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About the Journal

Overview

Pertanika Journal of Social Sciences & Humanities (JSSH) is the official journal of Universiti Putra Malaysia
published by UPM Press. It is an open-access online scientific journal which is free of charge. It publishes
the scientific outputs. It neither accepts nor commissions third party content.

Recognized internationally as the leading peer-reviewed interdisciplinary journal devoted to the
publication of original papers, it serves as a forum for practical approaches to improving quality in issues
pertaining to social and behavioural sciences as well as the humanities.

JSSH is a quarterly (March, June, September and December) periodical that considers for publication
original articles as per its scope. The journal publishes in English and it is open to authors around the
world regardless of the nationality.

The Journal is available world-wide.

Aims and scope

Pertanika Journal of Social Sciences & Humanities aims to develop as a pioneer journal for the social
sciences with a focus on emerging issues pertaining to the social and behavioural sciences as well as
the humanities.

Areas relevant to the scope of the journal include Social Sciences—Accounting, anthropology,
Archaeology and history, Architecture and habitat, Consumer and family economics, Economics,
Education, Finance, Geography, Law, Management studies, Media and communication studies, Political
sciences and public policy, Population studies, Psychology, Sociology, Technology management, Tourism;
Humanities—Arts and culture, Dance, Historical and civilisation studies, Language and Linguistics,
Literature, Music, Philosophy, Religious studies, Sports.

History

Pertanika was founded in 1978. A decision was made in 1992 to streamline Pertanika into three journals
as Journal of Tropical Agricultural Science, Journal of Science & Technology, and Journal of Social
Sciences & Humanities to meet the need for specialised journals in areas of study aligned with the
interdisciplinary strengths of the university.

After almost 25 years, as an interdisciplinary Journal of Social Sciences & Humanities, the revamped
journal focuses on research in social and behavioural sciences as well as the humanities, particularly in
the Asia Pacific region.

Goal of Pertanika
Our goal is to bring the highest quality research to the widest possible audience.

Quality

We aim for excellence, sustained by a responsible and professional approach to journal publishing.
Submissions are guaranteed to receive a decision within 14 weeks. The elapsed time from submission
to publication for the articles averages 5-6 months.

Abstracting and indexing of Pertanika

Pertanika is almost 40 years old; this accumulated knowledge has resulted in Pertanika JSSH being
abstracted and indexed in SCOPUS (Elsevier), Thomson (ISI) Web of Knowledge [BIOSIS & CAB Abstracts],
EBSCO & EBSCOhost, DOAJ, Cabell’s Directories, Google Scholar, MyAIS, ISC & Rubriq (Journal Guide).



Future vision

We are continuously improving access to our journal archives, content, and research services. We have
the drive to realise exciting new horizons that will benefit not only the academic community, but society
itself.

Citing journal articles
The abbreviation for Pertanika Journal of Social Sciences & Humanities is Pertanika J. Soc. Sci. Hum.

Publication policy

Pertanika policy prohibits an author from submitting the same manuscript for concurrent consideration
by two or more publications. It prohibits as well publication of any manuscript that has already been
published either in whole or substantial part elsewhere. It also does not permit publication of manuscript
that has been published in full in Proceedings.

Code of Ethics

The Pertanika Journals and Universiti Putra Malaysia takes seriously the responsibility of all of its
journal publications to reflect the highest in publication ethics. Thus all journals and journal editors are
expected to abide by the Journal’s codes of ethics. Refer to Pertanika’s Code of Ethics for full details, or
visit the Journal’s web link at http://www.pertanika.upm.edu.my/code_of_ethics.php

International Standard Serial Number (ISSN)

An ISSN is an 8-digit code used to identify periodicals such as journals of all kinds and on all media—print
and electronic. All Pertanika journals have ISSN as well as an e-ISSN.

Journal of Social Sciences & Humanities: ISSN 0128-7702 (Print); ISSN 2231-8534 (Online).

Lag time
A decision on acceptance or rejection of a manuscript is reached in 3 to 4 months (average 14 weeks).
The elapsed time from submission to publication for the articles averages 5-6 months.

Authorship

Authors are not permitted to add or remove any names from the authorship provided at the time of
initial submission without the consent of the Journal’s Chief Executive Editor.

Manuscript preparation
Refer to Pertanika’s INSTRUCTIONS TO AUTHORS at the back of this journal.

Most scientific papers are prepared according to a format called IMRAD. The term represents the first
letters of the words Introduction, Materials and Methods, Results, And, Discussion. IMRAD is simply
a more ‘defined’ version of the “IBC” [Introduction, Body, Conclusion] format used for all academic
writing. IMRAD indicates a pattern or format rather than a complete list of headings or components of
research papers; the missing parts of a paper are: Title, Authors, Keywords, Abstract, Conclusions, and
References. Additionally, some papers include Acknowledgments and Appendices.

The Introduction explains the scope and objective of the study in the light of current knowledge on the
subject; the Materials and Methods describes how the study was conducted; the Results section reports
what was found in the study; and the Discussion section explains meaning and significance of the results
and provides suggestions for future directions of research. The manuscript must be prepared according
to the Journal’s INSTRUCTIONS TO AUTHORS.

Editorial process

Authors are notified with an acknowledgement containing a Manuscript ID on receipt of a manuscript,
and upon the editorial decision regarding publication.
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Pertanika follows a double-blind peer-review process. Manuscripts deemed suitable for publication
are usually sent to reviewers. Authors are encouraged to suggest names of at least three potential

reviewers at the time of submission of their manuscript to Pertanika, but the editors will make the final
choice. The editors are not, however, bound by these suggestions.

Notification of the editorial decision is usually provided within ten to fourteen weeks from the receipt
of manuscript. Publication of solicited manuscripts is not guaranteed. In most cases, manuscripts are
accepted conditionally, pending an author’s revision of the material.

As articles are double-blind reviewed, material that might identify authorship of the paper should be
placed only on page 2 as described in the first-4 page format in Pertanika’s INSTRUCTIONS TO AUTHORS
given at the back of this journal.

The Journal’s peer-review

In the peer-review process, three referees independently evaluate the scientific quality of the submitted
manuscripts.

Peer reviewers are experts chosen by journal editors to provide written assessment of the strengths and
weaknesses of written research, with the aim of improving the reporting of research and identifying the
most appropriate and highest quality material for the journal.

Operating and review process

What happens to a manuscript once it is submitted to Pertanika? Typically, there are seven steps to the
editorial review process:

1. The Journal’s chief executive editor and the editorial board examine the paper to determine
whether it is appropriate for the journal and should be reviewed. If not appropriate, the
manuscript is rejected outright and the author is informed.

2. The chief executive editor sends the article-identifying information having been removed, to
three reviewers. Typically, one of these is from the Journal’s editorial board. Others are
specialists in the subject matter represented by the article. The chief executive editor asks
them to complete the review in three weeks.

Comments to authors are about the appropriateness and adequacy of the theoretical or
conceptual framework, literature review, method, results and discussion, and conclusions.
Reviewers often include suggestions for strengthening of the manuscript. Comments to the
editor are in the nature of the significance of the work and its potential contribution to the
literature.

3. The chief executive editor, in consultation with the editor-in-chief, examines the reviews and
decides whether to reject the manuscript, invite the author(s) to revise and resubmit the
manuscript, or seek additional reviews. Final acceptance or rejection rests with the Edito-
in-Chief, who reserves the right to refuse any material for publication. In rare instances,
the manuscript is accepted with almost no revision. Almost without exception, reviewers’
comments (to the author) are forwarded to the author. If a revision is indicated, the editor
provides guidelines for attending to the reviewers’ suggestions and perhaps additional advice
about revising the manuscript.

4. The authors decide whether and how to address the reviewers’ comments and criticisms and
the editor’s concerns. The authors return a revised version of the paper to the chief executive
editor along with specific information describing how they have answered’ the concerns
of the reviewers and the editor, usually in a tabular form. The author(s) may also submit
a rebuttal if there is a need especially when the author disagrees with certain comments
provided by reviewer(s).



The chief executive editor sends the revised paper out for re-review. Typically, at least one of
the original reviewers will be asked to examine the article.

When the reviewers have completed their work, the chief executive editor in consultation
with the editorial board and the editor-in-chief examine their comments and decide whether
the paper is ready to be published, needs another round of revisions, or should be rejected.

If the decision is to accept, an acceptance letter is sent to all the author(s), the paper is sent to
the Press. The article should appear in print in approximately three months.

The Publisher ensures that the paper adheres to the correct style (in-text citations, the
reference list, and tables are typical areas of concern, clarity, and grammar). The authors are
asked to respond to any minor queries by the Publisher. Following these corrections, page
proofs are mailed to the corresponding authors for their final approval. At this point, only
essential changes are accepted. Finally, the article appears in the pages of the Journal and is
posted on-line.
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Foreword

Welcome to the Fourth Issue 2017 of the Journal of Social Sciences and Humanities
(JSSH)!

The JSSH is an open-access journal of Social Sciences and Humanities, published by
Universiti Putra Malaysia Press. It is independently owned and managed by the university
on a non-profit basis for the benefit of the social science community.

This issue contains 26 articles consisting of one short communication, one case study
while the rest are research papers. The authors of these articles hail from Pakistan,
Malaysia, India, Mauritius, Thailand, Russia, Turkey, Iran, China, South Korea and
Indonesia.

The short communication in this issue looks at improved risks and benefits of assessment
tool for institutional review boards (Wei-Hong Lai, Tze-Ming Ho and Zainanda Zainal),
while the case study discusses language choice of Malaysian Tamil university students
in Facebook (Malarvizhi Sinayah, Thanalachime Perumal, Elanttamil Maruthai,
Paramasivam Muthusamy, Ponniamah Muniandy and Rajantheran Muniandy).

The research papers cover a wide range of topics. One examines spirituality at work
and organisational commitment of university teachers (Thakur, K., Singh, J. and Kaur,
P) while others examine the following: the CRM framework for higher education in
Mauritius (Roopchund, R. and Alsaid, L.); business model innovations transforming the
hotel industry and its implications for small and medium hotels in Mauritius (Goorah
&Panchoo); green product and consumer behaviour: an analytical study (Shamsi, M. S.
and Siddiqui, Z. S.); emotional intelligence: a study on academic professionals (Chitra
Krishnan, Richa Goel, Gurinder Singh , Chitra Bajpai , Priyanka Malik and Seema Sahai);
an empirical study to enquire the effectiveness of digital marketing in the challenging age
with reference to Indian economy (Richa Goel, Seema Sahai, Chitra Krishnan, Gurinder
Singh, Chitra Bajpai & Priyanka Malik); consumer awareness of digital payment with
special reference to the village area (Priyanka Malik, Gurinder Singh, Seema Sahai, &
Chitra Bajpai, Richa Goel and Chitra Krishnan); intercultural communication among the
local elites in Indonesia (a study of Banten province) (Karomani); estimation of future
paddy production and sustainable land allocation in Malaysia: a polynomial approach
(Subramaniam Munusamy, Yogambigai Rajamoorthy, and Khalid Abdul Rahim1);
Islamic background of Thai Muslim youth with Islamic ethical behaviour: a study of
Muslim youth in three southern border provinces of Thailand (Laeheem, K.); enhancing
learners’ sentence constructions via “wheel of grammar” (Grace Julan Chambers and
Melor Md. Yunus); barriers to implementing action research among Malaysian teachers
(S. Kanageswari Suppiah Shanmugam and Lee Shok Mee); aspirants’ agendas and party
ideology in newspaper political ads in Nigeria (Sharafa Dauda and Nik Norma Nik Hasan);



sociology of political support in Russia: the Ukraine crisis, Putin and the dynamics of
public opinion (Illia A. Bykov and Aleksey Kuzmin); the effect of medium on the message:
paper-and-pencil vs. electronic teacher corrective feedback (Maliheh Rezaei and Nasrin
Shokrpour); exploring teachers’ and parents’ perceptions on social inclusion practices in
Malaysia (Donnie Adams, Alma Harris and Michelle Suzette Jones); corporate governance
disclosure in Indonesia (Chaerul Djusman Djakman, Sylvia Veronica Siregar and Siti
Nurwahyuningsih Harahap); investigating task-induced involvement load and vocabulary
learning from the perspective of metacognition (Mark, Feng Teng); investigating the
educational offering in a quasi-autonomous Thai municipality (Peerasit Kamnuansilpa,
John Draper, Hirofumi Ando, and Narong Kiettikunwong); uncritical inference test in
developing basic knowledge and understanding in the learning of organic spectroscopy
(Cha Jeongho, Kan Su-Yin and Chia Poh Wai); EFL advanced adult learners’ use of English
modals in narrative composition (Laleh Khojasteh, Nasrin Shokrpour and Najmeh
Torabiardakani); the role of secure base and safe haven: a means of re-constructing the
broken-self in Yvonne Vera’s ‘under the tongue’ (Dodhy, S., Kaur, H., Yahya, W. R. W. and
Bahar, I. B.); exploring factors for pedestrian fatalities at junctions in Malaysia (Rizati
Hamidun, Azzuhana Roslan and Rohayu Sarani); and the influence of product quality and
service quality on house buyer’s satisfaction in prima home (Aziam Mustafa, Nasriyah
Adnan and Siti Salwana Mohd Nawayai).

The papers are intriguing, thought-provoking and have set new milestones. Please
recommend the journal to your colleagues and students who would find its contents
useful for their research.

| would like to express my gratitude to all the contributors who have made this issue
possible including the reviewers and editors. Last but not least, the editorial assistance
of the journal division staff is fully appreciated.

The JSSH is currently accepting manuscripts, for its upcoming issues, based on original
gualitative or quantitative research, that opens new areas of inquiry and investigation.

Chief Executive Editor
Nayan Deep S. KANWAL, FRSA, ABIM, AMIS, Ph.D.

nayan@upm.my
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A Study of Spirituality at Work and Organisational Commitment
of University Teachers

Thakur, K.'**, Singh, J.* and Kaur, P.'?
'Research Scholar, I. K. Gujral Punjab Technical University, Jalandhar - Kapurthala Highway,
VPO - Ibban, Kapurthala, India

’Lovely Professional University, Jalandhar - Delhi G.T. Road, Phagwara, Punjab, India
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ABSTRACT

Organisations today are not only concerned with skills and qualifications of employees
but are also looking for workforce who can integrate their body, mind and soul with the
work and maintain cordial work relationships. Incorporating spirituality at the workplace
has now become an important need of the day. The present study is intended to explore the
relationship between demographic profiles of individuals and spirituality at the workplace.
Further, this study focuses on the relationship between organisational commitment and
spirituality at work. For the present study, descriptive research design was used and data
was collected using questionnaire containing items on both constructs. The study findings
outline that gender has a significant impact on sense of community while age bears no
impact on this factor. In contrast, age has a significant impact on intention to stay whereas
gender has no impact on one’s intention to stay. Additionally, spirituality at work and
organisational commitment are found to have considerable relationship. Spirituality at
work can be compared with other aspects such as leadership styles, work-life balance,
organisation citizenship behaviour and organisation culture. This research can further be
extended to other industries and an industry wise analysis can be carried out.
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have more positive values like responsibility,
justice, and mutuality. According to
Khasawneh (2011), spirituality at work is an
endeavor to discover the extreme objective
in persons for working in their life, so as
to build a strong relationship between the
individual and the organisation. Spirituality
at the workplace is also a key component
of organisational success. In view of this,
many employees are looking for a work
environment that is more meaningful to
them, in which they feel more connected to
work (Riordan & Griffeth, 1995). Spiritual
organisations value and respect the beliefs
of their employees and are comparatively
more creative, competent and profitable
(Marschke, Preziosi, & Harrington, 2009).
In essence, spirituality at work is the feeling
of belongingness towards the organisation.
Spirituality and organisational commitment
are also very much interlinked.
Organisational commitment refers to the
involvement and dedication, sincerity
and the job the employee is performing,
which should be very effective and make
him / her an effective employee (Bielby,
1992; Shaw & Reyes, 1992; Valentine
& Barnett, 2003). Spirituality at work
and organisational commitment are two
essential aspects of an employee work life
(Grant, O’Neil, & Stephens, 2004; Suarez
& Michel, 2015). An employee must
possess appropriate knowledge, skills and
attitude to contribute in achievement in an
organisation’s stated objectives. Thus, in
order to align an individual’s objective with
the organisation’s mission and to bring out
the best out of the employee, organisations
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are emphasising on activities which provide
a sense of belongingness to the employees.
It is not only the religious belief or activity
which is needed by the employee. It can
also be the culture which gets adopted
at the workplace and the organisation.
For example, Air India is seen to follow
the Indian culture and represents Indian
tradition which creates a fellowship and trust
among the company employees as well as
their customers.

