaction slip immediately, calling the customer back
quickly and giving prompt service. Competence means



possession of the required skills and knowledge to
perform the services. It involves: knowledge and skill of
the contact personnel, knowledge and skill of
operational support personnel, research capability of the
organization. Access involves approach, ability and
ease of contact. It means: the service is easily
accessible by telephone, waiting time to receive service
is not extensive, hours of operation are convenient and
location of service facility is convenient. Courtesy
involves politeness, respect, consideration, and friend-
liness of contact personnel. It includes- consideration for
the consumer’s property, clean and neat appearance of
public contact personnel. (ibid)

Communication means keeping customers
informed in language they can understand .It also
means listening to customers. It may mean that the
company has to adjust its language for different
consumers-increasing the level of sophistication with a
well-educated customers and speaking simply and
plainly with a novice. It involves: explaining the service
itself, explaining how much the service will cost,
assuring the customer that a problem will be handled.
Credibility involves trusts worthiness, believability,
honesty; it involves having the customer’s best interests
at heart. Contributing to credibility is: company
reputation, personal characteristics of the contact
personnel. The degree of hard sell involved in interaction
with the customer. Security is the freedom fro danger,
risk or doubt. It involves: physical safety, financial
security and confidentiality. Understanding the customer
means making the effort to understand the customer’s
need. It includes: learning the customer’'s specific
requirements, providing individualized attention, recog-
nizing the regular custom. Tangibles includes the
physical evidence of the service, physical repre-
sentations of the service, such as a plastic credit card or
bank statement, other customers in the service facilities.
(ibid)

Vriens (2000) developed an application for
measuring retail banking service quality, which consists
of 28 attributes including four service quality dimensions
such as: accessibility; competence; accuracy and
friendliness; and tangibles. The accuracy and friend-
liness dimension turned out to be the most important
factor out of four determining banking preference,
followed by competence, tangibles, and accessibility.
Nantel (2000) proposed an alternative measure of
perceived service quality in retail banking that comprises
31 items with six underlying key dimensions. These
dimensions are: effectiveness and assurance, access,
price, tangibles, service portfolio and reliability.

Table 2.7 . Summary of Service quality Dimensions

. . Service
Dimensions Quality Authors

Reliability Prasuraman et al., (1985);
Zeithmal et al., (1988);
Zeithmal et al., (2002);
Yang & Fang (2004);
Liu & Arnett (2000); Riel et
al.(2001)

Responsiveness Parasuraman et al.,(1985);
Zeithmal et al.,(1988);

Competence Parasuraman et al.,(1985);

Accessibility Parasuraman et al., (1985);
Kaynama and Black (2000);
Joseph et al.(1999)

Courtesy Parasuraman et al.,(1985);

Communication Parasuraman et al.,(1985);

Credibility Parasuraman et al.,(1985);

Security Parasuraman et al.,(1985);

Understanding Parasuraman et al.,(1985);

the customer

Tangibles Parasuraman et al.,(1985)
Zeithmal et al .,(1985)

Content Doll et al.(1994);Kaynama
And Black(2000)

Accuracy Doll et al.(1994);Joseph et
al.(1999)

Easy of Use Doll et al.(1994); Yang &
Fang(2004)

Timeliness Doll et al.(1994)

Empathy Zeithmal et al.,(1988)
Delone and Mclean (2003);
Liu & Arnet(2000);Riel et

Assurance Zeithmal et al.,(1988);

Delone and Mclean(2003);
Liu & Arnett(2000);Riel et

V.  SERVQUAL DETERMINANTS

Just over a decade ago, Parasuraman et al.
(1985) initiated a research stream that many consider to
be the most comprehensive investigation into service
quality. Briefly, Parasuraman et al. (1985) proposed
service quality to be a function of pre-purchase
customer expectations, perceived process quality, and
perceived output quality. They defined service quality as
the gap between customers’ expectations of service and
their perceptions of the service experience, ultimately
deriving the now-standard SERVQUAL multiple-item
survey instrument (Parasuraman et al., 1988).

The SERVQUAL scale is a principal instrument
in the services marketing literature for assessing quality
(Parasuraman et al., 1991; Parasuraman et al., 1988).
This instrument has been widely utlized by both
managers (Parasuraman et al., 1991) and academics
(Babakus and Boller, 1992; Carman, 1990; Crompton
and MacKay, 1989; Cronin and Taylor, 1992; Johnson et
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al., 1988; Webster, 1989; Woodside et al., 1989) to
assess customer perceptions of service quality for a
variety of services (e.g. banks, credit card companies,
repair and maintenance companies, and long-distance
telephone companies). Based on Parasuraman et al.’s
(1988) conceptualization of service quality (noted
above), the original SERVQUAL instrument included two
22-item sections that intended to measure (a) customer
expectations for various aspects of service quality, and
(b) customer perceptions of the service they actually
received from the focal service organization
(Parasuraman et al., 1988). In short, the SERVQUAL
instrument is based on the gap theory (Parasuraman et
al., 1985) and suggests that a consumer’s perception of
service quality is a function of the difference between
his/her expectations about the performance of a general
class of service providers and his/her assessment of the
actual performance of a specific firm within that class
(Cronin and Taylor, 1992).

Five dimensions; the results of the initial
published application of the SERVQUAL instrument
indicated that five dimensions of service quality
emerged across a variety of services (Parasuraman et
al, 1988). These dimensions include tangibles,
reliability, responsiveness, assurance, and empathy
(Brensinger and Lambert, 1990; Carman, 1990;
Crompton and MacKay, 1989; Parasuraman et al., 1985,
1988; Woodside et al., 1989; Parasuraman et al., 1991).
Tangibles are the physical evidence of the service (e.g.
physical facilities, appearance of personnel, or tools or
equipment used to provide the service), reliability
involves consistency of performance and dependability
(i.e. a firm performs the service right the first time and
honors its promises), responsiveness concerns the
willingness or readiness of employees to provide service
(e.g. timeliness of service), assurance corresponds to
the knowledge and courtesy of employees and their
ability to inspire trust and confidence, and, finally,
empathy pertains to caring, individualized attention that
a firm provides its customers.

Subsequent research conducted in a variety of
settings (e.g. a dental school clinic, a business school
placement center, a tire store, and an acute care
hospital) suggests that the five SERVQUAL dimensions
may not be universal across all services, and that it is
probably unnecessary to administer the expectation
items every time SERVQUAL is administered (Babakus
and Boller, 1992; Carman, 1990; Parasuraman et al.,
1991). Cronin and Taylor (1992), for instance, concluded
that a psychometrically superior assessment of service
quality can be obtained through the SERVQUAL
performance items alone, rather than the expectations—
performance  methodology  originally used by
Parasuraman et al. (1988).

More robust Most recently, researchers have
begun incorporating other constructs and measures
along with the SERVQUAL dimensions in order to extend

© 2013 Global Journals Inc. (US)

and improve the explanatory power of this model. For
instance, Zeithaml et al. (1994) suggest that the financial
effects of SERVQUAL are more robust if one considers
the immediate behavioral consequences of service
quality (i.e. behavioral intentions) as intervening between
service quality and financial gains or losses.

VI. CONCLUSION

This study identified a total of nine service
quality dimensions. Obviously, in order to maintain a
high level of overall service quality, the service providers
should pay attention to all these dimensions tested in
this study. However, to strengthen competitiveness in
the extremely competitive market, given limited
organizational resources, it is recommended that the
companies should focus on the main six key
dimensions, assurance; reliability; responsiveness;
tangibles; , empathy, and Pricing( as a extra dimension)
in order to achieve high level of service quality and
customer satisfaction simultaneously.
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“A Study on Retailer Role in Selected Dairy
Industries”

Dr. Trilochan Nayak

I.  INTRODUCTION

airy industry is alarmingly developing in the
Dpresent day economy due to its contribution to

the economy and rural poor people by providing
an opportunities to uplift them by generating additional
income. Since ages, Dairy industry has been practiced
as a rural cottage industry.

Among the 70 million rural population in India
during 2001, 37% are landless. These landless and
small farmers are having 53% of livestock in their
possession and Produced 52% of the total milk
production. Government of India is providing various
programmes for upliftment of the small rural milk
producer as well as under privileged urban consumers.

There is an enormous growth in expenditure on
dairying from the | PLAN (1951-56) of 78.1 million
rupees to IX PLAN (1997-2002) is 21425.00 million
rupees as per Economic survey 2002, of planning
commission of ministry of agriculture, Govt. of India. The
value of output has also increased manifolds. In the
Eleventh Five-Year Plan (2007-2012) The Department of
Animal Husbandry, Dairying and Fisheries had launched
a scheme titled ‘Integrated Dairy Development Project
(IDDP) in Non — Operation Flood, Hilly and Backward
Areas’ on 100% grant-in-aid basis during the 8" Plan
period and continued during 9" Plan to 11™ Plan period.

The Government of India has approved the
implementation / continuation of the modified scheme
during 2011 — 2012 of the XI" Plan period. The revised
scheme namely ‘Intensive Dairy Development Progra-
mme’ (IDDP) will be implemented in all the districts,
which received grants of less than Rs.50.00 lakh for
dairy development activities during Operation Flood
programme.

The competition increased to great extent in
marketing in various dairy products in India. The
production of various dairy products in India has
reached to 557.5 thousands metric tons during 2006, as
per Govt. of India, ministry of food processing industries
2006.

a) Scope of the Study

The present research study on topic a study on
Dealer-customer interface in selected dairy industries
has been undertaken in two major cities viz.

Author . Associate Professor & Director Corporate Affairs. Astha
School Mgt., Bhubaneswar, Odisha. E-mail : drtrilochann1@gmail.corn

Vishakhapatnam (Andhra Pradesh) and Bhubaneswar
(Odisha) with a sample of 400 consumers and 200
dealers of milk products may be useful for future
researcher in similar study on marketing milk products
and consumer researches. This study will be of
immense use to the milk producing companies, Govt.,
Milk federations, organization and dealers of the milk
product etc in coming years.

b) Objectives of the Stuady
The specific objectives of the present research
study are:

i. To study the growth of the dairy industry in India.

ii. To study the consumer awareness regarding diary
industry in India.

ii. To study the consumer brand preference in buying
a milk products.

iv. To identify the factors influencing consumer
buying decision for milk products.

v. To understand the selling pattern of milk products
at dealer’s/retailers outlets.

vi. To evaluate the dealer’'s behavior, perception,
attitude with regard to customer’s expectation in
buying milk products.

II.  RESEARCH METHODOLOGY

a) Hypotheses Formulation

i. Hypotheses
The following hypotheses are formulated for the
study
e H,: Brand awareness is significantly high among
the consumer.

e H,: The preference to buy toned milk is relatively
high.

e Hj: The quality of milk is having a significant impact
on consumer preference to buy.

e H,: Agent/Dealer plays a significant role in milk
business.

b) Sources of Data

The Primary data were collected from the
selected respondents through pre-tested questionnaire,
personal interview and observation techniques.

The secondary data has been collected from
management book, journals, annual reports of OMFED,
Annual report of APPDDF, Census report 2011 Dairy
India book 2007 etc.
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c) Sample Selection
In sample selection the study includes area of
the study, sample size and sample selection procedure.

d) Area of the Study
Visakhapatnam and Bhubaneswar city have
been selected for the present study.

e) Sample Size

The present study has been organized on a
sample of 400 households or families and 200 agents. It
is thus both a residential and consumption unit which is
considered as respondent. It excludes institutions like
student’s hostels, residential hostels, hospitals and
prisons from the purview of our study.

f)  Sample Selection Procedure

To choose 400 respondents, first the area was
restricted to the Ilimits of two cities namely,
Visakhapatnam of Andhra Pradesh and Bhubaneswar of
Odisha. To give equal representation to all the two
urban areas were considered and a sample of 200
respondents has been taken for each area viz.
Visakhapatnam and Bhubaneswar city as well .Again a
truly representation sample of 100 dealers/retailers has
been taken for each area of Visakhapatnam and
Bhubaneswar city. The sampling procedure is random
sampling.

g) Statistical Tools & Packages

In the present study mainly three statistical tools
were used. These are Univariate method, weighted
average method and SPSS-16 to analyze the study
findings.

[T1. LIMITATIONS OF THE STUDY

The present researcher has confronted with the
following limitation while conducting the research
finding.

a) Confidentiality of major pertinent data from the milk
Fed, govt. organization. Sufficient efforts have been
taken to extract the major relevant data to bring the
present work a realistic study.

b) Distance to travel Bhubaneswar and Vishakha-
patnam to cover maximum area within minimum
time period to collect the primary data which will be
a true representation of the sample study poses as
another limitation.

c) Last but not the least, in the present study sufficient
care has been taken to avoid the biasedness in the
primary data collection through personal interview.
Even then sometimes biasedness could not be
eliminated completely.

d) Lastly the present research finding are on the
primary studies involves high monetary expenditure
and time consumption on the part of the researcher
which poses of major limitation.

© 2013 Global Journals Inc. (US)

IV. INDIAN DAIRY INDUSTRY-AN
OVERVIEW

India has grown up today as one of the largest
milk producer with annual production more than 100
million tons.

Dairy in India as old civilization, but the first
official dairy firms were established toward the end of
the 19" century. Subsequently a number of private and
cooperative firms were established.

Dairy development movement has been started
with the success of Kaira district cooperative milk
producer union better known as AMUL. Dairy deve-
lopment in India realized a thrust after independence.
The planned development of Dairy was actually taken
up in the first five year plan (1951-56).Now-a-days; it is a
remarkable achievement by the dairy cooperatives to
strengthen the procurement & sale of milk and milk
products. Currently 15 dairy cooperative are in operation
in different state of India. National dairy development
board started operation flood programme which is also
known as white revolution of India. Operation flood I,
Operation flood-Il and operation flood are successfully
carried out by NDDB to strengthen the dairy infra-
structure as well as dairy market. India also has the
potential to become one of the leading players of milk
and milk products for exports. Dairy development of
Andhra Pradesh is very high as it has abundant livestock
population. Dairy development of Andhra Pradesh
underwent structural transformation into six occasion
viz. a. Pilot milk supply scheme(1960-63),b. integrated
milk project (1963-1971), c.Dairy development depar-
tment (1971-1974), d. A. P. Dairy Development Cor-
poration Limited (Operation Flood — | period, 1974-81),
e. A P. Dairy Development Corporation Limited
(Operation Flood — Il period,1981-85) f, Operation Flood
— Il period (1985-90).

Dairy development of Orissa started by NDDB
through operation flood. The Operation Flood I
Program, which was launched under the aegis of
National Dairy Development Board (NDDB) imple-
mented in the state of Orissa from 1981, initially
covering four districts viz., Cuttack, Dhenkanal,
Keonjhar, Puri. The Orissa State Cooperative Milk
Producers’ Federation came in to being from the year
1980-81, after taking over the Phulanakhara dairy and
the functioning started form 26" January 1981. OMFED
(The Orissa state Cooperative Milk Producers'
Federation Itd) started to carry out activities for
promoting production, procurement, processing and
marketing of milk & milk products for economic
development of the rural farming community.

Now-a-days consumer is the central focus of
any organization. In the competifive market scenario
every company tries to maximize satisfaction with the
value added products and services. Thus marketer
judge meticulously consumer behavior to further their



marketing plan to attract the customer and develop
loyalty sense among consumer. The present study deals
with dairy industry which has played a vital role in
strengthening India rural economy. India production
exceeds 258 million liter per day which is extraordinary
achievement in the world dairy scenario. Despite dairy
industry having immense future it has some weakness
and threats. India dairy product mainly deals with milk
as well as value added product of milk. The product
obtained for milk is ice cream, curd, skimmed milk,
ghee, butter chesse etc. In 1960 per capita availability
milk was 124 gms which is now negligible in contrast of
296 gms in 2010.Branding, packaging, price, quality,
distribution and promotion are the important tools for
Indian dairy products. All this tools are responsible for
the growth and development of dairy market.

For the present study, two urban areas were
selected namely Visakhapatnam city of Andhra Pradesh
and Bhubaneswar city of Orissa have been chosen with,
400 consumers (200 consumer from each city)and 200
agents (100 agents from each city) were selected by
random sampling technique.

The data were collected from both primary
sources as well as secondary sources. For this
research, profile of the study area is namely
Vishakhapatnam city of Andhra Pradesh and Bhuba-
neswar city of Odisha are taken together.

The topic has formulated scope for govt., Milk
federation, Dealer & retailer and other researcher for
future study.

The study also confronted some limitation. It
includes distance to travel to the study area. Monetary
expenses and Bias data etc.

V. LITERATURE REVIEW

The field of consumer behavior is comprised of
diverse set of persons interested in describing,
understanding or predicting behavior by consumers.
Compared to most academic fields, consumer behavior
is very new topic. However, an attempt is made to
review the literature in the following topic.

a) Consumer behavior.
b) Model of Consumer behavior.
) Consumer Satisfaction, Loyalty and retention.
d) Impact of Marketing Channel System.
)

Impact of family members and peer group on the
purchasing behaviour of consumer.

To be successful, organizations must look into
the needs and wants of their customers. That is the
reason why many researchers and academicians have
continuously emphasized on the importance of custo-
mer satisfaction, loyalty and retention. Customer
satisfaction is important because many researchers
have shown that customer satisfaction has a positive
effect on an organisation’s profitability. Due to this, the

consequences of customer satisfaction and dis-
satisfaction must be considered. There is also a positive
connection between customer satisfaction, loyalty and
retention. Therefore, customer satisfaction, loyalty and
retention are all very important for an organization to be
successful.

Customers are the purpose of what we do and
rather than them depending on us, we very much
depend on them. The customer is not the source of a
problem, we shouldn’t perhaps make a wish that
customers ‘should go away’ because our future and our
security will be put in jeopardy”. That is the main reason
why organisations today are focusing on customer
satisfaction, loyalty and retention.

The studies of customer satisfaction, loyalty,
retention reveal the following facts of evidenced from
this definition.

According to Hansemark and Albinsson (2004)",
“satisfaction is an overall customer attitude towards a
service provider, or an emotional reaction to the
difference between what customers anticipate and what
they receive regarding the fulfillment of some need, goal
or desire”.

Customer satisfaction can be defined as the
overall evaluation of the purchase and consumption
experience, which focuses on perceived product or
service performance compared with the pre-purchase
expectation (Fornell 1992)2,

Customer loyalty, on the other hand, according
to Anderson and Jacobsen (2000)2 “is actually the result
of an organization creating a benefit for a customer so
that they will maintain or increase their purchases from
the organisation.

Oliver (1997)* said that customer loyalty refers
to “a deeply held commitment to re-buy or re-patronise
a preferred product or service consistently in the future
despite situational influences and marketing efforts
having the potential to cause switching behaviour”.

According to Hoyer and Maclnnis(2001)%,
customer retention is “the practice of working to satisfy
customers with the intention of developing long-term
relationships with them”. Zineldin (2000)® said that
retention can be defined as “a commitment to continue
to do business or exchange with a particular company
on an ongoing basis”.

"Hansemark, O. C. &Albinson, M., 2004, Customer Satisfaction and
Retention: The Experiences of Individual Employees, Managing
Service Quality, 14 (1), pp. 40- 57

2Fornell, C. (1992). A national customer satisfaction barometer: The
Swedish experience. Journal of Marketing, 56, 6-12.

SAnderson, H. & Jacobsen P. N., 2000, Creating Loyalty: Its Strategic
Importance in Your Customer Strategy. In S. A. Brown, ed., Customer
Relationship Management, Ontario, John Wiley, 2000, pp. 55-67.
“Oliver, R. L., 1997, Satisfaction: A Behavioural Perspective on the
Consumer, New York, McGraw Hill.

SHoyer, W. D. &Maclnnis, D. J., 2001, Consumer Behaviour.2nd ed.,
Boston, Houghton Mifflin Company.
5Zineldin, M., 2000, TRM Total
Studentlitteratur, Lund.

Relationship  Management,
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Coldwell (2001)": “Growth Strategies Inter-
national (GSl) performed a statistical analysis of
Customer Satisfaction data encompassing the findings
of over 20,000 customer surveys conducted in 40
countries by Info Quest. The conclusion of the study
was: [_JA Totally Satisfied Customer contributes2.6 times
as much revenue to a company as a Somewhat
Satisfied Customer. A Totally Satisfied Customer
contributes17 times as much revenue as a Somewhat
Dissatisfied Customer. [JA Totally Dissatisfied Customer
decreases revenue at a rate equal to 1.8 times what a
Totally Satisfied Customer contributes to a business”.
Sivadas and Baker-Prewitt (2000)® said “there is an
increasing recognition that the ultimate objective of
customer satisfaction measurement should be customer
loyalty”. This view was also shared by Anton (1996)° who
said that “satisfaction is positively associated with
repurchase intentions, likelihood of recommending a
product or service, loyalty and profitability”.

RassCuningham™ in his two studies on brand
loyalty (1956 and 1066) gave two concepts of brand
loyalty. As the first concept, a high proportional
allocation of purchases to one particular brand was
taken as an indication of loyalty and he studied brand
loyalty in terms of proportion of the total purchases most
often. In his second concept, retaining the same
definition of brand loyalty, he used store loyalty as a
measure of brand loyalty.

Loyal customers would purchase from the firm
over an extended time (Evans and Berman, 1997)".
Guiltinan, Paul and Madden (1997)' said that satisfied
customers are more likely to be repeat (and even
become loyal) customers. Satisfaction is often confused
with loyalty. Satisfaction is an emotional or feeling
reaction (Westbrook, Newman, Taylor, 1978). It is the
result of a complex process that requires understanding
the psychology of customers. The range of emotion is
wide with, for example, contentment, surprise, pleasure,
or relief. Satisfaction is influenced, in the end, by
expectations and the gap between perceived quality

"Coldwell, J., 2001, Characteristics of a Good Customer Satisfaction
Survey. In J. N. Sheth, A. Parvatiyar & G. Shainesh, eds., Customer
Relationship Management, NewDelhi, Tata McGraw-Hill , 2001, pp.
193- 199.

8Givadass, E. & Baker-Prewitt, J. L., 2000, An Examination of the
Relationship Between Service Quality, Customer Satisfaction, and
Store Loyalty, International Journal of Retail & Distribution
Management, 28(2), pp. 73-82.

°Anton, J., 1996, Customer Relationship Management: Making Hard
Decisions with Soft Numbers, Upper Saddle River, Prentice-Hall.
"Rass M. Cunningham, “Brand Loyalty what, where, How much?”
Harvard Business Review, vol. 34, Jan — Feb 1956, pp. 116 — 128.
“Consumer Loyalty to store and Brand” Harvard Business Review, vol.
39, Nov — Dec 1996, pp. 127 - 137.

"Evans, J. R. & Lindsay, W. M., 1996, The Management and Control
of Quality. 3 ed., St. Paul, West Publishing Company.

?Guiltinan, J. P., Paul, G. W. & Madden, T. J., 1997, Marketing
Management: Strategies and Programs. 6th ed., New York, McGraw-
Hill.
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and expected quality, called "expectancy dis-confir-
mation"'®,

VI.  MAJOR FINDINGS

a) Consurner Study Analysis

i. Demographic Factors

The study revealed a majority of the
respondents i.e. 57.50 per cent are in the age group of
40 - 50 years. Only 40 respondents, who account for 10
per cent of the total sample, are of above 50 years. 20
per cent of the respondents are in the age group of
30 — 40 years and 12.50 per cent are below 30 years.

