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ABSTRACT 

Banking industry in Sri Lanka is very important sector in economy. Most of the public and 

private sector banks in our country have already started looking at their portfolio of services 

offered and what they should do in the future for remaining competitive in the industry. However 

mostly private sector banks are effectively than public banks. Bankers now will have to 

constantly seek to invest in technology and able to be open to strategic alliance, merger, 

acquisition and restructuring exercises for adding EVA to shareholders wealth all the time. 

According the data analysis, the result of the research is Economic Value Added impact on 

financial performance. Financial performance indicators are Return on Equity, Return on 

Assets, Return on Investment and Liquid assets to liabilities. The study finds Economic value 

added and financial performance are statistically significant in determining performance. 

Perhaps most importantly, the study finds positive relationship between Economic value added 

and financial performance. The study provides bank managers with understanding of activities 

that would enhance their bank’s financial performances. The results of this study imply that it 

might be necessary for a bank management to take all the required decisions to enhance the 

financial positions of the bank. 

 

KEYWORDS: Economic Value Added, Return on equity, Liquidity, Financial performance, 
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ABSTRACT 

The study focuses on customer awareness with new generation banks in Erode district. The 

Awareness of respondents on various aspects viz., Types of Deposits, Interest on Deposits, 

Period of Deposits, Types of Loans, Interest on Loans, ATM / Debit card facilities, Fund 

Transfer facilities, Credit card facilities, Insurance, Utility Services like Electricity Bill, 

Telephone Bill, etc., RTGS/ NEFT, Safe deposit locker facilities, Minimum limit for withdraw per 

day and Nomination facilities is analysed. The study was conducted among 610 respondents of 

various new generation private sector banks operating in Erode district and statistical tools like 

Percentage analysis and Chi-square test were used for the analysis. It is found that the 

customers are by and large awareness with various factors barring a few. The master table in 

texdata.xls format was then imported into SPSS for further analysis. The data were analyzed by 

using the following Percentage analysis and Chi-square test and statistical tools. The findings 

and suggestions throw much light on the present scenario of the functioning of New Generation 

Banks in Erode District. They suggested that, banks should provide “demo” on their website for 

new users to know about online banking services and facilities of experts to increase awareness 

in the minds of customers to use e banking safely. Thus, in this process the bank that excels with 

its innovative strategy is to be considered as a new generation bank as the those strategies used 

to exhibit customer service and welfare is just a marketing strategy which brings in customers 

but on a long run its only the internal affairs and money management strategy that helps a 

business retain its position in the market. 

 

KEYWORDS: Banking System, New generation Banks, Customer service, Awareness. 
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ABSTRACT 

Women are no more restricted to homes but are moving out and entering all the spheres of 

business be it pickle making, plastic making, infrastructure, consultancy, telecommunication, etc. 

They comprise an important part of the population that can help an economy grow and flourish. 

They comprise a large portion of our country but still their contribution towards economic front 

is low as compared to other countries as they face many obstacles in starting and running their 

enterprise. If these obstacles are addressed then they can contribute towards sustained economic 

growth and development of the country. This research paper studies the organizational practices 

of Women entrepreneurs with special reference to women of Bhandup west region, Mumbai. The 

study brought to notice that majority of women are from the age group of 31-40 years, married, 

educated and come from nuclear family having less than 4 members in the family. Majority of 

women run micro enterprises. The major reason for women to start their business is to earn 

money. Women entrepreneurs provide employment to women and provide various benefits to 

them. They make use of hoardings and Internet as a promotional tool. 

 

KEYWORDS: women entrepreneurs, organizational practices, HRM practices, financial 

practices, Marketing practices, operational management practices.  
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ABSTRACT 

One of the retail strategies to attract customers retailers uses store image as an important 

determinants. Building store image is mixture in nature with varieties of components.  For the 

existing Organized Gem and Jewellery Retail Outlets retailers, understanding the components 

perceived by shoppers while shopping helps them to manage and to provide positive store image 

to create Competitive advantage. Next to sustain in retailing unorganized retailers must 

transform their outlets into Organized one as the Gem and Jewellery Industry is witnessing 

changes. This paper will provide valuable points for the transformation to the Unorganized 

retailers. An empirical study was conducted to identify the Store Image Component perceived by 

shoppers for Organized Gem and Jewellery Retail Outlet. Through an extensive literature review 

a well structured questionnaire was prepared to identify whether image components is based on 

Functional, Psychological and Emotional. Factor analysis employed to identify the dimensions 

of Retail Store Image and its Components perceived by shoppers. Correlation analysis also 

preformed to find the relationship between the factors. Functional, Psychological and Emotions 

dimensions items contribute shoppers for selecting retail outlet (Organized Gem and Jewellery 

Retail Outlet) while buying. This paper helps retailers to focus on the selected store items to 

attract and to retain customers. Further this paper will provide insight to the unorganized Gem 

and Jewellery retailers to transform their retail outlet into Organized. 