Similarly, large corporate organisations,
namely, Google, Amazon and Facebook
have adopted some of the finest human
resource practices for their employees,
such as favorable working conditions and
celebrations of various festivals during
working hours which create satisfaction and
a sense of connection among employees and
the organisations. Hence, human resource
management policies must be oriented to
maximise employees’ good experience at the
workplace, which further automatically lead
to employee commitment with increased
productivity and goodwill.

Literature Review

According to Beheshtifar and Zare (2013),
spirituality at work fulfills employees’
ultimate purpose of life. Garcia-Zamor
(2003) also point out that spirituality leads
to employee happiness and feeling of
belonging to the organisation, which in turn
lead to productivity, effectiveness as well
as job satisfaction. Pawar (2009) suggests
the comprehensive model of spirituality at
work spanning around focal points, such
as individual, organisation and group.
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Milliman, Czaplewski, and Ferguson (2003)
argue that attitude has a direct and major
part in spirituality at work. Further, Corner
(2009) point out that employees should
feel free to express their spirituality at the
workplace. According to Altaf and Awan
(2011), employees who can freely express
their spiritual beliefs at the workplace
unquestionably develop an affection with
the firm. Meanwhile, Cullinan, Bline, Farrar
and Lowe (2008) found that individuals with
stronger organisational commitment are less
likely to engage in behaviours which are
detrimental to the organisation’s interests.
They further suggest that dimensions of
organisational stress such as role conflict
and role ambiguity have a significant
influence on the organisational commitment
(Biswas & Biswas, 2010).

Groen (2001)’s study explain that
one can be spiritually infused when the
leadership within the organisation is
also spiritually infused on both internal
and external aspects of leadership. This
is also supported by Cheng, Jiang and
Riley (2003) who found supervisory
commitment to have considerable impact on
employee behavioural outcome. According
to Luis Daniel (2010), companies are
increasingly incorporating the aspect of
spirituality within their organisations in
order to create a better environment for
their employees. When team members
embrace and experience spirituality at work,
some important attributes such as trust,
creativity and respect can be found within
the organization, with positive consequence
on team effectiveness. Gotsis and Kortezi

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)

(2008) postulate that spirituality at work
encompasses two important variables
- one is character and the other is well-
being. Likewise, Jurkiewicz and Giacalone
(2004) explain the importance of value
of the organisation for employees’ self-
development as well as for the development
of the organisation. Hence, in order to
achieve high productivity and effectiveness,
employees and the organisation should
have a common value for which they
work together. Values, when linked with
spirituality within an organisation will yield
job satisfaction and high retention rate, with
other variables fulfilling its importance.
Kolodinsky, Giacalone, and Jurkiewicz’s
(2008) study examined the positive
relationship of organisational spirituality
with job involvement, organisational
identification and rewards satisfaction.
The study proposed that workers ought
to encourage their employers to follow
spiritual values, regardless of whether the
employees themselves observe this form
of spirituality. Suarez and Michel (2015)
mention that employees’ spirituality creates
a unified harmony with the workplace,
where leadership and motivation increase
as a result of trust, spirituality and prayer.
Further, Dhiman and Marques (2011)
argue that organisations which carry the
spiritual mindset are more prosperous,
have contented employees and are more
responsive towards their environmental
accountabilities.

Meyer and Allen (1991) describe three
components of organisation commitment
viz. affective, continuance and normative.
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Affective commitment explains emotional
attachment of employees with their
organisation. while staying committed to the
organisation because the employee has aneed
to do so is called continuance commitment.
The employee is aware of the cost associated
with leaving the organisation. In case of
normative commitment, the employee feels
it obligatory or a moral duty to stay with
the organisation. As workers age, there are
less options for alternative employment,
thus, there is a tendency to stay longer with
their current organisation (Mathieu & Zajac,
1990). Furthermore, older employees stay
longer because they have invested more
time into the organisation as compared
to young individuals (Dunham, Grube,
& Castaneda, 1994). Similarly, Hellman
(1997) also discovered that with increasing
age, federal employees were less likely to
leave the organisation.

According to Rego and Pina e Cunha
(2008) and Badrinarayanan and Madhavaram
(2008), people experiencing spirituality
at work are more affectively committed
to their organisations, are more loyal and
have a sense of obligation. Improvements
in spiritual climates of the firm can foster
organisational commitment, leading to
improved organisational performance.
Further, Thakur and Singh (2016) mention
that a culture can be developed in which
employees feel more connected to each
other. By clearly defining the mission and
vision of an organisation and by becoming
an ethical organisation, workers’ faith can be
developed and maintained. Providing a clear
growth path in the organisational ladder and
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empowering the subordinates are effective
ways to win employee trust. If organisations
are able to align the individual’s values and
objectives with organisational mission and
vision, the firm / organisation can become
more productive and successful.

Rationale of the Study

Education is a core sector for achieving the
objective of employment; it is a platform
which provides the best human resource
capital for social and business endeavours.
For example, in India, by 2020, this resource
capital will be the second largest graduate
talent pipeline globally, as predicted by
India Brand Equity Foundation. One of
the research requirements for spirituality
at the workplace construct is that it is
still lacking in theoretical base and needs
to be studied with other organisational
behaviour variables such as organisation
commitment, employee engagement and
deviant workplace behaviour. The present
study is focused on the teaching faculty
of Punjab, the only university from where
teachers (the sample) were selected for the
study.

Objectives

* To study the relationship between
the demographic profile / age and
spirituality at work of teachers in
universities of Punjab.

* To study the relationship between
spirituality at work and organisational
commitment.

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)
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Hypotheses

Hy,: There is no significant relation between
gender and organisational commitment.

Hy,: There is no significant relation between
gender and spirituality at work.

Hy;: There is no significant relation between
age and organisational commitment.

Hy4: There is no significant relation between
age and spirituality at work.

Hos: There is no significant relation
between spirituality and organisational
commitment.

METHODOLOGY

In order to address the objectives framed
for the study, descriptive research was
carried out. A structured questionnaire
was administered among 120 respondents
who were selected using stratified random
sampling. Out of the responses received, 85
questionnaires were valid. Data analysis was
done using the SPSS tool. Factor analysis,
t-test, one-way ANOVA and correlation
analysis were run to analyse the data.

Data Analysis and Findings

Initially a study was conducted on 50
teachers in order to check the validity
of the questionnaire in which definition
of face, content, construct and criterion
were considered. Results showed that
question framing was done using complex

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)

English language. Therefore, language
was further simplified to suit respondents’
comprehension level. Subsequently, the
survey was administered again - Cronbach’s
alpha value was of acceptable range,
demonstrating reliability of the instrument

used.
Table 1
Reliability analysis
Reliability Statistics
Cronbach's Alpha N of Items
.881 42

Factor Analysis for Spirituality at Work.
The Kaiser-Meyer-Olkin Measure of
Sampling Adequacy is 0.865, which is
greater than 0.7, therefore, the data is
acceptable. In total, 64.039% variance is
explained by three factors, while the other
questions have relatively less contribution.
Therefore, three factors have been framed
which define the best value for spirituality
at work. The significance value of each
question is determined and is greater than
0.5. The factors taken are as follows:

Factor 1 includes questions 3, 6, 8,9, 11,
13, 15, 17and 18 which is stated as sense of
community. Factor 2 includes questions 1,
2,4,5,7,10, 12 and 14 which is stated as
congruence with organisation values. Factor
3 comprises question 16 which is stated
under mystical experience.

1505



Thakur, K., Singh, J. and Kaur, P.

Table 2
KMO and Bartlett s test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.865
Rotated Component Matrix®
Component

1 2 3
1 feel that I am at the right place where I actually wanted to work. 0.811
1 share a strong sense of purpose and meaning with my co-workers 0.780
about our work.
There is a real sense of trust and personal connection between my co- 0.723
workers and I.
My subordinates inspire and guide me at work. 0.719
Sometimes, I experience unmatched energy at work. 0.680
1 feel myself as part of the community at work. 0.621
My work will help me achieve my mission in life. 0.595 -0.537
My work fulfills my livelihood. 0.587
My connection with the greater source has a positive impact on my 0.517 0.503
work.
1 am passionate about my work. 0.829
My work is meaningful. 0.750
Sometimes, I am highly motivated at work. 0.744
My everyday work decisions are based on my spiritual beliefs. 0.712
1 am grateful to be involved in my present work. 0.706
Sometimes during work, I completely forget about sense of time. 0.618
There are moments when I feel complete joy at work. 0.609
My values and beliefs match with my work. 0.580
Sometimes, at work [ feel everything is blissful. 0.918

Extraction Method: Principal Component Analysis

Rotation Method: Varimax with Kaiser Normalization

a. Rotation converged in 5 iterations

Organisational Commitment. The
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy is 0.743 which is greater than
0.7, therefore the data is acceptable. A
total of 72.221% variance is explained by
seven factors, while the other questions
have a negligible value. As such, seven
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factors have been framed which define the
best value for organisational commitment.
The significance value of each item has
been determined and is greater than 0.5.
The factors taken are as follows: Factor 4
includes questions 28, 29, 32, 34, and 41,
which is stated as “intention to stay”. Factor

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)
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5 includes question 26, 30, 33, 35, 36, and
37 which is stated “intention to leave”.
Factor 6 includes question 19, 38, 40, and
42 which is stated as “loyalty”. Factor 7
includes questions 23 and 24, which is
stated as “not connected with organisation”.

Table 3
KMO and Bartlett s test

Factor 8 includes questions 25 and 31, which
is stated as “necessity to stay”. Factor 9
includes questions 20 and 21, which is stated
as “connectedness”.

Factor 10 includes question 22, which
is stated as “easy switching”, the others are
neglected due to low significance value.

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy

0.743

Rotated Component Matrix®

Component

2 3 4 5 6 7

I feel that I have very few options to 0.805

consider if I want to leave this organisation.

Leaving the current organisation will 0.785

disturb many aspects of my life.

Currently, it would be really difficult for me
to leave my organisation, even if I wanted
to.

0.769

1 will continue to work in this organisation ~ 0.739
because other organisations may not provide

or match the benefits that I have here.

Staying with an organisation for most of the  0.671
career is a good thing.

1 would not leave this job even if I get a
better offer elsewhere.

After leaving this organization, I may not
have other alternatives available.
Employees cannot be always loyal to their
organisation.

Leaving my current organisation would be
too costly for me.

Shifting job from one organisation to
another is not unethical.

Moving jobs from one firm to another is very
common nowadays.

1 am not too attached to my organisation.

0.803

0.751

0.742

0.660

0.648

-0.504

0.523 0.521

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)
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Table 3 (continue)

One of the major reasons I continue to work
in this organisation is that I believe loyalty
is important and therefore, I feel a sense of
moral obligation to remain.
Remaining loyal to one’s organisation is
always rewarding.

Things were better in the days when people
stayed in one organisation for most of their
profession.

To be a company man is not considered to
be sensible anymore.
1 am not emotionally connected with my
organisation.

There is no family-like feeling in my
organisation
Right now, staying with my organisation is a
matter of necessity as much as desire.

This organisation has a great deal of
personal meaning for me.
1 am not afraid of what might happen if [
quit my job without having another one.
1 enjoy discussing about my organisation
with people outside.
1 really feel as if this organisation’s
problems are my own.

1 think that I could easily become as
attached to another organisation as [ am to
this one.

Extraction Method: Principal Component
Analysis

Rotation Method: Varimax with Kaiser
Normalization

a. Rotation converged in 25 iterations

0.830
0.829
0.603
0.579
0.908
0.858
0.609
0.600
0.718
0.524 0.564

0.821

Normality. Normality test shows which
factors explain both workplace spirituality
and organisational commitment. Sense of
community and intention to stay have the
highest significance value which make these
as major factors. All the other factors have
low significance value, and are therefore,
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considered to be less effective. For the
major factors, t-test and one way ANOVA.
(p>0.05) was performed.

T-Test and One Way ANOVA

Sense of community. In the t-test, (2-tailed),
the significance value is less than 0.05, so,

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)
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the null hypothesis is rejected (Hy, means
that there is a significant relationship
between gender and sense of community).
The results show that males feel a higher
sense of community compared to females.
In the one way ANOVA, the significance

value, p is 0.093, which is greater than
0.05, so, the null hypothesis is accepted
(Hy4 means that there is no significant
relationship between age and sense of
community).

Table 4
Significance of difference in sense of community and intention to stay experiences between males and
females
Factor Gender Mean Std. Deviation  t-value  p-value Inference
Sense of Community Male 42711 .59058 2.966 .004 Significant
Female 3.8698  .64591
Intention to Stay Male 3.8200 .73651 2.375 .020 Significant
Female 3.4000 .88915
Intention to stay. In the t-test, (2-tailed), the = Correlations

significance value is greater than 0.05, so,
the null hypothesis is accepted (H,, means
that there is no significant relationship
between gender and intention to stay. Males
feel higher intention to stay compared
females.

In the one way ANOVA, significance
value, p is 0.02, which is less than 0.05,
so, the null hypothesis is rejected (Hg;
means that there is a significant relationship
between age and intention to stay).

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)

The Pearson correlation value varies from
+1 to -1, its value indicates the direction and
strength of the relation between variables.
The sig. (2-tailed) value is 0.00 < 0.05, so,
the null hypothesis is rejected (Hys means
that there is a significant relationship
between the sense of community and
intention to stay. Through the analysis of
Table 5, it is clear that sense of community
is highly correlated with congruence and
correlates normally with intention to stay,
loyalty, and necessity to stay. Intention
to leave is negatively correlated with
connectedness and mystical experience.
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Regression. The R value represents the
simple correlation between intention to
stay (organisation commitment major
variable) and spirituality at work variables
(sense of community, congruence, mystical
experience) that is 0.596, which indicates
average degree of correlation. The R
square value indicates that spirituality at
work accounts for 35.6% of variation in

Table 6
Intention to stay

organisation commitment; the balance
64.4% variation is explained by other factors
- intention to stay = 1.131 + (0.778*sense
of community) + (+0.293*congruence) +
(0.082*mystical exp).

Based on the complete analysis, null
hypothesis is rejected and a significant
relationship exists between spirituality at
work and organisational commitment.

Model Summary

Model R R Square Adjusted R Square Std. Error of the
Estimate
1 .596° .356 332 67384
a. Predictors: (Constant), Mystical Exp, Sense of Community, Congruence
Coefficients®
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 1.131 .529 2.140 .035
Sense of .999 174 778 5.734 .000
Communnity
Congruence -.394 183 -.293 -2.155 .034
Mystical Exp .015 .017 .082 914 .363

a. Dependent Variable: Intention to stay

RESULTS AND DISCUSSION

The first part of data using factor analysis
suggests that the three major factors
contributing mainly to spirituality at work
are sense of community, congruence with
organisation values and mystical experience.
Organisation commitment factors are
intention to stay, intention to leave, loyalty,
not connected with organisation, necessity to
stay, connectedness and easy switching. The
study reveals that gender has a significant

Pertanika J. Soc. Sci. & Hum. 25 (4): 1501 - 1514 (2017)

impact on spirituality at work, whereby,
males experience higher spirituality at work
(sense of community) compared to their
female colleagues. In contrast, organisation
commitment is independent of gender,
but males have slightly higher intention
to stay compared to females. Spirituality
at work does not vary with age; in other
words, employees at any age can remain
fully attached to his / her workplace. In
contrary, organisation commitment of the
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employees varies as their tenure increases
in the organisation, as supported by Mathieu
and Zajac (1990); Dunham et al. (1994) and
Hellman (1997). Further, the results confirm
that if employees feel connected to the
workplace, there is no doubt that they will
be committed and trustworthy employees,
as proven by Kolodinsky et al. (2008)
and Rego and Pina e Cunha (2008). Sense
of community is also highly influenced
by congruence to organisational values
(Beheshtifar & Zare, 2013; Jurkiewicz &
Giacalone, 2004; Thakur & Singh, 2016).
These results can assist policy makers
to avoid stereotyping, especially on the
basis of gender and age. In addition, these
results can help managers understand
the differential needs and behaviour of
their employees, which in turn, will lead
to retention, commitment and greater
productivity at the workplace.