Out of 400 respondents, 270 are housewives
who account for 67.50 per cent and 130 are male
members accounting for 32.50 per cent.

ii. Consumer Awareness Levels of Milk Products
378 out of 400 respondents are aware of the
availability of more than one variety of milk and only 5.50
per cent of respondents are aware of only one variety of
milk.
It can be seen that large number (80 per cent)
of respondents are aware of the availability of toned milk
but 20 per cent of them are not aware of toned milk.

iii. Consumer Preferences
It is notable from the study that 280(70 per cent)
of respondents prefer toned milk whereas a small group
of respondents of 5.50 per cent prefer whole milk. 7 per
cent of respondents prefer doubles toned milk, 10.25
per cent vendor milk and 7.25per cent are prefer
skimmed milk.

iv. Consumer Satisfaction
Majority (about 81.25 per cent) of the
respondents are satisfied with the present brand they
are using and only 18.75per cent not satisfied.

v. Consumer Buying Practices

Knowing the buying behavior of the milk
consumers such as where the consumer prefers to buy
milk, the quantity of milk per day he buys, the frequency
of purchase, timing of purchase, how much price they
are willing to pay, in what mode they want to pay and
what the other products of the milk they are going to buy
is very essential to the industry to supply milk and to
make products available accordingly in the market.

vi. Service Rendered by the Agents
Milk producers use the types of intermediaries
such as agents to make their products available and
accessible to the customers at a close network. Milk
producers appoint agents for every small territory so that
the product will be available widely to the consumers
and at the nearest places.

SWESTBROOK ROBERT A., NEWMAN JOSEPH W., TAYLOR JAMES
R., "Satisfaction/Dissatisfaction in the purchase decision process',
Journal of Marketing 42 (October), pp. 54-60.



VII.  (RETAILER) AGENTS STUDY ANALYSIS

a) Demographic Factors

It is found that majority of the respondents i.e.
46per cent are in the group of 30 — 40 years. Only 17
respondents accounting for 8.5 per cent of the total
sample are of above 50 years. 26.5 per cent of the
respondents are in the age group of 40 — 50 years and
15.5 per cent are below 30 years.

b) Agent Awareness of Milk Products

98.5 per cent of respondents are aware about
the various types of milk and only 1.5 per cent of the
respondents are unaware of the different types of milk
available in the study area.

¢c) Agents Opinion about Consumer Preferences

173 respondents out of 200 respondents are
preferred to buy toned milk. This accounted for 86.5 per
cent 6 respondents out of 200 respondents preferred to
buy double toned milk. 7.5 per cent of respondents
preferred to buy whole milk.

d) Agents Salisfaction

187 respondents out of 200 said that their
customers are satisfied with the present brand of milk.
Only 6.5 per cent of the respondents said that their
customers are not satisfied with the present brand of
milk.

e) Agents Selling Practices

73 per cent of the respondents are selling in
between 201 to 400 liters of milk per day. 5 per cent of
the respondents are selling more than 600 liters per day.
11.50 per cent of the respondents are selling below 200
liters and 10.50 per cent of the respondents are selling
in between 401 to 600 liters per day.

7 Service Rendered by Company

90.5 per cent of respondents said the brand of
milk they are selling is supplied to them in time. 9.5 per
cent of the respondents informed that there is a slight
delay in the supply of the milk.

VIII.  SUGGESTIONS

Consumers buy milk out of their functional,
inspirational values, nutritional benefits and the psy-
chological impact delivered by the product. It is a well
known fact that almost all consumer buying decisions
are influenced by the preferences they have about the
product. However the milk product image is formed out
of the knowledge the consumers have about the
perceived benefits the product offers or the value it
delivers or other aspects of the products such as price,
quality, availability, accessibility, etc. This notion influ-
ences the manufacturers to produce the product with all
the above requisites.

Though it is housewives, who many times
influence the brand choice, place choice and times

choice of the purchase of milk, At times the husband or
the male member of the house is also involved in
influencing the factors of brand, place, quantity and
time. Keeping this in view the milk producer has to
concentrate their opinion on the entire family.

Vast technology has incorporated complexity to
industry and its resultant output without assigning
anything extra in the case of milk. Today there are many
varieties of milk available in the market such whole milk,
skimmed milk, toned milk and double toned milk. The
knowledge of the awareness of these products is very
much essential to the consumers to take a buying
decision on his own rather than depending on the seller.
As a sequel there is a growing necessity for the
producers to create a high level of awareness among
the consumers regarding their products.

In tune with any marketing firm, dairy firms who
market the milk will have to spend a lot of money on
various types of promotional activities with special
emphasis on advertising to bring awareness about their
brands in the mind of consumer. For this a proper
selection of channel for communication in selecting the
exclusive brand is equally important.

Awareness of the availability of different types of
milk in the market place alone is not sufficient for the
consumer to make a buying decision. The knowledge of
the availability of different brands in the market, their
manufacturers and their image which influences the
buying decision is also important | to the consumer.

We are aware that several factors exist which
influence the choice of a ‘specific type’ of milk. The
degree of Prominence among such factors is quality,
price, availability, brand image, packaging etc. It is
evident from the survey, that three fourth (75 per cent) of
respondents are preferring toned milk where as all
remaining types of milk such as skimmed milk, whole
milk, double toned milk, etc are preferred by only 25 per
cent of the respondents. Due to this demand for toned
milk, the producers have to produce more quantity of
toned milk in comparison to other form milk
subsidiaries.

Brand loyalty exists to a large extent in the
minds of a consumer in arriving at a purchase decision
without even having any knowledge about the producer.
The example of ‘Mother Dairy’ can be quoted here that
many of the users of Mother Dairy brand are not aware
of the manufactures name. So the producers of milk
have to create not only brand image of their products
but also they have portray a high profile corporate
image at the same time.

Density of the milk is one factor which is
believed to be an important factor responsible for the
satisfaction of the milk users. The more the density, the
more the liking for the product. 57 per cent (228 out of
400 respondents) expressed that they are satisfied with
the milk because of the density of the milk they were
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using. Hence the new entrants in these fields have to lay
more emphasis on this particular product.

Generally the distribution of milk is carried out in
the forms of sachet which is akin to FFS system i.e.
forming, filling and sealing would be taking place
simultaneously. Tough the forming and sealing system
is automated; there exist a possibility of leakages which
is ultimately making the milk unhygienic. The customer
often buys the milk in advance and preserves in the
refrigerator. The occurrence of any small leak not only
rendered the product unhygienic but also spoils the
stored item in the refrigerator. Therefore proper
packaging of the product is highly essential to bring
about improved customer satisfaction.

For any business organization it is very difficult
to woo and divert the customers towards appreciating
their brand from the other brands with which they are
currently satisfied. Even then, one such option available
is by providing better quality but it is also convenient to
convert those customers who are at average satisfaction
in comparison to those who are not satisfied. For
accomplishing this company should know beforehand
the opinion of the people who are willing to change their
present brand of milk as this would enable us to get
even a better idea about the needs of the customer.

All customers are not equal in their approach.
The variation is apparent in different needs and
expectation which influences their motives and buying
practices. The study of the consumer or buyer behavior
tells us what the customer wants to buy, where he wants
to buy, how much he wants to buy, where he prefers to
buy and how much quantity he prefers to buy.

Sometimes it has been found that packaging of
the milk is not proper which leads to leakage, bad smell
etc. company should take care of this.

It has been also found that labeling of the milk
packet is not up to the standard whereby consumer
cannot read the details. So it may be rectified.

Understanding the buying behavior by con-
ducting research on the milk consumers such as where
the consumer prefers to buy the milk, how much
quantity of the milk per day he buys, at what intervals he
prefers to buy, at what time he prefers to buy the milk,
how much price he is willing to pay, in what mode he
wants to pay and what the other products of milk they
wants to buy is very essential to the industry to supply
milkk and to make the products available to the
customers.

Milk producers use intermediaries such as
‘Agent’ to make their products available and easily
accessible to the customers. Milk producers appoint
agents for every small territory so that the product would
be available widely to the consumers and at the
convenient places. These agents through their contacts,
experience, specialization and scale of operation offer
the firm more than it can achieve on its own. The
objective of any dairy farm in appointing the ‘Agents’ as
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intermediaries is to provide better services to the
consumers. In the present scenario, it is a difficult
proposition for the firms to make lasting impression in
the minds of consumer to get a lion’s share in the
market .To leverages their effort they look towards the
role of the agents in bridging the gap in establishing a
firm and lasting relationship with the customer.

As the milk agents are the people who
ultimately interact with the consumer, hence their
behavior with the consumer plays vital part in retaining
the consumer. Suggestion given by the consumer
needs to be forwarded for necessary modification as
&when required ultimately leads to greater value
addition to the consumer. Thereby bringing about total
satisfaction & increasing brand loyalty.

The availability of milk through the agents in the
morning and evening as because it is convenient to
many consumer needs to be relooked in the case of
urban areas where the use of packed milk sales is very
high. In such cases consumers expects the availability
of milk throughout the day so that they can pick it up as
per their convenience.

At the end of the day the brand or firm which
offers better services than competitors with the help of
the agents would ultimately or have a lager consumer
base. In marketing we know that service and satisfaction
are relative responses.

The role played by agents for bringing about the
success of milk producer hinges around the following
factor viz; Prompt &, regular supply, making its available
throughout the day, providing value in the service
rendered by agents, the behavior of the agents,
avoidance of adulteration and supplying required
quantities of milk.

IX. CONCLUSION

Consumer behavior also encompasses a vast
area including consumer motivation, preferences,
purchasing patterns, buying process, shopping beha-
viors etc. It concentrates to answer the question, ‘why,
when, where, what and how do the consumers buy’. But
understanding of consumer is not easy, as it is related
to human behaviour which is highly unpredictable and
undependable. So the study of consumer behaviour
becomes so complicated and throws a major challenge
to the present day marketer.

The survival and growth of a business concern
mostly depends on the ability of the marketer to
understand the consumer action and reaction. Hence,
consumer behaviour is one of the main areas in
marketing where the marketers always have to
concentrate and have to be conscious and cautious.

X.  ScoPE FOR FUTURE RESEARCH
The present study analyses the role & interface

of customer and retailer in dairy industry of Odisha and
Andhara Pradesh.



The study explains in detail about dealer i.e.
dealer functioning, awareness of dairy industry, sati-
sfaction, dealer/agents selling practices, dealer/ agents
opinion about consumer preference about milk product
etc. Also it explains in detail about customer i.e.
customer satisfaction, buying practices, awareness level
of dairy product etc.

The study provides useful guidance to the
researchers in identifying areas for further research. This
study will be of immensely useful to the Milk federations
milk producing companies, Govt. organization and
dealers of the milk product etc in coming years.
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On the March again “Better Dey Come”
Goodluck to Nigerians” the use of Marketing
and Advertising Strategies in Political Marketing

Ayozie Daniel Ogechukwu

Abstract - Favour, Ebele and Blessing my little kids wakes me
up in the morning with their favourite political jingles “ATIKU
DEY COME OO, BETTER DEY COME, OR GOODLUCK TO
EVERYBODY, GOODLUCK TO NIGERIA. In the past it was
popular to hear on the march again, M.K.O. is our choice oo.
With precision, the adverts of the Nigerian Republican
Congress State “One wrong vote, takes us 100 steps back”
free has a price” Beware there is a trap somewhere, or the
social Democratic Party’s slogan “Enough is Enough, Don't
allow, the nations wealth to be flown away again, vote SDP.
Should Education be so expensive, should Housing be this
indecent? vote SDP. In politics as in advertising, Nigeria
seems to have adopted the United states of America and the
united kingdom as a model. The marriage of Advertising and
Politics is becoming more pronounced in Nigeria (Moemeke
1992). The Nigerian electorate is getting more politically
enlightened and those seeking elective offices are also
becoming more sophisticated (Oyovbare 1992). There is then
the need for a proper education on political marketing and
Advertising. Marketing, public relations and Advertising are
very important tools in packaging of politicians, their parties
and programmes from the perspective of the electorate. The
use of marketing and Advertising is taking firm root in the
political process of Nigeria. How did the advertising firms and
marketing practitioners package Barak Obama or David
Cameron? How did old Jimmy Carter defeat Gerald Ford, an
incumbent? This is purely because of the superior power and
use of Marketing and Advertising. This paper explores briefly
the political history of Nigeria explains the concepts of political
Advertising, and political meaning, and advocates how
marketing, marketing communication strategies, Advertising
and Advertising research can assist politicians in the electoral
processes of seeking the votes mandate. It also briefly
explains the usefulness of marketing and advertising and
concludes by recommending a greater use of marketing and
Advertising strategies by politicians to the electorate.

A friend facebooked and twittered me of recent, and
in response to my Question on political marketing has his
answer which was as revealing as ever. He said politicians
promise of building bridges, even where there are no rivers,
and building air or seaports where there are no aeroplanes or
ships. Political campaigns in Nigeria, either in the first, second,
third and fourth republics are not new. It has been with Nigeria
and Nigerians before and after independence. Onetime US
presidential hopeful, Alexander Haig Jr noted in an optimistic
moment of his aborted campaign “I have learnt the secret of
life....... it is in marketing. Former US president Richard M.

Author : Senior Lecturer, Department of Marketing, the Federal
Polytechnic llaro, Ogun State Nigeria.
E-mail : danayo2001@yahoo.com

Nixon is reported to have said that political advertising is to
politics what bumper stickers are to philosophy.

Political marketing is a social and managerial
process by which candidates and parties obtained Election
goals through creating, offering and securing approval of
ideas of value with the voter. (Kotler 2000).

I. INTRODUCTION

Doliticians of recent send their messages to the
Electorate through various means. The most
recent is the role the internet especially the social
networking blogs of facebook and Twitter are playing in
the various electioneering campaigns of the candidates
of the various political parties in Nigeria, especially the
presidential and governorship candidates. The imply-
cations is that marketing, advertising and other
promotional mix elements, have tremendous roles to
play in political electioneering campaigns in Nigeria. In
the past and present political dispensations in Nigeria,
politicians strive to acquire power, either at the local,
state or national level. Politics is about power. The need
to acquire the power leads to agreements, conflicts,
consensus and competition. The struggle to acquire
power leads to competitions, rancour, disagreements,
agreements, conflicts and conflict resolutions.

Nzimiro (1992) stated that politics is about
policy. Policy is a matter of either the desire for change
or the desire to protect something against changes.
This can lead to disagreements, agreements, conflicts
and conflict resolution.

Politics in Nigeria has always been expressed
through political parties, which are created to achieve
political power, goals of the originators and goals of the
society. Political parties are organized around specific
ideologies and ideas of human societies. In the past this
conflict benefited from the disproportionate ownership of
land, and capital. Presently it is expressed in the control
of the local, state, federal, other state apparatus and the
mass media. Every class uses communication as a tool
in the ideological war of politics. Now political parties
have become platforms for rearing leaders who are
interested in the contest for power through the electoral
process.

Now, politics gets involved in the struggle to
control the power base, as the local, state and federal
base establishes its machinery for controlling the
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populace. Political control is disguised when the winning
group controls political power, and its constituent
members and operatives become the ultimate
beneficiaries. Nowadays the electoral process has
become the expression of the democratic form of
struggle within a given class system. The power is a
useful barometer for measuring all political activities.

[1. PoLITICAL PARTY SYSTEM IN NIGERIA

Political party system in Nigeria have developed
in different forms. Each party is either a mass party or an
elite party. An understanding of the political party
system in Nigeria, will determine how marketing,
advertising, and their strategies will be used effectively
to market the political system and campaigns in Nigeria.

a) fFeudal Systern

Nzimiro (1972) started that Nigeria was a feudal
society. The feudal system was sustained by the myths
of the origin of the traditional rulers and kings. With the
advent of colonialism, party politics was introduced into
Nigeria and its development involved in stages. A brief
history will be helpful in determining the role of
marketing strategies.

The Nigerian National Democratic Party (NNDP)
established by Herbert Macaulay was the first political
party in Nigeria between (1923-34). The was the era of
conservatism in Nigerian politics.

Between 1931-1944 the liberal party, under the
youth movements were established. It consisted of
progressives, educated and professional. People who
acquired the liberal philosophy of those years.

1944 — 1950 gave birth to the National Council
of Nigeria and the Camerouns (NCNC) and the Zikist
movement which was the militant Youth front. This was
an age of militant nationalism. The Nigerian youth
movement disintegrated due to internal crisis. While the
NNDP persisted, but later fizzled out after if allied with
the NCNC and the labour party to form the Demo labour
Alliance (Nzimiro 1992).

The NCNC later became the National Council of
Nigerian Citizens when the Camerounss broke out of
Nigeria. At that time modern Advertising and marketing
strategies were hardly used as militant nationalism and
oratorical process were greatly used.

b) First Republic

The political parties managed the political
party organization in the first Republic. The post in-
dependence period, brought about the coalition
between the northern Peoples Congress (NPC) and the
NCNC, with the Action Congress (AC) forming the
opposition at the centre. With this, the NPC controlled
the northern Nigeria, the NCNC controlled the East,
while the AC controlled the west. The rank and file at all
levels of the party mattered very little as the party
notables (elites) only recruited them as their personal
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clientele who owed allegiance to them. With this
corruption flourished, as the parties showed elitists
tendencies with their members enjoying privileged
status and authority within the social order. The regional
power base of this parties gave rise to ethnic politics.
The expectation that the elites would be immune to
ethnicity was dealt a fatal blow as both the educated
and illiterate members of the parties resorted to the
massaging of ethnic feeling (Nzimiro 1992). The
Northern Peoples Congress (NPC) reflected the
structure of Northern Nigeria Northern Sokoto caliphate.
The lack of a tightly knit structure of the party is seen
from the traditional structure of northern Nigeria which
derived its support mainly from the village heads, native
authority officials and chiefs, rather than from the
masses. There existed a master-servant relationship. A
party that was structured and rooted in traditional
ideology with such structured organization cannot afford
the luxury of mass ideology normally expressed in
election.

Ethnicity encouraged nepotism especially in the
selection of relatives into the services of the native
authority. In the western Nigeria the Egbe Omo
Oduduwa as founded as a result of Ethnic nationalism
and tribal renaissance. One of the major objectives was
to study the economic potentials and resources of the
Yorubaland, advise on how best to utilize natural wealth
in order to ensure abundance and prosperity. The Action
Group (AG) emerged from the Egbe Omo Oduduwa
which based its principle on the unity of the Yoruba
ruling class, comprising of the Obas, merchants,
professionals etc. The AG therefore relied organi-
zationally on unifying the various sub ethnic groups
within the entire Yoruba nation. Ideology thus marked
the foundation of the Action Group.

The NCNC according to Nzimiro (1992) was
initially organized as a party of eastern and western
regions while operating in the north through its alliances
with NEPU (Northern elements people anun, the idoma
state union and the UMBC (United Middle Belt
Congress).

One peculiar fact was that the first Republic
politics lacked a National Consicience and corruption
was built into the party apparatus, as no clear lines
could be drawn between party structure and the
government activities, some of which had trading and
commercial import.

The leaders and rulers of the First Republic
Championed Capitalism, but it was at the expense of
the Nigerian nation and the masses, while Regionalism
pervaded their philosophy of life. These rulers refused
to let the common masses known the realities of their
lives.

In the first Republic the British found alliance
with the political traders who forged a link with the ruling
class to share and loot the wealth of Nigeria. The
country was regarded as a trading company. The



sentiments of national patriotism was absent. Some of
the specific features of the first Republic are (Nzimiro
(1992).
i. Corruption, nepotism, political thuggery looting
and plundering of the national wealth.

ii. Exploitation of the masses by the ruling class.
iii. Lack of commitment to the concept of nationhood.

iv. Indiscipline in the national life due to the ugly life of
the rulling class displayed by excessive, squan-
dermania of the peoples wealth.

v. There were coups, counter coups, attacks and
reprisal attacks which cultiminated into the
Nigerian civil war.

c) The Second Republic

There were the ruling parties such as the
National Party of Nigerian (NPN) which was seen as the
reincarnation of the former (NPC), Northern Peoples
Congress. The NPN was a party of the Hausa Fulani’s
who formed coalition with the elites of the minorities.
The Nigerian Peoples Party (NPP) was Igbo based with
recruitment from the elite of some small ethnic groups.
The UPN Unity Party of Nigeria was dominant in the
west and was seen as the reincarnation of the Action
Group, the GNPP (Greet Nigeria People Party)
controlled some states in the North, while the Aminu
Kano lead People’s Redemption Party (PRP) controlled
few states again in the North, while the NPN was the
dominant ruling party and formed alliance with the NPP
to form a government, while the UPN was seen at the
party on opposition.

The politics of the second Republic was
characterized by some of the ugly features of the first
Republic. The politicians did not learn much lesson
from their predecessors in the first Republic and the
after effects were military coups and counter coups.
That the experiment of Parties of the second Republic
failed was not in doubt, for the members of the political
class were of the same character and ambition as their
predecessors of the first Republic.

d) The Third Republic

The Babangida Military Administration took
cognizance of the failure of democratic experiments in
the first and second Republics. The Government
employed people’s opinion as the foundation of the new
political structures. It set up the cooker Commission,
mandated to collect, analyse and synthesise the views
at the political groups. After series of debates and
symposia, it collected several documents which
discussed the birth of Nigeria, the process of building
the Nigerian state, structure of the political parties, the
ethnic national question and state creation, the brand of
political ideology the people want etc. it opened the
door for the lifting of Ban on political parties. Old
politicians wre banned and unbanned. With the banning

of the initial thirteen political parties recognised by NEC
National Electoral Commission), two political parties, the
(SDP) Social Democratic Party and the National
Republican Convention (NRC) were formed by the
military Government with the mandate that its
membership shall grow from the grassroots and wards,
and that all individuals are equals in the parties, as there
were no God fathers or kingpins. It recruited individuals
from the grassroots to develop a new political order of
Nigerian unity and holds specific rules to safeguard their
grassroots bases.

The Annulment of the June 12 1993 Elections
and the subsequent death of the acclaimed winner MKO
Abiola, followed by violence, and death of some political
actors neccessitated the military to take over
government again. The political actors and actions of
the third Republic and their military collaborators did not
fully learn any lesson from the mistakes of their
predecessors in the first and second Republics. The
problems enumerated in the first and second Republic
came up again in the third Republic, hence there were
coups and counter coups.

e) Fourth Republic

The fourth republic gave birth to some major
political parties like the (PDP) The Peoples Democratic
Party) which is the dominant party that won majority of
the seats at the federal and state legislative houses and
controlled the federal executive government. Other
ethnic based parties includes the Alliance for
Democracy (AD) later called Action Congress of Nigeria
(ACN) which controlled the government in the western
Nigeria, the (PPA), the Progressive People’s Alliance
and the All Progressive Grand Alliance (APGA) and the
PDP controlled the States in the East, while the All
Nigeria Peoples Party (ANPP), was in control of some
state in the Northern Nigeria.

