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Abstract 
 

Purpose- The study proposes a store preference model for fashion apparel retailers to explore the 
 

business opportunities in the developing and liberalized country like India. Hence, the purpose of the 
 

present study is to assess the role of product and store attributes on the store preference of consumers. 
 

Design/methodology/approach- The study utilizes judgmental sample of 497 usable responses via a 
 

mall intercept at major shopping centers and cities of Madhya Pradesh. Total eight factors are 
 

regressed with store preference as a dependent variable by multiple regression analysis. 
 

Findings- The study demonstrated significant affect of the most of the variables to 

store preference from the young consumer segment. 
 

Practical implications- 
 

The findings provide fashion apparel retailers with more definitive information on 

effective store and product attributes along with the communication and marketing mix 

strategies to increase customer base in the emerging metropolitan cities of India. 
 

Keywords- Apparel market, multiple regressions, product attribute, Store attribute, 

Store preference Introduction 
 

Indian retail is poised to become a $1.3 trillion opportunity by 2020 (The Economic times, 2015). To 

attract international giants to enter into Indian retail sector through the means of franchising, licensing 

and other ways of entries into Indian business (Dutta and Singh, 2013), Indian government has opened 

the door for International retail firms for multi-brand retail with 51 percent Foreign Direct Investment 

(Times of India, 2013; The Economic times, 2011). With the estimated average annual growth of 25 

percent (Gupta and Tandon, 2013), India is a commercially attractive market in top 30 emerging countries 

of the world, as per the Global Retail Development Index by Atkearney (2015). Besides this, India is far 

ahead of the USA (more than 15 million stores in India as compared to 0.9 million in the USA) in terms of 

density of organized as well unorganized retail stores which is the 
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highest in the world (Halepete and Seshadri Iyer, 2008). The report of Atkearney (2015) also 

suggests that India has outstanding opportunity for international retailers in single-brand retail, 

multi-brand retail, e-commerce and cash-and-carry, because of its strong growth phase in the next 

five years. As a result, India can be a lucrative destination for Multinational giants to set up their 

operations to attract Indian customers (Bhandari, 2010; Halepete et al., 2008). This development 

can lead to considerable economic and social change, creating a strong consumer market for 

foreign retailers. Therefore, in the rapidly growing fashion retail market, it becomes essential for 

retailers to understand consumer decision making with its demography which in return will help 

them cater to the needs of the consumers. Then main reason for consumer decision making is 

ascribed to the attributes of store and products as a whole (Kimet al., 2009). In order to cater to the 

dynamic Indian consumers, the retailers are formulating relevant attributes related to retail store 

and product. During the past five years, drastic changes happened in Indian retail setting ranging 

from consumers purchasing power and preference to retailers offerings (Wigey and Moore, 2007). 
 

Previous studies have identified several product attributes as a criterion for choosing products or a 

particular store (BennurandJin, 2013; Delongetal, 2004).The studies in store preference based on 

product attribute (Swinker and Hines, 2006; Wu and Delong, 2006) and store attributes(Leszczyc and 

Timmermans, 2001; Theodoridis and Chatzipanagiotou, 2009)cannot be common across various 

countries or regions. For Asian countries, design, innovation, workmanship, brand image, service and 

display are considered as a crucial evaluations of the US brands (Delongetal. 2004; Wuand Delong, 2006; 

Das, 2015).Similarly, consumers in developed countries and developing countries may have 

 
different preferences of product attributes and those changed preferences matter a lot for fashion 

retailers. The store attributes which have caught attention of many researchers such as price, 

merchandise information, store location, store environment, store offerings (Toby et al., 2012; 

Kotler, 1983; Shim and Kotsiopulos, 1992; Mazursky and Jacoby,1985) and these attributes a r e 

considered to be vital in preference of store. In the same lines, it is observed that the success of 

retailers dealing in different formats largely depends upon the retailer's depth of knowledge of the 

various products and store attributes (Baltas and Papastathopoulou, 2003; Roy and Ghosh, 2013). 

But by looking at overall aspects related to fashion retail store preference, it seems that the 

importance of particular store and product attributes depends upon product to be purchased 

(Paulins and Geistfeld, 2003). So it becomes essential that attributes should be tested separately 

for individual country as per store offerings and product type. Further, it has been found that the 

existing literature has not covered both the aspects of store and product attribute to understand 

store preference. Importantly, little is known about the influence of store attribute and product 

attribute particularly related to fashion retail store and has not been examined in a clear fashion. 
 

In past, the organized retail store and brands were restricted to metro cities only but due enormous 

opportunities like large segment, more fashion consciousness from tier II and tier III cities have caught 

the attention of many international players (Dutta and Singh, 2013). Madhya Pradesh is situated in the 
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center part of India. The second largest state of India by area and sixth largest state by population 

and it has the highest border sharing neighbor states making it a mix of more demographics and 

different cultures. Moreover, in the recent years, the state's GDP growth has been above the 

national average (Times of India, 2013). Present study is therefore to ascertain the consumer 

responses from apparel retail stores of Madhya Pradesh State in India. 
 

Previous studies were carried out with either store attributes or product attributes separately and 

even with very limited number of attributes. Even literature reports were fragmented in opinion on 

linking various attributes and store choice (Nilsson et al., 2015). The present study aims to fill this 

gap by concentrating on the ever changing store choice behavior through investigating its 

relationship with the product attributes and store attributes. Resulting outcome can be beneficial 

for the fashion retailers operating in India and the international players who are trying to enter the 

Indian market. The findings of this study will add, in anticipating the changes, of consumers’ 

preference for store based on store and product attribute by contributing to the retailing literature. 

After extensive literature review, this study aims to take up the following objectives: 

To investigate the impact of product attributes on consumer fashion store preference. 
 

To investigate the impact of store attributes on consumer fashion store preference. 
 

The paper begins with review on store choice with a special focus on the store attributes and 

the product attributes as a clue for customers’ preference. Later part of this paper with 

methodology, analysis, discussion, implication with limitations and future scope of the study. 

Review of literature 
 

Store choice 
 

1. Literature on store choice holds much importance in understanding consumer patronage behavior 

(Chang et al., 2015; Nilsson et al., 2015; Prasad and Aryasri, 2011; Fowler and Bridges, 2010; Briesch 

et al., 2009; Reutterer and Teller, 2009; Carpenter and Moore, 2006; Pan and Zinkhan, 2006; Sinha 

and Banerjee, 2004; Baltas and Papastathopoulou, 2003; Popkowski et al., 2000) due to change in 

consumer habitats and change in retail formats. Some early studies on store choice defined store 

choice as a cognitive process which is more like information processing behavior as any other 

purchase decision (Sinha and Banerajee, 2004; Sinha,2000; Fotheringham,1988). Whereas the most 

recent studies on store choice suggests that store choice is highly dependent on various store 

attributes (Nilsson et al., 2015; Das, 2015; Dholakia and Zao, 2010) and various product attributes 

(Norskov et al., 2015; Tireli and Martı´nez-Ruiz, 2014; Min et al., 2012).On the hand research studies 

also identify the role of shopping occasion and store choice behavior instead of choice based 

criteria. In the literature, customers are classified, based on the shopping occasion and frequency 

and explain the effect of store occasion on store choice behavior (van Kenhove et al., 1999). After 

that, consumer’s evaluation of retail agglomeration attractiveness is largely influenced by shopping 

situation and that will define the store choice (Teller and Reutterer, 2008; 

 
GehartandYan, 2004). Overall, basic facilities at the store (Gentry and Burns, 1977), travel time, 
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cost (Jones,1999; Ibrahim,2002; Sinha and Banerjee, 2004) and time of shopping 

trip (Kahn and Schmittlein, 1989) affect the store choice behavior. To date, many 

have examined the contribution for explaining why: consumer-shops within their 

trade area and mechanism behind the consumer-retail exchange in community. 
 

Developments in store choice literature categorized area specific attributes, playing the role of 

determining the choice of customers (Khadilkar, 2012). More importantly, store choice is mainly 

influenced by location of store and accepted that the location nearer to home is a major drive of store 

choice (Briesch et al., 2009; Sinha and Banerjee, 2004; Kimand Jin, 2001; Fotheringham, 1988; Stanley 

and Sewall, 1976). Over a period of time the shift in the literature has taken place from location to price 

and considered it as main factor affecting on-off store choice (Yip et al., 2012; Zielke, 2010; Morschett et 

al., 2005; Fox et al., 2004; Yavas, 2003). Later development in store choice area considered 

atmospherics, ambience and store environment as an important parameter for the preference of store 

(Yildirim, 2015; Ballantine et al., 2015; Wu et al., 2013; Skandrani et al., 2011; Ballantine et al., 2010; 

Sharma and Stafford, 2000; Baker et al.,1992;Malhotra,1983; Kotler,1973). 

Store attributes and store preference 
 

The studies on store attributes and store preference brought the attention of many researchers in their 

work, suggested that price, variety of product and customer specific services are crucial in forcing 

selection of store (Das, 2015; Varvoglis and Sirgy, 2015; Wong et al., 2012; Seock and Chen, 2011; Chiu-

Han and Ha, 2011; Ganesh et al., 2010; Roy Dholakia and Zhao, 2010; Carpenter and Moore, 2006; 

OppewalandKoelemeijer,2005; Taylor, 2003; Arnold,1997;Sparks, 1995). Owing to the interesting 

relevance of store attributes and store preference in selection of store, research is also conducted to 

check connection between store environment and store selection and the outcome has suggested 

relationship between both the variables (Ballantine et al., 2010; Vieira, 2010; Kent and Kirby, 2009; Punj 

and Moore, 2009; Mattila and Wirtz, 2008; HansenandDeutscher,1977).Moreover, it is observed that 

customers use a combination of quality of staff and the occurrence of low prices as the main variables in 

selecting a store(McGoldrick, 2002; Hutheson and Muthinho, 1998). Further, availability as pectsareal so 

one of the important of aspects in store attribute literature motivating store preference (Kucuk, 2004; 

Chopra and Meindl, 2007, p.77). To conclude, the attributes like merchant disease assortment, shopping 

trip patterns, product quality, shopping task, treatment by store personnel, price of product in store, fast 

checkout, convenient opening hours and convenient parking facilities played an important role, 

selecting particular store (Narang, 2011; Van Kenhoveetal., 1999; Kahn and Schmittlein, 1989; 

PanandZinkhan, 2006; Theodoridis and Priporas, 2009; Sinhaand Banerjee,2004; Gonza´lez-Benito et al., 

2007; Briesch et al., 2009). Therefore, it can be hypothesized, as per the proposed model of Figure I that: 

 

H1a: There is a positive relationship between Brand Value and store preference. 
 

H1b: There is a positive relationship between After Sales Services and store preference. 
 

H1c: There is a positive relationship between Ambiance and Decor and store preference. 
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H1d: There is a positive relationship between Store Staff influence and store preference. 
 

H1e: There is a positive relationship between Store Location and store preference. 
 

Product attributes and store preference 
 

Researchers have identified several product attributes like product quality and variety as a reason 

for consumers make their purchase decisions (Tirelli and Martı´nez-Ruiz, 2014; Bennur and Jin, 

2013; Yip et al., 2012; Min et al., 2012; Lockshin and Cohen, 2011; Briesch et al., 2009; Erdem and 

Keane, 1996; Mayer, 1982). Where as in terms of apparel store preference, esthetic attributes, such 

as style, fabric and fashion ability to be more important than other attributes (Swinker and Hines, 

2006; Eckman et al., 1990). As per Kano’s theory, the product attributes can be classified in to 

three categories, namely “must-be”, “performance”, with “attractive attributes”, and suggests that 

customer perceptions of these attributes may change in a linear fashion from being an attractive 

attribute to a performance attribute and finally to a must be attribute (Kano, 2001; Witell and 

Fundin, 2005). Among Asian countries, study revealed that price and quality are main attributes 

and act as determinant of consumers’ choice of store (Zhanget al., 2002; Wang and Heitmeyer, 

2005; Dicksonetal., 2004). To sum up, it can postulated that most apparel attribute studies found 

that the US consumers place importance on esthetics, comfort, fit, style, etc.(Eckmanetal.,1990; 

WuandDelong,2006), while consumers in developing countries, such as China and India, plays 

importance on price, quality, brand name, etc.(Das,2015; Narang,2011; Delongetal.,2004; 

Milleretal.,2005; Dicksonetal., 2004). 

Therefore, it can be hypothesized, as per the proposed model of Figure I that: 
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Figure I     
Proposed model for Store Preference    
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H2a: There is a positive relationship between Product quality and store preference. 
 

H2b: There is a positive relationship between Product price and 

store preference. H2c: There is a positive relationship between 

Product variety and store preference Methods 
 

For present research, population consisted of shoppers visiting and buying from malls in Bhopal, Indore, 

Jabalpur and Gwalior city, Madhya Pradesh whereas sampling element consist of shoppers visiting malls 

to shop these four cities of Madhya Pradesh, India. The data for the present study was collected via a 

mall intercept at major shopping centers in Bhopal, Indore and Gwalior city, Madhya Pradesh as all four 

cities are with higher number of malls than other cities of Madhya Pradesh. The cities were Bhopal, 

Indore, Jabalpur and Gwalior city, of Madhya Pradesh state of India, selected as sampling element 

because of its geographic and demographic suitability for the study. Bhopal, Indore, Jabalpur and 

Gwalior city are among top five districts with highest density of population as well with middle class 

income group and higher literacy rate among other district of Madhya Pradesh (Census India, 2011). 