CONCLUSION

After empirical analysis, it is concluded
that spirituality at work has a considerable
impact on organisational commitment.
There is a significant relationship between
sense of community and intention to stay,
which emphasise the role of effective
teams and groups in increasing the stay of
an employee in the organisation. Further,
it is evident that intention to stay in an
organisation is not dependent on gender.
Furthermore, sense of community and
willingness to stay in the organisation is
also independent of age groups. On the other
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hand, there is a relation between age and
intention to stay; that means, different age
groups have different priorities to remain
within an organisation.

LIMITATION AND FUTURE SCOPE
OF STUDY

Location is always a constraint; it is a
challenging task to include respondents
in uniformity. There are issues of access
to information in some universities,
where employees are reluctant to share
the information. To further confirm these
findings, more research can be carried
on various other demographic factors
such as marital status, tenure and income.
Spirituality at work can also be related
to other organisational constructs such as
deviant workplace behaviour, and happiness
at work
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ABSTRACT

This research paper provides a conceptual CRM framework that may be used by public

universities in Mauritius for managing student relationships. Several important components

have been identified for improving relationships with students based on a survey carried

out with students and staff in the different public universities in Mauritius. The research

findings show that people integrity and trust, communication and adaptation, facilitation

and support, technological support and student engagement activities are the most important
factors for improving relationship building. The rationale of the study is built upon the

increasing number of student complaints and problems in the public universities. The
research outcome will be highly beneficial for the different stakeholders in higher education.
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INTRODUCTION

There are four public universities in
Mauritius, namely, University of Mauritius,
University of Technology Mauritius, Open
University and Université des Mascareignes.
The oldest university is University of
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Mauritius, which has been in existence
for more than 50 years. There have been
many recent press articles making reference
to student outcry regarding the quality
of student services and support offered
(David, 2016). According to ACCRAO
(2016), more than 43% of American
universities are adopting some form of
Customer Relationship Management (CRM)
and the remaining are considering the
implementation of one. The Hanover
Research also stresses on the need for
improving student satisfaction and the need
to use technology for enhancing student



Roopchund, R. and Alsaid, L.

learning in higher education (“Trends in
higher”, 2014). In the Mauritian context, the
Tertiary Education Commission of Mauritius
has also pointed out some weaknesses in the
different public universities (“Participation
in tertiary”, 2016). Virgiyanti, Hassan,
Bakar, and Tufail (2010) support the fact
that CRM is well established in the domain
of universities. The main proposition of
using CRM in higher education is that it
is easier to retain existing students than to
attract new ones. The present research will
seek to develop a CRM framework that may
prove to be highly useful to the academic
community at large.

Amoako, Arthur, Christiana, and Katah
(2012) postulate that in order to achieve
customer satisfaction, CRM needs to
comprehend and induce the behavior of a
customer and to determine customer needs.
CRM is also defined as a comprehensive
approach for creating, maintaining
and expanding customer relationships.
Kuper (2014) claims that non-traditional
students, when selecting an institution of
higher education show the same service
expectations as they do when making any
other major purchase. Students have high
expectations be—fore, during and after
enrolment for the service they receive as
shown in studies that look at what they
want from higher education providers.
This particular view bolsters the need for
universities to have CRM system in place.

Kotler and Fox (1995) point out
the growing importance of marketing
research and segmentation in the field of
higher education. As such, universities
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are refocusing their strategies to be more
market and customer-oriented and are
continuously responding to student needs
and requirements, so as to enhance their
competitive positions. Universities have
set up dedicated student affairs office and
international office to be closer to the
students and increase student engagement
and loyalty.

The debate on the application of
marketing principle in higher education took
momentum in the early 1990s (Hemsley-
Brown & Oplatka, 2006; Sharrock, 2000).
However, some academics are not convinced
about the application of marketing in the
field of higher education. Many stakeholders
are also against the philosophy of treating
students as customers, similar to the business
context as they believe that it contradicts
with educational values.

Scott (2000) believes that universities
have been traditionally segregated with a
narrowed vocation. He views globalisation
as the most important challenge which has
brought a paradigm shift in the overall
functioning and philosophy of universities.
It may also be deduced that it has even
shaped the whole character of modern
universities. This shift has been addressed
by Carlson (1964) as a transition from
“domesticated environment” before 1990s
to a “wild environment” after this time
(Preedy, Glatter, & Wise, 2003, p. 125-128).
This paradigm shift is the key trigger for the
development of CRM. Though Mauritian
universities are younger in comparison
to many traditional and long standing
universities, the impact of globalisation and

Pertanika J. Soc. Sci. & Hum. 25 (4): 1515 - 1528 (2017)
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marketisation is nonetheless, being felt, as
more universities are fighting from the same
pool of students. All universities nowadays
are aggressively marketing their courses
to attract the highest number of students.
Hence, the research question that emanates
logically is the assessment of the impact of
globalisation and internationalisation for
public universities.

It is important to further the discussion
on the impact of globalisation on public
universities, just as in other business sectors.
Marginson and Van der Wende (2009) claim
that higher education has always been
more internationally open to globalisation
than other sectors. The fundamentals
of globalisation in higher education are
prevalent and multifaceted. It is estimated
that more than 1.6 million students
study abroad, with more than 547,000
studying in the United States (Pimpa,
2003). Consequently, global competition
in the choice of universities has emerged.
The issues and consequences of global
marketisation of higher education and
privatisation (Arimoto, 1997; Kwong, 2000)
have been discussed in the context of a
number of important concerns, problems of
increasing competition between institutions,
nationally and internationally (Allen & Shen,
1999; Conway, Anderson, Larsen, Donnelly,
McDaniel, McClelland, & Logie, 1994;
Kemp, Madden, & Simpson, 1998), funding
issues (Brookes, 2003), and widening
participation or social segmentation (Ball,
Davies, David, & Reay, 2002; Brookes,
2003; Farr, 2003; Reay, Ball, & David,
2002). It is true that public universities may

Pertanika J. Soc. Sci. & Hum. 25 (4): 1515 - 1528 (2017)

not compare with international brands such
as Oxford and Cambridge. However, to
realise the dream of becoming an education
hub, Mauritius should benchmark the best
practices in terms of student engagement
and student life. Public universities should
also learn from the mistakes and problems of
old universities, and provide state-of-the-art
services and facilities to students.

Higher education in Mauritius has
a serious quality problem (“Ile maurice:
Etudes”, 2015). In the present competitive
academic environment students have many
options available to them. Therefore, it
is important to study factors that enable
educational institutions to attract and retain
students. Higher education institutions
which want to gain competitive edge in
future may need to begin searching for
effective and creative ways to attract,
retain and foster stronger relationship with
students, thus, making it necessary to invest
in CRM for improvement.

In response to the current information
age, a new term has been introduced, that
is, informationisation — the development
and expansion of information technology,
besides globalisation. It has created a highly
competitive and global environment for
universities, resulting in a marked increase
in on-the-spot free information about study
programs, college amenities and ranking
available to potential students who have
become choosy about their studies (King,
2008). The use of technology for improving
student experience is discussed later in the
literature review. This view emanates from
the sixth stream of CRM discussed under
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the origins of CRM. This is also reflected
in the investment of technology in public
universities, such as Maclab at Open
University.

As a result of increasing globalisation,
informationisation and other factors,
including novel ways of delivering
education, work force requirements and
population demographics (King, 2008), it is
of little surprise if university management
and policy makers have started thinking
of strategic planning in order to develop
and maintain a smart balance between the
institutions’ capabilities and objectives
and their changing external environments.
An important conveyor is the university’s
mission statement to the society, a marketing
policy, which is a central part of this strategic
planning. Adopting such a philosophy may
help Mauritius achieve the objective of a
global education hub.

From the wave of globalisation, there is
the need for universities to be more customer
centric. Achieving students’ satisfaction will
take such institutions to the point that a long-
standing relationship can be established in
which both sides, students and universities,
can take advantages of. According to Pausits
(2007, p. 13), “relationships take on the
character of companions for life”, given that
life-long learning approach in the current
world has made students to not only study at
the university once, but also to have recourse
to the institution again and again over time.
To stress the importance of relationship in
higher education, Pausits (2007, p. 125-
126) has also stated that higher education
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institutions should no longer hold the
attitude of being “ivory towers”, thus, need
to transform themselves into “relationship-
based organizations.”

However, marketing education
literature has not developed uniformly and
there is an overall lack of development of
theoretical models that are clearly adapted
to educational services (Hemsley-Brown &
Oplatka, 2006). As Oplatka and Hemsley-
Brown (2004) point out, when literature
originated in the 80s, it was basically
theory and norms oriented, based on the
application of models initially conceived for
business, especially those from marketing
communication, to the promotion of
educational institutions. Later, the debate
shifted to consider whether students fitted
into the ‘customer’ label or whether it was
about ‘product’s that educational institutions
‘offered’ to the labour market (Conway et
al., 1994; Emery, Kramer, & Tian, 2001).
This debate has already been clarified in the
preceding section.

Similarly, Nicolescu (2009) too supports
the adoption of more market-oriented and
business-like competitive edge in their
market. Marketing plans and market-
oriented perspective in a university are
positively correlated, a market-oriented
mode cannot be achieved by merely adding
amarketing position or office in a university.
According to Preedy et al. (2003, p. 125-
128), the concept of marketing for most
educationists is an imported, even an alien
concept, with a wide range of interpretation
of marketing among education experts.
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Wilkins, Stephens Balakrishnan
and Huisman (2012) suggest that many
institutions of higher education have
evaluated their service quality performance
through internal feedback systems. However,
little has been elaborated from a real CRM
perspective. Higher education should make
use of social CRM — use of social media
tools and techniques to achieve marketing
objectives. Another important concept that
will be elaborated further is the concept of
student relationship management (Trocchia,
Finney, & Finney, 2013; Zhou, Lu, & Wang,
2011).

This section of the literature clearly
identifies the literature gap as there is a lack
of theoretical models adapted to education.
It also outlines that globalisation and
competition, have resulted in a dire need for
relationship building to achieve competitive
edge. There is a drive for educational
institutions to achieve excellence and
effective positioning.

Some research effort in the choice of
higher education or consumer behavior has
principally been influenced by the individual
institution’s need to predict the long term
impact of choice and to understand the main
factors involved in student choice (Farr,
2003). Educational institutions should also
apply CRM to better know and understand
their customers (Daradoumis, Rodriguez-
Ardura, Faulin, Juan, Xhafa, & Martinez-
Lopez, 2010). Additionally, the influence
of technology on CRM has been highly
significant (Hidayanto & Budiardjo, 2015),
and reference is made to the use of Web 2.0
for higher interactivity with students.

Pertanika J. Soc. Sci. & Hum. 25 (4): 1515 - 1528 (2017)

A recent study by the American
Association of Collegiate Registrars
and Admissions Officers (AACRAO,
n.d.) considered the application of CRM
in American universities. The survey
was conducted with 603 admissions and
enrolment management officers. From the
survey, it was observed that 64% practised at
least one means of CRM in their institution.
This implies that CRM is well established
in developed economies. Another interesting
finding is that 42% of institutions who do
not have one are considering one. It may
also be true for the public universities in
Mauritius. Further findings establish that
few institutions are using CRM to provide
lifecycle management support. The majority
of users (59%) indicate that their institution
has been “moderately successful” in the
overall use of the CRM. It is obvious that
CRM applications are widespread and are
available in many countries. Mauritius
is a small island that has the potential of
becoming a knowledge hub and therefore,
should tap on the potential benefits that
the implementation of CRM may bring.
However, there is no literature available
related to the application of CRM in the
local context. There is some reference of
its application in commercial sectors such
as tourism and banking. The literature
reflects that there is a huge potential for
the use of CRM in public universities in
recruitment, marketing and communication
with students. It is interesting to note that in
the United States, 64% of universities claim
to have at least one form of CRM. Thus,
there is need for government support to
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improve the infrastructure, which may help
to reduce costs of operations, as explained
earlier.

Kordupleski, Rust and Zahorik (1993)
have also identified the importance of quality
service provision and increased market share,
and claim that good service quality leads to
satisfied customers spreading positive word
of mouth. This may consequently lead to
higher market share. This also confirms
that students are more likely to continue
their enrolment in educational institutions
which meet students’ expectations for
service quality. Another variable identified
by other researchers like Berry (1983),
Morgan and Hunt (1994) is CRM, a key
driver of customer satisfaction. CRM
principles are endowed with a strategic
focus for highlighting and finding sources
of value for the customer and to fulfil his /
her satisfaction. As a norm, the process of
CRM uses information from the customers
to manufacture and deliver innovative
offerings to them (Berry, 1983).

In studies carried out by Berry
(1983), and Morgan and Hung (1994),
the researchers identified the long-run
value of potential and current customers
within service context and observed a
boost in earnings of shareholders’ wealth
if marketing activities were to be directed
towards maintaining and improving long
lasting company-customer relationships.
Vargo and Lusch (2004) also confirmed
in their research that CRM principles
help organisations to foster a culture that
creates value for the shareholders and
utility for customers. Payne (2006) in his
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handbook of CRM notes the rise of CRM
activities, emphasise a focus on profitable
customers and explain how rising industry
and competitive characteristics have made
CRM a holistic strategic approach to
manage customer relationships, creating
satisfied customers and thus maximising the
shareholder value.

In the context of higher education,
universities are increasingly being identified
as service providers and, as such, they are
finding themselves focusing more and more
on the needs of their students (Gruber,
Lowrie, Brodowsky, Reppel, Voss, &
Chowdhury, 2012). Understandably, college
students have needs they seek to fulfill as
they enrol at higher education institutions.
Student needs satisfaction have many
categories, but those that take precedence in
the retention literature are financial (Wetzel,
O’Toole, & Peterson, 1999), social (Bean &
Eaton, 2001; Terenzini & Pascarella, 1977)
and post-graduation career assistance.

There are several studies that have
been carried out related to the subject of
CRM in the Mauritian context. A study
by Juwaheer (2000) clearly mentioned
the lack of understanding of relationship
marketing in Mauritius. The study was
related to CRM in the service sector. Some
of the interesting findings of the study were
that more than 60% of the respondents
claimed to have a database about their
customers. About 52% of the respondents
claimed that the aim of CRM is to increase
loyalty of customers. Another research by
Kandampully, Juwaheer and Hu (2011)
showed that there is a positive correlation
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between service quality and loyalty in the
hotel industry. Subsequently, there have
been studies related to testing the effect of
CRM on loyalty. However, the contextual
contribution is the application of CRM in
higher education. Studies and research in
higher education have focused more on
internationalisation and service quality
evaluation. Another field which has elicited
interest is that of the implementation of
TQM. A study by Claude Ah Teck and
Starr (2013) analysed the perceptions
related to Total Quality Management
for school improvement. The Human
Resource Development Council has also
organised academic conferences on the
internationalisation of higher education.
Earlier some discussions on the drivers of
CRM made reference to globalisation and
internationalisation of higher education.
Teeroovengadum, Kamalanabhan, and
Seebaluck (2016) have made reference to the
development of HESQUAL for measuring
service quality in higher education through
the use of both qualitative and quantitative
research.

Many hotels in Mauritius have adopted
the CRM strategy to survive the new
dynamics of global competition (Oogarah-
Hanuman & Naicker, 2016). Claiming to
have a CRM strategy is not enough, more
important is to gauge how effective the
strategy has been for the hotel. A good
strategy without proper execution is bound
to fail. So, implementation is a major phase
within the adoption process. Conceptually,
CRM has been widely embraced by
businesses. In practice, however, examples
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of success contrast with anecdotes where
the diffusion of CRM into organisations
continue to be a slow process and/or where
CRM implementation outcomes have fallen
short of expectations.