 

KEYWORDS: Functional, Gem and Jeweler, Organized Retailers, Psychological, Store Image  

 

mailto:mahe_balu@yahoo.com
mailto:balaji.sims@gmail.com


ISSN: 2249-877X         Vol. 7 Issue 9, September 2017       Impact Factor: SJIF =4.748 

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

  

REFERENCE  

Barry Berman  JoelR. Evans, Retail Management: A Strategic Approach, 10/E, Pearson 

Education - 2008  – Pg : 540 

Barry Berman JoelR. Evans , : A Strategic Approach, 10/E   ,Retail Management, Pearson 

Education - 2008 – Pg : 540 

Changing Trends: Gems & Jewellery Industry, ONICRA Credit Rating Agency of India, 2013 

Changjo Yoo, Jonghee Park, Deborah J. MacInnis, (1998) : Effects of Store Characteristics and 

In-Store Emotional Experiences on Store Attitude , Journal of Business Research, Volume 42, 

Issue3, Pages 253-263 

Christopher d. Hopkins, Bruce l. Alford, (2001) A New Seven-Dimensional Approach to 

Measuring the Retail Image Construct, Academy of Marketing Studies Journal, Volume 5, 

Number 2, pg.105 

David Mazursky & Jacob Jacoby, (1986), Exploring the Development of Store Images, Journal 

of Retailing. Journal of Retailing  

Developing Indian hallmarking: A roadmap for future growth, World Gold Council 2015 

Don L. James richard, M. Durandrobert, A. Dreves, (1976) : The Use of a Multi-Attribute 

Attitude Model in a Store Image Study, Journal of Retailing, Volume 52 Number 2  

Doyle, Peter; Fenwick (1974) : How Store Image Affects Shopping Habits in Grocery Chains, 

Ian, Journal of Retailing; Winter 74/75, Vol. 50 Issue 4, p39  

Effects of customer brand perceptions on store image and purchase intention: An application in 

apparel clothing T. Sabri ERDİLa, Procedia - Social and Behavioral Sciences 207 (2015) 196 – 

205 

Francis, DP; Coats AJ; Gibson D (1999). "How high can a correlation coefficient be?" Int J 

Cardiol. 69 (2): 185–199. doi:10.1016/S0167-5273(99)00028-5. 

Gems and Jewellery Annual Review, CARE Research 2013 

Gems and Jewellery Industry in India, India Brand and Equity Foundation, April 2016  

Gold Jewellery Usage and Attitude Survey, World Gold Council, June 2012 

Goodwin, C. J. (2005). Research in Psychology: Methods and Design. USA: John Wiley & Sons, 

Inc. 

Gorsuch, R. L. (1983). Factor Analysis, 2nd edition. Hillsdale, NJ: Erlbaum. 

Harmen Oppewal & Harry Timmermans (1997) Retailer self-perceived store image and 

competitive position, The International Review of Retail, Distribution and Consumer 

Research Volume 7, 1997 - Issue  

Jewellery in India, Euro Monitor International, January 2016 

Jewellery in India, Research and Markets, January 2016 

Jhinuk Chowdhury, James Reardon and Rajesh Srivastava (1998): Alternative Modes of 

Measuring Store Image: An Empirical Assessment of Structured versus Unstructured Measures, 

Journal of Marketing Theory and Practice Vol. 6, No. 2 , pp. 72-86 



ISSN: 2249-877X         Vol. 7 Issue 9, September 2017       Impact Factor: SJIF =4.748 

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

  

Josée Bloemer Ko de Ruyter,( 1998) On the relationship between store image, store satisfaction 

and store loyalty, European Journal of Marketing, Vol. 32 No. 5/6, , pp. 499-513 

Josee Bloemer, Gaby Odekerken-Schroder, (2002) Store Satisfaction and Store Loyalty 

Explained by Customer - and Store-Related Factors, Journal of Consumer Satisfaction, 

Dissatisfaction & Complaining Behavior, Volume 15 

Kaiser, H.(1974). An index of factor simplicity. Psychometrika 39: 31–36. 