Some of the basic problems which
characterized the first, second, and third Republics are
still very rampant, even with the introduction of more
dangerous crimes which were not common in Nigeria
political system. In addition there are now rampant
cases of kidnapping, rape, assassinations, militancy,
indiscipline, large scale corruption, lack of commitment
to nationhood, nepotism, political thuggery and large
scale exploitation of the masses by the elites.
Advertising and marketing strategies especially as it
concerns bill Board, Radio and Television messages
were used.

Advertising and marketing of politics were not
providing solutions to the failure of the political parties
and political systems in all the Republics marketing was
not used.

Bulter and Collins (1961) stated that “there
appears to be little appreciation of marketing especially
in Nigeria. Most writers of political marketing simply
applied general marketing principles to the area of
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election campaigning (Baines et al 2000) most people
believed that the old political parties do not need
marketing and advertising strategies, because the
requirement for active members to carry the party
message meant that election campaigning was labour
intensive. (Achumba, Ogbechi 2004) Most actors simple
believed their campaign was largely about reinforcing
ethnic or regional beliefs and ideas, reinforcing
partnership and mobilizing the masses with some
exaggerated promises.

Because of increased sophistication of the
masses, greater enlightenment, increased role of
information technology, internet and the worldwide web,
political marketing and advertising is becoming more
pronounced. This has stimulated the development of
political marketing (Kavanagh 2003).

But the idea of marketing and promoting
politicians is not entirely a new phenomenon. In old
Nigerian societies, promotion of leaders and politicians
take place whenever a community was in search of
special leadership qualities in a person.

Agbakoba (2003) (Ayozie 2010) started that
attributes such as courage, meekness, philanthropy,
courage, valour, eloquence, honesty, perseverance,
charisma, and physical fithess enhanced the position of
those who possesed them in vary degrees, and in
different contexts. Just as the possession of any or all of
those attributes advanced the standing of some
individuals at the time. Presently it plays also an equality
significant role in political marketing and practices these
days.

Nevertheless the issue of promotion of
politicians in contemporary societies is different from
promotion/Advertising in historical perspectives.

I1I.  WHAT 1S POLITICAL MARKETING AND
POLITICAL ADVERTISING

In the past, Political Marketing definition
stressed the exchange process arising between votes
and candidate, (Achumba 2004) the use of marketing
mix to promote political parties, and the use of opinion
research and environmental analysis (Wrong 1977).

One definition of political marketing would draw
reference from Kotler's Definition of Marketing “political
campaign marketing is a social and managerial process
by which candidates and parties obtain election goals
through creating, offering and securing approval of
ideas of value with the voter.

Some other definition sees political marketing
as being concerned more with the communication
process between parties and or candidates.

Harris and Wards (2000) views political
marketing as being synonymous with the use of
persuasive technique in campaigns, to promote the
politicians, their parties and policies.
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Butler and Kavanagh (1999) advocated that the
borrowing of professional communication tools such as
Advertising and public relations, epitomized the concept
of political marketing.

Maarek (1992) in Achumba and Ogbechi (2004)
suggests that political marketing is a broader concept.
He stated that political marketing includes the evaluation
and redesign of policy and electoral strategy in the light
of studies of the electoral concerns. He claims that
political communications no longer means merely
designing and printing a message in posters without
consideration of whom they are addressed to. To them
it encompasses the entire marketing process from
preliminary market study to testing and targeting.

On the other hand political Advertising employs
the explicit use of language to propose solutions
(Marketing) based on perceived needs and deficiencies
(political philosophy). Politics being largely a verbal
profession. Political Advertising has to be an exercise in
the use of words and images (communication) Elections
are won and lost largely on the ability of campaign
managers to use communication effectively. As Gerber
(1981) noted.

“politics is largely a word game politicians rise to
power because they can talk persuasively to voters
and political elites. Once in power their daily activities
are largely verbal — commands, dialogues, debates,
formulation of proposals, laws, orders, decisions,
and legal opinion. The skill with which they wield the
tools of political discourse, adapting them to the
needs of various audiences and the goals to be
achieved determines their success.”

As in campaign times and during the various
election dates, the voter is exposed to many
communication message about the various candidates,
political parties, their philosophics and ideas, the
electoral umpires and the electoral processes. Poalitics
and political advertising and marketing would be
impossible without communication. Political Advertising
in a communication series “is a war for the minds of the
electorate” (Okigbo 1992). The battle is fought not only
in the fields of paid advertisements, but also in all the
compounds and allays for peddling influences,
especially when the audiences is unsuspecting. It is
necessary to show how the managers of Jimmy carter
campaign infiltrated all media shows with Mr carter’s
admirers. To Malcolm MacDougall who ran the Jerry
ford campaign, it was a sheer genius. To him.

“Jimmy carter was in every talk show, every panel
show, every game show, every quiz show. It hadn’t
cost a nickel to bring “the real” jimmy carter into
every living room. He was part of the furniture before
Ronald Reagan or Jerry ford entered the flight.
Whatsoever is the exact definitions of political

marketing and political Advertising, it is clear that the
use of policies and communication to position



candidates to gain more votes and sympathy explains
the two concepts. In fact in the views of Harris and Ward
(2000), political marketing and political Advertising
concepts includes a broader consideration of the needs
of the electorate so that policies as well as promotional
messages are centered on the desires of the voter.

Marketing, Advertising, political philosophy and
communication complements one another and roll up
into one vital force, which when directed at the
promotion of the political candidates can yield fantastic
results. Such results are possible only when the
elements are employed energetically. This calls for the
adoption of wholly integrated approaches rather than
disparate methods and tactics. The ultimate target is the
selling of the candidate, but it has to be achieved
through proper positioning and the employment of
appropriate strategies and tactics.

By synergy in political marketing/Advertising, we
mean the realized effects of the four elements that is
marketing, advertising, political philosophy and commu-
nication working together as necessary partners rather
than individually. Political marketing and Advertising
requires a wholistic approach that employs all the
elements at once. By employing a synergetic approach,
the political marketing and advertising consultant uses
integrated marketing communications and various
marketing strategies that accommmodates all aspects of
Advertising, public relations, events marketing, tele
marketing, sales promotion, publicity and talk shows all
directed at achieving maximum persuasive impact for
the purpose of winning votes and candidates. Integrated
marketing communications is the protease of managing
all sources of direct and indirect information about a
candidate or party to which a voter is exposed, and
which can track their behavior and reliable attitudes
overtime relating to the candidate and party.

To MacDougall (1992) when you write an
advertising strategy for a soap or soft drink, “you usually
try to zero in to one sales message, for example, Longer
lasting deodorant people need only one good reason to
choose one product over another. But when you are
selling a President, Governor or Senator (or for any other
political candidate) one strategy just wont do.

IV.  SOME BASIC HINDRANCES TO
POLITICAL MARKETING AND
ADVERTISING

As enumerated in the brief political History of
Nigeria above, the Basic problems of ethnicity,
corruption, bribery, political rascalism, thurgery, assa-
ssinations, coups, counter cups, falsification of voters,
snatching of electoral materials, killings, bomb blasts
and terrorisms, electoral frauds, judicial racialism and
fraud, rigging and political and ethnic militancy have
assumed a cyclical trend. These problems have
manifested in all the republics in Nigeria. Politics as

observed in Nigeria is a very dangerous game played in
murkey waters. Infact it in like war, if not a real war, as
bombs, guns, acids, killings and other war strategies are
used, thus making it, a do or die affair. The words used
for simple electoral practice are, capture, defeat maim,
hurricane, etc. This has severe implications the way
political marketing and Advertising strategies are used
and practiced.

Some of the basic problems are that Nigerians
are totally insensitive to political advertising, marketing
and communication. In reality it does not fully influence
their voting patterns and general political behaviour.
Communication nor matter how powerful now and in the
past has not fully influenced voting behaviour in the
past, does not in the present and has not shown any
likely change in the future. This is not the practice in the
developed countries of united kingdom, ltaly, United
States of America or even India.

Violence and Rigging is a norm in nigeria.
Infact most politicians believe that elections cannot be
won without the two terms. There are acid baths, killings,
assassinations, and shoots out by the various political
parties and their candidates. Politicians are usually
caught with fake and real ballot papers purely used for
rigging purposes. Infact votes do not count not minding
the electoral process used. Electoral officers often
announce results in the private homes of candidates,
and in such cases, it has nothing to do with the voting or
voting processes.

Electoral officers and materials often disappear
to reappear in the houses of favoured politicians. There
is an assumption in politics that votes count, and that
elections are supposed to be free and fair. But the
reverse is the case in Nigeria. Violence and rigging are
not common denominators of the democratic norms, or
for democratic societies.

Politics in Nigeria is a do or die affair, hence
people are assassinated with reckless abandon, and the
culprits not found. Politics is full of bitterness, hatred,
rancour intimidation and violence. (Doghudje (1992)
People vote mainly for members of their tribe, ethnic
area, or religion. Issues and images do not count. The
ideal candidate is always that person from one’s tribe,
religious or ethnic background regardless of the
qualities of other candidates from other tribes or
religious background. The voting patterns in the first,
second, third and even the fourth Republic explains the
roles that religion and tribe plays in Nigerian politics. A
candidate in the second Republic promoted Nigerian
free education at some levels, free health services, full
employment and integrated rural development, yet he
lost the presidential election, and these are full powerful
promises of what an average Nigerian needs. Another
candidate of immense personal integrity, excellent ideas
on how Nigeria will be corrupt free contested and yet he
lost. Things have really not fully changed. Nigerians go
into politics for the wrong reasons, the electorate vote
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for the wronging reasons and in most cases advertises
for thewrong reasons. Campaigns are not fully issues
based, not minding the promises of politicians. In the
states and local government areas, the situation is the
same (certain zones or areas of the states have long
dominated governance that the other zones are crying
aloud for a share in the governance. In some instances
some families have dominated governance in certain
states and local government areas.

Money plays a negative role as the electorate
and the electoral officers are often bribed to either vote
against their conscience or to declare false results, and
to declare the wrong candidates as winners.

In Achumb and Ogbechi (2004), it quoted lock
And Harris (1991) on the differences between political
and commercial marketing and Advertising. It was their
observation that winning parties do not continue to
dominate the share of the vote in the same way that
Brand leaders hold their market share. They defined a
political brand as the party name, term and symbol,
which becomes attached to different policies and
politicians.

Kavanagah (2003) clearly stated that a political
party is different from a commercial operation in these
relevant aspect.

— A party claims to be internally democratic. This is
not the same as in a commercial organization.

— Unlike commercial marketing, political marketing
tends to be more oriented towards competitive
position. This competitive nature dominates the
political communication, especially in the United
States where political speech is protected under the
first amendment, resulting in the more usage of the
media management techniques, such as rapid
rebuttal, opposition research and political adver-
tisements which many contain an element of
dialogue between the parties and candidates. This
is contrary to traditional commercial commu-
nications; which rarely mentions other companies
products except in the most vague and of ways.

— Also in political marketing and political advertising, it
is imperative that the political product would be
contrasted with that of its competitors, and that the
candidates, must seek to demonstrate their
credibility and capability before the electorate will
approve them for office through voting.  This
concept is inherent in the U.S., and is the pattern
between two candidates seeking to be nominated
by the Peoples Democratic Party as their
presidential candidates in the 2011 elections
(Goodluck Jonathan and Abubakar Atiku media
campaigns).

— Also because a political party usually campaigns to
form the government of a country or state, the scale
of its ambition dwarfs that of commercial
organization.
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a) What Roles Can Advertising and Marketing Public
Relations and Integrated Marketing Communication
Play in the Political Transformation In Nigeria

When one studies the influence of pre-colonial
norms on contemporary Nigeria, one is bewildered by
the absence of rationality and intellectual inquiry, hence
the importance that politicians attach to the rituals of the
institutions, religions dogmas, materialism, ethnic values
or our inability to escape from old norms that are
retrogressive. Political marketing and Advertising has a
role to playing in the new political trajectory that Nigeria
is chatting. Marketing and Advertising offers a lot to
politicians. Every politician dreams, whether incumbent
or new aspirant is to be in government and remain in
power, and be part of the system making laws, directing
and shaping the process of economic and social
development (Ohiwerei 1992). The ultimate ambition is
to be the president and commander in chief or the prime
minister as seen in the United Kingdom. To get to that
position, the candidates relies greatly on marketing and
public relations, integrated marketing communication
and advertising strategies so as to market his/her
person, and the party’'s manifestoes. He tries to
convince the electorate that his party’s progammes are
the best and more relevant to the needs of the masses
than that of the competitors. S/he must convincible
electorate that S/He can represent them and ensure that
the party’s programme is implemented.

The political party can be likened to a company
or firm, the party ideology to a company’s mission
statements, the party manifestoes to a company’s
marketing strategy/plans, and the party’s candidate to a
Brand. So for a political party to be effective, and
successful, win votes and be in power (profitably) it
should operate like a business or a company. With this
analogy, marketing, public relations and Advertising are
very relevant in politics.

b) Branding As A Sirategy In Political Marketing

Boone and Kurtz (1996) Ayozie (1999) and
Kotler (2006) opines that a brand is a name, term, sign,
symbol, design or some combination that identities the
products of one firm and differentiates them from
competitors offerings. Brand marketing is becoming
important in political marketing because as a result of
information clutter, people are becoming more in-
dependent in deciding whom to believe. A candidate
who sees himself or herself as a brand can cut through
the information and communication clutter and achieve
the message discipline essential to a successful
campaign. In developing brand the political marketer
has to ensure that the candidate communicates
something that the voters can understand and identify to
the emotional appeal of candidate. It is the personality
(brand) believability and an appealing story that
persuades voters. Also since the electorate craves
something out of the ordinary, Creating a brand



destination is important for challengers, and for the
opposition and minority party candidates. Branding is
about communicating a message that is rooted in
emotion (Achumba et al 2004) Every successful brand
has some emotional appeal. Emotion is the human
element that gets our attentions (Jackson Jr 2004). This
unique emotional component is the foundation of the
candidate’'s brand. Development a good brand
message involves soul searching. Before the campaign
gets under well the politician should inventory his
assets. The inventory includes. every positive thing he
has ever done that may seem compelling, everything
good any one has ever said about him, every unique
experience in his life, anything that sets him apart from
the rest of the crowd. What is unique about him. What
makes him different and why should the masses listen
and vote for him/her. If a candidate is not believable
S/he might not win any sympathy. The candidate’s task
is to prove this uniqueness, and why he/she stands out.
Like 7up soft drink advert “the difference is clear”.

In Brand Marketing a successful key is a
thorough understanding of the market, the consumer,
the competition, and the use of marketing research.
This helps in having a clear vision of the role the brand
will play in the market. The brand must meet a particular
need better than competing products and brands. In
this marketing research will be useful to the politicians
and their parties. What we think people need is different
from what they actually need. You can satisfy them by
actually asking them and researching on their needs.
The politician must streamline the party’s programmes
with the needs of the electorate and masses. Find out
what it is that matter to the masses in specific areas of
the north, south, east and west of Nigeria. The needs
varies although there might be the similarity in some
basic areas. The political parties need to offer a
benchmark to determine what to offer, where to offer
and how to offer them to the electorate. This might be
expensive, but it helps to win votes. So it is important to
commission and conduct a research at various levels
into societies values, political expectations and societal
needs. This should be incorporated into political
campaign strategies. To be successful a product is
transformed into a brand. This is made possible by
giving and acquiring a definite image for the product
either through its unique name, mark, term, symboal,
packaging or advertising. Together these factors create
in the consumer’s mind some perceived benefits. If a
politician is to be successful, the mention of the name
should evoke a positive perception (e. g being humble,
strong, resolute, anti corruption, a man of unity,
accessible, reliability, strong positive character, a good
fighter for the masses cause, a man who cares and
understands the masses). A positive image is a very
valuable asset. Branding helps to bring about this.
There is a of importance attached to names i.e Awo, Zik,
Ahmadu Bello, Buhari OBJ, Goodluck et.c Every

Nigerian name tells story. We choose names and
acronyms that has no negative connotations, that are
easy to pronounce and remember eg IBB, Buhari,
Goodluck, OBJ. Politicians these days shortten their
very long names, while many have adopted pet names.
Some have adopted a sobriquet. But names alone do
not sell a brand. The brand has to be of excellent
quality, and good enough to be believed. Your name
most have an advantage over competing brands. There
must be uniqueness to guarantee repeat voting and
purchase. Your uniqueness most be an a positive way
(e.g humility, strong character, anti corruption, iron lady,
tough, resolute). You must give something that has an
advantage over the competitors. The politician most
smoothen his rough edges so to as to meet the
expectation of the masses. The politician must discover
something wrong about his character and mannerisms
and find positive answers to them. The politicians must
discover major events or achievements that can
enhance their credibility, emphasize and use those
positivities.

c) Packaging the Politician and Political Activities

Packaging helps to whet the appetite and
heighten the desire. (Ohiwerei 1992).Packing involves
the development of a container and a graphic design for
a product (Pride and Ferrel 1991). A package can be a
vital part of a product, making it more versatile, safer, or
easier to use. Like a brand and as discussed above, a
package can influence customers attitudes towards a
product and definitely affect their purchase decisions.
The same strategy is applicable in political packaging of
aspirants.  The politician must dress and appear well.
The total physical appearance is very important i. e you
hair cuts, beards, clothes, shoes, voice etc. The speech,
voice and diction must be good. It is not out of place to
have a special beautician, voice expert, hair stylists and
fashion designers to work on the politician. But politics
is not a beauty contest either. Before a public
appearance, mannerism, carriage, and comportment
most be practiced.

d) Innovativeness As A Brading Strateqy

The Nigerian politician must be unique. They
can be unique in their way of dressing or appearance. A
specific fashion designer can create a special style to
increase excellent visibility. If one remains consistent in
using that style it will become one’s property and
identification mark. Awo emphsised this in his glasses,
Mbony Qjike did not wear western clothes “He was
known for the statement” Boycotting all boycottables”.
Shagar has a unique cap, while Goodluck Jonathan has
the Niger Delta dress and cap. Fidel castro dresses in
Safari Suits, and Obama has a uniqueness in his smart
suits.  Wiston Churchill was known for his king size
cigars. The emphasise is that the politician should be
confident with the role he wants to play and most evoke
a positive response from the electorate. They must
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create an image of uniqueness, strong character,
reliability and humility. By his unique speeches John F.
Kennedy, Obama, and to an extent David Cameron in
the UK have hard strong effects on young and old
people around the world, and in their respective
constituencies. Kennedy’s popular speech “think not of
what your country will do for you, but think of what you
can do for your country” is as relevant today as it was in
the past.

The politician must be innovative in relating with
his constituency and the masses. Personal contact with
the masses is brightly rewarding and excellent. Door to
Door contact, personal visits and contacts have
excellent effects on both the high and lowly placed
members of the society. It gives the politician first hand
knowledge of the problems of the masses. It gives them
the confidence to vote for a candidate whom they
believe relates well with the electorate/masses and
understands their problems. A dinner with masses will
build confidence and reliability on them. The politician
should build their foundation on the masses, as they will
never fail at the moment of need, especially when they
are needed (Ayozie 2009).

e) Distribution of Political Materials

The politician that starts early has a better
chance of getting the best result and in reaching out
early to the electorates “Early to bed, early to rise”. Plan
well ahead of time how to distribute your campaign
materials posters, leaflets and banners. Early and
repetitive messages on the internet and in the websites
has excellent and positive influences. The politician
should employ well trained sales people and campaign
strategist/managers as they help in delivering his/her
political messages. Who ever you are employing most
be well trained, hold excellent ethical and moral
standards and most understand the politician, the
political party, their programmes and actions. They must
be unique as the politician and must uphold the
excellent unique image. Just like as in products, the
political/candidate must be seen by the electorate as
capable of delivery the campaign promises and benefits
more effectively than the competitors. Like in the 7up
and Omo adverts, “7” up the Difference is clear” or Omo
washes brighter and it shows. A politician should base
his appeal on rational and clearly measurable goals. He
must not make false and empty promises in building
bridges where there are no rivers and seas. He must
fully and practically demonstrate the ability to deliver the
campaign promises by his party or future performances.
Have an emotion appeal which must be sustained. The
campaign objectives and the actual campaign
programmes must sell and popularize the party, the
politician, the party symbols, and project the party as a
disciplined and democratic party with a dedicated
leadership capable of turning the affairs of the nation
around, ensuring security of lives and property, and
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guaranteeing prosperity. It should guarantee the
electorate an active participation in the affairs of the
nation, functional and affordable education, good
healthcare, cheap and efficient transportation, good
roads, alternative transportation systems, affordable
food, better life for the masses, better opportunities for
the youths, women, children, disabled, decent housing
with water and electricity and rural development and
employment.

1) Opiniorylssues Polls

Just as it is obtainable in consumer marketing,
marketers first identify the consumer’s needs and wants
and try to satisfy them. In political marketing, politicians
has to identify the wishes and aspiration of the
electorate and masses. Opinion and issues polling is a
survey of issues of interests to the populace, their
attitudes to these issues, and the reasons for holding
such issues. It could be politically suicidal for a
candidate to take a rigid stand on some issues without
knowing how important such issues are to the electorate
or how strongly or otherwise they feel about such
issues, for the lives of the electorate revolves around
issues (Odusi 1992).

Such issues might be on abortion, minimum
wage, lesbianism, gay, religion, diplomatic ties with
some nations, security and terrorism. The electorate
needs to know the candidate’s stand before the voting
date. Politicians will find issues polls useful in sorting
out specific campaign issues and positions, establishing
a broad based strategy on both issues and image, thus
leading to basic decisions on policy and advertising
strategies. Issues polls are best conducted before
elections. The aim being to ascertain which of the issues
is most important to the electorate.

qg) Targeting and Trackng Folls

Most times polls are conducted and limited to
certain groups of people in the society such as mothers,
men, youth, women, opinion and religious leaders. Here
it is necessary to keep track of how opinions change
from time to time among the electorate or interest
groups. Targeting and tracking polls solves such
problems. While targeting refers to a deliberate attempt
to locate a group of relevant voters within the general
voting population, tracking is the continuous measuring
of changes in the political behavour of the people
(Odusi 1992). Both tracking and targeting complements
each other and are important elements in information
management system for political campaigns. For
example, tracking might reveal the popularity of a party,
candidate, or group, and this might lead to identification
of new target. To enhance effective targeting, there is
the need to segment the population, and to stratify them
according to social, demographic or even geographic
variables, in order to obtain the most pertinent
information for campaign strategy which will enable a



candidate to make specialized appeals to bolt actual
and potential supporters.

Generally both targeting and tracking make
possible continuous and sensitive monitoring of
communications, so that strategy and tactics can be
finetuned responsively to the opportunities and
importunities of events.

h) Image Study/Research

An image research is an important step in
planning political advertising efforts. Odusi (1992) stated
that it helps to identify areas of candidates reputations
and character that the voters might be unaware or
confused about. This will become the focus of a
candidates communications programme. Odusi (1992)
defined image “as the net result of interaction of an
experience, impressions, beliefs, feelings and know-
ledge people have about an entity. For any candidate
contesting an elective position, it is important to
consider two types of images. First the image of the
candidate as opposed to that of the opponent
contesting for the same post, and the image of the party
that stands behind the candidate.