There are evident in which middle class people are considered as more confident and also are having 

greater purchasing power (Halepete and Iyer, 2008; Tucker, 2006).Shoppers were recruited based on their 

belongings(brands wore/owned) and two stage Judgmental sampling was used to recruit them. In first 

stage one mall from each city was selected based on similarity of size, availability of all major brands 

with age as well as tenant-mix. Usually judgmental sampling permits researchers to recruit 
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samples from the population who can give accurate response for the study (Kotler et al., 2005). 

These shoppers were approached to participate through structured, non-disguised, self-

administered questionnaire. Out of 517 responses, 20 responses were discarded as they were 

incomplete or not correctly filled. So, final 497 responses were used for the final analysis. 

Previously pilot testing was carried out among 30 respondents and minor modifications were 

made. The shoppers were given as much time as needed to complete the questionnaire. 

Measures  

 

Table I 
 

Sample Reliability Statistics of Constructs 
 

Variable Number of Cronbach’s Alpha 

 Variables  

Product Quality 4 0.805 

Product Variety 3 0.757 

Product Pricing 3 0.671 

Brand Value 4 0.759 

After Sales Services 3 0.764 

Ambiance and Décor 3 0.765 

Store Staff influence 4 0.693 

Store Location 4 0.754 

Store Preference 5 0.776  
 

Table I Reliability Statistics of Constructs 
 

 

Based on extensive literature review, long range of attributes have been identified but attributes 

were reduced to product quality, product variety, product pricing, brand value, after sales services, 

ambiance and décor, store staff influence and store location as per Indian demographic and retail 

situation (Khare, 2012 ). Study has adopted and modified the scales for the variables like product 

quality, product variety, product pricing, brand value, after sales services, ambiance and décor, 

store staff influence and store location from Baltas and Papastathopoulou, (2003) as well as from 

Paulins and Geistfeld(2003) and BennurandJin(2013) studies. In addition the store preference (the 

dependent variable of this study) was adopted from Sinha and Banerjee (2004) and Chen-Yu at al. 

(2010). Each of the attribute was measured on five-point like rtype format anchored with “bad” 

coded as 1 to “good” coded as 5. Pre-testing of questionnaire was carried out on conveniently 

sampled 30 respondents. 

 
Prior to detailed analysis, there liability of measures was checked through computation of coefficient 

alpha. The condition for reliability with respect to Cronbach’s alpha was found to be satisfactory. It was 

found that all variables confirm reliability more than 0.6 (Nunnally, 1978) which suggests that the 
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scales how is the good internal consistency. There liability results for other 

constructs are shown in Table 1. 
 

Data analysis 
 

Sample description 
 

The data were obtained from 497 people residing in Madhya Pradesh. Out of which, 25.1 percent of 

respondents (n=125) are from Bhopal, 25.1 percent of respondents (n=125) are from Indore, 25.1 percent 

of respondents (n=125) are from Jabalpur and 24.5 percent are from Gwalior (n=122). These quotas have 

approximately same proportion as the proportion in population (Census India, 2011). From overall 

sample, majority of respondents are male (n=275, 56%); Respondents who are married are more in 

numbers (n=268, 54%) than that of the unmarried ones (n=232, 46%). Majority of the respondents are 

young, i.e. below 40 years of age(n=326,65%); almost all of them are graduates(n=497,99%) and quite a 

few of them have either Post-Graduation degree(n=166,33%) or are Professionals (n=182,36%) who are 

mainly private service people(n=176,35%). Sample is dominated by respondents with income group Rs.0 

. 2-0.5 million (n=184, 37%). The demographic information collected out of the questionnaires filled by 497 

respondents is as under, as per Table II: 
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Table II: Sample profile of Respondents   

Demographic Variables Categories Frequency Percentage (%) 

Gender Male 275 56 

 Female 222 44 

Age(in years) 18 to 28 182 36 

 29 to 39 144 29 

 40 to 50 98 20 

 51 and above 73 15 

Monthly household income Less than 0.2 million (m) 29 6 
(Amount in INR)    

 0.2 (m) to 0.5 (m) 184 37 

 0.5 (m) to 0.8 (m) 158 32 

 More than 0.8 (m) 126 26 

Education Undergraduate 3 1 

 Graduate 149 30 

 Post Graduate 166 33 

 Professional Qualification 179 36 

Marital Status Married 268 54 

 Unmarried 229 46 

Family Type Nuclear 319 64 

 Joint 178 36 

Occupation Student 141 28 

 Business 28 6 

 Private Service 176 35 

 Public Service 31 6 
     

 

In order to identify the key factors affecting consumers’ store preference, multiple 

regressions was performed. In this research, store was modeled as the dependent 

variables and certain store attributes such as Store Location, Store Staff Influence, 

Brand Value, Ambience and Décor, After Sales Services as well product attributes 

like Product Quality, Product Variety, and Product Pricing were served as predictors. 
 

The model containing of eight significant (R2=0.560, F=55.567, p<0.05). The findings from the 

regression analysis showed that the model provides very good support for almost all of the 

hypothesized relationships, i.e.H1a (Brand Value, p=0.000), H1b (After Sales Services, p=0.014), 
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H1c(Ambiance and Décor, p=0.000), H1d(Store Staff influence, p=0.000), H1e(Store Location, 

p=0.000), H2a (Product Quality, p=0.000), H2b(Product Price, p=0.000) (found to be significant 

predictors of store preference) only one variable namely product variety H2c (p=0.793) was found 

to be non-significant predictors of store preference. Furthermore, the model explains good 

variance in the ultimate dependent variable, consumers’ store preference i.e. only 56 percent. 
 

The predictability was in following order: Product Quality (β=0.309), Store Location 

(β=0.134), Store staff and influence (β=0.347), Brand Value (β=0.108), Product Price (β= 

0.129), Ambience and Décor (β= 0.259) and after sales Service (β=0.110). No issues of 

multicollinearity were found as all displayed tolerance values were above 0.2 (Menard, 

1995) and VIF (variance inflation factor) statistics were not more than10 (Myer, 1990). 

None of the variables indicated the problem of multicollinearity. (Table 3). 

Discussion and implication 
 

The aim of the study was to evaluate the impact of store attributes and product attributes on store 

preference in fashion and apparel sector. A regression analysis revealed that all five stores attributes 

(Store Location, Store Staff Influence, Brand Value, Ambience and Decor, After Sales Services) and two 

product attributes (product price and product quality) have impact on preference of store. Similar 

findings were revealed by Baltas and Papastathopoulou (2003), Priporas (2003), Thedoridis (2004) in their 

study. Starting with location attribute, which is generally perceive Vedas a significant factor of 

preference (Fotheringham, 1988; Popkowski Leszczycetal., 2004) but having a strong impact on the store 

choice decision. This could be the result of the fact that for people, the accessibility aspect matters more 

while selecting at the place for shopping. It is a fact that youth are an important category who has time 

pressures in dual career families with high disposable incomes. It is important to find out the fact that 

who are the main shoppers they mainly buy from the malls. From the study it is revealed that majority of 

the shoppers are the youth and married with the age below40years and constitutes the65% of the sample 

who turned in to buy. The retailers when eyeing their presence in the market, they need to identify the 

target shoppers. The study has provided an important outcome of youth class, who are the main 

shoppers. It may be because of their high disposable incomes and responsibility of fulfilling the needs of 

family. The literature has also supported that this age group is involved in disseminating the information 

to the peer group or the family after getting the information from the market (Kaur and Raghbir, 2007). 

There is also a strong indication that the support from staff is an important part of the store preference. 

This is obviously more important in fashion and apparel sector rather than grocery shopping. Perhaps it 

is due to the more selective approach of young consumers and explanation of inner aspects of items 

that makes the process of selecting as to refasten in apparel shopping (Toby et al., 2012). Hence, shop 

assistance by staff can be more important aspect in stores election decision. 

 
Further in case of brand value, the outcome of the study suggested that th er e i s positive association 

between store preference and brand value. Hence, it is inferred that consumers usually look at brand 
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availability while selecting the fashion apparel store. Typically, young consumers are attracted to the 

store by checking the availability of the brands they value. The ambience and décor of the store plays an 

important role in consumers’ preference. There are certain studies which support the results of the study 

(Khareand Rakesh; Andreuetal., 2006). Indian retail store are decorated now a days with good exterior 

décor and internal ambience, which can catch the attention of consumers. After Sales Services is also 

found to affect significantly on store preference, the explanation for this outcome can be well accepted 

by previous researches (Goffinand New, 2000; Oliva and Kallenberg, 2003). Putting forward the 

proposition, it should not be seen as an attempt to simplify the debate surrounding the nature and the 

spectrum or the role of` after-sales services’ in selecting the fashion store. Indeed after sales services 

are in much demand among consumers because in apparel sector lot many issues arise like 

decolourization, fabrics print damage, alteration of apparel items. 

 
Lastly from the study it is revealed that for product attributes, price is positively associated 

with store preference. Thus, it is an important factor which makes a consumer selects a 

particular store. The findings are supported by their search of Shim and Kotsiopulos (1992) 

with regard to price. It is very obvious in case of Indian young consumers, who are viewed as 

more price sensitive people in case of buying items. Outcome of this research suggested that 

there is a positive impact of product quality and store preference. Previous studies also 

confirm with this outcome (Alamro and Rowley, 201; Keller, 2003) and considered quality as a 

main antecedent of the purchase decision and preference. There tail store which offers good 

quality of apparel items can attract young consumers easily. On the contrary, product variety 

is found to be non-significant predictors of store preference. By looking at this phenomenon, 

young consumers may view variety as least important factor while preferring the store. 
 

This finding can be used in the positioning and designing the strategies of fashion retail stores. 

Managers operating in to fashion retail sector can design offering by keeping this in to mind that 

all consumers and specifically young consumers, would prefer the store based on all attributes of 

store. Therefore, manager can work out on store ambience, décor, location, staff, after sales 

services aspects of store attribute while launching any new fashion retail store. Further the study 

leads to the conclusion that retailers have a n opportunity to position their fashion retail stores 

with a focus on store attributes and product attributes, in a rapidly growing young population. 

Limitation and future scope 
 

There are several limitations of the present research. Study has included store attributes and 

product attributes as a determinant so store preference. Further relationship can be checked 

with individual characteristics. Secondly, the judgmental sampling has its own limitation as a 

type of non-probability sampling. It will definitely affect the generalizability of findings. 

Finally, the study has included several attributes of product and store, still more attributes 

from both category can be involved to provide more accurate results. 
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Abstract 
 

1. Narcissism is a type of personality attribute experienced by people and organizations with 

productive or unproductive dimensions. This research investigated the correlation between leader 

perceptions of productive organizational narcissism density (OND) as it relates to turnover intention 

with organizational commitment as a mediating factor. Two hundred questionnaires were distributed 

to gather data on this relationship. Twenty-two questions addressed organizational commitment and 

turnover intentions, and 34 questions were used to identify organizational narcissism. A non-

probability convenience sampling technique was used to collect data. The population of this study 

consisted of companies from both corporations and the military sectors in the United States. 

Employees working at different hierarchical levels were targeted, comprising of managers and 

leaders. The study revealed that productive organizational narcissism density had an inverse 

correlation to turnover intention. Other research sought out only to understand organizational 

narcissism as it relates to pathological factors; however, they are not actionable and this research 

will delve on productive organizational narcissism effect on employee turnover intention and 

organizational commitment. The purpose of the study is to help managers become aware of the 

advantages of productive organizational narcissism as it may 
 

affect organizational commitment of subordinates and eventually, have a direct 

effect on turnover intentions. 
 

Keywords: Productive Organization Narcissism density (OND), Organizational 

(Culture, Personality, Identity), Social Identity Theory, Turnover Intentions, and 

Organizational Commitment (OC). Introduction and Literature Review 
 

Employee turnover has been always a key concern faced by organizations regardless of location, size, 

business strategy, and nature of one’s business (Campion, 1991). The explicit impact of replacing an 

employee varies based on many factors, including the difficulty of filling the position, the amount of 

training required for new employees, and specific costs such as recruiter fees or advertisements. Yin-

Fah, Foon, Chee-Leong, and Osman (2010) cited employees’ turnover as a serious issue, especially in 

the field of human resource management. Ali (2009) also cautioned that organizational cost expenditure 

will increase if the high rate of employee turnover is not addressed. 

 
Turnover intentions are the thoughts of the employee regarding voluntarily leaving the organization 
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(Whitman, 1999). The effects of turnover intentions include a decrease in morale, reduction in 

efficiency, and in customer relations. Turnover should be managed by organizations because 

of the aforementioned consequences, in addition to financial losses (Abbasi and Holman, 

2000). Turnover intentions are long-term, for example an employee can plan to leave within 

six months to a year before actually quitting. This is detrimental, as the employer may not 

have enough time to recruit, hire, and train a new employee to replace the recent loss. High 

turnover rates can further damage employee’s commitment levels within the organization. 

Therefore, it is imperative that organizations begin to understand and address the reasons 

behind employee’s turnover intentions. A person’s intention to quit seems to be negatively 

related to organizational commitment (Angle and Perry, 1981). 
 