Katherine B. Hartman, Rosann L. Spiro (2005): Recapturing store image in customer-based store 

equity: a construct conceptualization, Journal of Business Research, 58. 

Kristof De Wulfa, Gaby Odekerken-Schröderb, (2003)Journal of Retailing and Consumer 

Services,Volume 10, Issue 2, March, Pages 95–108 

Kuang-peng Hung Annie Huiling Chen Norman Peng Chris Hackley Rungpaka Amy Tiwsakul 

Chun-lun Chou, (2011),"Antecedents of luxury brand purchase intention", Journal of Product & 

Brand Management, Vol. 20 Issue 6 pp. 457 - 467 

Kunkel, J. H. and Berry, L. L. (1968), “A Behavioral Conception of Retail Image,” Journal of 

Marketing, 32(October), 21-27. 

Leon G. Schiffman , Joseph F. Dash William R. Dillon, (1977) The contribution of Store Image 

to Store Type Choice , Journal of Retailing, Volume 53 Summer.   

Leonard L Berry (1969):The Components of Department Store Image: A Theoretical and 

Empirical Analysis, Journal of Retailing Volume 45 Number 1  

Likert, Rensis (1932). "A Technique for the Measurement of Attitudes", Archives of 

Psychology. 140: 1–55. 

Linda Dauriz, Nathalie Remy, and Thomas Tochtermann, A Multifaceted Future: The Jewelry     

Industry in 2020, Mckinsey & Company, February 2014 

Lindquist, J.D. (1974), “Meaning of image: survey of empirical and hypothetical evidence”, 

Journal of Retailing, Vol. 50, pp. 29-38.  

M. Joseph Sirgy, Dhruv Grewal, Tamara F. Mangleburg, Jae-ok Park ,Kye-Sung Chon, 

C. B. Claiborne, J. S. Johar, Harold Berkman, (1997) Assessing the predictive validity of two 

methods of measuring self-image congruence, Journal of the Academy of Marketing 

Science,  25:229 

Martineau, Pierre (1958), “The Personality of the Retail Store,” Harvard Business Review, 36, 

47-55 

Orhan Erdem A. Ben Oumlil Secil Tuncalp, (1999),"Consumer values and the importance of 

store attributes", International Journal of Retail & Distribution Management, Vol. 27 Iss 4 pp. 

137 – 144 

Oxenfeldt, Alfred R (1974): Developing a favorable Price – Quality Image, - Journal of 

Retailing;, Vol. 50 Issue 4, p8  

Report on „Changing trends: gems & jewellery industry‟ by Onicra, TechSci Research (2013) 

 



ISSN: 2249-877X         Vol. 7 Issue 9, September 2017       Impact Factor: SJIF =4.748 

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

  

Retail Transformation: Changing Your Performance Trajectory – BCG- Jan 2016 Retail - India 

Brand Equity Foundation (IBEF)- January 2016  

Richins, Marsha L. (1997), “Measuring Emotions in the Consumption Experience,” Journal of 

Consumer Research, (September), 127-146. 

Robert A Hansen Terry Deutscher (1977) : An Empirical Investigation of Attributes Importance 

in Retail Store Selection, Journal of Retailing, Volume 53 No 4  

RONALD B. MARKS (1976)  : Operationalizing the Concept of Store Image, Journal of 

Retailing Volume 52 Number 3 Fall 1976 

Sung Jin Yoo Young Jae Chang (June 2005) An Exploratory Research on the Store Image 

Attributes Affecting Its Store Loyalty Seoul Journal of Business Volume 11, Number 1  

Tarsis Souza Silva†  Janaina de Moura Engracia Giraldi  (2010 ) : The influence of store image 

on customer satisfaction: a case study of a shoe Store, Brazilian Business Review  p.60 - 77    

Theodoridis, P.K. and Chatzipanagiotou, K.C. (2009) Store image attributes and customer 

satisfaction across different customer profiles within the supermarket sector in Greece. European 

Journal of Marketing, 43(5/6), pp. 708-734 

Yasmin Hassan Nik Maheran Nik Muhammad Hatinah Abu Bakar (2010) : Influence of 

Shopping Orientation and Store Image on Patronage of Furniture Store International Journal of 

Marketing Studies Vol. 2, No. 1;  

Zohre Hosseini, Sreenivasan Jayashre & Chinnasamy Malarvizhi  (2017) Store Image and Its 

Effect on Customer Perception of Retail Stores, Asian Social Science; ISSN 1911-,Vol. 10, No. 