In general, image research is geared towards
finding out gaps between the facts about a political
entity as it is, and as people believe it to be, and
pointing out the way forward.

It can be carried out, on or before nomination of
a candidate for a political office and penodically before
elections.

[)  Campailgn Research Approach

Opinion research which is relevant to campaign
can be ad-hoc survey, omnibus project and syndicated
projects. However, the most useful to political marketing
is adhoc research. Adhoc research is designed to
address issues of importance that arise from time to
time and to meet specific needs of the party or an
aspirant. The research could also be useful in selecting
the most relevant media to a particular segment of the
voting population, to find out the effect of message
disseminated to the target audience, to feel the pulse of
the public on a number of election issues and a quick
device for measuring public reaction to a newly
introduced political idea by a political party.

J) Promoting The Political Products

The political product is mainly issues based
(political policies, messages and ideologies) rather than
the physical products. Achumba and Ogbechi (2004)
advocated that for political products to appeal to the
electorate, it needs to be credible and retain some
measure of ideology. In recreating their policies, and
messages, political candidates needs to link it to their
ideology.

Human interaction forms part of the product at
the point of consumption. Hence political marketing
techniques can be used to change opinion, and to

follow and document public opion, as this makes it
different from physical product marketing where
manufacturer may try to alter people’s buying habits and
attitudes. Techniques such as opinion research and
focus groups are used to measure public opinion and
then the communications are modified to convey and
stress the message statements which approximate the
position of the electorate or specific voter groups taking
into account the ideological ethos of the political party
and the candidate.

Political marketing strategy is also seen in the
various processes by which the politicians convey that
messages to the electorate. From studies in the United
States, political campaigns are generally shorter than
commercial campaigns, while in Nigeria from obser-
vations, they almost have the same duration. But
basically there are rules from both the Nigerian
Broadcasting commission, APCON and other relevant
Agencies on the campaign message. The intense
competition surrounding the election and the ultimate
desire to be the absolute winner produces a highly
charged and negative form of compaigning. This
situation often leads to outright elimination of political
challenges.

Achumba and Ogbechi (2004) opined that the
highly complex nature of the political product has led to
a high degree of specialization interms of services that
could be offered. For example in the United States of
America, political consultants offer services in areas
such as general consulting, Direct mail, Media
consultants, opinion polling, opposition research and
fund raising.

k) The Role of Brand Position

To position means to place a product in a
unique certain position in the minds of the prospective
or present buyers, as in the one of politics, in the minds
of the electorates/masses. Positioning as an effective
marketing strategy places its emphasise on serving a
particular market segment by achieving a certain
position in the buyers minds. Positioning is used by
marketing companies to distinguish their company’s
products or services from that of competiting once, and
also to create promotions that communicate that
desired position.

This strategy involves emphazing a product’s
unique advantages and differentiating it from those of
the competitors (Boone and Kurtz 1998). In political
marketing, a party and its candidate stands unique and
connects with the voters. It consists of developing a
campaign theme that consists of convergent policy
stance on issues (Achumba and Ogbechi 2004). Party
brand positioning is important in that the strategists
uses it to set out the policies which the party and the
candidates uses to persuade the voters to vote for the
party and the candidates of the party. The candidates
then select a slogan/theme on major national issues like

© 2013 Global Journals Inc. (US)

Global Journal of Management and Business Research ( E ) Volume XIII Issue VIII Version I E Year 2013



Global Journal of Management and Business Research (E) Volume XIII Issue VI Version I E Year 2013

employment, security, Niger Delta, minimum wage and
than connect it to the voters. Bradshaw (1995) Defines
the theme as “the rational for your candidates election,
and your opponents defeat. It is the single central idea
that the campaign communicates to voters to sum up
the candidates connection with the voters and their
concerns, and the contrast between your candidate and
the opponents (Achumba and Ogbechi (2004). The
selection of the theme/slogan is important because the
party cannot later attempt to use a theme which is not
consistent with their original policies and statements
since this may be picked up by the opposition parties
spokesperson in a process known as rapid rebuttal.

1) Integrated Marketing Communication As A Strategy

The American Association of Advertising
Agencies for research offered this definition of
Integrated Marketing Communication (IMC).

‘It is a concept of marketing communications
planning that recognizes the added value of a
comprehensive plan, evaluates the strategic roles of
variety of communications disciplines e.g Adver-
tising, Direct Responses, Sales Promotion and Public
Relations and combines these disciplines to provide
clarity, consistency, and maximum communications
impact.

IMC is the process of developing and
implementing various forms of persuasive communi-
cations programs with customers and prospects over
time. The goal is to influence or directly affect the
behavior of the selected communications audience. IMC
considers all sources of brand or company contacts
which a customer or prospect has with the product or
service as potential delivery channels for future
messages. It makes use of all forms of communication
which are relevant to the customer and prospect and to
which they might be receptive. In sum the IMC process
starts with the customer or prospect and then works
back to customer or prospect and then works back to
determine and define the forms and methods through
which persuasive communications programs should be
developed.

In both Definitions, the crucial elements are first
the integration reconnects the campaign with the voter
by building a detailed data base of past and current
actions taken by the voter that may help to predict his or
her future behaviour e.g. if the voter is registered, has
voted in primaries, and votes regularly, the campaign
can develop specific communications targeted to this
type of voter. (Cayword 1992) Other behavioural data
might include, political involvement including party
membership, donations, use of campaign literature,
response to literature voluntary activities, willingness to
drive others to the polls, attendance of meetings, etc.

When survey data can be completed on a
household or specific voter without violation of
confidence and privacy, the database becomes a useful
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tool to develop specific communication tactics to reach
the voter with a timely and relevant message, especially
with an email in the internet or direct mail messages at
home.

In addition the campaigns knowledge of where
the voter might come into direct or in direct contact with
the candidate (TV viewing habits, use of cable television,
radio usage, newspapers and editorial sections read
and others) will permit a more specific interception of
the voter.

In summary, the knowledge of the voter, their
behaviour and attributes, permits a more conversational
marketing and advertising dialogue with the voter.

Stockwell (2004) Defined political campaign as
the rush of media items leading up to polling day.
Campaigns are multi-disciplinary entities that are of
interest to, and draw methods from political science,
media theory and marketing. Political campaign
originated because the political function of language is
embedded deeply in the evolution of human society.
Notwithstanding the evolution policies campaign uses
techniques derived from Advertising, public relations,
mass marketing and game theory. (Blumenthai 1980)
Election campaigns have some stages. Strategy (from
candidate/issue analysis, to developing the game plan),
communication (day- to-day development of the
message and its distribution through mass and direct
media) and high gear (locking down commitment and
getting out the vote).

While money is key determinant of the impact of
the campaign, good organization, innovative use of new
technologies, skillful volunteer and resources mana-
gement and accurate reading of the political terrain can
be useful. Today’s governments uses campaign tech-
nigues to manage their interactions with the public via
the mass media, to ensure their re-election, and to
perform their daily functions.

All forms of political campaign seek to persuade
target audiences by managing the message commu-
nicated to them through the media. Political campaigns
seek to communicate their messages via all channels
consumed by the target audience/electorates.
(Stockwell 2004), Achumba and Ogbechi 2004) (e.g in
newspapers, radio, television, billboard, transportation,
handbills, posters and the internet). In seeking free
coverage in the editions portions of the media, the
campaign monitors the media, prepares press releases,
hold press conferences, produces web pages, runs
media events, run launches and debates and talks to
the editors and journalists.

Paid advertising allows the campaign people to
bond together the matrix of ideas, images, policies and
arguments that make up the message into a moment of
emotional exchange directly with the audience. Though
direct contact is a very persuasive form of political
communications, interpersonal contact at meetings,
debates, launches, events and in the doorway develop a



personal relationship. Finally audience segmentation
and canvassing can generate lists of targeted indivi-
duals who can be engaged in interactive communication
by direct mail, social networking sites, (face book,
twitter, my years book) email, door knock visits or
special purpose meetings (Stock well 2004).

Achumba and Ogbechi (2004) opined that
political campaign therefore use the obvious marketing
techniques of advertising, internet messages, in tar-
geting and in segmentation. Political campaigns are
therefore marketing driven.

In Anderson’s (2004) view, election campaign is
more about marketing than about politics. It involves
making a connection with the masses, electorates, and
voting publics, and ensuring delivery of excellent
reasons, so as to encourage the electorate to vote in a
particular format.

It is worth nothing that unlike what is obtainable
in Europe, America and in the UK, Nigeria campaigns
are still non-issue centred, party oriented, labour and
financially intensive and uses a lot of deceptive
messages. In the US, UK and Europe, campaigns are
candidate and issue oriented, capital intensive, money
and media driven, and based on external professional
consultancy. In the UK political campaigns are party
centred, stressing the building of competence, trust and
identification with the parties as collective actors in
government or the opposition (Achumba et al 2004).

m) The Roles of Advertising in Party Politics

In politics, advertising is intended to present the
candidate or the party as the best of the options
available in the market place of political goods. In a
political terrain characterized by ignorance of the
political options available, the task of advertisement
(soap box appearance, jingles in electronic media) is to
advance the awareness of the electorate. Advertising is
any supervised and controlled form of non personel
presentation and promotion of ideas and services by an
identified sponsor which is used to inform, educate and
persuade and potential target market (Ayozie 1988).
Advertising calls for the best skills in salesmanship i.e
presentation of facts in the most persuasive manner,
without shopping into an exercise in mass deception
(Gana A. 1992). Facts such as the candidates past
achievements, his/her integrity, his/her vision for the
electorate readily comes to mind.

Advertising in a pavliovian sense is meant to
stimulate the public to accept ideas or personalities not
really meant for their own good but for the good of the
owners of the advertising firms and their clients.
According to Nzimiro (1992) the greatest danger done
by advertising is that it incessantly demonstrates the
prostitution of men and women who lend their intellects,
voices and artistic  skills to purposes in which they
themselves do not believe and it reaches the emotional

meaninglessness of all the creation of the mind image

and ideas.

Nevertheless Advertising must be made to
serve the people in a wider sense of conscienisation —
making them aware of political options amenable to
desirable political changes and actively supportive of
the new politics of grassroots democracy. Nzimiro
(1992) stated that political Advertisements, should be a
tool for pointing out the dangers of ethnicity in politics.

— It should emphasise on the development of a true
nationalist ideology which should be the unifying
creed of a nation.

— It should promote ideas which will help to mould the
political conscience towards an indivisible entity
called Nigeria.

— It should provide correct information necessary for
engendering patriotic feelings.

— It should direct attention away from negative political
attitudes and deposition.

— It should hold firm to the ideals of democratic
politics so that their advertising campaigns will
reflect their true beliefs.

— It should promote clean adverting practices.

— It should appropriately manage the crises and
conflicts in politics.

— It should instill in Nigerians the love for Nigeria and
humanity, by being the conscience of the
oppressed masses. Whatever political adver-
tisements to be used most be an attention getter
and unique. It most stand out of the clutter. It must
be relevant to the electorate and incorporate some
classic innovativeness. The message and the
politician can be innovative in relating with the
electorate, through the dressing, way of speech,
music or salutations.

n) Public Relations in Politics

Public relations is seen as the deliberate
planned and sustained effort to establish and sustain an
excellent relationship between the organization and the
public (Ayozie 2000).

Public relations is simply doing good and
getting aught or getting credit while doing good. It is the
winning of Public acceptance by acceptable perfor-
mances. It is communication truth i.e. good works well
told (Ayozie 2005).

It is simply a distinctive management function
which helps to establish and maintain mutual lines
of communication, understanding and cooperation
between an organisation and its publics. It involved the
management of problems or issues, helps management
to serve the Public interest and effectively utilise change,
serving as an early warning system, to help anticipate
trends and uses research and sound and ethical
communications techniques as its principal tool. It is a
tool widely used in political marketing and it is very
effective.
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Public relations has to carefully secure third
party credibility through news and editorial coverage of
a product, service or candidate for a promotional
outcome. In politics the credible third parties that may
enhance the candidate’s credibility through internal and
external communications, are the newspapers and
magazines, through their editorials, stories, cartoons,
opinions and comments, broadcast programmes in the
Electronic media, comments by prominent religions
bodies, schools, organizations, labour, professional
groups, families and even friends. In all, public relations
messages should show the candidate as credible,
newsworthy, the view the candidate takes on known
national and policy matters. The tactics can includes
participation in Awards where the candidates and the
political groups receive awards that generate Positive
press, donate books and booklets written (or ghost
written) under the candidate’s name, attending contests,
competitions and charity events, paying courtesy calls,
participating in protest and marches for reasonable
causes, participating in formal and informal debates,
being part of exhibitions, musical programmes, public
gatherings, participating in fan clubs, public rallies,
supporting professional groups, taking credit for store,
and other economic openings which may receive media
coverage, opening telephone hotlines to speak with the
masses, attending luncheons, breakfasts, dinners and
press parties which will fasten excellent press relations
and provide news materials from speeches and
discussions, give out free Newsletters to the public and
the press, engaging in talk shows, grant print media
interviews, engaging in radio show or being a regular
commentator in national issues, support good societal
causes, producing for free excellent national symbols
(e.g family Photos, symbols of success in Nigeria), or
visiting some notable leaders or monuments that will
generate news coverage, Vvisiting the schools,
polytechnics, colleges and universities that afford you
forum for speeches, attending important programmes,
producing video news releases to be distributed to
media houses who are unable to cover a speech or
event, working in various industries, which will generate
good press releases.

V. CONCLUSION

The implications is that a broader and
integrated marketing communications and advertising
strategies will contribute to the effectiveness of a
political campaign. A synergy will be essential. Political
advertising and marketing is become a widely used
strategy now in political engineering. The present
Nigeria political actors have recognized the increasing
importance of marketing and advertising in political
campaigns. Politicians are of the opinion that they, like
products and services needs to be marketed and
advertised property. Various marketing and advertising

© 2013 Global Journals Inc. (US)

tools have proved very useful for politicians not only in
the developed contries of American, Europe and
Australia, but also in Nigeria, especially in securing
votes and endorsements that will enable them to govern
the nation.

As marketing and Advertising is increasingly
adopted in politics, it will assist in increasing voter
turnouts, reduce voter turn offs by offering alternative
and constructive messages, increase efficiency by
gaining greater press coverage based on news worthy
items, increase loyalty and repeat voting, by building
long-term relationships with the voters, demonstrate the
full range of the candidate’s communications ability and
capacity. The ongoing campaigns by politicians in the
fourth republic shows that many politicians and parties
are making greater use of marketing, integrated
marketing communications and Advertising. In general
the new age of Nigerian politics have found a supportive
partner in marketing, advertising and integrated
marketing of communications because of the numerous
benefits.
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Using Structural Equation Modelling to Evaluate
the Service Quality, Satisfaction and Customer's
Loyalty in Hypermart Department Store,
Bangkalan, Indonesia

Pribanus Wantara

Abstract - The aim of this research is to investigate the
relationships among service quality, satisfaction, and custo-
mer loyalty in a department store context. The sample
consisted of 198 respondents who had visited the
Department store of Hypermart in Bangkalan Town Square. A
structured questionnaire, with a five-point Likert scale, was
used. Confirmatory factor analysis (CFA) and structural
equation modeling (SEM) were used to analyse the casual
relationships between service quality, customer satisfaction,
and customer loyalty and to evaluate the hypotheses
regarding relationships among model constructs. All the
hypotheses developed in the study were positively confirmed,
reinforcing the theory and previous research on this field. The
study also reveals interesting implications in service quality,
satisfaction, and customer loyalty, useful to academics and
practitioners. Managers will find this research helpful in better
understanding these variables and their roles on their
bussiness’ performance. This study could not be generalized
widely to other locations or countries. In conclusion is that
service quality had the highest correlation with customer
satisfaction, but the other independent variables also
significantly influence customer loyalty within an department
store environment. The implication is that department store
need to focus on service quality in order to improve customer
satisfaction and customer loyalty. The limitations and
recommendations for future research were also included in
this study.

Keywords : service quallly, satisfaction, loyalty, hyper-
mart department store.

[. INTRODUCTION

apid changes in people's lifestyles and modern
shopping trends, particularly on the middle

community to the top, where shopping is no
longer just to buy the products needed but also for
recreational activities, also has a part in moving the retail
industry. These opportunities are capitalized by the
retailer with an aggressive expansion of the network of
outlets/stores them. In the last five years the number of
hypermarket outlets increased from 99 units in 2007 to
154 units in 2010 and predicted to rise to more than 207
units at the end of 2011. As of September 2011,
estimated there more than 200 outlets in the
hypermarket Carrefour Indonesia, which consists of (82

Author : JI. Salak, Kamal, Bangkalan, Indonesia, Trunojoyo University.
E-mail : pribanus@gmail.con

outlets as of June 2011, including supermarkets),
Hypermart (59 outlets), Giant (42 outlets) and Lotte Mart
(24 outlets).

Table 3 : The big four hypermarkets in Indonesia

Outlet Number of
Company Name
No pany Name outlets
1 | PT Carrefour Carrefour 82
Indonesia
PT Matahari Putra
H t
2 Prima Tbk. Yo >
PT Hero i
3 Supermarket Tbk. Giant 0
4 | PT Lotte Shopping Lotte Mart 24
Indonesia

Sources . http.//www.iax.co.id/

Researchers have found that one of the most
important factors that affect the consumer’s choice of
store is service quality (Swoboda et al, 2007); for this
reason it is important to understand retail service quality.
According to Zeithaml, Bitner & Gremler (2009, p.111).
In cases in which customer service or services are
offered in combination with a physical product, service
quality may also be very critical in determining customer
satisfaction. Therefore, it is important to maintain high
standards when interacting with customers and deli-
vering the service-product to customers (Varley & Rafig,
2004).

Some researchers see retail service quality as
retail shops offer both a service and a product (Siu &
Cheung, 2001). The best way to describe a retail
business is to think of it as a continuum with products or
tangible goods at one end and services or intangible
goods at the other end (Varley & Rafig, 2004). Service
quality is important in every aspect of the business and
it helps in creating a positive image for the retailer's
brand (Swoboda et al, 2007). Therefore, customer
service must be the focus of a successful retail business
that has loyal customers (Paulins, 2005).

Satisfied and happy customers normally have
no reason to leave. Customer satisfied is important in
that customer privacy and data exchange security are
issues with department store. Although prior research
has investigated the effects of relationship quality on
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loyalty (Jones et al, 2000). Our approach is to examine
their relative effects on customer loyalty.

Customer loyalty has two meanings: long-term
and the short-term loyalty. Customers with long-term
loyalty do not easily switch to other service providers,
while customers with short-term loyalty defect more
easily when offered a perceived better alternative. This
study focuses on long-term loyalty. It is beneficial for
service providers to establish a relationship with
customers that customers would like to retain (Liu et al.,
2010).

1. LITERATURE REVIEW

a) Service Quality

Service quality is also has been described as a
form of attitude that is formed due to the difference
between customer expectations regarding a service to
be received and perceptions of the service being
received. Parasuraman et al. (1988) has discussed that
there are five dimensions of service quality (tangibles,
empathy, reliability, assurance and responsiveness).
Other researchers associated service quality with the
extent to which a service meets customers' needs or
expectations (Dotchin & Oakland, 1994; Lewis &
Mitchell, 1990).

b) Customer Salistaction

Customer Satisfaction has been a central
concept in marketing literature and is an important goal
of all business activities. Customer satisfaction is
defined as a customer’s overall evaluation of the
performance of an offering to date (Johnson and Fornell
1991). Today, companies face their toughest com-
petition, because they move from a product and sales
philosophy to a marketing philosophy, which gives a
company a better chance of outperforming competition
(Kotler, 2000). Overall customer satisfaction translates to
more profits for companies and market share increase.
The importance of customers has been highlighted by
many researchers and academicians. The principal
concern of marketing is to connect with customers by
building a strong customer relationship in order to meet
their expectations.

c) Customer Loyalty

Customer loyalty is a crucial factor in com-
panies’ growth and their performance. Loyalty is linked
with the repeat business. Thus, a customer is loyal when
he is frequently repurchasing a product or service from
a particular provider. Oliver defines loyalty as “A deeply
held commitment to re-buy or re-patronize a preferred
product or service in the future despite situational
influences and marketing efforts having the potential to
cause switching behaviour” (cited by Kotler, 2000).

The perceived quality from the product and the
service affects customer judgement about his/her
satisfaction or loyalty with the product or the service.

© 2013 Global Journals Inc. (US)

The significance of customer loyalty is that it is closely
related to the company’s continued survival and to
strong future growth (Fornell, 1992). Customers that are
very satisfied with a company are very likely to remain
with that company that leads to future revenue for the
company. It is now a widely accepted business theory
that customer retention optimizes profitability; the cost of
acquiring new customers is higher than the cost of
retaining existing customers. Therefore, the aim of a
service company is to satisfy their customers in order to
stimulate them to retain and to repeat their service
purchase.

Customer loyalty requires a long-term commit-
ment from the parties in order to ensure the main-
tenance of a business relationship (Wilson, 1995); a
commitment resulted from a positive attitude towards
the other party (Morgan and Hunt, 1994). Based on
these definitions loyalty has two components: a beha-
vioral component that suggests the intention to
repurchase and an attitudinal component that is based
on the partner's preferences and impressions (Sheth
and Millat, 2003 in Alejandro et al., 2011).

i. Relationship  between  Service
Customer Satisfaction
In the recent past, there has been a heightened
emphasis on service quality and customer satisfaction in
business and academia alike. Chau and Kao (2009)
found that all elements of service quality directly
influence customers satisfaction. Cronin and Taylor
(1992) proved service quality is an important antecedent
of customer satisfaction. Spreng and Mackoy (1996)
showed that higher service quality leads to higher
customer satisfaction while working on the model
developed by Oliver (1997). Fornell (1992) said that
higher customer satisfaction is an indicator of high
perceived quality. Consistent with these findings, the
researchers have hypothesized the following:

Quality  and

Hypothesis 1 . Perceived service quality has a positive
effect on customer satisfaction.

ii. Relationshijp between Service
Customer loyalty
In various studies the relationship between
service quality and customer preference loyalty had
been examined (Boulding, Kalra, Staelin, & Zeithaml,
1993; Cronin & Taylor, 1992). In the study by Cronin and
Taylor (1992) service quality did not appear to have a
significant (positive) effect on repurchase intentions (in
contrast to the significant positive impact of satisfaction
on repurchase intention), whereas Lenka et al. (2009)
also found that service quality has positive impact on
customer loyalty. Therefore, following hypothesis has
been proposed:

quality —and

Hypothesis 2 : Perceived service quality has a positive
effect on customer loyalty.



iii. Relationship between Customer satistaction and
Customner loyalty

Several authors have found a positive link
between customer satisfaction and customer loyalty
(Anderson & Sullivan, 1993; Bolton & Drew, 1991;
Fornell, 1992). Bloomer and Kasper (1995) demonstrate
that the satisfaction-loyalty relationship is not simple and
straight forward as the level of elaboration on the part of
the customer must act as a moderator between
satisfaction and loyalty. Numerous studies in the service
sector have also empirically validated the positive
relationship between satisfaction and behavioral
intentions such as customer retention and word of
mouth (Anderson & Sullivan, 1993; Bansal & Taylor,

Satisfaction

1999; Cronin & Taylor, 1992). Hart and Johnson (1999)
have added that one of the conditions of true customer
loyalty is total satisfaction. Hence, the researchers have
hypothesized the following:

Hypothesis 3 . Customer satisfaction has a positive
effect on Customer loyalty.