Successful implementation depends
on a number of factors such as fit-between
of a firm’s CRM strategy and programmes
and its broader marketing strategy, and
intra-organisational and inter-organisational
cooperation and coordination among entities
involved in implementation (Oogarah-
Hanuman & Naicker, 2016).

METHODOLOGY

The research is based on a survey carried
on students and lecturers. The sample
chosen for this study is 370, based on
the matrix of a well-defined population
by Krejcie and Morgan (1970). Stratified
sampling technique was used for greater
representativeness. Another survey with 30
staff (academic and non-academic) was
carried out for purposes of triangulation.
Interviews were also carried out but
not included in this research report. A
positivist research approach was adopted for
higher generalisation at a larger scale. The
Cronbach alpha for the different scales used
was more than 0.7, therefore, highly reliable.

RESULTS AND DISCUSSION

The key variables and indices were identified
based on literature review and a pilot
test with 70 students. Exploratory factor
analysis was carried out to identify the
key components/indices which may form
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part of the proposed CRM framework. reclassification based on the degree of
Subsequently, the different indices were importance.

compared based on a grand mean and

Table 1
The variables/indices identified

Index Name Description of Variables Purpose

SRM 1.Provide students academic info The purpose of this index is to measure

Communication 2.Creation of student university email the different ways in which universities

Index 3.Use of website for communication can build relationships through different

4. Meeting with student representatives

SRM Academic 1. Provide tutorials and help sessions
Support Index 2. Discuss academic problems

SRM Emotional
Index

. Psychological counselling by staff
. Help from personal tutors

. Peer group support

. Stress management techniques

1

2

3

4
SRM Complaint 1. Formal student complaint procedure
Handling Index 2. Resolving student complaints

3. Communicate solutions to students
SRM 1. Appointment of a relationship officer
Relationship 2. Empathise with students
Index 3. Loyalty schemes for students
SRM 1. Purchase of CRM software
Technology 2. Training for CRM software
Index 3. Enterprise Resource Planning

4. Application of e-CRM
SRM Social 1. Extra-curricular activities
Integration 2. Support from students’ union
Index 3. Community involvement activities
SRM Financial 1. Facilities of payment
Support Index 2. Simple payment systems
SRM Alumni 1. Creation of alumni

Index 2. Alumni activities

communication channels with students

The index measures the academic support
provided by academic staff in higher
education

The index is about dealing with the
emotional component of studying in
higher education

The index is about dealing with student
problems and complaints

The relationship index is about caring
and empathising with students in
universities

The technology index measures the
use of technology to enhance student
experience

This index measures the extent of social
integration of students in terms of
adaptation to student life

The index measures the extent of
financial support provided to students

The index provides the importance of
alumni for relationship building

After the indices were computed by SPSS  importance of each of the components
and created as new variables, a grand identified below:

mean value and descriptive statistics
were computed to analyse the degree of

Method of computation of index: Transform
> compute variable> name the index > input

formulae for computation based on the
number of variables > complete
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Table 2
Descriptive statistics

N Minimum Maximum Mean Std.
Deviation

Statistic ~ Statistic ~ Statistic ~ Statistic Std. Error  Statistic
SRM Academic Support Index 370 1.00 6.00 1.3824  .03288 .63253
SRM Financial Support Index 370 1.00 5.00 1.4108  .03282 .63129
SRM Communication Index 370 1.00 8.00 1.4791 .03972 76403
SRM Administrative Support 370 1.00 10.50 1.5764  .04514 .86822
Index
SRM Complaint Handling 370 1.00 5.00 1.5955  .03676 70703
Index
SRM Social Integration Index 370 1.00 10.00 1.6423 .04259 .81926
SRM Relationship Index 370 1.00 5.00 1.7730  .03857 74199
SRM Technology Index 370 1.00 5.00 1.8000  .03621 .69657
SRM Emotional Index 370 1.00 7.00 1.8149 .04287 .82466
SRM Alumni Index 370 1.00 12.00 1.8959  .05326 1.02442
Valid N (listwise) 370

For the selection of components to be

included, a recoding was done as follows:

Table 3
Classification of mean values

Mean Value Classification
1.0-1.5 high importance
1.6-1.8 quite important

Greater than or equal to 1.8  less important

Table 4
Classification results

The recoding was done as follows — value
between 1.0-1.5, high importance was

given; value between 1.6-1.8 was accorded

as quite important; value equal to or greater

than 1.8 was classified as less important
value. Based on the classification above, the
different variables of importance in future
CRM framework would be as follows:

SRM Indexes Mean Classification
SRM Academic Support Index 1.3824 High Importance
SRM Financial Support Index 1.4108 High Importance
SRM Communication Index 1.4791 High Importance
SRM Administrative Support Index 1.5764 High Importance
SRM Complaint Handling 1.5955 Quite Important
SRM Social Integration Index 1.6423 Quite Important
SRM Relationship Index 1.7730 Quite Important
SRM Technology Index 1.8 Less Important
SRM Emotional Index 1.8149 Less Important
SRM Alumni Index 1.8959 Less Important

Pertanika J. Soc. Sci. & Hum. 25 (4): 1515 - 1528 (2017)
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The most important variables selected based CRM Framework Development

on the degree of importance are Academic
Support, Financial Support, Communication

and Administrative Support Index.

Table 5
CRM framework

Component Factors Retained

Basis and Justification

Main Drivers of CRM in
higher education

relationships

Factors that affect student
attrition and student
loyalty

commitment

Student relationship
management variables
selected

QOO OOO VO SO 9

Student expectations are increasing

Need to develop long term

People integrity and trust in
university services

SRM Financial Support
SRM Administrative Support

Based on the analysis of the
mean values and results of
previous studies

Need to increase student satisfaction

Based on the EFA grouping
results

Communication and adaptation

Student engagement satisfaction and

Facilitation and support for students
SRM Academic Support

Computation of indices and
ranking based on mean values
and recoding + exploratory
factor analysis

SRM Technological Support
SRM Student Facilitation

The CRM Framework Proposed for Public Universities

The results are highly significant as it
will help relationship building in higher
education. The most important variables
selected based on the degree of importance
are Academic Support, Financial Support,
Communication and Administrative Support
Index. These variables have been normal,
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as shown in research conducted by Tinto
(1975) and others. The study also confirms
the growing importance of CRM in higher
education (AACRAO, n.d.). In addition,
the study identifies the key components that
may affect student attrition in the Mauritian
higher education. There is no prior research
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-

Factors Affecting Student Attrition and Loyalty

I of SRM

Figure 1. Model of CRM

in this field, hence, this represents the
contribution to knowledge. In view of
this, Jutton (2016) has considered student
problems that may lead to alienation in
distance education. Besides that, another
interesting variable is the importance given
by students to integrity and trust in higher
education.

CONCLUSION

This research paper has proposed a new
framework for improving relationships with
students. The importance of the research
lies in the improvement of the overall
student satisfaction. Many students have
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complained about the current educational
system in Mauritius. The CRM framework,
if effectively implemented will surely help
in improving the overall student experience.
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Airbnb, has surpassed the major hotel
chains in number of beds offered and in
market valuation (Oskam & Boswijk,
2016). Disruptive business models are
increasingly customer-centric and are
offering services which never existed
before. In confronting these competitors,
SMHs need to embrace the challenge of
transforming their business model in order
to be relevant, competitive and sustainable in
the long term. Several authors (PraniCevic,
Alfirevi¢, & gtemberger, 2011; Andersen &
Andersen, 2012; Barney, 2015; Bertolini,
Duncan, & Waldeck, 2015; Langviniene
& Daunoraviciute, 2015) have developed
frameworks to address the issues related
to transformation of SMHs; however, little
research has been done about how SMHs
can redefine their future.

In Mauritius, SMHs comprising 3Star,
2Star, and hotels with No Star ratings, are
lagging behind in performance compared
to LHs of 4Star and 5Star ratings, which
in turn create intensive competition for the
same destination. It is claimed that the major
fault lines of SMHs are: inability to serve
the right set of customers, inappropriate
performance metrics, being positioned out of
its industry’s ecosystem, having an outdated
business model and lack of internal talent
and capabilities (Bertolini et al., 2015).
The SMHs need to address these challenges
urgently as an influx in the tourism sector
is expected to increase significantly by
2018. The forecast tourist arrival for the
year 2017 is revised upwards from 1.27
million to 1.32 million, accompanied by
expected earnings of Rs56.6 billion to Rs59
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billion.. The vision of the government is to
increase the number of tourist arrival to 2
million. Invariably, opportunities for hotels
in general, have always been tremendous
in terms of business development, foreign
exchange earnings and job creation.

The difficulty faced by SMHs is their
tendency to develop a preference for
strategies involving ‘more of the same’
(mainly product or service) innovation,
which keeps the businesses fixed on the
same line of products, using the same, or
somewhat similar, technologies, aimed
at delivery to the same target customer
(Christensen, Raynor, & McDonald, 2015).
SMHs are still operating in a paradigm of
low cost services without any guarantee for
quality or innovative services. In contrast,
the type of tourists travelling today are
increasingly millennials - those born
in the 1980s and 1990s. The millennial
generation is characterised by a focus
on technology-driven and personalised
experiences, whereby, 85% of the millennial
generation own a smartphone, which
means that technology and innovation
are the features that appealto millennial
travellers (Mandelbaum, 2016). When
value propositions of hotels are compared
for a specific budget by tourists, they prefer
LHs compared to SMHs. The inability
of SMHs to meet the exigencies of the
customers has led to loss or even closing
down of businesses along with loss of jobs
(Weinz, Baum, Busquets, Curran, Servoz,
Spainhower, & Myers, 2010).

In order to ensure customer satisfaction
and sustainability in the long term, LHs have

Pertanika J. Soc. Sci. & Hum. 25 (4): 1529 - 1544 (2017)
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adopted business model innovation (BMI),
which in contrast is a major challenge for
SMHs. BMI has attracted an increasing
amount of attention in recent literature
(Henriksen, Bjerre, Grann, Lindahl, Suortti,
Frioriksson, Miihlbradt, & Sand, 2012;
Mikhalkina & Cabantous, 2015; Osterwalder
& Pigneur, 2010; Rajala & Westerlund,
2007). Different frameworks on business
models and innovation from literature
review are compared to select building
blocks for BMI. Despite the emerging
literature on business model innovation,
(Andersen & Andersen, 2012; Christensen,
Raynor, & McDonald, 2015; Henriksen et
al., 2012; Saunders, 2016), how BMI should
be adopted in SMHs has not been given
sufficient attention. Given the opportunities
for BMI in the hospitality industry, “the
building blocks of the business model
canvas” (BMC) (Osterwalder & Pigneur,
2010, p. 44) is analysed to identify areas
for innovation by SMHs. Furthermore, the
resolution of International Labour Office
(ILO) for hospitality sector states that it
should contribute to fair globalisation, a
greener economy and development that
more effectively creates jobs and sustainable
enterprises (Weinz et al., 2010). Therefore,
there is an urgency for providing SMHs
with the right framework towards staying
relevant, competitive and sustainable in
the long term. In this paper, an analysis of
internal capability of SMHs to innovate in
the different building blocks of the business
model canvas (Osterwalder & Pigneur,
2010) is compared with the objective of
defining further research areas to develop a

Pertanika J. Soc. Sci. & Hum. 25 (4): 1529 - 1544 (2017)

roadmap to assist SMHs to adopt business
model innovation as a tool for sustainability
and competitiveness.

Conceptual Framework

Business models and innovation. Literature
on business models is recent and has surged
increasingly in research papers since 1995
when the concept of business model became
prevalent with the advent of the Internet
(Zott, Amit, & Massa, 2011). Although there
is no agreed definition of ’business model’,
most researchers agree that it describes
how a company creates and captures value
(Linder & Cantrell, 2000; Magretta, 2002;
Rajala & Westerlund, 2007; Shafer, Smith,
& Linder, 2005; Zott, Amit & Massa,
2011). The building blocks of the model
define the customer value proposition and
the pricing mechanism; indicate how the
company organises itself and whom it
partners with to produce value, and how it
structures its supply chain (Kavadias, Ladas,
& Loch, 2016). Visually, a business model
depicts a system whose various building
blocks interact to determine the company’s
success. Since there is no common definition
of business model to date, there is no
agreement on business model visualisation.
Beha, Goritz and Schildhauer (2005)
propose seven categories for business
model visualisation: (1) value networks;
(2) cause-effect models; (3) value creation
models; (4) component model; (5) timeline;
(6) quantitative model; and (7) meta models.
Furthermore, business model provides a
simple framework to represent a complex
system and is commonly used to address
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or explain three phenomena: (1) e-business
and the use of information technology in
organisations; (2) strategic issues, such as
value creation, competitive advantage, and
firm performance; and (3) innovation and
technology management (Zott et al., 2011).

A comparison of different variables
used in each business model and the
variables in innovation radar (Sawhney,
Wolcott, & Arroniz, 2006) shows that the
component model visualisation gives a
better representation of a business model.
Furthermore, the BMC tool of Osterwalder
and igneur (2010) is based on the component
model visualisation. BMC has seen a rapid
increase in adoption recently for innovation
purposes through generation of different
scenarios (Strategyzer, n.d.). The building
blocks of business model canvas (BMC)
typically include strategic decisions on
customer segmentation, products and
services (or value propositions) to offer,
business and research partners to engage
with, resources to create and channels to
deliver value, as well as the underlying
cost structure and revenue streams to
ensure economic visibility of the business
(Osterwalder & Pigneur, 2010). The
business model canvas in Figure 1 is shared
under the creative common license and can
be adapted by innovating any of the nine
building blocks, with acknowledgement to
the author (Strategyzer, n.d.).
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The Business Model Canvas

Key & | Key ~ | Value 4 | Customer o |Customer,
Partners | Activities Proposition | Relationships | Segments
Key asd Channels ™

Resources
P Revenue
i f Streams
Structure

Figure 1. Business Model Canvas. from “The
Business Model Canvas” by Strategyzer (https://
assets.strategyzer.com/assets/resources/the-business-
model-canvas.pdf), Adapted under Creative Commons
(CC) License 3.0

Airbnb and business model innovation.
The case of Airbnb has been cited in more
than 3,000 entries in EBSCO database as
an example of disruption of the SMHs
through the use of ordinary resources and
new technology (Fréry, Lecocq, & Warn,
2015). Airbnb, an online market platform
created in 2008, provides accommodation
to customers who have difficulty in booking
a hotel room in a crowded market. In the
beginning, it was merely an alternative
to hotels. But over time, Airbnb moved
upmarket and provided better homes in
wealthier areas. As a result, in 2011, its
booking reached above US$1 million and
in 2015 it received funding of more than
USS$1.5 billion (Akhan, 2015). It is expected
that Airbnb will generate US$10 billion in
business profits by 2020. Airbnb business
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model has raised questions about the
relevance of Resource Based View (RBV)
theory in strategic management. RBV
stipulates that an organisation’s strategy
should focus on rare, imperfectly imitable,
and non-substitutable resources (Barney,
2015), which they employ for developing
distinctive competencies (Prahalad &
Hamel, 1990). Based on RBYV, the strategic
value proposition of luxury hotels is
archetypal capital intensive including
a high degree of personalised service
targeting a niche market. Moreover, hotels
holding higher-value resources (people,
technologies, reputation, partnerships) have
gained competitive advantage over the years
through effective management of resources
portfolio (Barney, 2015). However, the
RBYV theory is challenged by Airbnb which
has demonstrated that the strategic value of
ordinary resources (empty rooms of homes)
can even disrupt the business model of
luxury hotels.

Nevertheless, Airbnb’s business model
has inspired other managers in the hotel
industry and beyond, that is, it has become
an iconic business model for the sharing
economy (Mikhalkina & Cabantous, 2015).
Airbnb is financed by charging both hosts
and guests transaction commissions, and
in exchange, provides services such as
handling payments, a private messaging
system, and insurance. In this model, the
host and guest has a verified profile, which
includes recommendations and reviews
by previous users. The model has raised
sufficient attention in the media, resulting
in intense competition in the market with
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digital start-ups such as Be Mate, AlterKey,
Only-Apartments and others.

