
ISSN:  2249-877X      Vol. 6 Issue 5, May 2016       Impact Factor: SJIF 2013=4.748 

South Asian Academic Research Journals 
http://www.saarj.com  

   

  

  



ISSN:  2249-877X      Vol. 6 Issue 5, May 2016       Impact Factor: SJIF 2013=4.748 

South Asian Academic Research Journals 
http://www.saarj.com  

   

 
 



ISSN:  2249-877X      Vol. 6 Issue 5, May 2016       Impact Factor: SJIF 2013=4.748 

South Asian Academic Research Journals 
http://www.saarj.com  

   

Publis hed by: South Asian Academic Research Jour nals  

SAJMMR: 
 

S o u t h  A s i a n  J o u r n a l  o f  

M a r k e t i n g  &  M a n a g e m e n t      

R e s e a r c h   
(A  Do ub le  B l in d Re fe r e e d  & Re v ie we d I nte r n at io n al  J o ur n a l )  

 

 

 

 

 

 

 

 

 

 

 

 

SR. 

NO. 
P A R T I C U L A R 

1.  

AN ANALYTICAL STUDY ON CUSTOMER EXPERIENCE MANAGEMENT 

SYSTEM FOR IMPROVINGCUSTOMER SATISFACTION 
 

Ms.R.Kamala Saranya &  Dr.S.Duraisamy 

2.  

A REVIEW ON THE INNOVATION DIFFUSION MODELS FROM 1960-2010 WITH 

THEIR APPLICATION ON DRAM INDUSTRY 
 

Geet Kalra &  Nirali Kansara 

3.  

DIMENSIONS OF ONLINE BRAND EQUITY:  A REVIEW ON THE IMPORTANCE 

AND IMPLICATIONS OF BRANDING ONLINE 

Smitha Vasudevan & Dr.F J Peter Kumar 

4.  

ECONOMIC EMPOWERMENT OF WOMEN THROUGH SELF-HELP GROUPS 

Dr. Mohinder Singh 



ISSN:  2249-877X      Vol. 6 Issue 5, May 2016       Impact Factor: SJIF 2013=4.748 

South Asian Academic Research Journals 
http://www.saarj.com  

   

Publis hed by: South Asian Academic Research Jour nals  

SAJMMR: 
 

S o u t h  A s i a n  J o u r n a l  o f  

M a r k e t i n g  &  M a n a g e m e n t      

R e s e a r c h   
(A  Do ub le  B l in d Re fe r e e d  & Re v ie we d I nte r n at io n al  J o ur n a l )  

AN ANALYTICAL STUDY ON CUSTOMER EXPERIENCE MANAGEMENT 

SYSTEM FOR IMPROVINGCUSTOMER SATISFACTION 

 

Ms.R.Kamala Saranya*; Dr.S.Duraisamy** 
 

*Assistant Professor 

School of Management, 

Hindustan University, 

Padur, Chennai, INDIA 

** Professor, 

School of Management Studies, 

Vels University, Pallavaram, Chennai, INDIA. 

______________________________________________________________________________ 

ABSTRACT 
 

 

The ways the customers interact with the service providers have changed. When customers 

demandreal time and valid responses, service providers are rethinking to manage customer 

experience. Continuous improvement of Customer Experience management systems insists on 

compatible solutions. This paper aims to provide solutions for the expectations of customers 

based on three distinct phases of development: build, operate and analyze& analysis is done 

through statistical tools such as  Chi Square Test, Correlation Analysis, Weighted Average 

Method 
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ABSTRACT 
 

The cases of Television sets generations(LCD, LED), computer generations and many more, the 

penetration of such products in their target market follows a nonlinear trend with time. It can be 

seen as function of set of numerous variables affecting price, time, placement and publicity.The 

modelling of diffusion of innovations has remained the hot topic for market researchers since 

1960’s when Fourt and Woodlock(1960) gave their very first, primitive market research tool on 

the volume of consumer purchases per year. Bass model has been considered as the most basic 

model which was later modified to include several other factors in the basic model. In this paper 

different cases of models have also been considered which includes diffusion of single innovation 

in a market, multiple market and diffusion across generations. Different type of S-shaped 

functions have also been mentioned keeping into consideration the S-shaped nature of the 

cumulative adoption function of an innovation. Four different S-shaped functions which includes 

Gompertz model, Log-logistic function and Generalized bass model have been used to find the 

best fit curve in the case of DRAM industry. Generalized Bass model has been found to be the 

best among the other models with high R-squared values across all the generations of the DRAM 

products.  
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ABSTRACT 

 

Internet has changed the world of branding.  Today brands are no longer linear, but multi 

dimensional evolving entities.  What are its implications for brand equity?  Is online brand 

equity different from offline brand equity?  This literature review takes a look at selective studies 

to understand the dimensions of online brand equity.  The review seeks to identify the 

components of online brand equity and identify gaps in learning so as to widen our knowledge of 

new branding.   
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ABSTRACT 
 

Women acquire power to retain income and use at their discretion. They can have equal access 

and control over various resources at the household level. Moreover, financial self -reliance of 

women both in the household and in the external environment lead to empowerment of 

women in other spheres. The government has launched various programmes for economic 

empowerment of women through self-help groups. Before discussing the programmes of 

economic empowerment of women, it is necessary to understand the concept and features of 

SHGs. 

KEYWORDS: acquire, discretion, financial, economic, empowerment. 
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