111.  CONCEPTUAL MODEL

Based on the literatures review, the hypothesis
and measurement model are formulated for the
exogenous variable and the endogenous variables as
shown in Figure 1 to explain the relationships among
service quality, satisfaction and loyalty.

Service Quality

H2

Figure 1 : Theoretical model of the study

IV. METHODOLOGY

a) Measures

A structured questionnaire was used to collect
data. For all variables of these researchers, the authors
have used 5 point Likert scale. Service quality was
measured by using 5 items/dimensions developed by
Zeithaml, Berry, and Parasuraman (1996). Service
quality has reported reliability is .827. Customer
satisfaction was measured by using 4 items adopted
from Cronin, Brady and Hult (2000) and Wang et al.
(2004), and the reported reliability of this scale is above
.886. To measure customer loyalty five item scale
developed by Narayandas (1996) was used, and the
reported reliability of this scale is .824.

b) Data Analysis
To assess direct and indirect (mediated)
relationships among the studied variables the resear-

chers have performed confirmatory factor analysis and
structural equation modeling (Anderson & Gerbing,
1988). SPSS 16 and Amos 16.0 had been used to
perform these analyses. These analyses suppose to
help us to understand which model fits the data best
while presenting a credible assessment on the
antecedents of customer loyalty of store subscribers.

c) Sampling and Respondent Profile

Paper survey was distributed to customer of
Hypermart Department Store. During a period of one
month, 198 questionnaires were collected through a
proportional sampling method. Of the respondents, 42
percent were males and 58 percent were females. The
respondents can be considered as rather young: 40
percent of them were between 29 and 33 years old.

Table 1 shows the demographics of respondents

Demographic variables Category Sample Percentage

Male 115 58
Gender Female 83 42

<18 2 1
19-23 24 12

24-28 61 31
Age 29-33 79 40
34-38 20 10

39-43 6 3

>44 6 3
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Professional/Graduate 12 6
Hollingshead's Education Four-year college graduate 45 23
Scale One to three years college 35 18
High school graduate 106 53
Less than Rp. 1,000,000 112 56
Rp. 1,000,000- 2,499,000 19 10
Rp. 2,500,000- 3,499,000 26 13
Annual Household Income Rp. 3,500,000- 4,499,000 19 10
Rp. 4,500,000- 5,499,000 17 8

Rp. 5,500,000- 6,499,000 2 1

Rp. 6,500,000- 7,499,000 2 1

Rp. 7,500,000 or more 1 1

V. RESULTS

Statistical techniques were applied to assess
the reliability and validity of the survey and to obtain
more clarity regarding the influence of the selected
variables on customer loyalty.

a) Reliability

Reliability is defined as the extent to which a
questionnaire, test, observation or any measurement
procedure produces the same results on repeated trials
(Babbie, 2004). According to Du Plessis (2010: 12),
when calculating Cronbach’s alpha, results exceeding
0.60 will reflect the lower level of acceptability. The
reliability statistics for the questionnaire are presented in
Table 2.

Table 2 : Reliability statistics

Constructs Cronbach’s alpha
Service Quality 0.857
Custormer satisfaction 0.813
Customer loyalty 0.806

Source : own

It is evident from Table 2 that the reliability
coefficient or alphas for the different constructs were
computed using the reliability procedure in SPSS
version 16. The reliabilities of all the constructs used in
this study found to be above the standard set by
Nunnally (1978), which is 0.70. The range of Cronbach

alphas shows the reliability of the variables of research
ranges from a=0.806 to a=0.857; mean scores had
been computed by equally weighting the mean scores
of all the items relevant to each construct.

b) Confirmatory Factor Analysis (CFA)

Confirmatory  factor analysis (CFA) was
conducted to assess the construct validity of the model.
Convergent validity is confirmation of the existence of a
construct determined by the correlations exhibited by
independent measures of the construct. To assess
convergent validity, the loading estimates and construct
reliability were investigated. In AMOS 16, convergent
validity can be assessed and tested using the
measurement model by determining the significant t-
value of each item’s estimated pattern coefficient on its

posited underlying construct factor. (Anderson &
Gerbing, 1988).
Confirmatory  factor analysis (CFA) was

performed using AMOS 16 to measure the unidi-
mensionality, convergent and discriminant validity. The
CFA results provide overall fit indices (2 = 72.201), chi-
square degree of freedom = 234, RMSEA (root mean
square error of approximation) = 0.029, GFI (goodness-
of-fit) = 0.947, AGFI (adjusted goodness-of-fit) = 0.922,
CFl (comparative fit index) = 0.892. and NNFI
(nonnormed fit index) or TLI = 0.978. Table 3 shows the
fit statistics results.

Table 3 Fit Statistic Results

X2 Pvalue | RMSEA GFl AGFI NNFI CFl
Model 72.201 0,176 0,029 0,947 0,922 0,978 0,891
Tangible 2,306 0,316 0,028 0,994 0,970 0,996 0,999
Reliability 6,849 0,232 0,043 0,987 0,960 0,972 0,986
Responsibility | 12,520 0,020 0,078 0,976 0,929 0,812 0,906
Assurance 3,795 0,150 0,067 0,991 0,955 0,958 0,986
Empathy 7,518 0,185 0,051 0,985 0,954 0,978 0,989
Satisfaction 2,260 0,323 0,026 0,994 0,971 0,997 0,999
Loyalty 5,096 0,078 0,089 0,987 0,937 0917 0,972

Source : own

As it can be seen from table 3, Goodness-of-fit
of the final model indicated “reasonable or good fit” or
RMSEA = 0.029. Hair et al., (2009) suggested 0.05 <
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RMSEA < 0.08 is for “good fit". In this study, CFI
(comparative fit index) = 0.891 demonstrates rea-
sonable fit in this study. Hu and Bentler (1999)



suggested that a rule of thumb for the CFl and the
incremental indexes is that values greater than roughly
0.90 may indicate reasonably good fit of the
researcher's model. The GFI was the first standardized
fit index (Joreskog & Sorbom, 1999). GFI = 1,0
indicates perfect model fit. Therefore, a GFI = 0.947
indicate reasonably good fit of the researcher’'s model
in this study. The AGFI of 0.922 indicate reasonably
good fit of the researcher's model. The NNFI (non-
normed fit index) or Tucker-Lewis Index has been
recommended by Bentler and Bonett (1980). Hair et al.,
(2009) recommended a value of 0.90 or better for good
fit. Thus, an NNFI = 0.978 for this study implies good fit.
From the above goodness-of-fit evaluation, confirmatory
factor analysis for the final measurement model
reasonably supported the model’s fit.

VI.  MEASUREMENT MODEL

a) Structural Equation Model (SEM)

A structural model is fit to the service quality,
customer satisfaction and loyalty data according to the
model structure given in Figure 2. Three paths (service
quality to satisfaction, service quality to loyalty and

satisfaction to loyalty) are found to have significant
positive standardized path coefficients and not dropped
sequentially based on Wald tests. The goodness of fit
indices for the final structural model, shown in the
bottom part of Table 4, suggest a good fit to the data:
small ratio of chi-square to degree of freedom (< 2),
great values of GFI, AGFI, CFI, NFI (> 0,9) and RMSEA
values (< 0.05).

Structural equation modeling (SEM) was used
to test the hypothesized relationships in the proposed
model shown in Figure 1. The structural equation
modeling technique enables the simultaneous esti-
mation of multiple regression equations in a single
framework. The model was estimated using maximum
likelihood method. Browne and Cudeck (1992) specified
that a model whose root mean square error
approximation (RMSEA) is less than 0.05 has a close fit;
an RMSEA of less than 0.08 has a good fit. Chin and
Todd (1995) suggest that the GFI and NFI should be
above 0.90 and the AGFI above 0.80 for a good fit. The
CFl should also be above 0.90 (Bentler, 1990). The
Table 3 lists the recommended values of various
measures of model fit.

Table 4 : Goodness-of-Fit Results of the study

. o Desired range of
Goodness-of-fit statistics Values values for a good fit

: 72.201

- 2 .
Chi-square test X (0> 05) p> .05
Absolute fit measures
Degrees of freedom Df 62 =0
Chi-square / degrees of freedom ratio X2 / df 1.165 2to5
Goodness of fit index GFI 947 > .90
Root mean square error of approximation RMSEA .029 < .08
Incremental fit measures
Adjusted good-of-fit index AGFI 922 > 90
Tucker-Lewis index TLI 978 > .90
Comparative fit index CFl .982 > 95
normed fit index (NFI) NFI 919 > .90

Source : own

In accordance with the parameter estimates
shown in Figure 2, service quality is positively and
significantly related to satisfaction (coefficient=0.52,
p(=0.000)<0.05), this finding as proposed in H1. In the
same way, as proposed in H2, service quality has a
positive and significantly effect on customer loyalty
(coefficient=0.48, p(=0.001)<0.05). The analysis
results also yield that satisfaction relates positively and
significantly with loyalty (coefficient=0.36, p(=0.000)
<0.05), this finding as proposed in H3.
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GOODNESS OF FIT
Chi-square = 72,201

Df = 62

Cmin/Df = 1,165
Probability = ,176
GFI = ,947
AGFI = ,922

RMSEA
TLI
CFI
NFI

=,029
978
,982

,891

Figure 2 . Revised Model

b) The Hypothesized Causal Structure Model

As shown in Table 6, the regression weight of
service quality to customer satisfaction (t = 4.061;
p < .05), service quality to loyalty (t = 3.212; p < .05)
and satisfaction to loyalty (t = 3.363; p < .05) were
significant. This indicated that service quality and

customer satisfaction had significant direct effect on
loyalty. The estimation results in Table 6 indicate that the
three hypothesis, H1 (service quality > satisfaction), H2
(service quality >loyalty) and H3 (satisfaction - loyalty),
are strongly supported, with standardized path coe-
fficients of 0.743, 0.503 and 0.265 respectively.

Table 6 - Summary of Hypotheses Testing Results

Path Estimate (B) S.E. C.R. P Results
1. Satisfaction € Service Quality 0.743* 0.183 4.061 0.000 Supported
2. Loyalty € Service Quality 0.503* 0.157 3.212 0.001 Supported
3. Loyalty € Satisfaction 0.265* 0.079 3.363 0.000 Supported

Note : 8 = standardised beta coefficients; S.E. = standard error; C.R. = critical ratio, *0< 0.07

Vvil.  CONCLUSIONS

This research study was conducted to find the
impact of service quality, customer satisfaction and
loyalty customer’s loyalty in Hypermart Department
Store of Bangkalan-Indonesia. Research indicates that
service quality, and customer satisfaction are the
important factors that can increase the loyalty of a
customer. The results of this study show that the
service quality of Hypermart department store is a direct
path and is a factor that significantly affects the
customer satisfaction. The finding supports H1 and the
result are consistent with the findings of Johnson,
Andreessen, Lervik & Cha, (2001); and Chau VS, Kao YY
(2009). For hypothesis 2, the results indicate that the
service quality of Hypermart department store is a
direct path and is a factor that significantly affects
the customer loyalty. Therefore, this hypothesis is
supported, and the result is consistent with the findings
of Johnson, Andreessen, Lervik, & Cha (2001); and
Lenka et al. (2009). For hypothesis 3, the results indicate
that the customer satisfaction is a direct path and is a
factor that significantly affects the customer loyalty.
Therefore, this hypothesis is supported, and the result is

© 2013 Global Journals Inc. (US)

consistent with the findings of (Anderson & Sullivan,
1993; Bolton & Drew, 1991; Fornell, 1992). Based on the

research results, the service quality of Hypermart
department store significantly —affects customer
satisfaction and customer loyalty, and customer

satisfaction has strong impact on customer loyalty for
the sample. Therefore, firms have to specifically focus
on these factors in order to build a long-term and
mutually profitability relationship with a customer and
create loyalty as competitive advantages in the market.

RECOMMENDATIONS FOR FUTURE
RESEARCH

VIII.

This research can be replicated in the same
manner with a large sample size and more variety of
variables affecting the loyalty of a customer towards its
store. As this research concludes that customer
satisfaction are important in store sector of Indonesia
hence future researches can be conducted on how
store can introduce better customer satisfaction for their
loyalty customers. Although the SEM provides a good fit
to the hypothesized model, future research could use a
different design to examine the causal relationships



posited by the theories, such as to explore other
antecedents on loyalty, and should be conducted in
other industries and other countries or different global
regions.

10.

11.

12.
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Psychological and Economic Determinants of
Market Price of Shares- An Empirical Study on
the Listed Pharmaceutical Companies in
Bangladesh

Mohammad Rokibul Kabir ®, Faruk Bhuiyan ® & Shyfur Rhaman Chowdhury °

Abstract - The paper is an attempt to identify the economic
and psychological factors that impact the market price of
shares of the listed Pharmaceutical companies in Dhaka Stock
Exchange (DSE). More specifically this study aims at finding
the extent to which factors like Earning per Share, Net Asset
Value per Share, Dividend rate, Disclosures in Annual Report,
Percentage of shares held by Public, Good news, Bad News
etc influence the market price. The study reveals that about
68.1% of the variations in market price are explained by the
above mentioned economic and psychological factors.
Among different economic factors dividend rate has the most
positive influence on the market price while among the
psychology factors good news about a company is the most
positively influencing factor. Findings also signify that the
percentage of shares held by public, and bad news about a
particular company negatively influence the market prices of
shares of that particular company.

Keywords : capital market, economic factors, psycho-
logical factors, earning per share and dividend rate.

[. INTRODUCTION

he capital market of Bangladesh is in its
Tadolescent stage. Though, Stock Market is the
indispensable part of an economy which acts as
an intermediary for movement of funds between surplus
units and deficit units, it is yet to play a significant role
for the economic development of the country. It is a
place to raise capital by means of issuing share and
hence transacting it on a regular basis among the
participants. Thus, a share is just like a commodity sold
in the stock market through stock exchange. By
purchasing shares of a company an investor become
the owner of that company up to the intrinsic value of his
shareholding and also become entitled to the profit or
loss of the company proportionate to his share.
Bangladesh has been trying to fulfill the national
aspiration of turning its pharmaceutical industry into an
exporter of quality medicines. In mid 90's a few
companies took initiatives to export pharmaceuticals
from Bangladesh. Today, Bangladesh is exporting its
pharmaceuticals from Bangladesh. Today, Bangladesh
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is exporting its pharmaceuticals to various countries
like Singapore, Russia, Ukraine, Georgia, Pakistan,
Myanmar, Vietnam, Sri Lanka, Nepal, Kenya, Germany,
Yemen, Malaysia, Iran, Philippines, Sudan, South Korea,
Bhutan and Hong Kong. It is worth mentioning that the
world renowned hospitals & institutions like, KK Women
& Children Hospital and Raffles Hospital of Singapore,
MEDS of Kenya and Zinnah Hospital of Pakistan have
been using the pharmaceutical products of Bangladesh
(Shafiuzzaman, 2004). Hence, Pharmaceutical industry
in Bangladesh is undoubtedly is going to be one of the
leading export sectors. But to meet the huge future
demand capital accumulation is a vital issue and capital
market is the right place to raise fund from mass people
by offering ownership through purchase of share from
stock market. To do so, it is essential to make people
interested to purchase the share of pharmaceutical
companies and market price is an important con-
sideration in this regard. Thus, it is important to find the
determinants of market price of shares of phar-
maceutical companies. Taking this in mind, this study
attempts to explore the determinants of market price of
share of listed pharmaceutical companies in Dhaka
Stock Exchange. Stock market prices are usually
affected by business fundamentals, company and world
events, human psychology, and much more. It is lucid
from previous studies that many factors, such as
enterprise performance, dividends, stock prices of other
countries, gross domestic product, exchange rates,
interest rates, current account, money supply,
employment, their information etc. have an impact on
daily stock prices (Kurihara, 2006). Among different
factors economic characteristics like EPS, Dividend Rate
interest rate in the money market plays significant roles
in determining market price of shares ((Docking and
Koch, 2005). Thus, this paper is an attempt to identify
such economic and psychological factors which
influence the market price of shares.
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II. AN OVERVIEW OF PHARMACEUTICAL
COMPANIES IN BANGLADESH

Bangladesh Pharmaceutical Sector has enor-
mous export opportunities since 2005 as Bangladesh is
allowed to manufacture and export pat ended drugs to
48 Least Developed Countries (LDC) of the world.
Among all 49 LDC's Bangladesh is the only country
which has a strong base in Pharmaceuticals. The
Country can fetch as much as 500 billion US Dollar by
exporting pharmaceutical Products  (Shafiuzzaman,
2004). With the development of healthcare infra-
structure, government intervention, increase of health
awareness and the purchasing capacity of people, this
industry is expected to grow at a higher rate in future
than the present condition. Healthy growth is likely to
encourage the pharmaceutical companies to introduce
newer drugs, newer formulas, newer equipments and
newer research products, while at the same time
maintaining a healthy & non-monopolistic com-
petitiveness in respect of the most essential drugs. In
Bangladesh Pharmaceutical sector is one of the most
developed hi tech sector with most educated science
background people, which is contributing in the
country's economy (Huda, Islam Mahmud and Rssell-
2011). The pharmaceutical industry, however, like all
other sectors in Bangladesh, was much neglected
during Pakistan regime. Most multinational companies
had their production facilities in West Pakistan. With the
emergence of Bangladesh in 1971, the country inherited
a poor base of pharmaceutical industry. For several
years after liberation, the government could not increase
budgetary allocations for the health sector. Millions of
people had little access to essential life saving
medicines. With the promulgation of the Drug (Control)
Ordinance of 1982 many medicinal products considered
harmful, useless or unnecessary got removed from the
market allowing availability of essential drugs to
increase at all levels of the healthcare system. Increased
competition helped maintain prices of selected essential
drugs at the minimum and affordable level.

In Bangladesh Pharmaceutical sector is one of
the most developed hi tech sector which is contributing
in the country's economy. After the promulgation of Drug
Control Ordinance - 1982, the development of this
sector was accelerated. The professional knowledge,
thoughts and innovative ideas of the pharmacists
working in this sector are the key factors for this
development. Due to recent development of this sector
we are exporting medicines to global market including
European market. This sector is also providing 97% of
the total medicine requirement of the local market.
Leading Pharmaceutical Companies are expanding their
business with the aim to expand export market. Recently
few new industries have been established with hi tech
equipments and professionals which will enhance the
strength of this sector. The export value of pharma-
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ceuticals, though small, is growing at 50 per cent per
year. Exports increased from $8.2 million in 2004 to
$28.3 million in 2007 and expanded further in last two of
years. The export destinations have now risen from
37 to 72 countries during the period (Alam, 2009).
Bangladesh can compete with countries like India,
China, Brazil and Turkey in the international export
market due to its quality compliance. It enjoys
the exemption limit until 2016 under the provisions
of the World Trade Organization with regard to
generic, patients and other related matters. The country
exports high-tech specialized products like HFA,
inhalers, suppositories, hormones, steroids, oncology,
immunosuppressant products, nasal sprays, injectibles
and IV infusions. The local pull of demand for medicines
set the industry in a second footing (Alam, 2009).

I11. LITERATURE REVIEW

There is a saying that the stock market is the
pulse of the economy. In the developed western world,
how the stock market is doing is not only a matter for
prime-time news bulletin but also a matter of public
interest on an hourly-basis. Keeping conspiracy theory
aside, instability or extreme volatility of a capital market
may suggest weaknesses in the market. Further, this is
an indicator of looming economic uncertainty (Monem,
R., 2011).The decomposition of stock price movements
is very sensitive to what assumption is made about the
presence of permanent changes in either real dividend
growth or excess stock return (Wohar & Mark, 2006).
Hartono, 2004 examined that the positive recent earning
information has significant relation with stock prices
when it follows negative dividend information, and vice
versa. Dividend change announcements elicit a greater
change in stock price when the nature of the news
(good or bad) goes against the grain of the recent
market direction during volatile times (Docking and
Koch, 2005).

Previous studies of Bagnoli M, & G. W. Susan,
2007 provided evidence on how the stock market reacts
to different levels of information precision, their results
suggest that quantitative disclosure reduces share price
volatility showing a positive relationship between the
level of disclosures and market price of shares. Relative
to managers who do not provide supplemental
disclosures, those who do are more likely to increase
(decrease) the market response to a positive (negative)
earnings surprise. Market reaction studies have
investigated how the stock market has reacted to firm
specific events and information disclosures such as
annual earnings announcements, interim earnings,
dividend announcements, takeover bids, and rights
share issues. These studies have indicated that the
market anticipates much of the news content or
information in formal earnings announcements, and also
seems to absorb much information on a continuous



basis as it arises from firm specific events and other
macroeconomic and industry level events and such
news have impact on market price of shares (Brookfield
and Morris, 1992). Korn and Schiller (2003) suggest
that equity prices change in opposite directions
for voluntary-disclosing and non-disclosing firms.
Suominen (2001) has explained the positive correlation
effect between trading volume and price variability
based on private information. He has demonstrated that
price changes are not sufficient source in predicting
volatility but the information content on trading volume is
also needed. As stressed by Mustafa and Nishat (2008)
the non-informational trade based on events, short
selling and insider trading has significant effect on
prices and trading activity.

Lee and Rui (2001) have explained the relation
between trading volume and serial correlation of stock
returns by including another variable named as shocks
i.e. informational and non-informational components.

[V.  OBJECTIVES OF THE STUDY

The main objective of the study is to identify the
economic and psychology factors those have influences
on the market price of shares of the pharmaceutical
companies listed in Dhaka Stock Exchange (DSE). The
specific objectives can be summarized as follows:

a) To identify the major psychological
influencing market price of shares.

b) To explore the major economic determinants of
market price of shares.

c) To find to what extent those factors influence market
price of shares.

factors

V.  METHODOLOGY

a) Sample Selection and Data Collection

There are 11 listed companies in total in DSE
which are listed before 2000 and active participants in
the Capital Market. Since the total population is small all
the companies in the population are taken as samples.

The study is based on the secondary data
collected from website of DSE, CSE and sample
companies. Monthly magazine published by CSE called
“CSE Porikroma” has also been browsed. The collected
data cover the period of 12 years ranging from 2000 to
2011. The collected data are analyzed by using
statistical software SPSS.

b) Variable Selection

The dependent variable for the study is the
market price per share while independent variables are
Earning Per Share, Net Asset Value Per Share, Dividend
rate, Disclosures in Annual Report, Percentage of shares
held by Public, Good news, Bad News.

i. Validity and Reliability Test
According to Sekeran (1992), if the value of
Cronbach’s Alpha is smaller than 0.6 it is poor, if it is in
the range of 0.60 to 0.80 it is considered acceptable and
if it is above above 0.80 it is considered good.