The concept of organizational commitment is studied by eliciting workplace behaviors and attitudes 

(Mathieu and Zajac, 1990; Meyer and Allen, 1991). Organizational commitment is associated with two 

important organizational problems, employees’ intention to leave and then the actual decision to quit the 

organization (Allen and Meyer, 1996). Organizational commitment includes employee’s organizational 

loyalty, eagerness to be the part of organization, willingness to do their best for the organization, and 

the extent to which employees perceive organizational goals and values as their own (Bateman and 

Strasser, 1984). Research conducted by Meyer and Allen (1991 and 1997) on organizational commitment 

has demonstrated commitment can be characterized by a three-component model with three different 

mindsets– desire (affective), obligation (normative), and cost (continuance). Employees with a strong 

affective commitment (high Affective Commitment scores) stay because they want to, those with strong 

normative commitment (high Normative Commitment scores) stay because they feel they ought to, and 

those with strong continuance commitment (high Continuance Commitment scores) stay because they 

believe they have to do so. 
 

The culture of the organization plays a vital role in getting buy-in from the employees. For 

example, organizations high on narcissism and focuses on its vision can either cause 

members to lose faith in or embrace the vision of the organization. Organizational 

commitment could play a mediating role between organizational narcissism density (OND) 

and turnover intention, and thus explain this complex relationship (Wells & Peachey, 2011). 
 

Previous research has critically assessed the theoretical approach of narcissism only to understand its 

negative consequences, and the trajectories of its adverse impact. Narcissism is a term that describes a 

person who is self-absorbed. A narcissist displays a sense of self-importance, fantasizes obsessively 

about success and power, assumes a strong sense of uniqueness, lacks empathy, and often exploits or 

takes advantage of others. These behaviors protect the narcissist’s identity and fragile self-esteem. 

Organizations can also become self-absorbed and focus on protecting an identity that has taken on 

extreme unproductive narcissistic qualities (Duchon and Burn, 2008). The researches on organizational 

narcissism, like the aforementioned are inherently limited in scope, and purpose. Such narrow research 

only focuses on the extreme forms of organizational narcissism and how detrimental 
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it is to organizations. This study argues that healthy, productive narcissistic organizational narcissism 

traits can raise the performance of an organization, improve commitment and lower turnover intention. 

Current research aims at broadening the scope, understanding and defining productive organizational 

narcissism density (OND) as a personality. A study by Westerman and Cyr (2004) mentioned, specific 

personality traits have relatively weak effects on withdrawal process, they are generally assumed to 

have no effects on turnover. The OND will be examined in this study to predict its future relationship to 

turnover intention. This investigation will aim at analyzing whether productive organizational narcissism 

personality can impact organizational commitment and turnover intention by looking at the company as 

a whole, including all leaders and employees. 

Discussion 
 

Leadership has a strong link with manifesting the attitudes and behaviors that are expected to form the 

identity, culture and personality of the organizations. Narcissistic leaders have major influence on 

organizations, albeit, productive or unproductive. The focus on narcissism as has grown and keeps 

growing exponentially. More and more research is being conducted to capture the nature of narcissism 

as in relation to organization. This study has important practical implication for the leaders and 

narcissistic organizations. The study revealed that productive organizational narcissism is a strong 

predictor for reducing turnover intention while increasing organizational commitment. The purpose of 

this study is to examine whether there is significant relationship between organizational narcissism 

density and turnover intention. By using a correlation analysis, it is found that a relationship between 

organizational narcissism and turnover intention is ranked high with negative correlation. Its mean 

perceived organizational narcissism give impact on turnover intention. Thus, when organizational 

narcissism is high, turnover intention will be low and if organizational narcissism is low, turnover 

intention will be high. This result is support by this research. 
 

Employees’ commitment is very important for an organization. Once the employees’ commitments 

reduce, the organization could face the difficulty in retaining the employees. Additionally, the 

purpose of this study is to examine whether there is any significant relationship between 

organizational commitment and turnover intention. By using a correlation analysis, it is found that 

a relationship between organizational commitment and turnover intention is ranked high with 

negative correlation. Its mean perceived organizational commitment gives impact on turnover 

intention. Thus, when organizational commitment is high, turnover intention will be low and if 

organizational commitment is low, turnover intention will be high. This result is supported by both 

this research and the previous researchers. 

Needed Future Research 
 

Productive organizational narcissism coupled with affective, normative organizational commitment 

dimensions seems to have a growing importance in lowering turnover in organizations. Organizational 

narcissism goes beyond exploitation of others and grandiosity, and deals more with the way the 

organization can increase organizational commitment and in return raise the performance of the 
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organization. Additional research is necessary to find out how and if interconnections of the two 

organizational commitment (affective and normative), and perceived productive OND leads to 

reduced turnover intention. Organizational commitment has been studied from so many theories 

perspectives, however, Hall (1977) remarked that better abandon the term altogether and deal 

instead with a set of concepts. Each of the concepts focused on one or another aspect of 

commitment. There are two common categories of organizational commitment: affective and 

normative commitments were found to be significant in this research and strongly correlated to 

OND and turnover intention. Continuance commitment on the other hand, was not significant. This 

component was not a strong predictor for turnover intention. This study revealed the higher the 

continuance commitment the higher the turnover intention leading to a positive correlation. 
 

Unlike affective and normative commitment, continuance commitment results from the exchange 

relationship between employees and the organization (Meyer and Allen, 1997). Individuals become 

continuously committed to an organization because of the benefits they get from continuing the 

relationship with the organization increase. Research has been performed regarding identification 

and measurement of predictors of continuance commitment compared to the other two. 

Furthermore, continuance commitment may not be appropriate in predicting turnover intention 

since six of the eight items measure monetary obligation to remain (Dunham, 1994). Continuance 

dimension is different from affective and normative dimension in this current model. Continuance 

commitment dimension fell out with OND as well as turnover intention proving that continuance is 

not an impactful or a factor in this research model. What is the explanation for this finding? The 

result give insight that continuance may have been impactful in other research models however; it 

certainly is not importance vis-a-vis OND and turnover intention. This finding implies, if 

continuance commitment dimension is high, it indicates that there is low or no commitment. 

Further research should investigate why continuance (Should stay) commitment dimension is an 

important aspect of organizational commitment? 
 

Culturally, narcissism is viewed as toxic, negative, extreme and pathological. This research is one of the 

first studies to focus on narcissism in a positive light as it relates productive organizational narcissism 

and turnover intention. This study was conducted in an individualistic culture and rendered positive 

correlations. It would be interesting to see how narcissism is perceived in a collectivistic Asian culture. 

According to Hofstede (1980) and Redding and Wong (1986), it might be difficult to transplant Western 

management techniques to other Asian cultures such as the Chinese culture (as cited in Entrekin and 

Chung, 2001). The United States has a very individualistic culture compared with the collectivist culture 

of Hong Kong that is strongly influenced in many respects by traditional Chinese customs and 

Confucian values (Ralston, Gustafoson, Cheung and Terpstra, 1993). 

 
Collectivism has been described using various terms including interpersonal relationships, 

behaviors, locus of control, and power distance. In collective societies significance is placed upon 

interdependence and the welfare of the group over the welfare of the individual. A sense of 
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community thrives and social interactions are based upon norms, loyalty, and duty (Hwang, 

Francesco and Kessler, 2003). Given such characteristics, it is thought that those living in a 

collectivist society tend to exhibit more submissive behaviors (Li and Karakowsky, 2001). 

Collectivism is exemplified in Asian cultures. It has been noted that Asians tend to: strive for 

harmony and agreement, emphasize the group over the individual, focus on situations rather 

than individuals, and exhibit a more external locus of control (Li and Karakowsky, 2001). The 

resulting work attitudes and values typically found in a collectivist society include a sense of 

hierarchy, an acceptance of authority or power, an obligation to work and a commitment to 

the employing organization (Snape, Thompson, Kaching-Yan and Redman, 1998). Centralization, 

authoritarianism and paternalism are characteristic of the power structure in workplaces 

within the collectivist culture (Snape, et. al., 1998). Hofstede (1999) described the workplace 

in collectivist societies as applying different standards to individuals based upon in or out-

group membership (particularism), being relationship-oriented, and highly moral. Employees 

tend to exhibit submissive behavior, are passive and modest, and stress quality of life issues. 
 

Individualistic cultures on the other hand are characterized as independence with a focus on 

personal well-being. Personal objectives are of the utmost importance and behavior is 

contingent upon an individual’s beliefs, values, and attitudes. Social relationships are based 

upon the theory of social exchange through which parties to a relationship must receive from 

the relationship subjectively with comparable returns if the relationship is to be perceived as 

fair by both parties (Hwang, Francesco, and Kessler, 2003). 
 

Hofstede (1999) described the workplace in individualist societies as applying the 

same standards to all individuals (universalism), seeing others as human capital or 

potential, having a low power distance, and being task-oriented. Employees tend to 

practices assertiveness, self-promotion, development and focus on their careers. 
 

Future research can look into compare and contrasts between the two distinctive cultures and explore 

the perceived organizational narcissism density from a cultural perspective, discussing the similarities 

and dissimilarities of OND and turnover intention in individualistic cultures versus collectivistic cultures, 

and to relate the inevitable problems that might arise because of specific cultural differences. For 

instance, narcissism from a cultural standpoint entices research because as organizations become 

multi-national and trans-national corporations, it is fitting to understand organizational narcissism in 

different cultures. The implications for a manager or an employee from an individualistic culture being 

transferred to work for the same organization in a collectivistic culture or vice versa can be quite an 

experience. Thus, it is relevant to research organizational narcissism density cross-culturally. The main 

difference between individualism and collectivism is the degree to which individuals identify with the 

group. Li and Karakowsky (2001) suggested such cultural differences might influence organizational 

narcissism density and turnover intention. Further, Snape, et al. (1998) concluded that because 

workplace attitudes differ greatly between individualist and collectivist 
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societies, such as Hong Kong and Britain, employees experience very different perception of 

organizational narcissism density in the workplace. In addition, employee affect and 

reactions may differ in reference OND, organizational commitment and turnover intention. 

Moreover, research can be done in different industries such as management, engineer and or 

marketing using the same model to see how productive organizational narcissism density will 

impact turnover in those fields. It would be expected to have similar results for each industry as 

for this study. Another avenue to explore could be the person-organization fit theory. Leadership 

focuses on the interactions taking place between leaders and followers; future research should 

concentrate on analyzing the interactions taking place between leaders and organizations, and the 

frameworks where they interface to develop a more integrative organizational ecosystem. 
 

Additionally, this line of research dealing with productive organizational narcissism density and 

turnover mediated by organizational commitment dimensions can be improved by using a mixed 

method approach because a qualitative approach allows for triangulation of the data to understand 

the meaning of the variables, and a quantitative approach would allow for an examination of the 

impact of the constructs. With the incorporation of quantitative analysis, it is also possible to 

capture a multiplicity of participants’ experience and perspectives that reflect the OND influences, 

which focus on the critical factors conducive to the generation of new theories. This particularity 

applies to constructs such as organizational narcissism density captured through the lens of the 

leaders and managers perception. The development of theory from a mixed method study will then 

give space to create objective approaches that will increase the validity of organizational 

narcissism density instruments for future researchers. 
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Abstract 
 

Most companies strive to find out the perfect portfolio of projects and activities that will drive growth 

and position in the market. Innovation is crucial to a company's survival and it is necessary to achieve a 

competitive edge for firms especially in today’s growing economy, characterized by a significant 

increase in competition within a global leadership mindset. The purpose of this paper is to reveal the 

main common and effective characteristics of leadership style to manage innovation in modern 

organizations. Innovation is an important topic to be reviewed, wherein many firms are dealing with 

highly volatile markets, and have to re-define their strategies. Innovation is a concept that provides 

more insight on how firms compete in these volatile markets and create a sustainable competitive 

advantage. This paper identifies the problem in practice and academia. There is a lack of common 

understanding to analyze how innovation is enabled and developed in firms. The prime objective of this 

paper is to understand what innovation leadership style looks like, and how innovation capability has 

been built in modern organizations. The findings have potential to gain deeper insight on organizations 

leadership and culture design which impact innovation processes and practices. Solving this problem 

through a holistic and multidisciplinary understanding will create awareness for organizations to 

identify certain strategies and skills to sustain organizations’ innovation. 

Introduction 
 

Innovation in organizations has become a main driver of growth strategy and creating competitive 

advantage (Hamel 2001; McGrath 2010; Teece 2010), it leads to change the way companies can 

compete in single industry .The business Innovation knowledge resulted from academic studies 

can potentially help businesses develop their innovation practices, impacting their operations to 

create a superior performance in their activities. Unlike organizations in the last decade, they had 

their own unique and special innovation practices and philosophy. Modern firms are more 

concerned with having a common, standardized, and comprehensive innovation framework. Since 

resources scarcity, businesses large numbers, similarities among them, being newly established, 

shortness of product life cycle, and technology pressures are making it difficult to develop their 

own framework. Companies should be able to develop dynamic capabilities to sense and seize 

new opportunities. By reconfigure knowledge assets, complementary assets and technology to 

achieve sustainable competitive advantage (Teece, 2000). Therefore an enabling innovation model 

is needed to provide the knowledge on how companies can deal and work to increase their 

flexibility to respond to opportunities and challenges (Sammut‐Bonnici & Paroutis, 2013). 
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Companies are challenged with ecosystems changes. Increasing the intense of rivalry, turbulent 

economic conditions, and an enormous rate of technological development. On the other hand, 

markets become more global now, the competition and opportunities of expansion are possible 

worldwide. Customers’ preferences are changing. They become more demanding and asking extra 

features, lower prices, better services, and products customized to their exact needs. Product life 

cycle are becoming shorter and shorter, with undefined limits. New technologies have changed the 

relationship between companies and customers. Finding connection with customers has engendered 

new business models to create a new value and opportunities. 