Recent literature has also shown
that BMI can be a source of superior
performance and competitive advantage for
SMHs with ordinary resources (‘“Boutique
hotels now”, 2015; Saunders, 2016). For
BMLI, the definition of Lindgardt, Reeves,
Stalk, and Deimler (2009) will be used
in this paper, that is, business model
innovation is more than a mere product,
service, or technological innovation. It
goes beyond single-function strategies,
such as enhancing the sourcing approach
or the sales model. Innovation becomes
business model innovation (BMI) when two
or more elements of a business model are
reinvented to deliver value in a new way.
Because it involves a multidimensional
and orchestrated set of activities, BMI is
both challenging to execute and difficult to
imitate (Lindgard et al., 2009).

Business model innovations by
international and local hotels. In view of
the disruptions in business models, major
international hotels have changed their
respective business model. The strategy
for change was either (1) to partner with
the disruptor for new prospect or (2) to
overwhelm the guest every step of the way
or (3) to practise smarter pricing (Saunders,
2016). For instance, Hilton and Uber
have partnered to provide seamless travel
experience to guests. Hilton reservation
provides access to the Hilton HHonors app
to issue Uber ‘Ride Reminders’ online or
on the guest’s smartphone in advance of
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the stay. With ‘Ride Reminders’, the guest
gets an automated notification on the day of
travel to seamlessly request an Uber ride to
the hotel. It also includes top restaurants and
nightlife spots in the United States, along
with a ‘Local Scene’ feature, curated from
the top destinations Uber riders in that city
visit most (Uber, 2015).

In the same way, independent hoteliers
in the US are also using Airbnb as a cheaper
online travel agency (OTA) (“Boutique
hotels now”, 2015). In contrast, in 2013,
Accor’s business model innovation was
to rebrand itself to AccorHotels while
also opening up its booking platform to
independent hoteliers (“Accor is now”,
2015). The objective was to counter
commissions to online travel agencies
(OTAs) which accounted for approximately
10% to 20% of the booking cost. In 2016,
AccorHotels declared net profit up to 8.1%
to €266 million (“Strong growth in”, 2017).
In order to access China’s middle class
travellers, Marriott International operates
its booking service through Alitrip, part of
Alibaba (“Landmark Agreement Between
Alitrip and Marriott International”, 2015).
Sherri Wu, chief strategy officer of Alitrip
and head of international e-commerce
business development at Alibaba has
introduced “Post Post Pay” as an innovative
program that allows qualified customers to
reserve hotel rooms through Alitrip without
paying a deposit and to enjoy express check-
out service which further enhances the
consumer experience and the operational
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efficiency of hotels (““Wu on Alitrip”, 2015).

In OECD (Organisation for Economic
Co-operation and Development) countries,
the trend is Green BMI (Henriksen et al.,
2012) for hotels following requirements of
Sustainable Development Goals (SDGs)
as stipulated by the United Nations. Green
BMI is promoted as a simple intuitive map
to understand its business models so that it
can be challenged for alternative ways of
doing business.

As the business model takes a holistic
approach towards explaining how firms do
business, companies can use the tool to go
through its business model and question
each building block and its relationship
with other building blocks and think through
the consequences of changing its model
(Bisgaard, Henriksen, & Bjerre, 2012).
The same logic is applied to analyse the
concept of reduction of environmental
impact according to the method by which
the change in the targeted business model
block(s) takes place namely:

1) Modification through small and
progressive adjustments

2) Redesign materialised in significant
changes

3) Alternative building blocks, which can
fulfill the same function or operate as
substitutes for the original ones

4) Creation and introduction of entirely
a new and innovative building block
within the model.
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Business Model Innovations Transforming the Hotel Industry

METHODOLOGY

The Context for Research

In Mauritius, some large hotels have
business model innovation at the core of
their strategic plan. It includes focus on
a new customer segment, re-branding of
value propositions, new services including
hotel management and asset management
and growth of business, both at local and
regional level (“Sun Limited annual”, 2015).
Sun Limited for example, has transformed
its old business model which was based
on increasing room occupancy rate to a
new business model based on increasing
tourist arrivals in Mauritius (“Sun Limited
Annual”, 2015). In its aim to become a
focused, lean, agile and growth-oriented
organisation, the group has invested in
the implementation of enterprise resource
planning (ERP) systems to enable the change
in processes. The use of ICT is expected to
improve many back office functions related
to services, human resource, finance,
operations, central procurement and others.
The ever present challenge for the group is
to be environmentally sustainable so as to
be a brand of choice to customers and guests
concerned about protecting the natural
resources.

Following literature review on different
categories of business model visualisation,
the component business-model category
popularised by Osterwalder and Pigneur
(2010) was used as a means to structure the
research on the dimensions of innovation
in hotels in Mauritius. The research was
conducted in two phases based on a mixed
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methodological approach; the first phase
was qualitative approach incorporating
multiplecase-studies and comprising
structured interviews based on Yin (2014).
Data captured were mapped on the BMC
to understand the common business pattern
among SMHs in Mauritius. Field work
was conducted for five months during
which semi-structured interviews were
carried out with the senior management
of 30 SMHs. For reasons of commercial
confidentiality, the names of these hotels
remain undisclosed. The sample included
only hotels where permission for field visit
was obtained and hotels classified as 3Star,
2Star and hotels with No Star rating, based
on standard classification of hotels by the
Mauritius Tourism Authority. A 5Star hotel
was also researched using secondary data as
a benchmark to compare SMHs.

Phase 2 involved understanding of the
mechanisms of innovation in each building
block of the business model canvas. This
study used a quantitative research method
where a questionnaire was developed
and administered online to the 30 SMHs
involved in the pilot phase to conduct a
self-assessment.

The questionnaire consisted of two
sections. Section 1 comprised general
information regarding the property
background information, number of rooms,
occupancy rate, ownership and star rating.
Section 2 of the questionnaire contained 99
questions with an average of 10 questions for
each building block of the BMC used in phase
1.The variables used in the questionnaire
were derived from the nine building blocks
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of BMC, as defined by Osterwalder and
Pigneur (2010), aligned with the mechanism
of innovation (Henriksen et al., 2012),
that is: (1) modification; (2) redesign;
(3) alternatives, (4) creation; and (5) no

Table 1
Variables for Computing Mechanisms of Innovation

alteration (the factors which do not cause
any innovation results in the building block)
and questions assessed the variables defined
by the Danish Business Authority (DBA)
(2012).

Building Block Mechanisms for Eco-

Factors contributing to mechanisms of eco-

Innovation innovation used as a basis for setting questions
(Dependent Variables)  (Variables)
1. Customer segments (1) Modification Internal systems, prioritisation, information

availability, growth

(2) Re-design

user-functionality

(3) Alternatives Segment-Midscale, identification & targeting
(4) Creation Segment-Luxury, Loyalty
(5) No Alteration Segment-Economic, Service Delivery, Trends
Monitoring
2. Value Propositions (1) Modification Continuous Improvement, Wi-fi, messaging

(2) Re-design

Loyalty Programs, Unique User Experience,
Streaming Entertainment, Smart Hotel, Data
Driven

(3) Alternatives Digital Platform, Community Building,
Craftmanship
(4) Creation Co-living facilities, Reinvention
(5) No Alteration -
3. Customer Channels (1) Modification Channel integration, economies of scope, sales,

staff talent, staff empowerment

(2) Re-design

Channels matching Customer-segment

(3) Alternatives

Social Media, Direct Channel, Continuous
Improvement

(4) Creation

(5) No Alteration

Channel Reach

4. Customer
Relationship

(1) Modification

Integration of Customer relations, Establish
Customer Relations, Maintain Customer Relations,
Customer Expectations, Profitability

(2) Re-design

Personalised Service

(3) Alternatives

Social Media

(4) Creation

Direct Customer Relationship, Types of Customer
Relationship, Co-creation with Customers

(5) No Alteration

5. Revenue Streams (1) Modification

Payment Methods

(2) Re-design

Dynamic Pricing
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(3) Alternatives

Diversified Revenue Streams, Sustainable Revenue
Streams

(4) Creation

(5) No Alteration

Predictable Revenue, Recurring Revenue Streams,
Revenue per Customer Segment, Percentage

of Revenue Contribution per Segment, Value
Proposition generating most Revenue, Price based
on Value Addition to Customer

6. Key resources

(1) Modification

Supply of Resources, Economies of Scale, Sharing
inhouse resources to partners, Adequate Financial
Resources, Human Resources, Internal Talent to
deliver unique service

(2) Re-design

Unique Facilities

(3) Alternatives Digital means to pool unused resources
(4) Creation Resources Exceed Customer Expectations
(5) No Alteration Predictable Demands on Resources
7. Key activities (1) Modification In-hour talent development, Service expansion

activities, Real-time and transparent information
exchange, Lean services

(2) Re-design

Unique hospitality experience, Standardised and
Customisable activities

(3) Alternatives

(4) Creation

Innovate to deliver service excellence, Sustainable
development and solidarity, Data driven decision
making

(5) No Alteration Resource Requirements of Key Activities
8. Key Partnerships (1) Modification -
(2) Re-design -
(3) Alternatives Focused Partnership, Maximise on Tangible &

Intangible Resources from Partners, Reduce
Risk and Uncertainty, Partner adopts sustainable
principles of operation

(4) Creation

Creation

(5) No Alteration Good Relationship on Key Resources, Value
Propositions, Channels, Customer
9. Cost Structure (1) Modification Cost efficient operations, Cost structure match

business model, Cost connected to each business
model block, Variable costs can be predicted,
Investment in staff empowerment, Reduce Cost
without Compromising Quality

(2) Re-design

(3) Alternatives

(4) Creation

(5) No Alteration

Predictable cost, Cost of Value Proposition,
Activities, Resources are Known
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For Green BMI, innovation in more than
one business block is important; the research
of phase 2 was based on the following
hypotheses:

Hy, — There is no relationship between the
mechanism for eco-innovation and
the star rating of the hotel.

H, — There is a relationship between the
mechanism of eco-innovation and
the star rating of the hotel.

A Likert scale ranging from strongly
disagree (representing 1) and strongly
agree (representing 5) was used to assess
the level of innovation in each enterprise.
The Cronbach’s alpha coefficient of 0.994
revealed that the data collected for the pilot
sample questionnaire had a high degree of
validity. In order to test the null hypothesis,
“H, — There is no relationship between the
mechanisms of innovation and the star rating
of the hotel”, the mechanisms of innovation
was computed using the groups of variables
listed in Table 1 for each building block.
Variables were introduced for the computed
data, for example, for customer segment
block, the following variables were
introduced: ModificationCS, ReDesignCS,
AlternativesCS and CreationCS and
NoAlterationCS. Since the star rating can
influence whether the hotel has a higher
level of innovation, three additional variable
were introduced — No Star rating, 2Star and
3Star rating.
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RESULTS AND DISCUSSION

Results Phase 1

The result obtained is a series of BMC (refer
to Figure 1) for each of the 30 SMHs. For
the case studies of 2Star hotels, the customer
segment is usually tourists of economy
class looking for low cost accommodation
and services. The value propositions are
basically a discounted stay with discounted
food service at partner restaurants, spa
centres and also discounted tours around
the island. The customer relationship
of tourists in this category is personal
service relationship built with staff and the
customer channels are usually the common
forms of social media, such as Facebook,
Tripadvisor and Twitter. The key activities
are basic room service and administration
of partner services such as restaurant,
taxi and tour guides. The key resources
are accommodation space, amenities and
toiletries including beauty of the island and
the community. The key partners are local
restaurants for deals for guests and taxi
drivers for trip around the island. Therefore,
the cost structure is essentially the costs for
staff, cleaning equipment, toiletries, food
and amenities while the revenue is payment
from guests and commission off restaurant
or taxi requested by guests. The small
hotels are successful as far as competition
is non-existent but the disruptions created
by BMIs such as Airbnb are a real challenge
to SMHs (Mikhalkina & Cabantous, 2015).
A summary of different value propositions
as per the star rating of the hotels is given
in Figure 2.
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Tourists Expectations

Touri

Air-conditioning, wifi in the room,
kettle, tea, latest model TV, small fridge,
Restaurant, Spa, Discotheques, Lockers,

Conference Room, Laundry& Ironing, Shop

st expecting Great

products & services
including safety

— Luxury

Touris expecting excellent

products & services
including safety

Tourist expecting better
products & services

including safety — Mid-Scale

Restaurant & Breakfast, Dinner on demand,

on deman/special occassions, wifi as reception

Swimming pool, Basic activities, Entertainment \
only

Tourist expecting good _
products (goods, facilities &
food)

— Economic

kitchnette, old TV

Basic rooms with bed, fans, toilet, bathroom and basic

Tourist expecting basic
products at cheap price

\ .

Figure 2. Different products and facilities offered by SMHs

The BMC of hotels of SMHs is similar
except for the variation in customer
segments and value propositions. It shows
that BMC is an important tool to represent
business models and enables finding gaps
and areas of improvement visually.

Results Phase 2

In order to identify the BMIs supporting
and transforming the business models in
the hotel industry, mechanisms of eco-
innovation in each building block of the
BMC was used. Following interviews
with hotel managers, a self-assessment
questionnaire consisting of 99 questions

Table 2
Profile of the sample under study

was developed. 12 questionnaires were
responded online, while the rest were
completed through telephone interview with
the SMHs. The result of the self-assessment
was cross-verified with secondary data. A
summary of data collected for section 1 of
the questionnaire used in phase 2 is shown
in Table 2. A 5Star hotel listed on the stock
exchange was referred to as the benchmark
in this study. A quick analysis of the average
occupancy rate indicateds that the 5Star
hotel has twice the occupancy rate compared
to SMHs. In ideal situations, taking the
number of rooms into account SMHs should
have higher average occupancy rates.

Hotel Rating No. in Sample  Average No. of Rooms  Average Occupancy Rate
3 Star 9 54 66%

2 Star 8 14 34%

No Ratings 13 14 50%

Total (SMHs-3Star, 2Star and 30 25 48%

No Ratings)

5 Star (Benchmark) 1 139 81%
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Descriptive Statistics, Estimation and
Model Specification

In order to get a better understanding of the
mechanisms of innovation in each building
block and its relationship with the star
rating of the hotel (Figure 3), the questions
used during the survey were classified into
four mechanisms of innovation. Where the
question did not lead to any innovation, it was
classified under no alteration. Altogether, 45
dependent variables computed. In order
to determine the correlation between star
rating of the hotel and the mechanisms of
innovation, bivariate correlation matrix
was used to determine Pearson’s correlation
coefficients for the 30 hotels in the sample,

Dependent Variables

Independent Variables

Key & | Key

“|Partners | Activities

including the significance of the relation.
Pearson’s correlation for 3Star hotels was
found to be above 0.9 for most of the
dependent variables with significance, p,
less than 0.01, indicating that there is a
strong relationship between 3Star rating
and the different mechanisms of innovation.
Pearson’s correlation for 2Star hotels
was below 0.5 with significance higher
than 0.03 in most cases, showing a weak
relationship for 2Star hotels. For No Star
rating hotels, Pearson’s correlation was
highly negative - above -0.5 in most cases
with significance less than 0.05, indicating
a weak relationship.

The Business Model Canvas

Customer ¢ Customeru

v | Value &
Relationships | Segments

Proposition

2 Star

Modification

No Star Rating

Re-Design

Re-Design Re-Design Re-Design

Re-Design

Alternative

Alternative Alternative

Alternative

Alternative

Creation

Creation Creation

Creation

Creation

Key - Channels
Resources Modification
Modification Re-Design
Re-Design Alternative
Alternative Creation
Creation
o 6 e Revenue . Modification
Re-Design feDestn
Structure Arermatve B Mot
Creation et

Figure 3. Model specification

For descriptive analysis of the data collected,
the star ratings (3Star, 2Star and No Star)
were the independent variables and the
dependent variables were mechanisms of
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innovation in each building block of BMC,
that is, modification, redesign, alternatives
and creation (Henriksen, et al., 2012).
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Top 3 BMI Focus Areas of 3Star Hotels

Pearson’s correlation was used to prioritise
focus areas for achieving BMI. The list of
focus area for each innovation mechanism
is as highlighted in Table 3. Customer

relationship, key resources and customer
segment are found to be the focus areas for
BMI. Compared to LHs, SMHs can quickly
focus on these areas for BMI.