Table 1 . Construct Reliability Value

Construct Copstr_u_ct Specification
Reliability

Earning Per Share 0.72 Acceptable
Net Asset Value Per Share 0.64 Acceptable
Dividend rate 0.65 Acceptable
Disclosures in Annual 0.71 Acceptable
Report
Percentage of shares held 0.68 Acceptable
by Public
Good news 0.56 Poor
Bad News 0.596 Acceptable

Source : Authors calculation through SPSS.:17

The above table shows that Cronbach’s Alpha
is about or above 0.6 for the variables Earning Per
Share, Net Asset Value Per Share, Dividend rate,
Disclosures in Annual Report, Percentage of shares held
by Public and Bad news but slightly below 0.6 for the
Good News.

¢) Construction of Un-Weighted Disclosure Index

In order to measure and analyze the extent of
disclosure in the annual reports of the listed textile
companies, and intensive study of disclosure items was
selected. Un-weighted Disclosure Index (UDI) was
constructed having a common base containing 144
(Appendix 1) items of information (both mandatory and
voluntary items), which were presented under 9
headings. The nine heading are Company Profile ltems
(CPI), Accounting Policy Items (API), and Balance Sheet
ltems-Assets (BSIA), Balance Sheet ltems -Liabilities
(BSIL), Income Statement 9 Items-Cr. (ISIC), Income
Statement Items —Dr. (ISID), Projections and Budgetary
Disclosure (PBD), Ratios, Statistics and Other Details
(RSD) and Measurement and Valuation Method (MVM).
The annual reports of the listed companies under study
were analyzed to determine the extent to which they
contained the items of information included in the
disclosure index. In constructing the UDI dichotomous
scoring, each of the 144 score items was used
(disclosure = 1, nondisclosure =0). Hence, the
maximum possible score attainable by a firm was 144
with minimum theoretical score of 0. (Hossain, 2010).

d) Specification of the Regression Mode/

The following regression model has been used
to examine the influence of Earning Per Share, Net
Asset Value Per Share, Dividend rate, Disclosures in
Annual Report, Percentage of shares held by Public,
Good news, Bad News.

MPPS = a1+ B1EPS + B2NAV + B3DR + B4 DIA+ B5SHP + B6GN+ B7BN
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Where,
MPPS = Market Price per Share

al = the value of market price per share in absence of
Earning Per Share, Net Asset Value Per Share, Dividend
rate, Disclosures in Annual Report, Percentage of shares
held by Public, Good news, Bad News.

B1= the partial change in market price per share due to
one unit change in Earning Per Share while other things
remain constant.

B2= the partial change in market price per share due to
one percentage change in Net Asset Value Per Share
while other things remain constant.

B 3= the partial change in market price per share due to
one percentage change in Dividend rate while other
things remain constant.

B 4= the partial change in market price per share due to
one percentage change in Disclosures in Annual Report
while other things remain constant.

B5= the partial change in market price per share due to
one percentage change in Percentage of shares held by
Public while other things remain constant.

B 6= the partial change in market price per share due to
any Good news while other things remain constant.

B 7= the partial change in market price per share due to
any Bad news while other things remain constant.

Table 2 : Descriptive Statistics

N [Minimum [ Maximum | Mean | Std. Deviation

Market price Per Shar 132 9.00 1880.55 | 235.2543 351.14467
Earning Per Share 132 -19.00 57.69 9.4477 11.23072
Net Asset Value Per Share 132 -6.59 187.00 53.4777 44.51638
Dividend rate 132 .00 750.00 54.3740 88.14607
Disclosures in Annual Report 132 35.00 61.77 49.9747 5.50189
Eﬁgiecmage of shares held byl 455 | 435 5560 | 29.1927 18.43123
Good news 132 .00 1.00 3712 48497
Bad News 132 .00 1.00 1818 .38716
Valid N (listwise) 132

Source : Authors calculation through SPSS. 17

VI.  DETERMINATION OF ECONOMIC AND
PSYCHOLOGICAL FACTORS
INFLUENCING MARKET PRICE

The economic and psychological factors

identified for the study are:

a) Economic Factors
Earning Per Share, Net Asset Value per Share,
Dividend rate.

b) Psychological Factors
Disclosures in Annual Report, Percentage of
shares held by Public, Good news, Bad News.

i. Earnings Per Share (EPS)

EPS is the amount earned on behalf of each
outstanding common stock not the distributed amount
to shareholders. This is perhaps the most important
factor for deciding the health of any company and they
influence the buying tendency in the market.

ii. Netasset value per share (NAV)

A valuation of an investment company's shares
calculated by subtracting any liabilities from the market
value of the firm's assets and dividing the difference by
the number of shares outstanding. This factor illustrates
the amount a shareholder would receive for each share
owned if the fund sold all its assets (stocks, bonds, and

© 2013 Global Journals Inc. (US)

so forth) at their current market value, paid off any
outstanding debts with the proceeds, and then
distributed the remainder to the stockholders. In
general, net asset value per share is the price an
investor would receive when selling a fund's shares back
to the fund. Net asset value per share is similar in
concept to book value per share for other types of firms.
ii. Divicdend Rate

The total expected dividend payments from
an investment, fund or portfolio expressed on an
annualized basis plus any additional non-recurring
dividends that may be received during that period.

iv. Disclosures in Annual Report
It refers the no of items disclosed by a company
in its annual report. Through such disclosure the real
pictures of an organization could be revealed (Hossain,
2010). To find the disclosure in annual reports a
disclosure index has been used has is mentioned in
methodology section.

v. Perceniage of Shares held by Public
It refers the ownership structure of company. In a
company there may be different types of owners like
Institutions, Govt., Directors and General Public. Hence
the percentage of shares held by public refers the
percentage of shares held by general investors.



vi. Good News
It refers any sort of news published by a
company in relation to its financial and non financial
activities which bears some good characteristics.

Bad News

It refers any sort of news published by a
company in relation to its financial and non financial
activities which bears some bad characteristics.

VII. FINDINGS

a) Summary of Descriptive Stalistics

From the above table it is seen that the highest
market price during the selected period among the
different companies is Tk.1880.55 while the lowest is
Tk.9. The highest EPS is Tk.57.69 having the lowest of
Tk. (19).The maximum NAV is Tk187 while the minimum
is Tk. (6.59). The dividend rate ranges from a minimum
of 0% to 750%. On the basis of constructed Disclosure
Index of 144 points (Appendix-l), the maximum score is
61.77 and the minimum is 35. The investigations on the
Capital Structure of the companies show that in a
particular company the percentage of shares held by
public is 55.60% which is the highest while the lowest is
4.35%.

b) Correlation and Regression Analysis

The use of statistical correlation is to evaluate
the strength of the relations between independent
variables (Earning Per Share, Net Asset Value Per Share,
Dividend rate, Disclosures in Annual Report, Percentage
of shares held by Public, Good News and Bad news)
with the dependent variable (Market Price per Share).
The results shown in Table: 3 (Appendix i) show that
Dividend rate (r=.712) has the highest correlation while

Vii.

Good News (r=.205) has the lowest correlation with the
Market Price per Share.

Table 4 : Model Summary

Adjusted R| Std. Error of

Model] R |R

ode Square Square | the Estimate
1 7622 .681 .657 204.25199

a. Predictors: (Constant), Bad News, Dividend
rate, Percentage of shares held by Public,
Disclosures in Annual Report, Good news, Net
Asset Value Per Share, Earning Per Share

Table 5 ANOVAa

Model Sum of df Mean F |sig.
Squares Square
Regression| 9366663.373 | 7 [1338094.768 [24.385(.000°
Residual | 6749501.182 | 123 | 54873.993
Total 16116164.554| 130
Source . Authors calculation through SPSS.17
a. Dependent Variable: Market price Per Share
b.Predictors:  (Constant), Bad News, Dividend

rate, Percentage of shares held by Public,
Disclosures in Annual Report, Good news, Net
Asset Value Per Share, Earning Per Share
From the statistical output found through SPSS
it is seen that the selected independent variables have
significant influence on market price of shares (Table-5).
While it is observed that such independent variables
explain 68.1%% of the variations in the independent
variable having R Square value of 68.1% and Adjusted R
Square of 65.7% (Table-4).

Table 6 . Coefficients?

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) -252.103 201.443 -1.251 213
Earning Per Share .824 3.317 .026 248 804
Net Asset Value Per 1644 617 208 3.662 003
Share
Dividend rate 2.224 .335 .559 6.630 .000
Disclosures in Annual 6.833 4.044 107 1.690 014
Report
Percentage of shares
held by Public -2.867 1.195 -.150 -3.400 .003
Good news 56.102 45.895 077 3.222 .004
Bad News -37.777 57.736 -.042 -6.654 .000

a. Dependent Variable: Market price Per Share

The most influencing economic factor is the
Dividend rate which positively influences the market
price while among the psychological factors bad news
influence most having a negative relationship with

market price.

The fitted regression model on the basis of
statistical finding through SPSS (Table-6) follows:

(Us)
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MPPS = a1+ B1EPS + B2NAV + B3DR + B4 DIA+ B5SHP + B6GN+ B7BN
i.e. MPPS = -252.103 + 0.824EPS + 1.644NAV + 2.224DR + 6.833DIA - -2.867SHP + 56.102GN - 37.777BN

i. Explanation

The above regression model indicates that,

e The partial increase in market price per share due to
one unit change in Earning per Share is 0.824 while
other things remain constant though it is statistically
insignificant (Table-6).

e The partial increase in market price per share due to
one unit change in Net Asset Value per Share is
1.644 while other things remain constant and it is
statistically significant (Table-6).

e The partial increase in market price per share due to
one percent change in Dividend Rate is 2.224 while
other things remain constant and it is statistically
highly significant (Table-6).

e The partial increase in market price per share due to
one unit change in Disclosure in Annual Report is
6.833 while other things remain constant though it is
statistically significant (Table-6).

e The partial decrease in market price per share due
to one unit change in percentage of shares held by
public is 2.867 while other things remain constant
and it is statistically significant (Table-6).

e The partial increase in market price per share of a
company due to one good news about a company
is 56.102 while other things remain constant and it is
statistically significant (Table-6).

e The partial decrease in market price per share of a
company due to one bad news about a company is
37.777 while other things remain constant and it is
statistically highly significant (Table-6).

VIII. RECOMMENDATION

For building a vibrant capital market the
following things should be taken under consideration:

i. As the disclosures in annual report has a positive
influence on market price and as it provides a
lucid picture of a company, SEC should make the
company agreed to provide more information in
annual reports since the present level of
disclosure is not satisfactory.

i. The companies need to be very careful about
publishing their good and bad news as these are
very sensitive issues and have an influential
characteristics having both positive and negative
impact on market price respectively.

ii. The investors in the capital market must consider
the above mention economic and psychological
factors before taking their investment decisions.

IX. CONCLUSION

It is undoubtedly the capital market which can
ensure a sound economic condition of Bangladesh.

© 2013 Global Journals Inc. (US)

Though regrettable, it has not been considered as the
vehicle of economic development through augmenting
capital from the surplus units yet. As no govt. in
Bangladesh since its independence has taken proper
initiatives to establish strong regulation and proper
guidance for its stable growth and as a large number of
investors are not well educated about capital market
phenomenon, instability and peculiarity have become
part and parcel of the country’s capital market. Thus,
this is high time both the government and the investors
became vigilant about the factors that have influence on
the market price of shares.

X. PoLricy IMPLICATION LIMITATION AND
ScoPE OF FUTURE STUDY

The study provides a significant idea about the
determinants of market price of shares, especially
concerning the psychological and economic factors with
special reference to the pharmaceutical companies. A
careful implication of the finding of this study may help
in capital accumulation through issuing share to the
public for ensuring the rapid growth of pharmaceutical
sector.

As the study is based on the pharmaceutical
companies only, other companies listed in DSE are not
considered here the inclusion of which could make the
study more comprehensive. Moreover, a numbers of
other factors like money supply, market price of other
Stock market in the world etc. were not included in this
study due to unavailability of reliable data sources
inclusion of such factors may make the research a
better one for aiding the healthy growth of the capital
market of Bangladesh. Future studies could be
undertaken in this regard.

REFERENCES REFERENCES REFERENCIAS

1. Alam, F. 2009, "“Bangladesh’s Growing Pharma-
ceutical Sector”- The Daily Financial Express of 17th
August, 2009.

2. Bagnoli, M and G. W. Susan, (2007), “Financial
Reporting and Supplemental Voluntary Disclo-
sures”, Journal of Accounting Research Vol. 45 No.
5 December 2007.

3. Brookfield, D. and R. Morris (1992), "The Market
Impact of Company News Announcements', Journal
of Business Finance & Accounting, Vol. 19, No. 4,
June, 1992,

4. Docking, Diane S. Koch, Paul D. 2005, “Sensitivity
of Investor Reaction to Market Direction and
Volatility: Dividend Change Announcements,” Jour-
nal of Financial Research, 28 (1), 21-41.



10.

Hartono, Jogiyanto. 2004, “the Recency Effect of
Accounting information,” Gadjah Mada International

Trading Volume Data”, Review of Quantitative
Finance and Accounting, Vol.76 (4), 633-654.

Journal of Business, Vol. 6 No.1, p 85-116. 11. Monem, R., (2011), “In Search of a Cure for the
Hossain. S (2010), “Disclosure Practices by the capital market”, The Financial Express, Dated:
Listed Pharmaceutical Companies in Bangladesh” March 23, 2011.
PhD Thesis National University, Gazipur Dhaka in  12. Mustafa, K. & Nishat, M., (2008), “Trading Volume
2010. and Serial Correlation in Stock Returns in Pakistan”,
Huda, MN, Islam, SM, Mahmud, A and Russell Al, Philippine Review of Economics, Vol.45 (2).
“Indigenous resource usage in the pharmaceuticals  13. Shafiuzzaman, S M (2004), “Bangladesh Pharma-
industry in Bangladesh: A descriptive approach to ceutical Sector: A vision of Success.” file://D|/-
explain the industry scopes”, International Journal of aushadshilpashamity/docfile/articles-pre-sedent.ixt,
Scientific & Engineering Research Volume 2, Issue retrieve on 16/08/2012 at 4:30 pm.
4, April-2011. 14. Sekeran, u., 1992 Research Method for Business , A
Korn, E. and U. Schiller (2003), “Voluntary Disclo- Skill Building Method, 2nd Edition, John Wiley and
sure of Nonproprietary Information: A Complete Sons, Inc. Canada.
Equilibrium Characterization”, Journal of Business 15. Suominen, M., (2001), “Trading Volume and Infor-
Finance & Accounting, Vol. 30, Nos. 9-10, pp. mation Revelation in Stock Markets”, The Journal
1327-39. of Financial and Quantitative Analysis, Vol.36 (4),
Kurihara, Yutaka, 2006. “The Relationship between 545-565.
Exchange Rate and Stock Prices during the 16. Wohar and Mark, E. 2006, “What drives stock
Quantitative Easing Policy in Japan”, International prices? Identifying the determinants of stock price
Journal of Business 11(4), pp.375-386. movements”. Southern Economic Journal.
Lee, B. S, and Rui, O. M., (2001), “Empirical
Identification of Non-Informational Trades Using

APPENDIX I

Table 3 : Pearson Correlations

Market | Earning | Net Asset | Dividend | Disclosures Pefr centage
price Per Value Per Per in Annual | ©fShares | Good | Bad

Per Shar | Share Share Share Report hF?L:%Iiy news | News
Market price Per 1 586" 400" 7127 267" -.262" 205" | -272"
Shar
Earning Per Share 586" 1 614" 680" 325" -101 .086 .066
Net Asset Value 400" 614" 1 324" .081 114 .068 108
Per Share
Dividend Per 712" 680" 324" 233" -224" 131 .028
Share
Disclosures in 267" 325" .081 233" 1 -.054 .047 125
Annual Report
Percentage of -.262" -101 114 -.224” -.054 1 -111 | -.076
Share held by
Public
Good news 205" .086 .068 131 .047 -111 1 -.322"
Bad News -272" .066 108 .028 125 -.076 -.322™ 1

Source . Authors calculation through SPSS:17

** Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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APPENDIX [

a) Disclosure Index

SCORE
Number Un-weighted Index of Disclosure OBTAINED TOTAL
A. Company Profile Items
1 Name of the Firm - 1
2 Corporate headquarters 1
3 Date of Incorporation 1
4 Year of incorporation as a limited liability company 1
5 Year of listing on the DSE 1
6 Audit firm(s) 1
7 Corresponding figure of preceding period 1
SUB TOTAL 7
B. Accounting Policy ltems
1 Basis of accounting 1
2 Subsequent events after the balance sheet date 1
3 Consolidation Policy (if any) 1
4 Reporting currency 1
5 Methods of Revenue recognition 1
Changes in Accounting policy and their cumulative
6 effects 1
7 Basis of measurement (historical or other) 1
8 Method of calculating EPS 1
9 Changes in Accounting Estimates 1
Disclosure of monitory impact of any change in
10 Accounting policy 1
11 Changes in accounting principles 1
12 Information about compliance with BAS 1
SUB TOTAL 12
C. Balance Sheet Item ( Assets )
1 Details about quick assets
i. Cash in hand (lincluding foreign currency ) 0.5
ii. Balance with Bank 0.5
1
2 Development and prepaid expenses ( if it is capitalized ) 1
3 Cash and cash equivalents 1
4 Information on disclosure of investment items
i. Treasury bills—1 0.1
ii. National investment bonds - 1 0.1
iii. Prize bonds 0.1
iv. Debenture 0.1
V. Other bonds -1 0.1
vi. Shares 0.1
vii. Debenture and bonds 0.1
viii. Gold 0.1
iX. Worthless stock 0.1
X. Other investments 0.1
1
5 Information relating to investment
i. Cost of marketable securities 0.2
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ii. Market value of marketable securities 0.2
iii. Investments accounted for using the equity method 0.2
iv. Portfolio investment 0.2
V. Valuation basis 0.2
1
Information relating fixed assets
6 Classification of Fixed assets 1
7 Cost 1
8 Market 1
9 Revaluation amount 1
10 Basis for valuation 1
Information as to other assets — Commission on
11 brokerage on shares and debentures 1
Information relating to — Preliminary formation and
12 organization expense ( if it is capitalized ) 1
13 Non financial assets ( classified ) 1
14 Information about security of loan 1
15 Loan taken by directors and officers 1
16 Loans and advances to customers 1
i. Classification amount 0.33
ii. Doubtful amount 0.33
lii. Bad amount 0.34
1
18 Information as to intangible assets —
i. Goodwill 0.34
ii. Other intangible assets 0.33
lii. Amortization policy 0.33
1
SUB TOTAL 18
D. Balance sheet Item ( Liabilities )
1 Details shareholders interest
i Issued Capital 0.5
ii. Shareholder’s equity or paid up capital 0.5
1
2 Information as to —
i. Provisions 0.25
ii. Provision for taxation 0.25
lii. Provision for loans and interest suspense account 0.25
iv. Provision for bad and doubtful investment 0.25
1
3 Information as to-
i. Statutory reserve 0.25
ii. Revaluation Reserve(if not capitalized) 0.25
iii. Surplus profit and loss account 0.25
iv. Gratuity and benevolent fund 0.25
1
4 Information as to:
i Commitments - Directors (classified) 0.5
ii. Commitments - Contingent Liabilities 0.5
1
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5 Details about-
i Borrowing from banks in Bangladesh 0.25
Borrowing from agents, financial institutions and
ii. banks outside Bangladesh 0.25
iii. Secured borrowing amount 0.25
iv. Unsecured borrowing 0.25
1
6 Information about-
i Nature and amount of security given 0.34
ii. Other commitments 0.33
iii. Other borrowed fund 0.33
1
Information as to principal deposits- Pension or
7 insurance fund 1
8 Information about - long term Debt with security 1
Information about — Mortgages on assets against loan
9 in Bangladesh 1
10 Information as to-
i Particular of redemption of long term debt 0.5
ii. Current portion of long term debt 0.5
1
Information about — non current interest bearing
11 liabilities 1
12 Information relating to — Income tax payable 1
13 Details as to —
i Liabilities and subsidiary companies 0.25
ii. Proposed dividend 0.25
iii. Prepaid deferred tax at the end of the period 0.5
1
14 Information as to —
i. Bill payable 0.5
ii. Interest payable 0.5
1
15 Information about — Trade and other payable 1
SUB TOTAL 15
E. Income statement Items ( Cr.)
1 Details as to —
i Interest and similar income 0.33
ii. Interest income from debentures 0.33
iii. Interest on bill and Treasury bills 0.34
1
2 Income from balances with banks/financial institutions 1
3 Details about — Dividend income 1
4 Information as to — Investment income 1
Details as to — Gains less losses arising from investment
5 securities 1
6 Information as to —
i Profit from ordinary activities 0.25
ii. Profit from operations 0.25
iii. Profit from invested shares 0.5
1
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7 Information as to —
i. Gains less losses arising from dealing securities 0.25
ii. Gains arising from dealing securities 0.25
iii. Gains on foreign currency transaction 0.25
Gains less losses arising from dealing in foreign
iv. currencies 0.25
1
8 Information about —
i. Non financial income 0.5
ii. Income from non financial assets 0.5
1
9 Information on income f_rom rent, tax_es, insurance, 1
license fees, royalties and other income
SUB TOTAL 9
F. Income statement Items ( Dr.)
1 Information as to —
i. Salaries, allowances and fees 0.2
Stationary, postage, stamp etc. and general
ii. administrative expenses 0.2
iii. Printing and advertisement expenses 0.2
Internet, Telegram, Telephone and Communication
iv. expenses 0.2
V. Fees and commission expenses 0.2
1
2 2. Information as to — Legal expenses 1
3 3. Information as to — Taxes on income 1
4 4. Information as to —
i. Chairman and directors Remuneration 0.5
ii. Auditors fees 0.5
0 1
5 Information as to —
i. Dividend paid for the period 0.5
ii. Appropriation against profit on dividends 0.5
1
6 Information as to —
i Provision for classified loans and advances 0.2
ii. Provision for gratuities 0.2
Provision for diminution value of investment securities
iii. (if itis apprehend) 0.2
Provision for decline in value of trading securities and
iv. other provisions 0.2
Bad and doubtful provisions on loan and provision for
V. bad and doubtful debts against adversely classified and 0.2
advances
1
7 Information as to —
i. Appropriation against profit on statutory reserve 0.5
ii. Appropriation against profit on general reserve 0.5
8 Details as to —
i. Depreciation of fixed assets and amortization expenses 0.2
ii. Repair expenses of machinery 0.2
iii. Repair expenses of furniture 0.2
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iv. Repair expenses of buildings 0.2
V. Depreciation on repairs and maintenance 0.2
1
9 Information as to —
i. Interest expenses and similar charges 0.5
ii. Tax expenses for the period 0.25
iii. Taxes, including deferred taxes 0.25
1
10 Disclosure as to —
Extraordinary items — Loss on expropriation of car
i engine 0.2
Extraordinary items — Insurance proceeds from
ii. earthquake disaster settlement 0.2
iii. Losses arising from dealing securities 0.2
iv. Foreign currency translation and hedging 0.2
V. Other operating expenses 0.2
1
11 Information about —
i. Amount expended on human resource 0.25
ii. Loss from sale of or dealing with non-banking assets 0.25
iii. Allowances for doubtful debts 0.25
iv. Charitable donations 0.25
1
SUB TOTAL 11
Information useful to projections and budgetary
G. disclosure
1 Disclosure as to loss on sale on investment 1
2 Disclosure as to profit on sale on investment 1
3 Disclosure as to loss on unusual items 1
Disclosure as to provision for diminution in the value of
4 investment 1
Information as to proposed capital expenditure in near
5 future 1
6 Information about offer of new services 1
7 Information about labor management relationship 1
Information about number of days in strike by the
8 employers ( yearly ) 1
9 Information about bank issuing bonus shares 1
10 Information about pension and retirement plans 1
11 Information about employees social welfare scheme 1
Information about number of cases filed for recovery
12 of loan 1
13 Information about cash inflow 1
14 Information about cash outflow 1
Information relating to sale of property and other
15 assets 1
Information relating to transfer of research and
16 development 1
17 Inflation adjusted accounts 1
18 Information about Tax refunds receivable 1
SUB TOTAL 18
H. Ratios, Statistics and other Details
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PSYCHOLOGICAL AND ECONOMIC DETERMINANTS OF MARKET PRICE OF SHARES- AN EMPIRICAL STUDY ON