 
Innovation is a competitive strategy used in firms. This growing interest of innovation 

management came as a result of many authors, who have been discussing the direct effect it has 

on competitive advantage in modern organizations. New ideas require new innovative models to 

be commercialized in a successful way (Chesbrough 2010; Gambardella and McGahan 2010; 

Teece 2010). Innovation leadership makes it a sustainable competitive advantage. This is the 

ultimate vision for any company that desires to have sustainable profits. The developments of 

knowledge assets shift the focus for executives from cost minimization and static optimizations to 

value maximization. They are looking for ways to extend company’s life cycle to become longer. 

Such as replacing the diminishing returns strategies to increasing returns and offer new value 

proposition to customers, company and the key partners (Teece, 2000). 
 

The term “Innovation” is derived from the Latin word “Novus”. Which means new? However; innovation 

is more than just a buzzword. It becomes a business discipline such as marketing, operations, IT, 

finance, and human resources. It is identified into three themes, new, improved, or change. The 

newness could be: new to company level, new to competitors or new to the whole industry. It can be 

defined as a solution that satisfies new requirements, hidden needs, or even current market demands 

(Crossan and Apaydin, 2010). An innovation concept is important to success and to compete, yet it is 

hard concept to define. It is more than newness, inventions or creativity. Innovation as -a value chain- is 

how to transform ideas to be commercialized products. Creativity just covers the fuzzy front end of 

innovation process. Implementation is the back end of innovation and most important phase. It is the 

essence of innovation concept. Creative ideas without implementation are just ideas, which explain the 

tension and conflicts between creative people team and those who are responsible for implementation 

those ideas. They need different requirements and different activities (Shavinina, 2011). This is not 

limited to R&D function anymore; it’s more integrated and holistic approach among the organization. On 

the other hand, the models of innovation in startups and corporations are different. The process of 

innovation occurs in two approaches depending on the size and age of the company. If it is a large 

mature company, the model is “Corporate Innovation “. Small or startup that recently started by 

entrepreneurs is called “Entrepreneurship Model”. The question is: “Why big companies are not 

dominating and controlling all business opportunities?” and” Why Entrepreneurs have more successful 

breakthrough innovations?” Innovation speed, agility and 
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flexibility of startups in resources allocation is the answer. It enables them to bring new products to 

market quicker than corporate. As startup grows, matures and develops innovation process slow and 

fall in a trap of their own initial advantage (Freeman & Engel, 2007). Entrepreneurship concept has 

expanded from classical usage in startup companies to be used incorporate Entrepreneurship. They 

need this concept to activate innovation process and help in implementation. That's why in many 

articles they discuss innovation as an Entrepreneurial activity in corporate. 

Innovation in a company may be in the form of new products or services, cost reduction in certain 

activities, processes improvements, or even whole innovative business models. Implementation of 

successful innovation in organizations will be reflected on their financial statements. Innovative 

companies can drive more revenues, charge extra premiums and even reduce operational costs using 

improved processes. Gaining such advantages require a supportive leadership mindset; capable of 

combining change with risk experimentation. However, there are still gaps to understand why some 

companies practices innovation better than others. (Troy 2001). 

 
Baregheh, Rowley, and Sambrook (2010) did a study to understand what innovation really means. They 

reviewed roots of innovation in different disciplines literature (business management, economics, 

organizational studies, technology, marketing and knowledge management). The findings show that 

there are 60 different definitions of innovation. They tried to categorize those definitions and group them 

according to common themes and attributes. The results of their work listed six attributes for 

innovation: stages of innovation (adopt, create, and implement), social context for innovation 

(organization, customers, social systems, and employees), means of innovation (ideas, technology, 

creativity, markets and inventions), nature of innovation (new, change and improvement),type of the 

innovation (product , service and process) and finally aim of innovation ( success, differentiate and 

compete).The study concluded that researches should focus on one group of innovation attributes to 

have a higher research quality. Rather than investigating the generic and ambiguous concept of 

innovation. It is better to break it down to sub themes for study and measure accurately. This way 

researchers can have a common language when it comes to innovation studies. 

 
Global Innovation Management Institute (2013), which is considered the Body of 

Knowledge (BOK) of innovation management, is using a broad and measurable 

definition of business innovation: 
 

“To create and capture new value in new ways, through new offerings, 

new processes, new technology applications, new business models, and 

new value propositions for both consumers and businesses.” 
 

Innovation need to be operational zed to be measured, both practitioners and researchers would like to 

know what to innovate, where and how to innovate (Johannessen, Olsen, and Lumpkin, 2001).Those 

critical activities need to be handled by extra ordinary leadership behaviors to lead and maintain this 

complex concept. Crossan and Apaydin (2010) did a conceptual and descriptive study to understand 

what the dimensions of innovation are. Data had been collected as literature review for 
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the last 27 years, the analysis shows that innovation happens in organization in two main focuses 

(processes and outcome). Most researchers deal with innovation outcome as mediating variable 

of performance rather than dependent one. The paper suggests focusing on those two concepts 

to understand innovation drivers and how it could be influenced in organizations. 

The Role of Leadership 
 

Innovation generates new options for businesses and expands their possibilities. It is more than 

an instrument can be used to enhance the brand image of companies. It is a key element to build 

an emergent weapon to surprise competitors and satisfy customers (Schmitt & Ph, 2012). 

Therefore, the knowledge of business innovation is rising among management and academia 

literature. It is in the growing stage and the conditions for business worldwide are about to change 

forever (Drejer, 2006). Creating new ideas is easy for most modern companies. However; moving 

from ideation end to commercialization end in the business innovation process is the tough part in 

this puzzle. Companies are struggling and experience failure more in this particular phase of 

innovation process (Sniukas, 2012). Having said that, there is still no common standardization for 

comprehensive model of innovation leadership that organizations can adopt into its DNA. There is 

no particular leadership style suits all companies to generate and manage ideation process, 

investigate the problems, and develop solutions before scaling and commercializing. Every 

company goes through its own experiences and builds its own innovation potential. 
 

Innovation skill is different from innovation leading skill. There are misconceptions by academia and 

the practice about those two concepts. The first concept which called sometimes innovative leadership 

is related to the leader’s skills and traits as he/she is a source of innovation by bringing new thinking 

and different actions on how to lead, manage, and go further in their work. Also how they can think in 

different ways to overcome challenges they face in their organizations. In addition, how they can act in 

a flexible way within scarcity of information. On the other hand, innovation leadership or sometimes 

called leadership for innovation focuses on how to create an organizational environment where other 

employees can deploy innovative practices to have new services or products through an innovative 

culture support. It is not limited in hiring creative resources, but on how leaders can help others think 

capture value in new ways. It is how to develop, lead, manage processes to innovate with constrained 

resources, and to facilitate the team working toward organizational survival and achieving competitive 

advantage (Buchner, 2014). 

 
Innovation leadership combines a mix of leadership styles to adopt and facilitate innovation. It is 

described as a variety of different actions, activities, behaviors and practices interacting with each 

other to produce innovative results. Absence of the leadership for innovation in organization may 

cause companies failure. Many companies’ leaders focus on competing each other and differentiate 

themselves by their value proposition, targeting the high end customers who are valuable and 

profitable segments. Meanwhile, they underestimate other competitors who focus on the mass 

customer segments with lower cost offering and lower performing products or services. The 
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incremental innovation of those companies will generate incremental developments to improve 

performance in such way. Within a period of time they will reach to the point where they will be 

able to compete for higher end markets. Offering better value propositions. Thus those 

companies will disrupt and kill high end offerings. It will be more convenient, faster, simpler and 

cheaper. The main driver for these phenomena is technological development and industry 

dynamics with self-awareness organizations leaders. (Christensen, 1997). 
 

This new paradigm shift of innovation represents a switch from information management to 

innovation management. The Innovation leader should combine strategies and build structure 

and culture support innovation. He/she should be skillful to drive innovation change inside an 

organization. However, there is no formula for innovation leadership it’s connected with several 

leadership theories with different roles, activities and behaviors (Lazarova, 2014). Board of 

Directors try to implement similar conditions to produce a successful innovation projects, also 

create new titles such as Chief Innovation Officer (CINO), Innovation Management Professionals 

(IMP), to lead and promote innovation. (McLaughlin, 2012). 
 

Companies focus on growth strategies. But most fall in same mistakes in innovation 

management, known as “Classic Traps”. To innovate successfully, companies should replace 

common mistakes with effective practices and activities. Such as “Process Mistakes”, by 

applying tight budgets, planning and control to innovation process. It is recommended to add 

more flexibility to planning and controlling systems. Other mistake was observed as “Skills 

Mistakes”. By assuming technical leaders are best who lead innovation teams, it is important to 

assign a leader who possess strong interpersonal skills, also can facilitate innovation process 

and bring life and synergy in active innovation teams (KANTER, 2006). 
 

Leadership behaviors have been identified by scholars and practitioners as the most influencer 

driver for innovation. (Lawton, 2010) .In their article, “What Kills Innovation?” authors, Nelson H. 

Soken and B. Kim Barnes (2014) observed specific innovative practices of leadership and 

management in organizations correlate to successful innovation environments. (Leadership and 

management) behaviors that build focus, trust, and effective communication about the company’s 

innovation strategy, most likely to success in presences of other vital capabilities. Such as 

financial, project management skills, and motivation. Most leaders realize that innovation is a main 

driver for their organization’s ability to grow and survive in a competitive environments. However; 

innovation enabling is not created by chance. It is the result of organizational strategy, a 

supportive culture, and effective leaders who learn from failure. Over 94 percent of executives -

McKinsey worldwide survey-found that "people and culture are the most important drivers of 

innovation in organizations”. Businesses top executives recognize human capital as a center of 

their strategies. The culture of an organization can host or poison creativity and innovation 

(Teece, 2000). A proactive and effective leadership style is a major pillar in the failure or success 

of an organization’s culture that supports innovation. 
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Leaders of organizations need to establish a clear vision, mission and strategic objectives. It 

should be well communicated throughout all levels in the organization to achieve alignment to 

master business innovation process as a holistic and integrated approach. (H. Soken & Kim 

Barnes, 2014). On the other hand, some companies put a holistic innovation system in place but 

struggle keeping it consistent in their performance and fail to sustain business innovation 

internally. The organization culture could be the missing piece in the puzzle. Creating innovation 

requires strong leadership style to drive long term innovation strategy that leads to a creative 

culture that encourages and host on-going innovation. Another research shows innovation has a 

statistically significant positive correlation with adhocracy cultures. However, negative correlation 

with hierarchy and clan cultures. (Zheng,2009). Innovation leaders influence organizational culture 

by forming and allocating structures, resources, and processes in the place. creating a learning 

environment, opening up to outside ecosystem, in addition of accepting failure and consider it as 

a part of learning cycle (Morris, Kuratko & Covin, 2010). 

The Innovation Process 
 

Roland Bell in his written chapter of “Leadership and Innovation “(2010) describe innovation as two 

ends. The front end which includes the ideation and conceptualization, the back end of innovation which 

is development and implementation end. Those two different steps need different types of behaviors, 

the front end requires uncertainty and visioning. While the backs end requires discipline and 

commitment. The innovation value chain depends on internal and cross functional teams in addition to 

external partners. The first phase is emphasizing variety of generated ideas and how much far it is from 

the company’s playing sandbox. In second phase the team should do screening, filtering and 

prioritization activities for the generated ideas. So they can take few ideas into further steps and convert 

them into business concepts. However, the selected ideas should be aligned with the company 

innovation strategy as well as the emerging trends. After that, the team should convert the business 

concept into business case and test it in the real world (Hansen & Birkinshaw, 2007). 

 
Roland Bell (2010) recommends a mix of shared behaviors from his observation of innovation leaders, 

such as mix of emotions and realism, acceptance of uncertainty and failures, high degree of passion, 

proactivity and openness, courage to stop zombie projects and talent to assign right resources. In 

addition to some traits like humility and well, skillfulness and ability to reward, supportiveness, and 

ability to promote team working, good communication skills and, motivator and can switch to be 

specialist and generalist. He suggests even different traits to develop according to the employee 

seniority in the organization as much he/she go as higher position as executive levels as much he/she 

needs to be more inspiring, driving, enabling and advising. For lower operational levels, the innovation 

leaders should focus to have advocating, and rewarding supporting traits. 