21; 2014 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



ISSN: 2249-877X         Vol. 7 Issue 9, September 2017       Impact Factor: SJIF =4.748 

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

  

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  ( S A J M M R )   

 

(Double  B lind Refereed & Reviewed International  Journal )  

 

 

DOI NUMBER: 10.5958/2249-877X.2017.00069.8 

DETERMINANTS OF PATIENT SATISFACTION IN HOSPITAL 

E.Ratnam* 

*Senior Lecturer, 

Department of Marketing, 

Faculty of management studies and commerce, 

University of Jaffna, SRI LANKA 

Emil id: ratnammkg@yahoo.com 

______________________________________________________________________________ 

ABSTRACT 

Service quality is playing significance role in developing and building customer value and 

customer satisfaction in modern business world. In case of Sri Lankan government hospital, 

government has introduced several new attractive packages to enhance and also promote the 

patient satisfaction in different ways. Even though, success of implementation of the package is 

questionable. This study clearly investigates what types of factors impact of patient satisfaction 

in general hospital in Jaffna. The customer from the hospital is very different from the regular 

customer, the difference being that they do not want to be a customer in the first place.  Donalal 

stated the following are the Service marketer’s characters Reliability, Responsiveness, 

Competence, Courtesy, Credibility, and Empathy. Further empirical research supports the 

notion that satisfaction is caused by expectations and requires considerable cognitive effort on 

the part of customers (Bearden and Teel, 1983; Moutinho and Goode, 1995; Cadotte et al., 

1987). Knowledgeable CSRs also may help reinforce the assurance/rapport dimension of 

service quality due to engendering confidence in their expertise (Parasuraman et al., 1988; 

Kettinger& Lee, 2005). A sample of 365 respondents is selected for this study by using 

convenience sampling method. The schedule is filled by the researcher by contacting patients 

personally after then all the data are thoroughly checked and entered in to the SPSS 17 software 

package. Marketer can emphasis the strength through develops a high quality of service and 

should train their employees to provide a friendly and attentive service to the customers all the 

time. Trust is an especially relevant success factor in health-care communities. Brand trust is 

assessed by the patients’ opinion. 
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ABSTRACT 

The article gives a detailed analysis of the level of economic growth in Uzbekistan. The paper is 

devoted to study the factors, impacting sustainable economic growth and justification of their 

role in improving the efficiency of the national economy. Recommendations are drawn on the 

basic directions of development of the national economy to ensure long-term sustainable 

economic growth. In Uzbekistan, the efficiency of economic growth can be achieved, firstly by 

increasing the amount of capital in accordance with changes in the labor force, and secondly - 

raising the possibility of efficient use of natural resources. Thus, the share of investment in 

economic growth factors more closely related to capital productivity (efficiency factor of the 

investment), rather than its level (the amount of the investment factor). To increase its 

involvement in the need to stimulate the economy, foreign direct investment, improve the legal 

framework to develop measures for further development of a favorable investment climate. The 

study of efficiency factors of economic growth, taking into account the quantitative and 

qualitative indicators, found that improving their efficiency related to the level of employment, 

increase in the volume of capital, increasing the share of savings, efficiency of resource 

allocation. They, in turn, increase the qualitative characteristics of the index, which expresses 

the efficiency factors of economic growth in the country, such as the efficiency of labor on 

capital, capital intensity (coefficient ICOR), consumption of materials and energy intensity of the 

real economy, the volume of exports, and the competitiveness of production. In addition, the 

increase in growth factors is also associated with the development of stable political, social and 

ecological systems 
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ABSTRACT  

This article makes strong analytical investigatigation on socio-economic development of 

innovative tourism service in Uzbekistan. Systematic approach to the development of innovative 

tourism in various regions of country was stated as a major development factor while making 

better improvement facilities on sector. Major outcomes and some shortcomings of investigation 

were highlighted in order to make further investigation, Hence, we can conclude that, compared 

to other sectors of the economy, tourism can provide more jobs and lower foreign exchange 

earnings due to lower costs. Therefore, we want to elaborate on the bases of the scientific and 

theoretical analysis on the basis of a systematic approach to the theory of systems and the 

economic phenomena by interpreting the concept of "system". In our opinion, the development 

and implementation of measures to create and develop normative-legal basis for the formation of 

tourist clusters on the basis of these methods and methods serve as the driving force of the 

development of the tourism market. The existing social and economic relations in the modern 

tourism market are shaped and developed on the basis of globalization processes all over the 

world. 
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