THE LISTED PHARMACEUTICAL COMPANIES IN BANGLADESH

1 Return on capital employed 1
2 Return on shareholders Equity 1
3 Return on equity funds 1
4 EPS 1
5 DPS 1
6 Earning yield 1
7 Dividend yield 1
8 Rate of return on investment 1
9 Return on total assets 1
10 Debt — equity ratio 1
11 Debt to total capital ratio 1
12 Debt to total assets ratio 1
13 Proprietary ratio 1
14 Capital gearing ratio 1
15 Interest coverage ratio 1
16 Dividend coverage ratio 1
17 Total coverage ratio 1
18 Cash flow coverage ratio 1
Information relating to statistics and other details
19 Comparative income statement (at least 1 year) 1
20 Comparative balance sheet ( at least 1 year ) 1
21 Cash budgeting projection up to 5 years 1
22 Extent of dependence on a few customers 1
Review of the year and prospects for the future (
23 discussion of the factors which will influence bank’s 1
next year performance )
24 Forecast of next year earnings 1
25 Statement of the firm’s objectives and policies 1
26 No of shareholders and share held by them 1
27 Information on number of employees 1
SUB TOTAL 27
Information useful to measurement and valuation
l. method
1 Amount of depreciation 1
2 Fixed assets valuation method 1
3 Basis of overall valuation 1
4 Method used in calculating depreciation 1
5 Depreciation policy 1
6 Consistency of method rate of depreciation 1
7 Rate of depreciation 1
8 Gains and losses on disposal of property 1
9 Pension costs and retirement plans 1
10 Estimated useful life and change in estimate (if any ) 1
The reason for change in method and rate of
11 depreciation 1
12 The monetary impact on profit 1
13 The tax effect for the change 1
14 Consistency of useful lives of assets 1
15 Disclosure of significant financial transactions 1
16 Disclosure about related party transactions 1
Accounting policy adopted for the recognition of
17 revenue 1
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Method adopted to determine the stage completion of

18 transactions 1
Disclosure of significant category of revenue recognized

19 during the period 1
The nature and amount of commitments to extent

20 credit that are irrevocable 1

The nature and amount of contingent liabilities and

21 . . - 1
commitments arising from off balance sheet items

22 Disclosure of maturity date of liabilities 1

Disclosure of significant concentration of assets and
liabilities and off balance sheet items in terms of

23 geographical areas, customer or industry groups 1
24 Disclosure of significant net foreign currency exposure 1
25 Other concentration risks 1
26 Disclosure about appropriation of retained earnings 1
Disclosure of secured liabilities and the carrying
27 amount of the assets pledged as security 1
SUB TOTAL 27
GRAND TOTAL 144

Global Journal of Management and Business Research (E) Volume XIII Issue VI Version I E Year 2013

© 2013 Global Journals Inc. (US)



GLOBAL JOURNALS INC. (US) GUIDELINES HANDBOOK 2013

WWW.GLOBALJOURNALS.ORG



FELLOWS

FELLOW OF INTERNATIONAL CONGRESS OF MANAGEMENT AND BUSINESS
RESEARCH (FICMBR)

e 'FARSB' title will be awarded to the person after approval of Editor-in-Chief and Editorial Board.
The title 'FARSB" can be added to name in the following manner. eg. Dr. John E. Hall, Ph.D., FARSB
or William Walldroff Ph. D., M.S., FARSB

e Being FARSB is a respectful honor. It authenticates your research activities. After becoming FARSB,
you can use 'FARSB' title as you use your degree in suffix of your name. This will definitely will
enhance and add wup your name. You can wuse it on vyour Career Counseling
Materials/CV/Resume/Visiting Card/Name Plate etc.

e 60% Discount will be provided to FARSB members for publishing research papers in Global Journals
Inc., if our Editorial Board and Peer Reviewers accept the paper. For the life time, if you are
author/co-author of any paper bill sent to you will automatically be discounted one by 60%

e FARSB will be given a renowned, secure, free professional email address with 100 GB of
space eg.johnhall@globaljournals.org. You will be facilitated with Webmail, SpamAssassin, Email
Forwarders, Auto-Responders, Email Delivery Route tracing, etc.

e FARSB member is eligible to become paid peer reviewer at Global Journals Inc. to earn up to 15%
of realized author charges taken from author of respective paper. After reviewing 5 or more
papers you can request to transfer the amount to your bank account or to your PayPal account.

e Eg. If we had taken 420 USD from author, we can send 63 USD to your account.

e FARSB member can apply for free approval, grading and certification of some of their Educational
and Institutional Degrees from Global Journals Inc. (US) and Open Association of Research,Society
U.S.A.

e After you are FARSB. You can send us scanned copy of all of your documents. We will verify, grade
and certify them within a month. It will be based on your academic records, quality of research
papers published by you, and 50 more criteria. This is beneficial for your job interviews as
recruiting organization need not just rely on you for authenticity and your unknown qualities, you
would have authentic ranks of all of your documents. Our scale is unique worldwide.

e FARSB member can proceed to get benefits of free research podcasting in Global Research Radio
with their research documents, slides and online movies.

e After your publication anywhere in the world, you can upload you research paper with your
recorded voice or you can use our professional RJs to record your paper their voice. We can also
stream your conference videos and display your slides online.

o FARSB will be eligible for free application of Standardization of their Researches by Open Scientific
Standards. Standardization is next step and level after publishing in a journal. A team of research
and professional will work with you to take your research to its next level, which is worldwide open
standardization.
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FARSB is eligible to earn from their researches: While publishing his paper with Global Journals Inc.
(US), FARSB can decide whether he/she would like to publish his/her research in closed manner.
When readers will buy that individual research paper for reading, 80% of its earning by Global
Journals Inc. (US) will be transferred to FARSB member's bank account after certain threshold
balance. There is no time limit for collection. FARSB member can decide its price and we can help
in decision.

MEMBER OF ASSOCIATION OF RESEARCH SOCIETY IN BUSINESS (MARSB)

'MARSB' title will be awarded to the person after approval of Editor-in-Chief and Editorial Board.
The title 'MARSB" can be added to name in the following manner. eg. Dr. John E. Hall, Ph.D,,
MARSB or William Walldroff Ph. D., M.S., MARSB

Being MARSB is a respectful honor. It authenticates your research activities. After becoming
MARSB, you can use 'MARSB!' title as you use your degree in suffix of your name. This will definitely
will enhance and add up your name. You can use it on your Career Counseling
Materials/CV/Resume/Visiting Card/Name Plate etc.

40% Discount will be provided to MARSB members for publishing research papers in Global
Journals Inc., if our Editorial Board and Peer Reviewers accept the paper. For the life time, if you
are author/co-author of any paper bill sent to you will automatically be discounted one by 60%
MARSB will be given a renowned, secure, free professional email address with 30 GB of
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papers you can request to transfer the amount to your bank account or to your PayPal account.
MARSB member can apply for free approval, grading and certification of some of their Educational
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MARSB is eligible to earn from their researches: While publishing his paper with Global Journals
Inc. (US), MARSB can decide whether he/she would like to publish his/her research in closed
manner. When readers will buy that individual research paper for reading, 40% of its earning by
Global Journals Inc. (US) will be transferred to MARSB member's bank account after certain
threshold balance. There is no time limit for collection. MARSB member can decide its price and we
can help in decision.
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ANNUAL MEMBER

e Annual Member will be authorized toreceive e-Journal GJMBR for one
year (subscription for one year).

e The member will be allotted free 1 GB Web-space along with subDomain to
contribute and participate in our activities.

e A professional email address will be allotted free 500 MB email space.

PAPER PUBLICATION
e The members can publish paper once. The paper will be sent to two-peer

reviewer. The paper will be published after the acceptance of peer reviewers and
Editorial Board.
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PROCESS OF SUBMISSION OF RESEARCH PAPER

The Area or field of specialization may or may not be of any category as mentioned in
‘Scope of Journal’ menu of the Globallournals.org website. There are 37 Research
Journal categorized with Six parental Journals GJCST, GIMR, GJRE, GJMBR, GISFR,
GJHSS. For Authors should prefer the mentioned categories. There are three widely
used systems UDC, DDC and LCC. The details are available as ‘Knowledge Abstract’ at
Home page. The major advantage of this coding is that, the research work will be
exposed to and shared with all over the world as we are being abstracted and indexed
worldwide.

The paper should be in proper format. The format can be downloaded from first page of
‘Author Guideline’ Menu. The Author is expected to follow the general rules as
mentioned in this menu. The paper should be written in MS-Word Format
(*.DOC,*.DOCX).

The Author can submit the paper either online or offline. The authors should prefer
online submission.Online Submission: There are three ways to submit your paper:

(A) (1) First, register yourself using top right corner of Home page then Login. If you
are already registered, then login using your username and password.

(1) Choose corresponding Journal.
(1) Click ‘Submit Manuscript’. Fill required information and Upload the paper.

(B) If you are using Internet Explorer, then Direct Submission through Homepage is
also available.

(C) If these two are not convenient, and then email the paper directly to
dean@globaljournals.org.

Offline Submission: Author can send the typed form of paper by Post. However, online
submission should be preferred.
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PREFERRED AUTHOR GUIDELINES

MANUSCRIPT STYLE INSTRUCTION (Must be strictly followed)

Page Size: 8.27" X 11"

e  Left Margin: 0.65

e  Right Margin: 0.65

e  Top Margin: 0.75

. Bottom Margin: 0.75

e  Font type of all text should be Swis 721 Lt BT.

e  Paper Title should be of Font Size 24 with one Column section.

e Author Name in Font Size of 11 with one column as of Title.

e  Abstract Font size of 9 Bold, “Abstract” word in Italic Bold.

e  Main Text: Font size 10 with justified two columns section

e  Two Column with Equal Column with of 3.38 and Gaping of .2

e  First Character must be three lines Drop capped.

e  Paragraph before Spacing of 1 pt and After of O pt.

e Line Spacing of 1 pt

e large Images must be in One Column

e Numbering of First Main Headings (Heading 1) must be in Roman Letters, Capital Letter, and Font Size of 10.
e Numbering of Second Main Headings (Heading 2) must be in Alphabets, Italic, and Font Size of 10.

You can use your own standard format also.
Author Guidelines:

1. General,

2. Ethical Guidelines,

3. Submission of Manuscripts,

4. Manuscript’s Category,

5. Structure and Format of Manuscript,
6. After Acceptance.

1. GENERAL

Before submitting your research paper, one is advised to go through the details as mentioned in following heads. It will be beneficial,
while peer reviewer justify your paper for publication.

Scope

The Global Journals Inc. (US) welcome the submission of original paper, review paper, survey article relevant to the all the streams of
Philosophy and knowledge. The Global Journals Inc. (US) is parental platform for Global Journal of Computer Science and Technology,
Researches in Engineering, Medical Research, Science Frontier Research, Human Social Science, Management, and Business organization.
The choice of specific field can be done otherwise as following in Abstracting and Indexing Page on this Website. As the all Global

© Copyright by Global Journals Inc.(US)| Guidelines Handbook .



Journals Inc. (US) are being abstracted and indexed (in process) by most of the reputed organizations. Topics of only narrow interest will
not be accepted unless they have wider potential or consequences.

2. ETHICAL GUIDELINES
Authors should follow the ethical guidelines as mentioned below for publication of research paper and research activities.

Papers are accepted on strict understanding that the material in whole or in part has not been, nor is being, considered for publication
elsewhere. If the paper once accepted by Global Journals Inc. (US) and Editorial Board, will become the copyright of the Global Journals
Inc. (US).

Authorship: The authors and coauthors should have active contribution to conception design, analysis and interpretation of findings.
They should critically review the contents and drafting of the paper. All should approve the final version of the paper before
submission

The Global Journals Inc. (US) follows the definition of authorship set up by the Global Academy of Research and Development. According
to the Global Academy of R&D authorship, criteria must be based on:

1) Substantial contributions to conception and acquisition of data, analysis and interpretation of the findings.
2) Drafting the paper and revising it critically regarding important academic content.
3) Final approval of the version of the paper to be published.

All authors should have been credited according to their appropriate contribution in research activity and preparing paper. Contributors
who do not match the criteria as authors may be mentioned under Acknowledgement.

Acknowledgements: Contributors to the research other than authors credited should be mentioned under acknowledgement. The
specifications of the source of funding for the research if appropriate can be included. Suppliers of resources may be mentioned along
with address.

Appeal of Decision: The Editorial Board’s decision on publication of the paper is final and cannot be appealed elsewhere.

Permissions: It is the author's responsibility to have prior permission if all or parts of earlier published illustrations are used in this
paper.

Please mention proper reference and appropriate acknowledgements wherever expected.

If all or parts of previously published illustrations are used, permission must be taken from the copyright holder concerned. It is the
author's responsibility to take these in writing.

Approval for reproduction/modification of any information (including figures and tables) published elsewhere must be obtained by the
authors/copyright holders before submission of the manuscript. Contributors (Authors) are responsible for any copyright fee involved.

3. SUBMISSION OF MANUSCRIPTS

Manuscripts should be uploaded via this online submission page. The online submission is most efficient method for submission of
papers, as it enables rapid distribution of manuscripts and consequently speeds up the review procedure. It also enables authors to
know the status of their own manuscripts by emailing us. Complete instructions for submitting a paper is available below.

Manuscript submission is a systematic procedure and little preparation is required beyond having all parts of your manuscript in a given
format and a computer with an Internet connection and a Web browser. Full help and instructions are provided on-screen. As an author,

you will be prompted for login and manuscript details as Field of Paper and then to upload your manuscript file(s) according to the
instructions.
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To avoid postal delays, all transaction is preferred by e-mail. A finished manuscript submission is confirmed by e-mail immediately and
your paper enters the editorial process with no postal delays. When a conclusion is made about the publication of your paper by our
Editorial Board, revisions can be submitted online with the same procedure, with an occasion to view and respond to all comments.

Complete support for both authors and co-author is provided.

4. MANUSCRIPT’S CATEGORY

Based on potential and nature, the manuscript can be categorized under the following heads:
Original research paper: Such papers are reports of high-level significant original research work.
Review papers: These are concise, significant but helpful and decisive topics for young researchers.
Research articles: These are handled with small investigation and applications

Research letters: The letters are small and concise comments on previously published matters.

5.STRUCTURE AND FORMAT OF MANUSCRIPT

The recommended size of original research paper is less than seven thousand words, review papers fewer than seven thousands words
also.Preparation of research paper or how to write research paper, are major hurdle, while writing manuscript. The research articles and
research letters should be fewer than three thousand words, the structure original research paper; sometime review paper should be as
follows:

Papers: These are reports of significant research (typically less than 7000 words equivalent, including tables, figures, references), and
comprise:

(a)Title should be relevant and commensurate with the theme of the paper.

(b) A brief Summary, “Abstract” (less than 150 words) containing the major results and conclusions.

(c) Up to ten keywords, that precisely identifies the paper's subject, purpose, and focus.

(d) An Introduction, giving necessary background excluding subheadings; objectives must be clearly declared.

(e) Resources and techniques with sufficient complete experimental details (wherever possible by reference) to permit repetition;
sources of information must be given and numerical methods must be specified by reference, unless non-standard.

(f) Results should be presented concisely, by well-designed tables and/or figures; the same data may not be used in both; suitable
statistical data should be given. All data must be obtained with attention to numerical detail in the planning stage. As reproduced design
has been recognized to be important to experiments for a considerable time, the Editor has decided that any paper that appears not to
have adequate numerical treatments of the data will be returned un-refereed;

(g) Discussion should cover the implications and consequences, not just recapitulating the results; conclusions should be summarizing.
(h) Brief Acknowledgements.
(i) References in the proper form.

Authors should very cautiously consider the preparation of papers to ensure that they communicate efficiently. Papers are much more
likely to be accepted, if they are cautiously designed and laid out, contain few or no errors, are summarizing, and be conventional to the
approach and instructions. They will in addition, be published with much less delays than those that require much technical and editorial
correction.
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The Editorial Board reserves the right to make literary corrections and to make suggestions to improve briefness.
It is vital, that authors take care in submitting a manuscript that is written in simple language and adheres to published guidelines.
Format

Language: The language of publication is UK English. Authors, for whom English is a second language, must have their manuscript
efficiently edited by an English-speaking person before submission to make sure that, the English is of high excellence. It is preferable,
that manuscripts should be professionally edited.

Standard Usage, Abbreviations, and Units: Spelling and hyphenation should be conventional to The Concise Oxford English Dictionary.
Statistics and measurements should at all times be given in figures, e.g. 16 min, except for when the number begins a sentence. When
the number does not refer to a unit of measurement it should be spelt in full unless, it is 160 or greater.

Abbreviations supposed to be used carefully. The abbreviated name or expression is supposed to be cited in full at first usage, followed
by the conventional abbreviation in parentheses.

Metric SI units are supposed to generally be used excluding where they conflict with current practice or are confusing. For illustration,
1.4 | rather than 1.4 x 10-3 m3, or 4 mm somewhat than 4 x 10-3 m. Chemical formula and solutions must identify the form used, e.g.
anhydrous or hydrated, and the concentration must be in clearly defined units. Common species names should be followed by
underlines at the first mention. For following use the generic name should be constricted to a single letter, if it is clear.

Structure
All manuscripts submitted to Global Journals Inc. (US), ought to include:

Title: The title page must carry an instructive title that reflects the content, a running title (less than 45 characters together with spaces),
names of the authors and co-authors, and the place(s) wherever the work was carried out. The full postal address in addition with the e-
mail address of related author must be given. Up to eleven keywords or very brief phrases have to be given to help data retrieval, mining
and indexing.

Abstract, used in Original Papers and Reviews:
Optimizing Abstract for Search Engines

Many researchers searching for information online will use search engines such as Google, Yahoo or similar. By optimizing your paper for
search engines, you will amplify the chance of someone finding it. This in turn will make it more likely to be viewed and/or cited in a
further work. Global Journals Inc. (US) have compiled these guidelines to facilitate you to maximize the web-friendliness of the most
public part of your paper.

Key Words

A major linchpin in research work for the writing research paper is the keyword search, which one will employ to find both library and
Internet resources.

One must be persistent and creative in using keywords. An effective keyword search requires a strategy and planning a list of possible
keywords and phrases to try.

Search engines for most searches, use Boolean searching, which is somewhat different from Internet searches. The Boolean search uses
"operators," words (and, or, not, and near) that enable you to expand or narrow your affords. Tips for research paper while preparing

research paper are very helpful guideline of research paper.

Choice of key words is first tool of tips to write research paper. Research paper writing is an art.A few tips for deciding as strategically as
possible about keyword search:
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e One should start brainstorming lists of possible keywords before even begin searching. Think about the most
important concepts related to research work. Ask, "What words would a source have to include to be truly
valuable in research paper?" Then consider synonyms for the important words.

e It may take the discovery of only one relevant paper to let steer in the right keyword direction because in most
databases, the keywords under which a research paper is abstracted are listed with the paper.

e  One should avoid outdated words.

Keywords are the key that opens a door to research work sources. Keyword searching is an art in which researcher's skills are
bound to improve with experience and time.

Numerical Methods: Numerical methods used should be clear and, where appropriate, supported by references.

Acknowledgements: Please make these as concise as possible.

References

References follow the Harvard scheme of referencing. References in the text should cite the authors' names followed by the time of their
publication, unless there are three or more authors when simply the first author's name is quoted followed by et al. unpublished work
has to only be cited where necessary, and only in the text. Copies of references in press in other journals have to be supplied with
submitted typescripts. It is necessary that all citations and references be carefully checked before submission, as mistakes or omissions
will cause delays.

References to information on the World Wide Web can be given, but only if the information is available without charge to readers on an
official site. Wikipedia and Similar websites are not allowed where anyone can change the information. Authors will be asked to make
available electronic copies of the cited information for inclusion on the Global Journals Inc. (US) homepage at the judgment of the
Editorial Board.

The Editorial Board and Global Journals Inc. (US) recommend that, citation of online-published papers and other material should be done
via a DOI (digital object identifier). If an author cites anything, which does not have a DOI, they run the risk of the cited material not
being noticeable.

The Editorial Board and Global Journals Inc. (US) recommend the use of a tool such as Reference Manager for reference management
and formatting.

Tables, Figures and Figure Legends

Tables: Tables should be few in number, cautiously designed, uncrowned, and include only essential data. Each must have an Arabic
number, e.g. Table 4, a self-explanatory caption and be on a separate sheet. Vertical lines should not be used.

Figures: Figures are supposed to be submitted as separate files. Always take in a citation in the text for each figure using Arabic numbers,
e.g. Fig. 4. Artwork must be submitted online in electronic form by e-mailing them.

Preparation of Electronic Figures for Publication

Even though low quality images are sufficient for review purposes, print publication requires high quality images to prevent the final
product being blurred or fuzzy. Submit (or e-mail) EPS (line art) or TIFF (halftone/photographs) files only. MS PowerPoint and Word
Graphics are unsuitable for printed pictures. Do not use pixel-oriented software. Scans (TIFF only) should have a resolution of at least 350
dpi (halftone) or 700 to 1100 dpi (line drawings) in relation to the imitation size. Please give the data for figures in black and white or
submit a Color Work Agreement Form. EPS files must be saved with fonts embedded (and with a TIFF preview, if possible).

For scanned images, the scanning resolution (at final image size) ought to be as follows to ensure good reproduction: line art: >650 dpi;
halftones (including gel photographs) : >350 dpi; figures containing both halftone and line images: >650 dpi.

Color Charges: It is the rule of the Global Journals Inc. (US) for authors to pay the full cost for the reproduction of their color artwork.
Hence, please note that, if there is color artwork in your manuscript when it is accepted for publication, we would require you to
complete and return a color work agreement form before your paper can be published.
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Figure Legends: Self-explanatory legends of all figures should be incorporated separately under the heading 'Legends to Figures'. In the
full-text online edition of the journal, figure legends may possibly be truncated in abbreviated links to the full screen version. Therefore,
the first 100 characters of any legend should notify the reader, about the key aspects of the figure.