 
The main challenge is how to get the innovation-supporting leadership and organizational practices into 

the mainstream of management and firm behavior. Many theories and frameworks tried to solve this 

challenge, ranging from MBO to achieve the strategic objectives of the firm, theory X and theory 
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Y to understand the employee’s motivation drivers, raising of HR practices to influence employee’s 

engagement and performance. “Theory I” for innovation was one of those theories explains how the 

knowledge is widely distributed within organizational units and across firms operating in 

complementary markets. Leaders according to theory I, maintain a trust culture that generate high rates 

of innovation and encourage efforts to find new knowledge sources (Miles, 2007). 

The Innovation Leadership 
 

It is clear that there are two dimensions to classify Innovation leaders. The first dimension is 

vertical, which depends on the level of the leader in organization hierarchy. Whither he/she is in 

an executive level and does not deal directly with individuals and teams to manage innovation, 

or if he/she in operational level dealing with innovation directly and leads innovation projects. 

For this dimension finding shows adopting transformational leadership style in higher executive 

positions have a positive correlation with innovation management, which include those following 

skills: inspire teams about certain vision and, develop trust to pursue changes in strategies. 

Processes structure and culture to motivate and adopt innovation ecosystem to support 

innovation. Employees look for a meaning of what they are doing. Communicating vision of 

transformational leader will help develop this meaningfulness that has a positive influence on 

organizational innovation readiness (Rosing, Frese, and Bausch, 2011). However; lower levels 

leaders who use transactional leadership style have a positive correlation with innovation, since 

teams usually motivated by rewards and controlling them to certain specific goals. (Vaccaro, 

Jansen, van den Bosch, and Volberda, 2012). 
 

The other dimension is horizontal, related to the innovation process. There are two main phases, 

creativity and implementation (the front and back end focus). Both of them is in low operational levels. 

However; leadership requirements for each phase is different. Front end characteristics are: ideation, 

motivation, creativity, nonlinear process, diverge, curiosity and openness. While back end activities are: 

get the job done, engineering, process focus, converge, time and project oriented. Each phase needs 

different leadership behaviors (Deschamps, 2005). Companies need to have certain type of teams to 

capture voice of customers to capitalize on the emerging trends in order to have successful innovation 

process. Such project teams need to be formed of different functions with certain talents. In addition, 

they need to have well-organized efforts to produce effective results. In “Heavyweight Development 

Teams” most innovations and significant growth leaps are born. It is difficult to manage and lead 

heavyweight teams. The leader in such teams has a direct access to and responsibility for the work of 

all those involved in the project. They are senior managers within the organizations, with highly 

influential practices over people working in the development projects, and they have a significant input 

on member performance evaluations as well as the functional manager. “Tigers”- the extreme structure 

of development teams that have been observed in large firms- are assigned from different functions, 

dedicated and collocated to the project team. A heavy weighted senior leader is assigned as a project 

leader and has given a full control over the resources contributed by different 
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functional groups. The project leader becomes the sole evaluator of members’ performance. 

It is like having a new business unit inside the organization. The leader empowered enough 

to do many activities freely to serve the project objectives (Clark & Wheelwright, 1992). 

A new leadership theory was emerged in 2011 by German strategy professors (Rosing, Frese, & 

Bausch) called Ambidextrous Leadership. This comprehensive research was funded by 

Volkswagen Auto Company. The authors use meta-analysis on existing literature, linking 

leadership effectiveness with innovation performance. The purpose of their research was to 

understand what behaviors will effectively influence innovation. However, the ambidextrous 

organization theories exist but not elaborated well enough. It discusses organization capability to 

focus on both short and long term objectives at the same time. In contrast, the ambidextrous 

leadership discusses leadership behaviors on teams and individuals level not the organizational 

level. It discusses the behaviors of leaders who have direct contacts with innovation teams. In 

their research, they found broad variation between some leadership styles such as (transfer 

leader, supervisor support, transformational, transactional leadership, and Leader member 

exchange) with innovation in individual/team’s levels. This inconsistency of correlation is 

explained by the nature of innovation concept. They noticed if they add some moderating 

behaviors to the leadership styles, it will have more positive correlation impacting innovation. 
 

The authors agreed on the two ends structure for innovation process (Creativity and Implementation 

ends). These two phases require opposed and contradict (exploration and exploitation) behaviors. 

Exploration refers to have, out of the box thinking, beyond boundaries and explorative activities. Unlike 

exploitation part which refers to efficiency, goal oriented and routine execution. Innovation process 

requires both behaviors and in a nonlinear format by switching between both of them back and forth 

according to the nature of the task. The authors’ main concern was to figure out what the 

complementary leadership behaviors are necessary for innovation, and how leaders can help teams and 

individuals be more innovative and influence innovation process. Also what the innovation leadership 

behaviors should be to manage those two contradict and opposed phases. In their research, most of the 

famous and current leadership styles have wide range of correlation and sometimes negative 

correlation. It shows that some styles behaviors can foster and hinder innovation at the same time. 

Transformational leadership has different opening and closing behaviors as other leadership styles, and 

this is the problem. They foster and hinder the innovation at the same time. For example 

transformational leader styles motivate new ideas as an opening behavior. However, it supports 

improvements and efficiency which is a closing behavior. 

 
Those findings encourage the authors to establish ambidextrous leadership behaviors, Ambidextrous 

means the ability to use both right and left hand in writing at the same time. They start to categories 

opening behaviors which support the exploration activities, as well as closing behaviors that support 

exploitation activities. The innovation leader should be flexible enough to switch between those two 

behaviors according to the phase and task. Those opening behaviors include (different way to 
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accomplish tasks, encourage risk taking, room for new ideas, allow errors and lessons learned), 

while the closing behaviors include ( mentor and control goal attaining, establish routines, 

corrective actions, committed to rules, limit error and stick to the plan),creativity and control 

which is the innovation paradox in teams and individuals level. Creativity may boost with flat and 

flat/organic structures and open communication channels. Moreover, leadership that supports 

projects implantation as well as allowing mistakes is most likely be successful in generating 

innovative products (Morris, Kuratko and Covin, 2010; Freeman & Engel, 2007). 
 

According to the authors opening and closing behaviors are not something new. They already exist in 

both classical and conventional leadership styles. (Rosing et al., 2011) The new thing in ambidextrous 

style is the gathering between two groups of opening and closing sets to respond to exploration and 

exploitation activities in the innovation different phases. Unlike situational leadership from path goal 

theory, the leaders switch between different set of behaviors according to employee motivation and 

knowledge capability to reach goals. The Ambidextrous leaders have to switch alternatively between 

two sets of behaviors opening or closing in intuit way according to the team requirements as 

exploration or exploitation within time dimension in context of innovation. 

Implication for Future Research 
 

The emerging theory of Ambidextrous Leadership changed the way we understand innovation 

leadership. It explains the innovation process as two ends, front end as exploration and back end 

as exploitation. It suggests two opposite sets of behaviors that can deal with those phases. 

Ambidextrous leadership has a potential for businesses, since those behaviors can be trained to 

innovation leaders. However; still more empirical research is needed to prove the effectiveness 

and applicability of this theory in different industries. Another study is needed to measure the 

effectiveness of applying this ambidextrous theory to separated teams into different functions 

like R&D as exploration and production as exploitation, or merge the two activities together as 

one function. A future study is recommended to measure transformational leadership impact on 

organizational culture and innovation. Academia can form a comprehensive framework for 

innovation leadership if such studies are conducted. 

Conclusion 
 

A comprehensive review of innovation leadership resulted from this paper will contribute to fill the gap 

in literature and practice field of management. It will provide never insights for organizations executives 

to understand what they need to focus on to implement and develop business innovation capacity. 

Giving room to customize some practices according to the industry characteristics. The review for 

innovation leadership in this paper will also help provide more novel explanations. Uncover the strategic 

mix needed to enable, adopt and build Innovation capacity in modern organizations. Whether they are 

startups or corporate that use traditional strategic analytical leadership. Innovation management is a 

systematic and a, holistic approach focusing on producing more than discontinuous, or breakthrough 

innovations. Innovation becomes “Strategic” when it is 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[40] 
 

 
intentionally produced and repeated using well-structured processes that creates a significant value to 

be delivered to customers, and companies. Innovation leadership challenge organizations to look 

beyond boundaries or conventional leadership styles, to join and contribute in an open exploration of 

new models. While the business is in search of the next magic stick. Leaders should recognize that you 

don’t need to be innovative as you facilitate business innovation across your organization. Being 

innovative is creating something new never exist before. Facilitate Innovation is the creation of 

something new repeatedly and systematically using innovation leadership model. Steve Jobs noted that, 

“Innovation is the difference between leader and a follower.”If innovation is done right, it will have 

enough power to change a company, an industry, a country and, even the whole world. 
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Abstract 
 

With the fast-moving global economy and the ever changing governmental, cultural and organizational 

environments, what might be some of the key factors that have the utmost impact on the team 

dynamics? How might leaders and line managers effectively build teams either physically collocated or 

disbursed virtually? With the goals of seeking best practice in mind, this paper seeks to take a deep dive 

into the similarities and differences of collocated teams verses virtual teams, and attempts to shed some 

light into the different aspects that affect effective team building. 

Introduction 
 

The availability of Advanced Information Technology (AIT) and global transportations have enabled 

teams in governmental, organizational and private sectors to work productively and remotely all over the 

world, however, leaders and followers in teams face a host of challenges and issues. This paper seeks 

to explore the differences between virtual teams (VT) verses traditional collocated teams, and endeavors 

to identify team building processes, team structures and the models for building effective teams. The 

aspects of diversity, appreciative inquiry, positive inquiry and dialogues (Rao, 2014), conflict resolution 

and team cohesiveness will be addressed as key considerations. 

Literature Review 
 

Comparison of Physically Collocated teams verses Virtual teams 
 

Katzenbach & Smith (1993) maintained that teams are normally small in size, consist of people with 

complementary skills, share a common purpose and have defined performance goals and approaches. 

Team members work in concert and hold each other mutually accountable to achieve their goals; hence 

teams are wildly adopted by organizations and entities in both public and private sectors worldwide. The 

principal purpose of such teaming arrangements is to improve quality, reduce costs, develop new 

products, and achieve better profitability in the highly competitive marketplace. 

 
Similarities and differences exist between physically collocated teams verses virtual teams (VTs). The 

former has the opportunity of, face to face interactions, instant feedback, while VTs afford companies 

the ability to employ diverse and potentially richer talents without geographical restrictions. VT 

members have greater flexibility in where ever they work, and virtual technology could potentially 

reduce the negative effects of hierarchy, allowing equal participation among members (Barki & Hartwick, 

2001). VTs rely less heavily on hierarchical structure than physically collocated teams, as VTs tend to 

utilize shared or distributed leadership to encourage better performance and more team 
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involvements. DasGupta (2011) stated VTs rely on technology to clearly 

communicate their objectives more than physical teams. 
 

Trust is one of the most important factors of team effectiveness for both physical and VTs. It is 

vital for leaders to understand how trust could influence followers and how to build trust among 

team members. Some factors that influence trust are leaders’ abilities to build familiarity among 

team members; shared knowledge and team goals; align team goals with personal goals and 

objectives; reciprocal disclosure (Lencioni, 2005); and authentication of non-exploitation 

expressed over a significant period of time (Dani, Burns, Backhouse, and Kochhar, 2006). 
 

Drawing on various literature reviews, below is a comparison of physical vs. VTs, (Barki 

& Hartwick, 2001), (Dani et al, 2006), DasGupta (2011), Ngan Collinsa, Y.-M. C. (2014).  
Face to Face Team Virtual Team  

 
Characteristics Collocated under the same roof,  

Hierarchical management.  
Communication Style Face to face Immediate feedback  

 
Trust Strong   
Group Cohesion Strong  

 
Conflict Favorable to maintain team 

harmony, and top down  
management & timeliness in 

conflict resolution   
Leadership Style Transformational, transactional, 

authentic   
Diversity Low   
Participant Satisfaction High   
Team Effectiveness Effective in building consensus, 

trust, and holding each other 

accountable.  

 
Work remotely via emails, phones and 

audio/video telecoms, flexibility. 

Telecommunication Delayed feedback  

Weak at the beginning 
 
Weak at the beginning 
 
Many causes of conflicts (lack of 
visual, audio and timely feedback, 
time, cultural, geo differences) 

 

Transactional, transformational, 
shared/ distributed 
 
High 
 
Low 
 
Effective in using technologies, reduced 

real estate holding, larger talent pool, 

24/7 schedule among various teams, 

better work-life balance.  

 

Drawbacks Slow in technology adaptation, 
 higher real estate holding cost, 
 narrower candidate pool,  less 
 diversity.     
Virtual team 

 
 

Difficulty in maintaining team 

cohesiveness and building trust, out 

of sight, out of mind. Obstacles in 

temporal, cultural and geo distance.  

 
Gartner Group conducted a survey and estimated that out of 2000 global companies, VTs 

carried out 60% of the professional and managerial tasks (Biggs, 2000). Johnson (2004) 

expressed concern that VT members might shoulder the burden of always being available to 

respond to emails and phone calls even when it is not during their scheduled working hours, 

due to the fact that VT members are able to work at any place and any time. 
 