Table 3
Top 3 BMI focus areas
Pearson’s Pearson’s Correlation ~ Pearson’s Correlation Pearson’s
Correlation for for Redesign for Alterna-tives Correlation for
Modifica-tion Creation
CR 1.000** CR 1.000%* KR 1.000%* CS .992%*
CcC .995%* Cs .969%* RS 1.000** CR .986**
KR .994%* VP .900** CcC .950%* KA 952%*
KA .968** KR .860** Cs .892%* VP .863**
CS .948%* CccC .857** VP .890** KR B51%*
CD .942%* KA .834%* KP .842%* CD 0
VP .843%* RS JT46** CR .694%* CcC 0
KP 0 KP 0 KA 0 KP 0
RS 0 CD 0 CD 0 RS 0

Note: CS: customer segment; CR: customer relationship; CC: customer channel; VP: value propositions;
RS: revenue streams; KR: key resources; KA: key activities; KP: key partners; CD: costs drivers

The literature review (Andersen & Andersen,
2012; Beha et al., 2005; Saunders, 2016;
“Sun Limited Annual Report”, 2015)
reveals that BMI has been the focus of
international and local hotel groups to
meet customer requirements and remain
competitive in the market. This research
study has demonstrated that the higher the
star rating of the hotels, the more likelihood
of innovation in each building block of
BMC. In order to adopt BMI, lower star
rating hotels have to re-think their business
model, while the priority business blocks
to be innovated are customer relationship,
customer channel, customer segment, key

resources, value proposition, key activities
and revenues.

Disruptors like Airbnb are challenging
the RBV theory (Fréry etal., 2015), but it is
also a fact that consumers are increasingly
looking for a hotel experience which feels
like an event. The advantage of SMHs over
disruptors is that they can rethink their
facilities and services to appeal to certain
guest demographics, such as older travellers
or long-stay business travellers (Saunders,
2016).

Furthermore, SMHs have direct
relationships with their customers and
the internal talent in the SMHs can be
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upgraded to generate more revenue. They
can also bring in new partners to plug
in specific skills gap (Saunders, 2016).
Collaboration is the key for SMHs to
be competitive. Focusing on innovative
offerings in the identified building blocks
of the BMC provide an opportunity for
SMHs to increase revenue. For example,
targeting new customer segments like China
by creating offerings that are unique may
attract new clientele. SMHs cannot work in
isolation; they can use their associations to
get members to collaborate and innovate.
These associations can also influence the
government to support BMI by providing
funding for SMHs to transform their existing
business model.

CONCLUSION

The literature for this study has shown that
business model innovation is a reality in the
hotel industry and is gaining momentum
among LHs faster compared to SMHs. RBV
which made SMHs attractive 10 years ago
is no longer the only criterion for success.
BMC was used to analyse the status of
business model innovation among SMHs
in Mauritius. The study reveals that there
is a slow adoption of BMI by the hotels.
Furthermore, the analysis demonstrates that
3Star hotels have a higher tendency towards
innovation in selected building blocks
compared to the other hotels. Willingness
to innovate also demonstrates that SMHs
are aware of the importance of business
model innovation for sustainability and
future growth.
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It is hereby suggested that a further
study be conducted with a larger sample
of hotels including 4Star and 5Star hotels
to confirm the results obtained and to
identify other innovations being adopted
by leading hotels in Mauritius. Barriers to
innovation should also be analysed. SMHs
have to create new business models by
challenging themselves to identify specific
customer segments, use digital platforms
as new customer channels, establish strong
customer relationships, optimise existing
resources, develop talents to leverage
technology and create unique experience
for each customer at a minimum cost,
besides generating revenue and becoming
competitive in an increasingly technology-
driven economy.
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ABSTRACT

With growing markets and increasing consumer volumes, the production, as well as
consumption patterns are degrading the environment drastically. The government,
consumers and producers have realised the worth of this issue. The research and
development department of industries are continuously working to develop products that
are environment-friendly and cause less environmental destruction. Products which are
capable of being recycled, and possess healthy disposal are often termed as green products.
The manufacturing, marketing, and consumption of such products are being promoted
by the government as well as non-governmental organisations. The present study aims
to understand the concept of green product and consumer behavior towards it. The study
also investigates the relationship of green product usage and purchase intention with
demographic variables (age, gender, income and educational qualification). Primary data
was collected using structured questionnaires and analysed using descriptive statistics as
well as Pearson’s chi-square test for independence. The results reveal an important insight
concerning the factors that are majorly responsible for motivating as well as demotivating
consumer behavior towards green products. Environmental sustainability and personal
consciousness of consumers are found to be motivating factors while unavailability and
unawareness are deemed demotivating factors along with the cost of installation / usage.
Consumers are intended to purchase green products irrespective of their demographics.
However educational qualification is found
to be the only demographic variable having
a relationship with green product usage.
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INTRODUCTION

The current rapid growth in the economy
and the pattern of consumption and
behavior worldwide are the main causes
of environmental degradation. Increasing
consumption and production have burdened
the environment with harmful and adversely
affecting components. Grunert (1993)
reported that the consumption patterns of
private households account for around 40%
of environmental degradation. This concern
is being well addressed by the households,
manufacturers, marketers as well as
the government. Through research and
development, new products and processes
are being developed to decrease the adverse
effects on the environment and build a
sustainable future. Research done in the last
decade (Boztepe, 2012; Chamorro, Rubio
& Miranda, 2009; D’souza, 2004; Kiran,
2012; Lee, 2008; Lee, 2009; Maheshwari
& Malhotra, 2011; Manaktola & Jauhari,
2007; Rahbar & Abdul Wahid, 2011) ) have
indicated that consumers are aware and are
willing to ‘Go Green’. Green product refers
to a product that incorporates the strategies
of recycling or is manufactured using
recycled or recycleable content and/or uses
less toxic material to reduce the impact on
the environment.

According to Dr. Prasad Modak, the
Chairman of GNPI, “green products can be
defined as products which have lesser or no
adverse environmental impact throughout
their life cycle, as compared to any other
product performing a similar function.”

Accordingly, the situation in which
consumers want to buy products that have
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been produced in a way that protects the
natural environment is termed as green
consumerism. Manian and Ashwin (2014,
as cited in Kumar, 2015) have provided
examples of green products and services
in India. These include: Digital tickets by
Indian Railways

*  Green IT Project by State Bank of India
* Lead-free paints by Kansai Nerolac

*  Wipro’s green machines

*  Energy-efficient light bulbs

*  Energy-efficient cars

* Energy from renewable sources of
energy such as windmills and solar
power

Literature Review

Cherian and Jacob (2012) studied consumer’s
attitude towards environment-friendly
products. They presented a conceptual
framework of green marketing and
various ways in which different consumer
attributes are related to the concept of green
marketing. It was concluded that there is a
need for green marketing and a need for
a shift in consumerbehavior and attitude
towards an environmental friendly lifestyle.
The researchers recommended exploring
the factors that encourage consumers to
cooperate with green marketing, that is,
through green product usage.

D’souza, Taghian and Lamb (2006)
attempted to empirically investigate
how consumers who differ in terms of
environmentalism respond to labels. The data
was collected from 155 consumers through
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telephone administered questionnaires and
analysed it using descriptive measures
and correlation. The findings suggest that
there are consumers who would buy green
products even if they are lower in quality but
have environmental information on labels.

Kumar (2015) made an effort to know
how we can create awareness among
consumers about green marketing and
to probe consumer attitude towards eco-
friendly/green products. The study stressed
that marketers need to emphasise on green
marketing as consumers are ready to pay
a premium price for green products. The
major setback to green products in India is
lack of education and insufficient research
work in the field of eco-friendly products.

Gilbert (2007) examined the recent
trends in green marketing and an offered
insights into the future of green marketing.
The study assessed the value that students
and faculty members at the University of
Wisconsin-La Crosse placed upon green
marketing. It was found that UW-L does
not place sufficient emphasis on green
business practices. Thus, it was suggested
that inclusion of green business topics in
the curriculum would benefit students’
attitude towards green business, ultimately
benefitting the university.

Bhatia and Jain (2013) also provided a
brief review of environmental issues, green
products, green consumer practices and
awareness level of consumers. Consumers’
perceptions and preferences towards green
products were analysed through structured
questionnaires. The results showed that
consumers are well aware of green marketing
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practices and products. Green values among
consumers were also found to be high.

Chen and Chai (2010) compared gender
with the attitude towards green products and
environment. The study also investigated
the relationship between consumers’
attitude towards the environment and green
products. Findings suggested that there is no
difference in attitude towards environment
and green product on the basis of gender. It
was also found that the government’s role
and personal norms towards the environment
have an impact on their attitude towards
green products.

Yazdanifard and Mercy (2011) presented
a comprehensive literature review to analyse
the impact of green marketing strategies on
customer satisfaction and environmental
safety. The study concluded that green
marketing is a tool for protecting the
environment for the future generation,
having positive environmental safety
impact. Consumers want to be associated
with companies that are green compliant and
are therefore, willing to pay more to adapt
to green products.

Sheikh, Mirza, Aftab, and Asghar
(2014) investigated the consumer behavior
towards green products and how they will
make their green purchase decision. The
data was collected from 200 respondents
through questionnaire and hypotheses were
tested using Pearson correlation. It was
found that brand and gender difference have
a very weak relationship with consumer
green behavior while price, quality and
green marketing have a strongly positive
one.
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Objectives

The present study was undertaken with the
following objectives:

e To understand the concept of green
product.

*  To know consumers’ buying intentions
regarding green products.

* To know the relationship of green
consumption behavior with consumer
demographics.

e To know the factors motivating as well
as demotivating green product usage/
purchase.

RESEARCH METHODOLOGY

The research design used for the study
was a descriptive design that describes
the concept of green product and the
behavior of consumers with respect to it.
The present study is based on primary data
collected through questionnaires distributed
to 170 consumers, out of which, 125 useful
responses were received. The sampling was
done using convenience sampling method
in Aligarh and Bareilly districts of UP
(West). Descriptive statistics were used to
analyse the data and Pearson’s chi-square
test for independence was used to test the
hypotheses.
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Hypotheses

H,;:

H,:

Hys:

There is no significant relationship
between green product usage and
gender of the respondents.

There is no significant relationship
between green product usage and age
of the respondents.

There is no significant relationship
between green product usage and
educational qualification of the
respondents.

There is no significant relationship
between green product usage and
income of the respondents.

There is no significant relationship
between green product buying
intention and gender of the
respondents.

There is no significant relationship
between green product buying
intention and age of the respondents.
There is no significant relationship
between green product buying
intention and educational qualification
of the respondents.

There is no significant relationship
between green product buying
intention and income group of the
respondents.
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RESULTS AND DISCUSSIONS

Descriptive Statistics

Table 1
Demographic profile of the respondents

Variable Frequency Percentage (%)
Gender Male 57 45.6
Female 68 54.4
Age 15-25 44 35.2
25-35 69 55.2
35-45 12 9.6
Educational Qualification Intermediate 10 8
Graduate 20 16
Post graduate 69 55.2
Doctorate 26 20.8
Income Below Rs 2 lakhs p.a 58 46.4
Rs 2 lakh-Rs 4 lakhs p.a 33 26.4
Rs. 4 lakhs-Rs 6 lakhs p.a 18 14.4
Above Rs. 6 lakhs p.a 16 12.8
Table 2 consciousness of the respondents that
Factors motivating for green product usage/purchase persuaded them to buy a green product. The
Factor Frequency Percentage result is partially consistent with Chen and
) Chai (2010) in terms of personal norms as an
Social recognition 25 20 impactful factor in affecting attitude towards
Government 15 12
. . . green products.
incentives/policies
Environment 101 80.8
sustainability Table 3
Personal 85 68 Factors demotivating green product usage
consciousness Fact v p .
Peer pressure 3 24 actor requency ( 0Zr)cen age
Cost of installation/ 6 4.8 Unawarencss 50 40
usage
Unavailability 86 68.8
Resistance to change 13 10.4
Table 2 shows the factors that usually  Inefficiency 17 13.6
motivate the respondents for buying/ Perecption
. . Peer/social pressure 3 2.4
using green products. It is clearly seen i )
Cost of installation/ 39 31.2

that environment sustainability is the g
most effective factor followed by personal

Pertanika J. Soc. Sci. & Hum. 25 (4): 1545 - 1554 (2017) 1549



Shamsi, M. S. and Siddiqui, Z. S.

Table 3 shows the main factors responsible
for demotivating or hindering green product
usage or purchase. Consumers mainly
refrain from using green products due to
their unavailability as well as unawareness
about such products. However, 31.2% of the
respondents feel that the cost of installation/

Table 4 shows that 65.6% of the sample
is already using some or the other green
products while 99.2% of them intend to
purchase one of them in the near future.
D’souza et al. (2006), Kumar (2015),

Table 5
Results of chi-square test

usage of green products is higher than
regular products of the same category.

Table 4
Usage and purchase intention statistics

Variable Usage Percentage (%)
Green product usage 82 65.6
Purchase intention 124 99.2

Yazdanifard and Mercy (2011) also argued
that consumers do have green product
purchase intention.

Hypotheses Testing

Variables tested Pearson chi-  Degree of Sig.
square value  freedom

Gender X usage 0.022 1 0.882
Age X usage 1.49 2 0.475
Educational qualification X usage 10.888 3 0.012
Income X usage 1.121 3 0.772
Gender X purchase intention 1.203 1 0.273
Age X purchase intention 1.856 2 0.395
Educational qualification X purchase intention 5.292 3 0.152
Income X purchase intention 1.164 3 0.762

Hy;: There is no significant relationship
between green product usage and
gender of the respondents.

Table 5 shows that significance of chi-square
is 0.882, which is greater than 0.05 (5%). So,
the null hypothesis cannot be rejected at 5%
significance level, concluding that there is
no significant relationship between the green
product usage and gender of consumers.
Consumers use green products irrespective
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of their gender. The result is consistent with
Chen and Chai (2010) while Sheikh et al.
(2014) presented a weak relationship of
gender and consumer green behavior.

Hg,: There is no significant relationship
between green product usage and age
of the respondents.

Table 5 shows that significance of chi-square
is 0.475 which is greater than 0.05 (5%).
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So, the null hypothesis cannot be rejected at
5% significance level, concluding that there
is no significant relationship between the
green product usage and age of consumers.
Consumers use green products irrespective

educational qualification of the
respondents.

Table 5 shows that significance of chi-square
is 0.012, which is less than 0.05 (5%). So,

of their age. the null hypothesis cannot be accepted at
5% significance level, concluding that there
Hos:  There is no significant relationship is a significant relationship between green
between green product usage and productusage and educational qualification
of consumers.
Table 6
Usage statistics based on educational qualification
Educational Qualification Intermediate Graduate Post Graduate ~ Doctorate
Usage Percent 20% 65% 68% 77%

Table 6 shows individual breakdown of
usage pattern among consumers based on
their educational qualification. It shows
that 77% of the respondents who are
doctorates use green products followed
by post graduates (68%), graduates (65%)
and lastly intermediates (20%). A very
important inference is drawn here stating
that educational level has a direct relation
on the green product usage.

Hy,:  There is no significant relationship
between green product usage and
income of the respondents.

Table 5 shows that significance of chi-square
is 0.772, which is greater than 0.05 (5%). So,
the null hypothesis cannot be rejected at 5%
significance level, concluding that there is
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no significant relationship between the green
product usage and income of consumers.
Consumers use green products irrespective
of their income.

Hys: There is no significant relationship
between green product buying
intention and gender of the
respondents.

Table 5 shows that significance of chi-square
is 0.273 which is greater than 0.05 (5%).
So the null hypothesis cannot be rejected at
5% significance level concluding that there
is no significant relationship between the
Green product buying intention and Gender
of the consumer. The consumers intend to
purchase Green products irrespective of
their gender.
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Hgs: There is no significant relationship
between Green product buying
intention and age of the respondents.

The table 5 shows that significance of chi-
square is 0.395, which is greater than 0.05
(5%). So, the null hypothesis cannot be
rejected at 5% significance level, concluding
that there is no significant relationship
between the green product buying intention
and age of consumers. Consumers intend
to purchase green products irrespective of
their age.

Hy;:  There is no significant relationship
between green product buying
intention and educational qualification
of the respondents.