6. AFTER ACCEPTANCE

Upon approval of a paper for publication, the manuscript will be forwarded to the dean, who is responsible for the publication of the
Global Journals Inc. (US).

6.1 Proof Corrections

The corresponding author will receive an e-mail alert containing a link to a website or will be attached. A working e-mail address must
therefore be provided for the related author.

Acrobat Reader will be required in order to read this file. This software can be downloaded
(Free of charge) from the following website:

www.adobe.com/products/acrobat/readstep2.html. This will facilitate the file to be opened, read on screen, and printed out in order for
any corrections to be added. Further instructions will be sent with the proof.

Proofs must be returned to the dean at dean@globaljournals.org within three days of receipt.

As changes to proofs are costly, we inquire that you only correct typesetting errors. All illustrations are retained by the publisher. Please
note that the authors are responsible for all statements made in their work, including changes made by the copy editor.

6.2 Early View of Global Journals Inc. (US) (Publication Prior to Print)

The Global Journals Inc. (US) are enclosed by our publishing's Early View service. Early View articles are complete full-text articles sent in
advance of their publication. Early View articles are absolute and final. They have been completely reviewed, revised and edited for
publication, and the authors' final corrections have been incorporated. Because they are in final form, no changes can be made after
sending them. The nature of Early View articles means that they do not yet have volume, issue or page numbers, so Early View articles
cannot be cited in the conventional way.

6.3 Author Services

Online production tracking is available for your article through Author Services. Author Services enables authors to track their article -
once it has been accepted - through the production process to publication online and in print. Authors can check the status of their
articles online and choose to receive automated e-mails at key stages of production. The authors will receive an e-mail with a unique link
that enables them to register and have their article automatically added to the system. Please ensure that a complete e-mail address is
provided when submitting the manuscript.

6.4 Author Material Archive Policy

Please note that if not specifically requested, publisher will dispose off hardcopy & electronic information submitted, after the two
months of publication. If you require the return of any information submitted, please inform the Editorial Board or dean as soon as
possible.

6.5 Offprint and Extra Copies

A PDF offprint of the online-published article will be provided free of charge to the related author, and may be distributed according to
the Publisher's terms and conditions. Additional paper offprint may be ordered by emailing us at: editor@globaljournals.org .

You must strictly follow above Author Guidelines before submitting your paper or else we will not at all be responsible for any
corrections in future in any of the way.
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Before start writing a good quality Computer Science Research Paper, let us first understand what is Computer Science Research Paper?
So, Computer Science Research Paper is the paper which is written by professionals or scientists who are associated to Computer Science
and Information Technology, or doing research study in these areas. If you are novel to this field then you can consult about this field
from your supervisor or guide.

TECHNIQUES FOR WRITING A GOOD QUALITY RESEARCH PAPER:

1. Choosing the topic: In most cases, the topic is searched by the interest of author but it can be also suggested by the guides. You can
have several topics and then you can judge that in which topic or subject you are finding yourself most comfortable. This can be done by
asking several questions to yourself, like Will | be able to carry our search in this area? Will | find all necessary recourses to accomplish
the search? Will | be able to find all information in this field area? If the answer of these types of questions will be "Yes" then you can
choose that topic. In most of the cases, you may have to conduct the surveys and have to visit several places because this field is related
to Computer Science and Information Technology. Also, you may have to do a lot of work to find all rise and falls regarding the various
data of that subject. Sometimes, detailed information plays a vital role, instead of short information.

2. Evaluators are human: First thing to remember that evaluators are also human being. They are not only meant for rejecting a paper.
They are here to evaluate your paper. So, present your Best.

3. Think Like Evaluators: If you are in a confusion or getting demotivated that your paper will be accepted by evaluators or not, then
think and try to evaluate your paper like an Evaluator. Try to understand that what an evaluator wants in your research paper and
automatically you will have your answer.

4. Make blueprints of paper: The outline is the plan or framework that will help you to arrange your thoughts. It will make your paper
logical. But remember that all points of your outline must be related to the topic you have chosen.

5. Ask your Guides: If you are having any difficulty in your research, then do not hesitate to share your difficulty to your guide (if you
have any). They will surely help you out and resolve your doubts. If you can't clarify what exactly you require for your work then ask the
supervisor to help you with the alternative. He might also provide you the list of essential readings.

6. Use of computer is recommended: As you are doing research in the field of Computer Science, then this point is quite obvious.
7. Use right software: Always use good quality software packages. If you are not capable to judge good software then you can lose

quality of your paper unknowingly. There are various software programs available to help you, which you can get through Internet.

8. Use the Internet for help: An excellent start for your paper can be by using the Google. It is an excellent search engine, where you can
have your doubts resolved. You may also read some answers for the frequent question how to write my research paper or find model
research paper. From the internet library you can download books. If you have all required books make important reading selecting and
analyzing the specified information. Then put together research paper sketch out.

9. Use and get big pictures: Always use encyclopedias, Wikipedia to get pictures so that you can go into the depth.

10. Bookmarks are useful: When you read any book or magazine, you generally use bookmarks, right! It is a good habit, which helps to
not to lose your continuity. You should always use bookmarks while searching on Internet also, which will make your search easier.

11. Revise what you wrote: When you write anything, always read it, summarize it and then finalize it.
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12. Make all efforts: Make all efforts to mention what you are going to write in your paper. That means always have a good start. Try to
mention everything in introduction, that what is the need of a particular research paper. Polish your work by good skill of writing and
always give an evaluator, what he wants.

13. Have backups: When you are going to do any important thing like making research paper, you should always have backup copies of it
either in your computer or in paper. This will help you to not to lose any of your important.

14. Produce good diagrams of your own: Always try to include good charts or diagrams in your paper to improve quality. Using several
and unnecessary diagrams will degrade the quality of your paper by creating "hotchpotch." So always, try to make and include those
diagrams, which are made by your own to improve readability and understandability of your paper.

15. Use of direct quotes: When you do research relevant to literature, history or current affairs then use of quotes become essential but
if study is relevant to science then use of quotes is not preferable.

16. Use proper verb tense: Use proper verb tenses in your paper. Use past tense, to present those events that happened. Use present
tense to indicate events that are going on. Use future tense to indicate future happening events. Use of improper and wrong tenses will
confuse the evaluator. Avoid the sentences that are incomplete.

17. Never use online paper: If you are getting any paper on Internet, then never use it as your research paper because it might be
possible that evaluator has already seen it or maybe it is outdated version.

18. Pick a good study spot: To do your research studies always try to pick a spot, which is quiet. Every spot is not for studies. Spot that
suits you choose it and proceed further.

19. Know what you know: Always try to know, what you know by making objectives. Else, you will be confused and cannot achieve your
target.

20. Use good quality grammar: Always use a good quality grammar and use words that will throw positive impact on evaluator. Use of
good quality grammar does not mean to use tough words, that for each word the evaluator has to go through dictionary. Do not start
sentence with a conjunction. Do not fragment sentences. Eliminate one-word sentences. Ignore passive voice. Do not ever use a big
word when a diminutive one would suffice. Verbs have to be in agreement with their subjects. Prepositions are not expressions to finish
sentences with. It is incorrect to ever divide an infinitive. Avoid clichés like the disease. Also, always shun irritating alliteration. Use
language that is simple and straight forward. put together a neat summary.

21. Arrangement of information: Each section of the main body should start with an opening sentence and there should be a
changeover at the end of the section. Give only valid and powerful arguments to your topic. You may also maintain your arguments with

records.

22. Never start in last minute: Always start at right time and give enough time to research work. Leaving everything to the last minute
will degrade your paper and spoil your work.

23. Multitasking in research is not good: Doing several things at the same time proves bad habit in case of research activity. Research is
an area, where everything has a particular time slot. Divide your research work in parts and do particular part in particular time slot.

24. Never copy others' work: Never copy others' work and give it your name because if evaluator has seen it anywhere you will be in
trouble.

25. Take proper rest and food: No matter how many hours you spend for your research activity, if you are not taking care of your health
then all your efforts will be in vain. For a quality research, study is must, and this can be done by taking proper rest and food.

26. Go for seminars: Attend seminars if the topic is relevant to your research area. Utilize all your resources.
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27. Refresh your mind after intervals: Try to give rest to your mind by listening to soft music or by sleeping in intervals. This will also
improve your memory.

28. Make colleagues: Always try to make colleagues. No matter how sharper or intelligent you are, if you make colleagues you can have
several ideas, which will be helpful for your research.

29. Think technically: Always think technically. If anything happens, then search its reasons, its benefits, and demerits.

30. Think and then print: When you will go to print your paper, notice that tables are not be split, headings are not detached from their
descriptions, and page sequence is maintained.

31. Adding unnecessary information: Do not add unnecessary information, like, | have used MS Excel to draw graph. Do not add
irrelevant and inappropriate material. These all will create superfluous. Foreign terminology and phrases are not apropos. One should
NEVER take a broad view. Analogy in script is like feathers on a snake. Not at all use a large word when a very small one would be
sufficient. Use words properly, regardless of how others use them. Remove quotations. Puns are for kids, not grunt readers.
Amplification is a billion times of inferior quality than sarcasm.

32. Never oversimplify everything: To add material in your research paper, never go for oversimplification. This will definitely irritate the
evaluator. Be more or less specific. Also too, by no means, ever use rhythmic redundancies. Contractions aren't essential and shouldn't
be there used. Comparisons are as terrible as clichés. Give up ampersands and abbreviations, and so on. Remove commas, that are, not
necessary. Parenthetical words however should be together with this in commas. Understatement is all the time the complete best way
to put onward earth-shaking thoughts. Give a detailed literary review.

33. Report concluded results: Use concluded results. From raw data, filter the results and then conclude your studies based on
measurements and observations taken. Significant figures and appropriate number of decimal places should be used. Parenthetical
remarks are prohibitive. Proofread carefully at final stage. In the end give outline to your arguments. Spot out perspectives of further
study of this subject. Justify your conclusion by at the bottom of them with sufficient justifications and examples.

34. After conclusion: Once you have concluded your research, the next most important step is to present your findings. Presentation is
extremely important as it is the definite medium though which your research is going to be in print to the rest of the crowd. Care should
be taken to categorize your thoughts well and present them in a logical and neat manner. A good quality research paper format is
essential because it serves to highlight your research paper and bring to light all necessary aspects in your research.

INFORMAL GUIDELINES OF RESEARCH PAPER WRITING

Key points to remember:

®  Submit all work in its final form.
e Write your paper in the form, which is presented in the guidelines using the template.
e  Please note the criterion for grading the final paper by peer-reviewers.

Final Points:

A purpose of organizing a research paper is to let people to interpret your effort selectively. The journal requires the following sections,
submitted in the order listed, each section to start on a new page.

The introduction will be compiled from reference matter and will reflect the design processes or outline of basis that direct you to make
study. As you will carry out the process of study, the method and process section will be constructed as like that. The result segment will
show related statistics in nearly sequential order and will direct the reviewers next to the similar intellectual paths throughout the data
that you took to carry out your study. The discussion section will provide understanding of the data and projections as to the implication
of the results. The use of good quality references all through the paper will give the effort trustworthiness by representing an alertness
of prior workings.
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Writing a research paper is not an easy job no matter how trouble-free the actual research or concept. Practice, excellent preparation,
and controlled record keeping are the only means to make straightforward the progression.

General style:

Specific editorial column necessities for compliance of a manuscript will always take over from directions in these general guidelines.

To make a paper clear

- Adhere to recommended page limits
Mistakes to evade

® |Insertion a title at the foot of a page with the subsequent text on the next page
e  Separating a table/chart or figure - impound each figure/table to a single page
e  Submitting a manuscript with pages out of sequence

In every sections of your document
- Use standard writing style including articles ("a", "the," etc.)

- Keep on paying attention on the research topic of the paper

- Use paragraphs to split each significant point (excluding for the abstract)

- Align the primary line of each section

- Present your points in sound order

- Use present tense to report well accepted

- Use past tense to describe specific results

- Shun familiar wording, don't address the reviewer directly, and don't use slang, slang language, or superlatives

- Shun use of extra pictures - include only those figures essential to presenting results

Title Page:

Choose a revealing title. It should be short. It should not have non-standard acronyms or abbreviations. It should not exceed two printed
lines. It should include the name(s) and address (es) of all authors.
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Abstract:

The summary should be two hundred words or less. It should briefly and clearly explain the key findings reported in the manuscript--
must have precise statistics. It should not have abnormal acronyms or abbreviations. It should be logical in itself. Shun citing references
at this point.

An abstract is a brief distinct paragraph summary of finished work or work in development. In a minute or less a reviewer can be taught
the foundation behind the study, common approach to the problem, relevant results, and significant conclusions or new questions.

Write your summary when your paper is completed because how can you write the summary of anything which is not yet written?
Wealth of terminology is very essential in abstract. Yet, use comprehensive sentences and do not let go readability for briefness. You can
maintain it succinct by phrasing sentences so that they provide more than lone rationale. The author can at this moment go straight to
shortening the outcome. Sum up the study, with the subsequent elements in any summary. Try to maintain the initial two items to no
more than one ruling each.

®  Reason of the study - theory, overall issue, purpose

®  Fundamental goal

®  To the point depiction of the research

®  Consequences, including definite statistics - if the consequences are quantitative in nature, account quantitative data; results
of any numerical analysis should be reported

e  Significant conclusions or questions that track from the research(es)

Approach:
®  Single section, and succinct
® Asaoutline of job done, it is always written in past tense
® A conceptual should situate on its own, and not submit to any other part of the paper such as a form or table
®  Center on shortening results - bound background information to a verdict or two, if completely necessary
e What you account in an conceptual must be regular with what you reported in the manuscript

e  Exact spelling, clearness of sentences and phrases, and appropriate reporting of quantities (proper units, important statistics)
are just as significant in an abstract as they are anywhere else

Introduction:

The Introduction should "introduce" the manuscript. The reviewer should be presented with sufficient background information to be
capable to comprehend and calculate the purpose of your study without having to submit to other works. The basis for the study should
be offered. Give most important references but shun difficult to make a comprehensive appraisal of the topic. In the introduction,
describe the problem visibly. If the problem is not acknowledged in a logical, reasonable way, the reviewer will have no attention in your
result. Speak in common terms about techniques used to explain the problem, if needed, but do not present any particulars about the
protocols here. Following approach can create a valuable beginning:

Explain the value (significance) of the study

e  Shield the model - why did you employ this particular system or method? What is its compensation? You strength remark on its
appropriateness from a abstract point of vision as well as point out sensible reasons for using it.

®  Present a justification. Status your particular theory (es) or aim(s), and describe the logic that led you to choose them.

® Very for a short time explain the tentative propose and how it skilled the declared objectives.

Approach:

®  Use past tense except for when referring to recognized facts. After all, the manuscript will be submitted after the entire job is
done.

®  Sort out your thoughts; manufacture one key point with every section. If you make the four points listed above, you will need a
least of four paragraphs.
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®  Present surroundings information only as desirable in order hold up a situation. The reviewer does not desire to read the
whole thing you know about a topic.

e  Shape the theory/purpose specifically - do not take a broad view.

®  Asalways, give awareness to spelling, simplicity and correctness of sentences and phrases.

Procedures (Methods and Materials):

This part is supposed to be the easiest to carve if you have good skills. A sound written Procedures segment allows a capable scientist to
replacement your results. Present precise information about your supplies. The suppliers and clarity of reagents can be helpful bits of
information. Present methods in sequential order but linked methodologies can be grouped as a segment. Be concise when relating the
protocols. Attempt for the least amount of information that would permit another capable scientist to spare your outcome but be
cautious that vital information is integrated. The use of subheadings is suggested and ought to be synchronized with the results section.
When a technique is used that has been well described in another object, mention the specific item describing a way but draw the basic
principle while stating the situation. The purpose is to text all particular resources and broad procedures, so that another person may
use some or all of the methods in one more study or referee the scientific value of your work. It is not to be a step by step report of the
whole thing you did, nor is a methods section a set of orders.

Materials:

®  Explain materials individually only if the study is so complex that it saves liberty this way.
e  Embrace particular materials, and any tools or provisions that are not frequently found in laboratories.
® Do not take in frequently found.

e If use of a definite type of tools.

e  Materials may be reported in a part section or else they may be recognized along with your measures.
Methods:

e  Report the method (not particulars of each process that engaged the same methodology)

®  Describe the method entirely
To be succinct, present methods under headings dedicated to specific dealings or groups of measures
¢ Simplify - details how procedures were completed not how they were exclusively performed on a particular day.

If well known procedures were used, account the procedure by name, possibly with reference, and that's all.

Approach:

® |t is embarrassed or not possible to use vigorous voice when documenting methods with no using first person, which would
focus the reviewer's interest on the researcher rather than the job. As a result when script up the methods most authors use
third person passive voice.

®  Use standard style in this and in every other part of the paper - avoid familiar lists, and use full sentences.

What to keep away from

®  Resources and methods are not a set of information.
®  Skip all descriptive information and surroundings - save it for the argument.
®  leave out information that is immaterial to a third party.

Results:

The principle of a results segment is to present and demonstrate your conclusion. Create this part a entirely objective details of the
outcome, and save all understanding for the discussion.

The page length of this segment is set by the sum and types of data to be reported. Carry on to be to the point, by means of statistics and
tables, if suitable, to present consequences most efficiently.You must obviously differentiate material that would usually be incorporated

in a study editorial from any unprocessed data or additional appendix matter that would not be available. In fact, such matter should not
be submitted at all except requested by the instructor.
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Content

Sum up your conclusion in text and demonstrate them, if suitable, with figures and tables.
In manuscript, explain each of your consequences, point the reader to remarks that are most appropriate.
Present a background, such as by describing the question that was addressed by creation an exacting study.
Explain results of control experiments and comprise remarks that are not accessible in a prescribed figure or table, if
appropriate.

e  Examine your data, then prepare the analyzed (transformed) data in the form of a figure (graph), table, or in manuscript form.
What to stay away from

® Do not discuss or infer your outcome, report surroundings information, or try to explain anything.
L] Not at all, take in raw data or intermediate calculations in a research manuscript.

® Do not present the similar data more than once.
®  Manuscript should complement any figures or tables, not duplicate the identical information.

e Never confuse figures with tables - there is a difference.
Approach

e Asforever, use past tense when you submit to your results, and put the whole thing in a reasonable order.
e  Put figures and tables, appropriately numbered, in order at the end of the report

e |f you desire, you may place your figures and tables properly within the text of your results part.
Figures and tables

e |f you put figures and tables at the end of the details, make certain that they are visibly distinguished from any attach appendix
materials, such as raw facts

®  Despite of position, each figure must be numbered one after the other and complete with subtitle
®  |n spite of position, each table must be titled, numbered one after the other and complete with heading

e Allfigure and table must be adequately complete that it could situate on its own, divide from text
Discussion:

The Discussion is expected the trickiest segment to write and describe. A lot of papers submitted for journal are discarded based on
problems with the Discussion. There is no head of state for how long a argument should be. Position your understanding of the outcome
visibly to lead the reviewer through your conclusions, and then finish the paper with a summing up of the implication of the study. The
purpose here is to offer an understanding of your results and hold up for all of your conclusions, using facts from your research and
generally  accepted information, if  suitable.  The implication of  result  should be  visibly  described.
Infer your data in the conversation in suitable depth. This means that when you clarify an observable fact you must explain mechanisms
that may account for the observation. If your results vary from your prospect, make clear why that may have happened. If your results
agree, then explain the theory that the proof supported. It is never suitable to just state that the data approved with prospect, and let it
drop at that.

®  Make a decision if each premise is supported, discarded, or if you cannot make a conclusion with assurance. Do not just dismiss
a study or part of a study as "uncertain."

®  Research papers are not acknowledged if the work is imperfect. Draw what conclusions you can based upon the results that
you have, and take care of the study as a finished work

®  You may propose future guidelines, such as how the experiment might be personalized to accomplish a new idea.

®  Give details all of your remarks as much as possible, focus on mechanisms.

®  Make a decision if the tentative design sufficiently addressed the theory, and whether or not it was correctly restricted.
®  Tryto present substitute explanations if sensible alternatives be present.

®  One research will not counter an overall question, so maintain the large picture in mind, where do you go next? The best
studies unlock new avenues of study. What questions remain?

e  Recommendations for detailed papers will offer supplementary suggestions.
Approach:

®  When you refer to information, differentiate data generated by your own studies from available information
®  Submit to work done by specific persons (including you) in past tense.
= Submit to generally acknowledged facts and main beliefs in present tense.
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ADMINISTRATION RULES LISTED BEFORE
SUBMITTING YOUR RESEARCH PAPER TO GLOBAL JOURNALS INC. (US)

Please carefully note down following rules and regulation before submitting your Research Paper to Global Journals Inc. (US):

Segment Draft and Final Research Paper: You have to strictly follow the template of research paper. If it is not done your paper may get

rejected.

. The major constraint is that you must independently make all content, tables, graphs, and facts that are offered in the paper.
You must write each part of the paper wholly on your own. The Peer-reviewers need to identify your own perceptive of the
concepts in your own terms. NEVER extract straight from any foundation, and never rephrase someone else's analysis.

e Do not give permission to anyone else to "PROOFREAD" your manuscript.

®  Methods to avoid Plagiarism is applied by us on every paper, if found guilty, you will be blacklisted by all of our collaborated
research groups, your institution will be informed for this and strict legal actions will be taken immediately.)

®  To guard yourself and others from possible illegal use please do not permit anyone right to use to your paper and files.
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Please note that following table is only a Grading of "Paper Compilation" and not on "Performed/Stated Research" whose grading
solely depends on Individual Assigned Peer Reviewer and Editorial Board Member. These can be available only on request and after

CRITERION FOR GRADING A RESEARCH PAPER (COMPILATION)
BY GLOBAL JOURNALS INC. (US)

decision of Paper. This report will be the property of Global Journals Inc. (US).

Abstract

Introduction

Methods
Procedures

Result

Discussion

References

XIX

Grades

Clear and concise with
appropriate content, Correct

format. 200 words or below

Containing all background
details with clear goal and
appropriate  details, flow
specification, no grammar
and spelling mistake, well
organized sentence and

paragraph, reference cited

Clear and to the point with
well arranged paragraph,
precision and accuracy of
facts and figures, well

organized subheads

Well organized, Clear and
specific, Correct units with
precision, correct data, well
structuring of paragraph, no
grammar and
mistake

spelling

Well organized, meaningful

specification, sound
conclusion, logical and
concise explanation, highly
structured paragraph
reference cited

Complete and correct

format, well organized

Unclear summary and no
specific data, Incorrect form

Above 200 words

Unclear and confusing data,
appropriate format, grammar
and spelling errors with
unorganized matter

Difficult to comprehend with
embarrassed text, too much
explanation but completed

Complete and embarrassed
text, difficult to comprehend

Wordy, unclear conclusion,
spurious

Beside the point, Incomplete

E-F

No specific data with ambiguous
information

Above 250 words

Out of place depth and content,
hazy format

Incorrect  and unorganized

structure with hazy meaning

Irregular format with wrong facts
and figures

Conclusion is not cited,
unorganized, difficult to

comprehend

Wrong format and structuring
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