Lojeski & Reilly (2007) explored various major obstacles to VTs such as geographical, cultural, language 

barriers, temporal, and lack of trust. To combat these obstacles, VT leaders utilize various leadership 

styles to influence and motivate team members, with one of the approaches being 
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transformational leadership. Ferrazzi (2014) stressed the need to keep an open mind while leading VTs, 

and engage in dialogues and conversations. Using appreciative inquiries could foster positive 

psychology in VTs (Rao, 2014). Lencioni (2005) emphasized that disclosure and trust could lead to 

effective team building. Yammarino, et al (2010) concluded that due to the extremely dangerous and 

complexed situations, military leaders of VTs need to be flexible in their leadership styles, by adopting 

pragmatic, individualized or shared leadership, and taking the environment they face into consideration. 

The authors believe building consensus is crucial in achieving team mission success. 

Team Cohesion 
 

Deeter‐Schmelz & Kennedy (2003) hypothesized team cohesion positively 

contributes to team effectiveness. Team member collaboration can be achieved 

through the support of internal team dynamics (Daspit, Tillman, Boyd, & Mckee, 

2013). Cohesiveness and climate are team-level constructs that could have a 

positive impact on leadership and enhance team effectiveness (Kozlowski, 2003). 
 

Jassawalla & Sashittal (1999) observed that learning could transform individuals and teams 

into collaborative functioning teams. Team leaders could increase their commitment level to 

each other and to the work they perform and attract talent to the VTs by building team 

cohesiveness (Levi, 2012). To build cohesive teams, members need to have shared social 

identities and the sense of connectedness (Levi, 2012). Deeter-Schmelz & Kennedy (2003) 

found cohesive teams suffer less absenteeism and are more productive. 
 

Yammarino, et al (2010) stated that team members could develop a sense of 

cohesiveness by developing a collective belief structure that is shared and compatible 

among members. It would also impact the efforts in understanding of their behaviors, 

values, and ideas, and set expectations for the team that facilitates learning. Leaders and 

teams who are more homogeneous can form a more cohesive team compared to the 

more heterogeneous organizations and teams (Daspit, Tillman, Boyd, & Mckee, 2013). 
 

Levi (2013) stated that team cohesiveness influences team members in different ways. Team 

cohesiveness is positively correlated to team commitment and engagement. Cohesive teams 

have more cooperative and collaborative members, who are more motivated and have 

stronger capabilities to resolve conflicts and experience less stress. Moore & Mamiseishvili 

(2012) realized that team cohesiveness is positively related to emotional intelligence (EI). 

They expect leaders to take EI into considerations when choosing teams. 
 

However, cautions are called upon by Levi (2013) that high levels of cohesion may have 

negative impact on the team's performance and impair their decision making capabilities, if 

members agree to certain decisions not because they are the best ones, rather they agree to 

maintain the harmonious relationship among team members (Levi, 2013). 
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To enhance team cohesion Levi (2013) suggested to use smaller team size, incentivize 

group performance rather than individual achievements, yet make notice of everyone’s 

contribution and encourage positive inquiry and dialogues (Rao, 2014). 
 

Training focused on team communications encourages a positive internal team environment, which 

leads to shared leadership and cohesion among team members. Hunsaker, et. al (2011) stated team 

charters can act as psychological contract and develop trust among team members which foster team 

cohesiveness (Atkinson, 2007). A Mission statement clearly stated provides the purpose, and guides 

team members through projects. Operating guidelines, norms, and expectations define the level of 

tasks, and commitments needed. Byrd & Luthy (2010) stated team charters could be utilized as tools to 

improve team performance and leadership skills and reduce conflicts. 

Conflict Resolution 
 

Hoch & Kozlowski (2014) viewed individual, team projects, and organizational characteristics as the 

context of interpersonal conflicts, and was also credited as the means to resolve conflicts. Cohen & 

Ledfor (1994) view self-managing teams as more capable of resolving conflicts than those traditionally 

managed teams. Cross functional teams consist of members with different perspectives as such conflict 

is inevitable. Lencioni (2005) pointed out the need to embrace healthy conflicts, and believed it is only 

when team members start building trust, that they are able to speak up and bring hidden issues and 

problems to light, and create the opportunities to resolve conflicts and issues. The idea that conflict 

should be avoided at all cost is detrimental to team effectiveness. It is demoralizing for team members 

not being able to voice their concerns and conflicts. Embracing different opinions and presenting them 

effectively provides more methods of problem solving. 

Diversity 
 

Research results demonstrated that diversity of teams offer great benefits of having different 

perspectives, ideas for innovation, increased corporate profits and richer cultural experience 

for the team members. Gera (2013) explained that corporations all over the world increasingly 

tap into the strength of diversity in terms of skills, experience, knowledge and expertise. 

While diversity positively relates to team creativity and innovation, conflicts could stem from 

differences in culture, beliefs and values. Stahl, Maznevski, Voigt, & Voigt (2010) found that 

cultural diversity has negative correlation with team process, due to personal task conflicts, 

and decreased social interactions; but positive correlation with creativity and satisfaction. 
 

Eagly (1990) and other scholars continuously voiced their concerns that women's 

leadership constantly faces challenges and “glass ceiling” obstacles in the business 

world. Rhee & Sigler (2015) further stated that women leaders were perceived as less 

effective than male leaders, when they attempted to blend in by adopting male 

leadership styles. The result was that they were perceived even less favorably. 
 

Diverse structural approaches facilitate knowledge creation and contribution (Faraj, Kudaravalli, & 

Wasko, 2015). Diversity in age and education level is positively correlated to team performance 
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(Kearney, Gebert, & Voelpel, 2009). As time passes geographically, surface level 

diversity indused collaborations weakens, while deep, phychological level 

colleboration strengthens (Harrison, Price, Gavin, & Florey, 2002). 
 

Team structures 
 

Eisenberg, Gibbs, & Erhardt (2016) observed that contentions exist in the views of vertical and shared 

leadership that influence team and task structures. They suggested that both leadership styles have 

their strength and weakness, and could compliment each other in team environments. Team size, 

geographical, cultural, age, education and experience diversity needs to be considered when forming a 

team. Egolf & Chester (2013) elaborated on the team building process as being forming, storming, 

norming, performing, where a team normally goes through these various phases to achieve success. 

Team effectiveness models 
 

Some of the more popular team effectiveness models are Plovnick, Fry, & Rubin (1977) GRPI Model of 

Team Effectiveness which focuses on goals, roles, process and interpersonal relationship (GRPI); 

Katzenbach & Smith (1993) stressed the focus on team basics such as collective work, personal growth 

and performance results; and Fasto & Larson’s (2001) Model was built on the “Five Dynamics of 

Teamwork and Collaboration.” Hackman’s (2002) Team Effectiveness Model stated teams must be real 

and not just in names, they have enabling structure, operate within supportive organizations, and have 

expert coaching readily available. Lencioni (2005) opined that teams need to overcome the five 

dysfunctions by building trust, embracing healthy conflicts, making commiment, and holing each other 

accountable to achieve team goals. 

Conclusion 
 

Levi (2013) advised that in addition to goal setting, teams need to prepare for conflicts by putting 

resolutions engagement rules in place when forming teams. Teams could introduce a coach or mediator 

to assist internal resources for conflict resolution. Teams need to agree on communication methods and 

progress tracking mechanisms. Meyer (2010) laid the ground rules for team leaders’ successes in that 

they need to lead, arrive at decisions, build trust and communicate differently. Other scholars suggest 

that VTs should have team charters (Byrd & Luthy (2010), and face to face meetings early on and 

leverage the best possible telecommunication technologies. Both physically collocated teams and VTs 

need to set clear goals and commit to building trust, team diversity and team cohesiveness. To achieve 

the goal of effective team building, scholars and practitioners need to be flexible in adapting to the ever-

changing environment and technological advancements, and take on a holistic view that consists of 

individuals, groups and organizations. 
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Abstract 

 
Rationale of the Study: As today’s world is getting more interconnected with each passing day, the 

service marketers are struggling hard to survive under ruthless competition. Therefore, it becomes 

imperative for the service providers to not only satisfy their customers but far exceed their 

expectations and meaningfully differentiate their services from competitors. The tourism industry 

occupies a significant place in the Indian economy and continuous mapping of tourist satisfaction 

is of utmost importance. The influx of foreign tourists is also increasing in India and hotels are 

doing a fairly good job in making their stay pleasant. The hospitality industry stipulates the hotels 

to be more innovative so that a delighted tourist will be glad to visit the hotel more frequently and 

will also share his/her exalted experience with his/ her friends or relatives. Pushkar, the holy town 

in Rajasthan province of India attracts foreign tourists almost round the year and, therefore, a 

research on tourists’ satisfaction is significant for the hotels situated in this region. 
 

Objectives: The present study measures tourists’ satisfaction with hotels in Pushkar 

and their intention to revisit or recommend to others. The researchers intend to 

explore the literature and to identify the key factors of tourist’s satisfaction with 

hotels to ultimately know their relative importance. 
 

Methodology: This study examined whether tourists could be divided into distinct clusters and whether 

the key factors determining tourists’ satisfaction differed among the identified clusters. A self 

administered questionnaire was used to seek responses from the tourists who stayed in hotels of 

Pushkar. The respondents were then required to assess their level of satisfaction on 28 attributes of 

hotel. A five-point labeled Likert-type scale was used. The survey was carried out with 200 tourists who 

had stayed in best hotels of Pushkar. They were interviewed on the last day of their trip. As the 

respondents were mainly the international tourists, a pilot testing was done with 20 tourists staying in 

 
4 hotels to check, there were no ambiguous words, all items are appropriate and none of them should be 

added or removed. Due to missing values and the like, the sample was reduced to 169 respondents. Best 

possible and accessible hotels were selected for the study and the data was analyzed using SPSS. The 

exploratory factor analysis, multiple regression analysis is used for data analysis. 
 

Key Findings and Conclusion: The findings contribute to research on customer satisfaction with hotels 

by exploring the tourists staying in hotels of Pushkar, an international tourist spot in Rajasthan, India. 

The study has come out with certain consumer insights, which can be used by hoteliers in designing an 

effective marketing strategy. The results indicated that the tourists were generally 
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satisfied with hotels of Pushkar and they have an intention to revisit or recommend 

to others. Further details of the results are presented in the paper. 
 

Keywords: Hotels, Satisfaction, Tourist, Hospitality Industry, Pushkar. 
 

Introduction 
 

In the environment of growing global competition, hospitality industry is continuously scouting for 

new ideas they can increase their competitiveness. Tourism and hotel industry go side by side. 

The tourism industry occupies a significant place in the Indian economy and tourists’ satisfaction 

is of utmost importance for the companies that want to survive in a field of fierce competition. The 

hospitality industry stipulates the hotels to be more innovative so that a delighted tourist will be 

glad to visit the hotel more frequently and will also share his wonderful experience with his/her 

friends or relatives. A country like India which attracts a large number of tourists is flooded with 

numerous hotels who tailor their services according to the preferences of customers/tourists. 

Pushkar, the holy city in Ajmer attracts foreign tourists almost round the year and, therefore, a 

research on tourists’ satisfaction is significant for the hotels situated in this region. 
 

According to many researchers (Mac Kay and Crompton, 1990; Yi, 1991; Blanchard and 

Galloway, 1994; Anton, 1996; Baker and Crompton, 2000) customer satisfaction is the mental 

perception of customers about a product or a service. Mac Kay and Crompton (1990) defined 

satisfaction as the psychological outcome which results from experiencing the service. 

According to Yi (1991) customer satisfaction is a customer’s mental perception in which 

his/her needs, wants, and expectations throughout the product or service life cycle have been 

met or exceeded which result in subsequent repurchase and enduring loyalty. Customer 

satisfaction is the result of customer’s perception of the service received in a transaction, 

where the price of a service equals perceived service quality (Blanchard & Galloway, 1994). 
 

The growing importance of customer satisfaction cannot be underestimated in a world where 

customers have multiple-choices. According to Gronoos (1990) and Parasuraman et al. (1988) 

the critical factors responsible for the success of any business is quality of service and 

customer satisfaction. Providing good quality service is the means for achieving sustainable 

advantage which results in satisfied customers (Shemwellet al, 1998). Major factors for hotel 

success are service quality, customer satisfaction, and customer loyalty (O’Neill, Mattila, and 

Xiao, 2006). The basis for any company’s existence is its customers (Valdani, 2009). It is 

widely accepted that the cost of attracting new customers is always higher than the cost of 

retaining the existing ones and the successful managers implement effective policies of 

customer satisfaction and loyalty which help in retaining existing customers. 

Review of Literature 
 

Many studies and researchers (Cho, 1998; Kozak and Rimmington, 2000; Choi and Chu, 2001; Yuksel, 

2001; Bigne et al., 2005; Fuchs and Reichel, 2006; Joaquin and Cladera, 2009; Joaquin and Jaume, 2010) 

have found association between satisfaction and intention to revisit or recommend to 
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others. A satisfied customer will come back again to purchase product and services (Kotler, 1991). 

According to Choi and Chu (2001) there is a high positive correlation between guests’ overall 

satisfaction and their intention to return to the same hotel in future. Study was conducted by 

Joaquin and Jaume (2010) to examine the impact of the satisfaction and dissatisfaction on both 

the tourists’ overall satisfaction and their intention to return to the destination. 
 