Table 5 shows that significance of chi-square
is 0.152, which is greater than 0.05 (5%).
So, the null hypothesis cannot be rejected
at 5% significance level, concluding that
there is no significant relationship between
the green product buying intention and
educational qualification of consumers.
Consumers intend to purchase green
products irrespective of their educational
qualification.

Hos: There is no significant relationship
between green product buying
intention and income of the
respondents.

Table 5 shows that significance of chi-aquare

is 0.762, which is greater than 0.05 (5%). So,
the null hypothesis cannot be rejected at 5%
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significance level, concluding that there is
no significant relationship between the green
product buying intention and income of
consumers. Consumers intend to purchase
green products irrespective of their income.

CONCLUSION

In the present era of development and
growth, environment is being degraded
at a rapid rate. It is hence, necessary to
worry now rather than regret later. Green
products can lower the negative impact
on environment and ensure a sustainable
future for the coming generations. The
study highlighted that except for educational
qualification, other demographic variables
such as age, gender and income have no
relationship with consumers’ purchase
decision of green products. Moreover,
irrespective of demographic variables, most
consumers intend to purchase such products
to safeguard the environment. Cherian
and Jacob (2012) suggest that researchers
need to explore factors that motivate
consumers towards green product usage.
The present study finds out that, consumers
are motivated to use green products
because of environmental sustainability
and their personal consciousness towards
the environment. However, unavailability
of such products and unawareness refrain
them from using such products.

IMPLICATION

The results of the present study can be used
by marketers, manufacturers as well as the
government to promote green products
efficiently. Unawareness and unavailability
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of the green products should be countered
so as to remove the obstacle in its usage.
Advertisements and promotional activities
must be taken to make people aware,
focusing on the environmental aspect as
it is found to be the most influential factor
motivating green product purchase and
usage. Moreover, personal consciousness of
consumers must be given due consideration,
besides promotion, as it is also found to be
a motivating factor. Awareness programs
of environmental degradation and benefits
of green products must be launched along
with the different types of such products that
consumers can use.

REFERENCES

Bhatia, M., & Jain, A. (2013). Green marketing: A
study of consumer perception and preferences
in India. Electronic Green Journal, 1(36), 1-19.

Boztepe, A. (2012). Green marketing and its impact
on consumer buying behavior. European Journal
of Economic and Political Studies, 5(1), 5-21.

Chamorro, A., Rubio, S., & Miranda, F. J. (2009).
Characteristics of research on green marketing.
Business Strategy and the Environment, 18(4),
223-239.

Chen, T. B., & Chai, L. T. (2010). Attitude towards
the environment and green products: consumers’
perspective. Management Science and
Engineering, 4(2), 27-39.

Cherian, J., & Jacob, J. (2012). Green marketing: A
study of consumers’ attitude towards environment
friendly products. Asian Social Science, 8(12),
117-126.

D’Souza, C. (2004). Ecolabel programmes: A
stakeholder (consumer) perspective. Corporate
Communications: An International Journal,
9(3), 179-188.

Pertanika J. Soc. Sci. & Hum. 25 (4): 1545 - 1554 (2017)

D’Souza, C., Taghian, M., & Lamb, P. (20006).
An empirical study on the influence of
environmental labels on consumers. Corporate
Communications: An International Journal,
11(2), 162-173.

Gilbert, A. J. (2007). The value of green marketing
education at the University of Wisconsin-La

Crosse. Journal of Undergraduate Research,
10, 1-16.

Grunert, S. C. (1993). Everybody seems concerned
about the environment: But is this concern
reflected in Danish consumers’ food choice? In
W.F. V. Raaij, & G. J. Bamossy (Eds.), European
advances in consumer research (pp. 428-433).

Provo, UT: Association for Consumer Research.

Kiran, K. U. (2012). Opportunity and challenges of
green marketing with special references to Pune.
International Journal of Management and Social
Sciences Research, 1(1),2319-4421.

Kumar, P. (2015). Green marketing products in India.
DAV Academic Review, 1(1), 1-12.

Lee, K. (2008). Opportunities for green marketing:
Young consumers. Marketing Intelligence and
Planning, 26(6), 573-586.

Lee, K. (2009). Gender differences in Hong Kong
adolescent consumers’ green purchasing
behavior. Journal of Consumer Marketing,
26(2), 87-96.

Maheshwari, A., & Malhotra, G. (2011). Green
marketing: A study on Indian youth. International
Journal of Management and Strategy, 2(3), 1-15.

Manaktola, K., & Jauhari, V. (2007). Exploring
consumer attitude and behaviour towards
green practices in the lodging industry in
India. International Journal of Contemporary
Hospitality Management, 19(5), 364-377.

Manian, K., & Ashwin, J. N. (2014). Present green
marketing-brief reference to Indian scenario.
International Journal of Scientific Research and
Management, 2(3), 51-57.

1553



Shamsi, M. S. and Siddiqui, Z. S.

Rahbar, E., & Abdul Wahid, N. (2011). Investigation ~ Yazdanifard, R., & Mercy, 1. E. (2011). The impact

of green marketing tools’ effect on consumers’ of green marketing on customer satisfaction
purchase behavior. Business Strategy Series, and environmental safety. Proceedings of
12(2), 73-83. International Conference on Computer

Communication and Management (pp. 637-641).
Singapore: IACSIT Press. Retrieved from https://
pdfs.semanticscholar.org/cb39/27334b3e89761d
573caafd7ctt55¢22ec2d6.pdf

Sheikh, F. Z., Mirza, A. A., Aftab, A., & Asghar,
B. (2014). Consumer green behaviour toward
green products and green purchase decision.
International. Journal of Multidisciplinary
Sciences and Engineering, 5(9), 1-9.

1554 Pertanika J. Soc. Sci. & Hum. 25 (4): 1545 - 1554 (2017)



Pertanika J. Soc. Sci. & Hum. 25 (4): 1555 - 1568 (2017)

/ SOCIAL SCIENCES & HUMANITIES

PERTANIKA Journal homepage: http://www.pertanika.upm.edu.my/

N\

Emotional Intelligence: A Study on Academic Professionals

Chitra Krishnan*, Richa Goel, Gurinder Singh, Chitra Bajpai, Priyanka Malik
and Seema Sahai

Amity International Business School, Amity University, Noida, Uttar Pradesh, India

ABSTRACT

As emotional intelligence competencies are seen as the key to personal and professional
success, thus it becomes significant to study the relationship of experience and age of
an individual on the level of emotional intelligence. This study aims at finding out the
perception and the level of emotional intelligence in a person on the basis of his/her age
group and gender. The study is exploratory in nature where quota sampling was used to
collect data. This study attempts to study the level of emotional intelligence among faculty
members of academic institutions (who are the institution’s greatest asset), like Amity
University, SRM University, Delhi University, Lucknow University, and Christ University.
A 2x3 factorial design was prepared to compare emotional intelligence between age and
gender of academic professionals. A self-designed questionnaire, prepared on Likert type
scale was distributed among 200 academicians of India, out of which 165 were responded
and eventually, 160 questionnaires were selected for analysis. Tools like item to total
correlation, reliability, factor analysis, and Z-test were used to analyse the data. Various
factors like proficiency, holistic wisdom, candidness, insight, sensibility, understanding
situations, truth loving, being relaxed; matured, balanced, having optimism, sagaciousness,
calmness and development were identified. Results of the Z-test shows that respondents
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INTRODUCTION

Academicians play a key role in
disseminating knowledge in specific subjects
and help students to grow build emotional
intelligence in its fullest stature, develop
suitable attitudes and unfold a personality,
high in emotional intelligence. Education
to be meaningful should not only aim at the
physical and mental growth of the individual
but also take into account the needs and
the aspirations of developing societies.
Emotions of teachers are vital in this regard.
An academician not only instructs but also
motivates students. Some teachers find
teaching to be a stressful occupation; when
compared to other occupations, teachers
experience high levels of stress.

The concept of emotional intelligence
has recently attracted a lot of interest
from academicians all over the world
(Bachman, Stein, Campbell, & Sitarenios,
2000. Emotional intelligence is considered
to be important as it affects the academic
achievement of students positively, not only
during the years they are taught but also
during the years to follow. Emotions are our
responses to the world around us and they
are created by the combination of thoughts,
feelings and actions. Emotions, if properly
used are an essential tool for a successful
and fulfilling life. But if our emotions are
out of control, it can be detrimental. In our
day to day life, they affect our relations
with people, our self-identity and our ability
to complete a task. To be effective, the
cognitive processes must be in control of
emotions so that they work for rather than
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against cognition, hence, the the importance
of emotional intelligence.

The most important predictor
of personal success and organisational
performance is emotional intelligence (EI).
El is a dimension of human behaviours
that can be significantly increased. An
emotionally intelligent person accepts
himself, acts with confidence, manages all
emotions exceptionally well and makes
wise and sensible decisions (Slaski &
Cartwright, 2002). EI enables a person to
establish meaningful relationships, which
is manifested as perceptiveness and the
ability to communicate empathy. Thus, an
emotionally intelligent person is resilient
and will thrive during times of adversity.

Cherniss (2000) considers the factors
that influence the capacity of relationships
to promote social and emotional learning.
These factors include the level of emotional
competence and psychological development
that each person brings to the relationship
and group memberships (especially race,
ethnicity, and gender) bring to the societies.
Also important are routine patterns of
behavior that can facilitate learning
through social interaction. Finally, two
organisational factors can have a significant
influence: formal human resource systems
and leadership.

El is a broad term used for our
level of competence in our personal and
interpersonal skills. In work environments
research expresses mastery of these personal
and interpersonal skills as the single most
important factor of our performance success

Pertanika J. Soc. Sci. & Hum. 25 (4): 1555 - 1568 (2017)



Emotional Intelligence: A Study on Academic Professionals

(Krishnan & Choubey, 2014). It is also
a crucial factor in how we believe, think
and act. EI will determine how well you
know and deal with yourself, how well you
handle, how well you interact and handle
others. EI includes a broad array of sub-
skills including how we observe our own
and others’ feelings and emotions, how
we differentiate and evaluate and how we
use this knowledge to guide our thinking
and actions. It includes assertiveness,
impulse control, adaptability, motivation
and optimism.

The importance of emotions to
intellectual functioning was originally
studied by researchers such as Thorndike
(1920), Guilford (1967), and Gardner
(1983). As such, contemporary theories
propose that emotions play an important
role in organising, motivating and directing
human behaviours (Gardner, 1983; Salovey
& Mayer, 1990). A trend is noticeable
in that EI is becoming an important
area of research in the educational and
psychological spheres (Bajpai, 2013; El
Hassan & El Sader, 2005; Locke, 2005;
Tripathi, Chauturvedi, & Goel, 2016). The
first and most promising description and
theory of EI was conceptualised by Salovey
and Mayer (1990).

According to them, EI involves the
abilities to perceive, appraise, and express
emotion; to access and/or generate feelings
when they facilitate thought, to understand
emotion and emotional knowledge, and to
regulate emotions to promote emotional
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and intellectual growth (Mayer & Salovey,
1997).

Salovey and Mayer (1990) categorised
five domains of emotional intelligence:

*  Self Awareness: It includes observations
and recognising feelings as they
happen. It is the key stone of emotional
intelligence. The ability to monitor what
we are feeling moment to moment is
crucial to psychological insights and
self understanding. Being aware of
our emotion helps us to make better
decisions as inappropriate emotional
responses cloud out judgment.

* Managing Emotions: It relates to
handling feelings so that they are
appropriate, realising what is behind a
feeling, finding ways to handling fears
and anxieties, anger and sadness. It is
managing one’s internal states, impulses
and resources.

* Motivating Oneself: This involves
channeling emotions in the service of a
goal, emotional self control, delaying
gratification and stifling impulses. It is
our emotional tendencies that guide or
facilitate us in reaching goals.

* Empathy: Empathy is a fundamental
human skill. Empathy forges emotional
connection and tends to bind people
together even more deeply than shared
beliefs and ideas. Empathy underlies
many interpersonal aptitudes like
teamwork, persuasion and leadership.
Empathy is also sensitivity to others’
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feelings and concerns, taking their
perspective, and appreciating the
differences in how people feel about
things. It is the awareness of others’
feelings, needs and concerns.

* Handling Relationships: It includes
managing emotions in others, social
competencies and social skills. It
is adeptness at inducing desirable
responses in others.

Nelson, Low and Nelson (2005) presented
in their research paper the critical role of EI
in the success of students and is the most
important factor in personal achievement,
school success, leadership, and satisfaction
in living. They also describe EI as a set
of specific skills and concepts that are
measurable, learnable and once acquired,
can be utilised for success, not only in
academics but in other aspects of life.
Social and emotional competencies are
potential predictors of leadership (Ashforth
& Humphrey 1995; Cooper & Sawaf, 1997).

Cooper (1997) researched the positive
correlation between age and emotional
intelligence. Goleman (1995, 1996, 1998)
further supported this research through the
study that emotional intelligence increases
with age, because of the fact that in most
cases, maturity develops with increase in
age. Emotional intelligence appears to be
a measure of maturity or stability, hence,
positively related to age irrespective of one’s
thinking orientation.

Abraham (1999) showed that EI has a
positive effect on organisational outcomes
of work, group cohesion, organisational
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commitment, employee performance and
organisational citizenship behaviour. Studies
propose that people with high levels of EI
practise more career success. Research
shows that well developed emotional
intelligence distinguishes individual ‘star
performers’ and plays an important role
in determining which organisation will
outperform the competitors.

Further, Panda and Singhal (2009)
studied primary school teachers’ work
behaviour in relation to emotional
intelligence. Results indicated that
emotional intelligence has positive effect
on primary school teachers’ work behavior.
So, emotional intelligence of primary school
teachers is given priority in educational
situations for development of quality
teachers.

O’Boyle, Humphrey, Pollack, Hawver,
and Story (2011) studied the relation
between emotional intelligence and job
performance. The investigators classified
emotional intelligence study into three
streams: (i) ability-based models that use
objective test items; (ii) self-report or peer-
report measures based on the four branch
models of emotional intelligence; and (iii)
mixed models of emotional competencies.
The three streams demonstrated correlations
ranging from 0.24 to 0.30, with job
performance. A model was also proposed
by Mayer, Salovey and Caruso (2000) which
became the base for further studies.

Abdolvahabi, Bagheri, Haghighi,
and Karimi (2012) found a significant
relationship between emotional awareness,
empathy, and self-efficacy. The results of
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variance analysis for regression research
showed that self-efficacy was significant
according to emotional intelligence
components.

Objectives of the Study
Objectives of the study are as follows:

e To find out the factors underlying
emotional intelligence of faculty
members in the institute.

* To find out the association between the
determinants of EI and demographic
factors of the respondents.

* To find out the difference in emotional
intelligence among various age groups.

* To find out the difference in emotional
intelligence based on gender.

RESEARCH METHODOLOGY

Sample

The study was conducted in different
educational institutes like Amity University
Noida, SRM University Sonepat, Delhi
University, and Christ University Bangalore.
For this purpose, 200 academic professionals
were contacted — some personally and few
through mails and were requested to fill
in a questionnaire comprising measure
of emotional intelligence. The 40-item
questionnaire was on a 7-point Likert scale,
where 1 indicated strongly disagree and 7
indicated strongly agree.

Data Analysis

Reliability testing was applied to the items.
Underlined factors were found through
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factor analysis. Z-test was conducted to
compare emotional intelligence of academic
professionals. Hypotheses were formed for
applying the Z-test between age groups:

Ho,: There is no significant difference
between EI of academicians
between the age groups of 25-35

and 40-55.

Ho,: There is no significant difference
between EI of academicians
between the age groups of 40-50

and 55 and above.

There is no significant difference
between EI of academicians
between the age groups of 25-35
and 55 and above.

The following hypothesis was formed for
applying Z-test between genders:

Ho,: There is no significant difference
between gender and the EI of

academic professionals.

Academic professionals were again
compared on the basis of presence of
different factors. Z-test was applied to
compare these factors. Following hypotheses
were formed:

Hos:  Male and female academicians have
no significant difference on the

basis of ‘proficient’ factor..