Satisfied customer is loyal towards the company, spreads positive words and establishes long 

term relations with them. Fornell (1992) is of the opinion that customer satisfaction leads to 

positive word-of mouth publicity and successive repeat purchase. Strategic asset of an 

organization is their relationship with their customers and starting objective of any business is 
 

Customer satisfaction (Gruen et al., 2000). Positive relationship and quality service creates word of 

mouth publicity and repeated guests (Kim et al., 2001). According to Bigne et al. (2005) satisfied 

tourists communicate their good experience to others (word of mouth). According to Villanueva et 

al. (2008) a satisfied customer promotes positive word of mouth at no cost for the company and 

with effect & credibility which is better than the conventional advertising. 

There are numerous researches that examine the preference of hotel attributes among tourists. 

Satisfaction derived from each of the attributes should be determined to ascertain the overall 

satisfaction with hotels. Researchers and Practitioners believe cleanliness, security and price (Cadotte 

& Turgeon, 1988; Knutson, 1988; Wilensky and Buttle, 1988; Hsieh et al., 2008; Sohrabia et al, 2012) are 

the attributes of a Hotel which are considered important by the tourists. According to Cadotte and 

Turgeon (1988), important hotel attributes are price followed by speed and quality of service, parking 

availability, staff service and cleanliness. In an extensive study by Knutson (1988) clean and comfortable 

room, location, services, safety and friendliness of employees were determined as the five important 

hotel attributes. Dolnicar and Otter (2003) reviewed previous studies and found price, image, service, 

food, security as hotel attributes which are considered by travelers when selecting a hotel. Hsieh et al. 

(2008) announced that responsiveness and competence of staff, price, hygienic environment, transport, 

special promotions, reservation procedure, food and beverage are important factors which are 

considered by the tourists in Taiwan. Sohrabia et al. (2012) in their study opined that Promenade and 

comfort, security, network services, enjoyment, staff services, news and recreational information, 

cleanliness and room comfort, price, room amenities and parking space are the important factors of 

hotel selection in Tehran hotels. 

Objectives of the study 
 

The primary objective is to measure tourists’ satisfaction with hotels in Pushkar and 

their intention to revisit or recommend to others. 
 

The secondary objectives are: 
 

i) To analyze the satisfaction derived from the various hotels in Pushkar on the basis 

of facilities in the hotels; 
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ii) To identify the key factors of tourist’s satisfaction with hotels and know their 

relative importance; and 
 

iii) To find whether the tourists are willing to return and stay in the hotels of Pushkar. 
 

Research Methodology 
 

Sources of Information: Primary as well as secondary data sources were used to generate 

evidence to supplement the research design. A questionnaire was developed for the study and it 

comprised of 34 items which were grouped into three main sections. The first part of the 

questionnaire was designed to obtain the demographic information of the respondents. The 

respondents were then required to assess their level of satisfaction on 28 attributes of hotel. A 

five-point labeled Likert-type scale was used and the respondents were required to give rating 

between 5= very Satisfied and 1= very dissatisfied for each of the hotel attributes. The last section 

which consisted of 2 items inquired the respondents about their intention to revisit or recommend 

the hotel to others. Literature suggests that Likert type scale can be employed to measure 

customer satisfaction and customer preference. The respondents were presented with adequate 

explanation on what the questionnaire was trying to measure and how they should answer it. At 

the end of the questionnaire, ample space was left for the comments or the compliments by the 

respondents about the hotel. Secondary sources comprised books, journals, web-sites, news 

papers and other documents published by the Government from time to time. 

Sampling Plan 
 

Sample Design: The respondents were mainly the international tourists. A pilot testing 

was done with 20 tourists staying in 4 hotels to check if there are any ambiguous words 

and all items are appropriate and none of them should be added or removed. The sample 

was selected on the basis of convenience sampling by the researcher after the 

demonetization of Rs. 1000 and Rs. 500 notes were done by the Government of India. 
 

Sample Size: The actual survey was carried out with 200 tourists who had stayed in best 

hotels of Pushkar. All twenty five hotels were taken for the study. The tourists were 

interviewed on the last day of their trip when they were about to leave the city. Due to 

missing values and the like, the sample was further reduced to 169 respondents. 
 

Study Area: Pushkar is a town in Ajmer district in the Indian state of Rajasthan. Pushkar is located at 

26.50N 74.550E and has an average elevation of 510 meters (1673 feet). It is situated northwest of Ajmer 

and is one of the five sacred dhams (pilgrimage site) for devout Hindus. It is often called “Tirth Raj” - the 

king of pilgrimage sites. In recent years it has become a popular destination for foreign tourists. It is 

surrounded by hills on three sides and sand dunes on the fourth. Pushkar lies on the Shore of Pushkar 

Lake. It has five principal temples, many smaller temples and 52 ghats where pilgrims descend to the 

lake to bathe in the sacred waters. Pushkar is chiefly remarkable for the 14th century temple dedicated to 

Brahma, where a yearly fair is held in October/November. Pushkar culture is best seen and experienced 

during the time of the Pushkar fair. The people, the sadhus, the 
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shops, the food and the whole ambiance becomes an epitome of Pushkar culture. 

According to Sharma and Mishra (2009) maximum revenue is generated during the 

time of Pushkar mela (kartik pornima). 
 

Hypotheses 
 

On the basis of literature review, we can hypothesize that: 
 

H1: There is an impact of hotel satisfaction factors on overall satisfaction of hotel. 
 

H2: There is a relationship between overall tourist satisfaction with hotels and 

tourist’s willingness to revisit or recommend to others. 
 

H3: There is a significant difference between clusters on all factors of hotel satisfaction. 
 

Data Analysis 
 

The survey included the items enquiring about the origin, gender, age and marital status. 

4.7%tourists. were Indian and 95.3% were foreigners; 43.2% of the tourists were male 

and 56.8% of the tourists were female. Among them 61.5% tourists were single and 

38.5% tourists were married. It is revealed that only 12% of the tourists were under the 

age of 20, 55.2% of the tourists belong to the age group of 20-40 followed by 24.2% and 

8.6% who belong to the age group of 40-60 and more than 60, respectively. 
 

The exploratory factor analysis (EFA) was conducted with the satisfaction derived 

from 28 hotel attributes. All of the hotel attributes were subjected to principal factor 

analysis with varimax rotations to identify the underlying dimensions. 
 

The Kaiser–Meyer–Olkin (KMO) measure of sampling adequacy was 0.726. Since the 

KMO value was above 0.7, the variables were interrelated and they shared common 

factors. The result of Bartlett’s test of sphericity is 2216.537 and is statistically 

significant (Sig. = 0.000). This test shows that the data matrix had significant correlation 

and use of factor analysis was considered appropriate (See table 1 in appendix). 
 

It was found that 28 items of hotel attributes initially identified could be reduced to 8 

factors which explained 72.410% of the overall variance. A principal component 

analysis with varimax rotation was employed and the results of the factor analysis 

produced a clean factor structure with relatively high loadings for the factors. 
 

It was decided to drop three items which had factor loadings of less than 0.50. The commonality of 

each variable was relatively high, ranging from 0.602 to 0.892 which indicates that the variance of 

the original values was captured fairly by eight factors. After dropping three items, Reliability 

analysis (Cronbach’s Alpha) was performed to test the reliability and internal consistency of each 

factor. The Alpha coefficient of the eight factors ranged from 0.60 to 0.84, well above the minimum 

value of 0.50 and was considered an acceptable level for basic research (Nunnally, 1967). As a next 

step, content validity of the items belonging to each factor was carefully studied. It was found that 

the content of one of the items in Factor 5 did not gel with that of the remaining items. Therefore, it 

was decided to drop one item from Factor 5. 
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As a result of this decision, the reliability coefficient for the remaining items was 

increased from 0.742 to 0.839. We were left with eight factors composed of 24 items and 

the eight factors were named ‘Staff & Cleanliness –Factor 1’; ‘Internet & Speed –Factor 

2’; ‘Hotel interior –Factor 3’; ‘Value for money – Factor 4’; ‘Awareness –Factor 5’; ‘Extra 

facilities –Factor 6’; ‘Food– Factor 7’ and ‘Security-Factor 8’. Table 2 illustrates the final 

rotated factors and the variables as well as the statistical data related to it. Multiple 

regression analysis was employed to investigate whether the independent variable (eight 

factors) exerted significant impact on the dependent variable (overall satisfaction). The 

mean item score of each factor was summed to form a simple summated factor score. 
 

Table 3 in appendix shows the results of regression analysis. The R2 of the model stood at 0.80 which 

indicates that about 80% of the variance in the satisfaction could be explained by the eight factors 

collectively. The results indicate a good fit. The objective of using multiple regressions was to identify 

the comparative importance of each factor on tourists’ satisfaction through beta coefficients. Among the 

eight factors, Staff and Cleanliness has higher beta values followed by Food, Speed of Internet, Hotel 

interior, Security, and Value for money, Awareness, Extra facilities. Hence first hypothesis - factors of 

hotel satisfaction have an impact on overall satisfaction is approved. 
 

Correlation was performed on the overall tourists’ satisfaction with hotels and their 

intention to return or recommend the same hotel to others. A significant correlation was 

found between tourist satisfaction from hotels in Pushkar and tourist’s willingness to 

revisit or recommend to others. This finding is similar to the previous researches. The 

correlation coefficient is 0.599 at 99% level of significance (See table 4). Hence the 

second hypothesis is approved that there is a relationship between overall tourist 

satisfaction with hotels and tourist’s willingness to revisit or recommend to others. 
 

A non-hierarchical clustering approach (K- means) in which the individuals are 

interactively moved into clusters was adopted so as to minimize the variability 

within clusters and maximize the variability between clusters. 
 

A non-hierarchical clustering approach was performed on the three different cluster solutions (n = 2, 3, 

4). Comparing the results obtained from these solutions, the four cluster solution was selected for 

further analysis because it provided the greatest difference between clusters and it yielded the most 

interpretable results. Table 5 demonstrates the mean score of hotel dimensions for all the clusters. 
 

The results of ANOVA revealed that clusters were significantly different on all factors. The first cluster 

comprised of 66 respondents and the mean score suggests that tourists in this cluster were highly 

satisfied with all the hotel factors, whereas the tourists in cluster four which comprised of 50 

respondents were moderately satisfied with all the hotel factors. Tourists who are in the third cluster (32 

out of 169) were highly satisfied with security, value for money and staff and cleanliness and they were 

moderately satisfied with the other hotel factors. Tourists who were in second cluster (21 out of 169) 

were very satisfied with security and very dissatisfied with extra facilities. Furthermore, they 
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were moderately satisfied with other hotel factors. Hence, the third hypothesis - there is 

a significant difference between clusters on all factors of hotel satisfaction is approved. 

Conclusion 
 

Our findings contribute to research on customer satisfaction with hotels by 

exploring the tourists staying in hotels of Pushkar, an international tourists spot in 

Rajasthan. The study has come out with certain consumer insights, which can be 

used by hoteliers in designing an effective marketing strategy. 
 

The exploratory factor analysis (EFA) was carried out with the satisfaction derived from hotel 

attributes. The eight factors comprised of 24 items were derived and named as ‘Staff & Cleanliness 

– Factor 1’; ‘Internet & Speed – Factor 2’; ‘Hotel interior –Factor 3’; ‘Value for money –Factor 4’; 

‘Awareness –Factor 5’; ‘Extra facilities –Factor 6’; ‘Food– Factor 7’ and ‘Security-Factor 8’ (Table 

2). The overall satisfaction from hotel was regressed on the factors to identify whether the 

independent variable (eight factors) exerted significant impact on the dependent variable 

(satisfaction). Among the eight factors, Staff & Cleanliness has higher impact followed by Food, 

Internet & Speed, Hotel interior, Security, and Value for money, Awareness, Extra facilities (Table 

3). The results of this study validate the previous studies that tourist satisfaction results in 

intention to revisit or recommend to others. This conclusion is mainly based on the findings of the 

correlation (Table 4). This study examined whether tourists could be grouped into different sub 

segments based on their satisfaction with hotels. The mean score revealed that the four groups of 

tourists had different level of satisfaction with eight factors (Table 5). 
 

This study adds to the understanding of tourists’ satisfaction analysis, however, there 

are certain limitations of the present study which is noteworthy. Due to small sample 

size the generalization of the findings is limited. The study was conducted during a 

specific period in the month of January. It could be argued that the results of the study 

might have been different had the survey been conducted in some different period. 
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Appendix 
 

Table 1: KMO and Bartlett’s Test  
 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .726   

Bartlett’s Test of Sphericity Approx. Chi-Square  2216.537   

 Df   378   

 Sig.   .000   

 Table 2: Factor Analysis     

Hotel Attributes 
Factor 

Commonalities Mean 
Eigen Variance Cronbach’s 

Loadings values (%) Alpha 
   

Factor 1: Staff and Cleanliness    8.147 29.098 .848 

Staff communication .542 .692 3.96    
Staff appearance .582 .602 4.09    

Clean room .846 .844 3.97    

Room Facilities .708 .774 3.60    

Clean bathroom .920 .892 3.66    

Room service .533 .622 3.84    

Factor 2: Speed of Internet    2.676 9.556 .716     

Wireless Internet access .802 .759 3.98    
Speed of internet .861 .791 3.79    

Check in and checkout speed .631 .675 4.02    

Factor 3: Hotel interior    2.268 8.101 .774 
Tidy Lobby .831 .851 4.07    

Lobby interior .774 .821 3.95    

Well lit areas in hotel .619 .700 4.03    

Factor 4: Value for money    1.722 6.151 .718 

Price-quality ratio .675 .537 4.09    

Room size .675 .599 4.26    

Room rent .701 .790 3.95    

Bed size .574 .726 4.08    

Factor 5 : Awareness    1.616 5.770 .839 

Signage in hotel .787 .822 3.86    

Signage is visual .796 .840 3.88    

Factor 6: Extra Facilities    1.431 5.109 .611 

Medical facilities .881 .812 3.27    
Laundry services .615 .701 3.67    

Factor 7: Food    1.244 4.442 .769 
Variety of food .870 .839 3.84    

Quality food .814 .724 3.72    

Factor 8: Security    1.172 4.184 .607 
Safety in room .543 .711 4.41    

Location of Hotel .803 .703 4.30    

International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, Issue-1 (2017)  



     [59] 

 Table 3: Multiple Regression Results   

  R-0.89, R2- 0.80, Adj R2 – 0.79, SEE -0.38 

 Unstandardized Standardized 
t 

Sig. 
 