Ho,: Male and female academicians have
no significant difference on the

basis of ‘holistic wisdom’ factor. .
Ho,: Male and female academicians have
no significant difference on the

basis of ‘candid’ factor.

1559



Ho,:

Ho,:

Hoy;:

Ho,,:

Hoq;:

Ho,,:

Ho;s:
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Male and female academicians have
no significant difference on the
basis of ‘insightful’ factor. .

Male and female academicians have
no significant difference on the
basis of ‘sensible’ factor.

Male and female academicians have
no significant difference on the
basis of ‘understanding situations’
factor.

Male and female academicians have
no significant difference on the
basis of ‘truth loving’ factor. .

Male and female academicians have
no significant difference on the
basis of ‘relaxed’ factor.

Male and female academicians have
no significant difference on the
basis of ‘mature’ factor.

Male and female academicians have
no significant difference on the
basis of ‘balanced’ factor.

Male and female academicians have
no significant difference on the
basis of ‘optimism’ factor.

Item to total correlation

Ho,,: Male and female academicians have
no significant difference on the

basis of ‘sagacious’ factor.

Ho,;: Male and female academicians have
no significant difference on the

basis of ’calm’ factor. .

Ho,s: Male and female academicians have
no significant difference on the

basis of ‘development’ factor.

RESULTS AND DISCUSSION

Consistency Measure

Firstly, consistency of all the items in the
questionnaire was checked through item
to total correlation. Correlation of every
item with the total was measured and
the computed value was compared with
standard value, that is, 0.14. If the computed
value was found less than the standard
value, then the whole factor / statement
was dropped and termed as inconsistent.
Only one item having value of 0.03412 was
dropped (Table 1).

Items Computed Consistency Accepted/
Correlation Dropped
Value
1. Istay relaxed and composed under pressure. 0.189896  Consistent Accepted
2. [ can identify negative feelings. 0.292770  Consistent Accepted
3. I put negative feelings out of the mind. 0.251526  Consistent Accepted
4. [ am sensitive to other people’s emotions and moods. 0.334131 Consistent Accepted
5. [Ireceive feedback and criticism without being defensive. 0.03412 Inconsistent  Dropped
6. I calm myself quickly when I get angry or upset. 0.298696  Consistent Accepted

1560

Pertanika J. Soc. Sci. & Hum. 25 (4): 1555 - 1568 (2017)



Emotional Intelligence: A Study on Academic Professionals

Table 1 (continue)

1 freely admit to making mistakes. 0.310848  Consistent Accepted
1 communicate my needs and feelings honestly. 0.295624  Consistent Accepted
1 pull myself back easily after setback. 0.307532  Consistent Accepted
10. I am aware of how my behaviour impacts others. 0.428632  Consistent Accepted
11. I pay attention and listen without 0.470371 Consistent Accepted
12. I always tell the truth. 0.201303 Consistent Accepted
13. I maintain good eye contact. 0.200673 Consistent Accepted
14. [ understand how people experience conflicting 0.421023 Consistent Accepted
emotions.
15. I know how to manage myself under pressure. 0.441437  Consistent Accepted
16. [ remain keen to find new challenges. 0.467092  Consistent Accepted
17. I can stay cheerful even when things go wrong. 0.380904  Consistent Accepted
18. I understand my developmental needs. 0.514569  Consistent Accepted
19. I show passion and commitment towards others. 0.501104  Consistent Accepted
20. [ know how to cope with stress. 0.494955  Consistent Accepted
21. [ can sense emotions of people around me. 0.594989  Consistent Accepted
22. [ can use my instincts and feelings. 0.464019  Consistent Accepted
23. [ stay focused on getting a job done. 0.378609  Consistent Accepted
24. [ am reliable and genuine. 0.578538  Consistent Accepted
25. [Iadapt to change. 0.348298  Consistent Accepted
26. [ learn from my mistakes. 0.50289 Consistent Accepted
27. [Itry to be sensitive and understanding. 0.357061 Consistent Accepted
28. [ take criticism positively. 0.345998  Consistent Accepted
29. I maintain work and life balance. 0.393176  Consistent Accepted
30. [ remain patient with people. 0.511356  Consistent Accepted
31. Irespond to people’s emotions. 0.376078  Consistent Accepted
32. [ use different moods to enhance my thinking. 0.454134  Consistent Accepted
33. [understand how emotions lead to anger. 0.518116  Consistent Accepted
34. Ican tell when a friend is embarrassed. 0.343896  Consistent Accepted
35. I can tell when a friend is happy. 0.399301 Consistent Accepted
36. [ can usually de-escalate anger and conflict. 0.334742  Consistent Accepted
37. I know how emotions progress and develop. 0.386314  Consistent Accepted
38. I laugh when people around me are laughing. 0.337612  Consistent Accepted
39. People rarely consult me about their personal problems. 0.240854  Consistent Accepted
40. [rarely lose myself'in thoughts. 0.288867  Consistent Accepted
Reliability Measure items. As the reliability value is good, the

Reliability test was carried out by using questionnaire can be considered to be highly
SPSS software. The reliability value through ~ reliable.
Cronbach’s alpha method was 0.842 for 39
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Factor Analysis The factors identified were proficient,

The factors were calculated with the help holistic wisdom, candid, insightful, sensible,
of total variance explained. The final 14 understanding situations, truth loving,
factors, which emerged were calculated from relaxed, mature, balanced, optimism,
the rotated sum of squared value loading Sagacious, calm and development.

which was the outcome of SPSS software.

Table 2
Factor analysis and convergence

Factor Name  Eigen Value Variable Convergence Loadings

Proficient 6.357 19. Show passion and commitment 718

14. Understand how people experience conflicting emotions  .678

15. Manage under pressure 677
17. Stay cheerful when things go wrong 572
25. Adapt to change 452
Holistic 2.324 26. Learn from mistakes 734
wisdom 22. Use instincts and feelings .658
24. Reliable and genuine 591
21. Sense feelings and emotions of people .583
Candid 2.290 7. Freely admit to mistakes .688
9. Pull myself easily after a setback .678
8. Communicate needs and feelings honestly 486
16. Remain keen to find challenges 455
23. Stay focused in getting job done 424
Insightful 2.125 27. Try to be sensitive and understanding .807
Sensible 2.063 35. Tell when a friend is happy 759
10.Aware of how my behaviour impacts others 732
32. Use different moods to enhance my thinking 572
31. Respond to people’s emotions .558
Understanding 1.733 33. Understand how emotions lead to anger 770
situations 34. Tell when a colleague is embarrassed 764
Truth loving  1.611 13 Maintain good eye contact 831
12. Tell the truth .602
11. Pay attention and listen without jumping to conclusions 391
Relaxed 1.550 38. I laugh when people around me are laughing 768
39. People rarely consult me about personal problems .695
1. Stay relaxed and composed under pressure .623
Mature 1.372 28. Take criticisms positively 771
18. Understand my developmental needs 510
20. Know how to cope with stress .388
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Table 2 (continue)

Balanced 1.240 30. Remain patient with people 765
Optimism 29. Maintain life and work balance 615
Sagacious 3. I can put negative feelings out of my mind 705
36. Usually de-escalate negative thoughts .615

1.104 2. Identify negative feelings 791

4. Sensitive to other people’s emotions and moods 11

Calm 1.073 6. Calm myself quickly when I get angry .646
Development 1 906 37. 1 know how emotions progress and develop 722

Z-Test It can be proven by comparing the mean

To compare the emotional intelligence of
male and female academicians and between
various age groups, Z-tests were applied
(Table 3).

Comparison of academicians between age
groups 25-35 and 40-50. The z value was
9.91 between age group of 25-35 and 40-50,
which was more than standard value, 1.96, at
5% level of significance, therefore the null
hypothesis was not accepted which states
that there is no significant difference in the
emotional intelligence of this age group. It
can be observed that attitude towards things
at work and towards life varies in these age
groups. Young people generally take things
lightly and react immediately without giving
any thought whereas people at the age of 40-
50 generally learn to manage their emotions
and behaviour accordingly. In addition, they
possess a sense of responsibility so they
show consistent behaviour on their work.

Pertanika J. Soc. Sci. & Hum. 25 (4): 1555 - 1568 (2017)

values too (Table 3).

Comparison of academicians between age
groups 40-50 and 55 and above. Since,
the z value was 8.61 between age group
of 40-50 and 55 and above, which is more
than standard value 1.96, at 5% level of
significance, therefore in this case too, the
null hypothesis is not accepted and we can
say that there is significant difference in the
emotional intelligence of this age group.
By comparing the mean values of both the
groups we find that academicians in the age
group show higher emotional intelligence in
comparison to senior academicians. In our
Indian context, people at the age above 55
start losing their potential for doing work
and develop fear of getting neglected or
being unheard which ultimately disturbs
their emotional stability so they show
inconsistent behaviour (Table 3).
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Table 3

Comparison of emotional intelligence between different age groups

Assumptions Mean Value Standard Error ~ Value Of Z Difference
X1=25-35(Age group) X1=5.50708 0.095781 9.91>1.96 Significant
X2=40-50(Age group) X2=6.448745 0.1078 8.61>1.96 Significant
X2=40-50 X2=6.448745 0.0918 0.146<1.96 insignificant
X3=55 and above X3=5.520513

X1=25-35 X1=5.50708

X3=55 and above X3=5.520513

Comparison of academicians between
age groups 40-50 and 55 and above. In
this case the z value was 0.0918 between
age group of 25-35 and 55 and above,
which was less than standard value, 1.96,
at 5% level of significance, therefore the
null hypothesis is accepted and it can be
concluded that emotional intelligence of
both groups is more or less the same. As it
can be seen through earlier results, young
people and old aged persons are low at
handling their emotions, so there is no
difference in their emotional intelligence.
The results prove to be similar with the

Table 4

results on emotional intelligence on school
teachers in Malaysia as reported by Noriah,
Iskandar and Ridzauddin (2010).

Comparison of emotional intelligence
between male and female academicians.
Critical value for Z-test was 12.18, which
is quite higher than table value, 1.96, so
the null hypothesis is not accepted which
states that there is no significant difference
between emotional intelligence of male and
female academicians and by comparing
mean values, we can further conclude that
EQ of females is higher than males (Table
4).

Comparison of emotional intelligence between males and females

Assumptions Mean Value S.E Z-value Difference
(Standard value=1.96)

Hos, X=Xz X1=5.391523 0.0676683 12.18>1.96 Significant

X, = male X1,=5.475813

X,,=female
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Z-Test between Factors

Further, Z-test was applied to evaluate the
significant difference among the factors,
explored during factor analysis (Table 5).
Factors like proficient, holistic wisdom,
insightful, understanding situations, truth
loving and relaxed showed no difference
between male and female respondents as
their critical value was less than standard
value. On the other hand, factors like candid,
sensible, mature, balanced, optimism and
sagacious showed that there is significant
difference between factors whereas two

Table 5

factors could not be compared as they had
only one statement. Mayer and Salovey
(1997) showed that emotional intelligence
is the composition of different types of
competence, which have the possibility
to distinguish feelings within the person
which affects productivity and increase an
individual's performance. Studies indicate
that teachers who have increased level of
emotional intelligence can perform in a
better way than those with less emotional
intelligence (Mayer & Salovey, 1997;
Mehmood, Qasim, & Azam, 2013).

Comparison of different factors of emotional intelligence between males and females

Factors Assumptions Z-Value Difference
1. Proficient Hys: X=X, 0.320<1.96 Insignificant

X, = male

X,,=female
2. Holistic wisdom Hy , X=X, 0.15<1.96 Insignificant
3. Candid Hy;, X=X, 1.96>1.96 Significant
4. Insightful Hyg, X=X, 0.192<1.96 Insignificant
5. Sensible Hyo , X=X, 12.42>1.96 Significant
6. Understanding situations H,, X=X, 0.74<1.96 Insignificant
7. Truth loving H, , X=X, 0.34<1.96 Insignificant
8. Relaxed H,, , X=X, 1.48<1.96 Insignificant
9. Mature Hy;, X=X, 4.021>1.96 Significant
10. Balanced H,, X=X, 18.542>1.96 Significant
11.  Optimism Hs, X=X, 18.546>1.96 Significant
12.  Sagacious Hs, X=X, 8.57>1.96 Significant

CONCLUSION 14 factors considered for this study, six

The present study was attempted to examine
the difference in emotional intelligence of
various age groups and gender. The results
of the data analyses revealed that out of
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have shown no difference between males
and females while six show significant
difference. Z-test was also applied to
compare the difference in emotional
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intelligence between age groups. Results
show that EQ varies between age groups 25-
35 and 40-50, 40-50 and 55 and above. For
age groups of 25-35 and 55 and above, there
is no difference as the young generation is
at the starting phase of learning whereas old
aged people have stopped learning.

The conclusion of the study reveals
that emotional intelligence of employees
is largely affected by the proficiency of a
person on the work which has highest Eigen
value and the next factor which affects the
level of emotional intelligence is the holistic
wisdom of the employees last factor is
emotional development.
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ABSTRACT

Everyday marketers are facing challenges and getting many new opportunities within
this digital age. Marketers are basically making use of electronic media to promote all
the goods and services into the market. One of the major challenges the marketer has to
deal with is to know how to persuade someone and how to come up with ways in order
to attract and retain prospective customers. The issue could easily be solved by making
or allowing customers to interact or talk about the brand through the use of digital media.
Through this research the researcher would be focusing and talking about the importance
of digital marketing for both customers and the marketers. This research is conducted to
understand why digital marketing is more effective than traditional media and what are
the major differences between digital and traditional media. The researcher made use of
primary and secondary data, and a close ended questionnaires, where a sample of 105
respondents were selected. The data was collected through Google forms and analysed
using the SPPS statistical tool to explore descriptive statistics like frequency, mean, standard
deviation as well as cross-tabs and inferential statistics, comprising regression analysis and

ANOVA. Secondary resources were used to

do review of literature through journals and

articles. This research will also show the
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INTRODUCTION

Digital marketing is one of the marketing
strategies generally used to promote goods
and services to customers by utilising
different channels of distribution. Digital
marketing reaches out beyond web
promotion by including all the channels
which do not require the need for the
Internet. Through digital media, purchasers
can obtain information whenever and
wherever they need. With the presence of
digital media, customers do not only depend
on what the organisation says in regards to
their brand or product, additionally, they
can take after what the media, companions,
affliations, and peers are stating too. Digital
marketing is a broad term where through
the use of digital technologies, various
techniques of promotion are being provided
or deployed out to prospective customers.
In today’s technology driven world, social
networking sites have become an avenue
where retailers can extend their marketing
campaigns to a wider range of consumers
(Paquette, 2013).

Digital Marketing makes sure that the
marketer approaches buyers in a relevant,
sensible and cost-friendly manner. The
digital marketing procedure is adequately
utilised as part of the push and pull marketing
strategies. Both push and pull marketing
techniques are possible in digital marketing.
Mark mindfulness has been demonstrated
to work with more adequacy in nations
that are high in vulnerability shirking,
likewise for nations that have instability
evasion, online networking advertising
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works adequately. However, marketers need
to be mindful so as not to be intemperate on
the utilisation of this sort of showcasing,
and also exclusively depending on it as it
might have suggestions that could contrarily
outfit their picture. Brands that speak
for themselves in a humanising way will
probably prevail in circumstances where a
brand is promoted. Since online networking
use can improve the information of the brand
and consequently diminish the vulnerability,
it is conceivable that individuals with high
instability shirking, for example, the French,
will especially value the high web-based
social networking collaboration with a
humanised mark. Moreover, computerised
stage gives simplicity to the brand and its
clients to cooperate specifcally and trade
their intentions for all intents and purposes.

Midde (2009) conducted a secondary
research to compare the trust of consumers
between traditional and digital marketing,
the conclusion of which was that the major
infuence are family and relatives. Online
advertising comes very late and digital
marketing still has a long way to infuence
the buying decision of consumers (Clarke
& Svanaes, 2012; Furrer & Sudharshan,
2001).

As markets are getting complex day
by day, companies are trying to cope with
such complexities. As rightly said by Fader
and Winer (2012), e-commerce and social-
commerce are the era of the 21 century.
IBM Institute for Business Value (IIBV) has
also highlighted the importance of digital
marketing while having interviews with
CEOs (IIBV, 2011).
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