Coefficients Coefficients 
 

   

 
B 

Std. 
Beta B 

Std. 
 

Error Error     

(Constant) .187 .097  1.918 .057 

Factor 1 (Staff &Cleanliness) .209 .019 .315 11.234 
.000 

 

Factor 2 (Speed of Internet) .148 .016 .258 9.208 .000 

Factor 3 (Hotel interior) .150 .018 .238 8.424 .000 

Factor 4 (Value for money) .113 .023 .153 5.005 .000 

Factor 5(Awareness) .104 .016 .145 8.468 .000 

Factor 6 (Extra facilities) .118 .025 .128 9.254 .000 

Factor 7 (Food) .176 .015 .298 11.493 .000 

Factor 8 (Security) .143 .020 .204 7.308 .000 

Dependent Variable: satisfaction     

 Table 4: Correlation    

 Overall satisfaction  Intention  

Pearson Correlation 1   .599(**)  

Sig. (2-tailed)    .000  

N 169   169    
** Correlation is significant at the 0.01 level (2-tailed). 
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Table 5: Cluster Mean Score   
 Staff & 

Speed of Hotel Value 
   

 Cleanline Awaren Extra  

 Internet interior for Food  ss ess facilities    money  

       

Cluster 
4.2303 4.4141 4.4646 4.4116 4.2929 4.0758 4.1970 

1 [66]        

Cluster 
3.1794 3.9841 3.9683 3.9762 3.6984 1.9524 3.2381 

2 [21]        

Cluster 
4.1875 3.9375 3.7083 4.2344 3.8229 3.1250 3.4375 

3 [32]        

Cluster 
3.4187 3.2533 3.6533 3.5933 3.4467 3.6200 3.6712 

4 [50]        

Total 3.8515 3.9270 4.0197 4.0819 3.8797 3.4970 3.7785 

Results 
F = F = F = F = F = 

F = F = 
 

109.558 20.217 
of 52.841 43.719 25.513 33.735 19.330   

ANOV 
p < 0.000 

p < p < p < p < 
p < 0.000 

p < 

A 0.000 0.000 0.000 0.000 0.000    
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 Overall 

Security 
satisfac 

tion  

4.6212 4.3384 

4.2619 3.5323 

4.5937 3.8809 

3.8800 3.5656 

4.3521 3.9230 

F = 
F = 

153.86 

24.799 
7   

p p < 
<0.000 0.000  
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Abstract 

 
Purpose: In today’s world, the numbers of environmentally responsible companies and consumers 

have been growing rapidly. Environmentally responsible behaviors have also become more 

important in the tourism industry. Besides the environmental trends, the businesses in the 

industry have started to use electronic channels for promotion. Hotels have been using social 

media as one of the promotional tools to get in touch with their customers. The aim of this 

exploratory study was to show how hotels use their social media channels. Within the scope of 

this aim, the Green Key awarded hotels, as a segment of green hotels, were focused. 

Methodology: In 2016, there were seventy-two hotels awarded by Green Key in Turkey. These 

hotels were taken as the sample of the study. Data collection contained two steps. Firstly, the 

official websites of the hotels were analyzed, and then the official social media accounts 

linked by the hotels’ official websites were analyzed. A coding schema, developed by the 

researchers and partially used in the previous researches, was used for data collection. Data 

were obtained in December 2016, and analyzed via content analysis by the two researchers 

separately to get the reliability of the research. After performing content analysis and 

showing frequency tables, the hypotheses were tested via Chi-Square test. 
 

Findings: Findings showed that the Green Key awarded hotels mostly used Face book, Twitter, 

Instagram, and YouTube respectively. Face book was the most used channel by the Green Key 

awarded hotels. It was revealed that there was a significant relationship between Green Key 

information on the hotels’ official main WebPages and using Facebook, and there was a significant 

relationship between hotels’ numbers of stars and Facebook post frequencies. 

Research limitations: The study had some limitations such as having a small sample of 

green hotels, segmenting hotels based on the green marketing, and research design. 
 

Practical Implications: It was suggested to the practitioners in the hotel industry to use social 

media channels, especially Facebook, simultaneously with their official Webpages and more 

appropriately to promote their implementations regarding particularly environmental issues. 

Keywords: Social Media, Green Marketing, Green Key, Green Hotels, Sustainability. 

1. Introduction 
 

Today’s  consumers  have  become  more  conscious  about  sustainability  compared  to  the  past. 
 

Sustainability is essential for finding ways to meet the material and energy needs of the human beings. 
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(Mikulcicet al., 016). The sustainable marketing activities consisting of environmentalist movements 

have been mainly appeared in the market such a new technique of marketing, called as Green Marketing. 

In 2000s, environmental issues have become more noticeable (Nouri et al., 2014). Companies have 

started to pay attention to individual's awareness and involvement to environmental matters. Besides 

this, companies have started to pay attention to the new developments in information and 

communication technologies. Communication channels between consumer and companies have been 

changed in the last decade. Alternative communication channels were occurred, and they became the 

complimentary of traditional media. This new media includes websites and other digital communication 

tools such as blogs, social networks, and social media channels (SMCs, afterward) which consumers 

engage their behaviors interactively (Hennig-Thurau et al., 2010). Social media (SM, afterward) has been 

used by the companies, especially which want to develop an immediate contact with their customers. In 

this research, it was wondered that how hotels use SM since SMCs are crucial for hotels to contact with 

their existing and prospective customers immediately. Also, SM is vital for hotels because it is the best 

channel of promotion since hotels use dynamic pricing, and so they need to announce their price 

alterations as much as quickly. 
 

In today’s world, especially technological improvements lead companies to think and implement 

green movements much more than they did before. In the hospitality industry, the harmful impact 

of hotels on the environment has attracted customer’s attention (Han & Yoon, 2015). Therefore, 

hotels follow the new ecological movements that will generate the differentiation for themselves. 

For example, Fairmont Dallas Hotel installed tinted windows and digital thermostats in the rooms, 

then it saved $50,000 in electricity costs, and Otani Hotel installed a new air conditioning and 

kitchen system, then saved 14% in energy and reduced carbon emissions 30 % (Graci & Kuehnel, 

2015). Scandic Hotels started to use wooden key cards for the room rather than plastics to protect 

environment (Serlen, 2011). Also, producing these sustainable and recyclable key cards gives an 

opportunity of using them as a promotional tool. These green activities may add some extra costs 

to the hotels. However, it was known that consumers purchase ecological products more 

nowadays, despite their high prices (Ahmad et al., 2012). Atay and Dilek (2013) searched about the 

green practices of hotels and indicated that chain hotels have many environmental friendly 

practices such as water conservation, energy efficiency and renewable energy, waste separation 

and recycling, providing information to increase the environmental awareness. 
 

There are many awards receiving by hotels based on their features and facilities. One of them is called 

as Green Key. The Green Key is a leading certificate of excellence in environmentally responsible and 

sustainable implementations in tourism industry and it requires high environmental standards and 

audited frequently with rigorous documentation (Green Key, 2016). The Green Key is an international 

eco-label for tourism facilities, and contributes to sustainable tourism and prevention of climate change 

by awarding and promoting hotels. The Green Key was firstly developed in 1994 for the hotels in 

Denmark, then it was adopted in 2002 as the fifth program of Foundation for Environmental 
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Education (FEE). In Turkey, it has been implemented since 2011 by the Foundation for 

Environmental Education (Carlson Hotels, 2011). In 2016, there were 72 hotels awarded 

by the Green Key in Turkey, and 2370 institutions awarded by the Green Key in 52 

countries all over the world. Turkey is the 7th country among them (Turcev, 2016). 

The hotels use many new media channels such as SM, websites, blogs, online tourism 

agents, and third-party partners such as TripAdvisor. Because of the raising importance of 

SM and green movements in the hotel industry in Turkey, this study focused on the Green 

Key awarded hotels in Turkey. The hotel industry was taken as a research area and the Green 

Key awarded hotels, as a segment of green hotels, were focused in the study. The research 

investigated the SM habits of the Green Key awarded hotels. The aim of this exploratory 

study was to search about how these hotels use SM, particularly Facebook. Within the scope 

of this aim, research methodology was explained and findings were shown below. 

2. Materials and Methods 
 

The aim of this study was to show how green hotels use SM, and how they use the most popular SMC in 

Turkey, Facebook (Chaffey, 2016). The Green Key awarded hotels were analyzed in the study. The list of 

72 Green Key hotels was taken from Turcev (2016). Data were collected in two steps. At the first step, the 

official websites of the hotels were examined, and the general information was gathered. At the second 

step, the SM accounts presented in the hotels’ websites were investigated by clicking the link in the 

hotel’s official website in order to connect to the hotel’s official SM page. The links which take place in 

the hotel’s official website was used to increase research validity. Otherwise, the researchers may lead 

to unofficial SM page and it would affect research’s validity negatively since there are many bulk SM 

accounts. After connecting to the SM page, the data were collected. 

 
The official websites and SM accounts were examined through a coding schema generating 

based on the previous studies (Culnan et al., 2010; Deghani & Nourani, 2012; Mucan & 

Ozelturkay, 2014). After analyzing ten websites project, the new structure of the coding 

schema was formed. Data were collected in December, 2016. Due to the hotels updating their 

websites and SM pages frequently, the websites and SM pages were analyzed only once 

during the research. The research questions of the study were as follows: 

RQ1. How do hotels use their official websites? 
 

RQ2. Which SMCs are particularly preferred? 
 

RQ3. How do hotels use Facebook? 
 

Two hypotheses were created regarding Facebook usage. In the first hypothesis, it 

was examined that whether using Green Key as a promotion tool on the main page 

of the hotel’s official website and using Facebook are related to each other or not. 
 

H1: There is a significant relationship between giving information regarding Green Key 

on the main page of the hotel’s official website and using Facebook as a main SM tool. 
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The second hypothesis was related to whether five-star hotels publish their posts in 

Facebook more frequently than the smaller ones since they have the power and capacity of 

being big-scaled hotel. So, in the second hypothesis, it was searched that whether hotels’ 

numbers of stars and Facebook post frequencies are related with each other or not. 
 

H2: There is a significant relationship between the numbers of stars and post frequencies in Facebook. 

Data were analyzed via content analysis which is a research technique used in various fields such as 

marketing, psychology, and communication (Hair et al., 1998). It was used in the literature commonly for 

analyzing websites and SMCs (Hsieh, 2012; Case & King, 2011). Data were coded as “1” showing 

“yes/they have”, and 2 indicating “no/they do not have”. Two researchers collected and analyzed the 

whole data separately to ensure the reliability of the research. Data were analyzed based on the 

descriptive statistics such as frequency, percentage, cross tabs, and chi-square tests. 

3. Results and Analysis 
 

The Green Key awarded hotels are located mostly in Antalya (36 hotels; %50), İstanbul (11 

hotels; % 15, 3), and Mugla (8 hotels; % 11, 1). The remaining parts are located in Ankara (3 

hotels), İzmir (3 hotels), Mersin (3 hotels), Adana (2 hotels), Canakkale (2 hotels), Bursa (2 

hotels), and Balikesir (2 hotels). Only 69 of 72 hotels (95,8 %) have Turkish websites. 68 of 72 

hotels (94,4 %) have international websites, and 68 hotels use English (94,4 %), 60 hotels use 

German (83,3 %), 50 hotels use Russian (69,4%) as a medium in their international websites. 

53 hotels (73,6 %) belong to the popular hotel chains such as Starwood, Voyage, Carlson and 

Rezidor. 7 hotels (9,7 %) have 4 stars, 20 hotels (27,8 %) have 5 stars, and 45 hotels (62,5 %) 

have no star info. 59 hotels (81,9 %) were listed as Spa and Wellness hotels. Some other 

features of the hotels’ websites were analyzed in Table 1 (RQ1) such as is there a connection 

from official website to TripAdvisor and Booking? Do consumers write their comments on 

website? Do managers respond to these comments? Is there any information about Green 

Key and Blue flag on the main page of the websites for the purpose of promotional activity? 

Table 1. Features about websites   
 Frequency Percent 

Connection to TripAdvisor 40 55,6 

Connection to booking.com 3 4,2 

Positive comments 16 22,2 

Negative comments 9 12,5 

Reply to comments 10 13,9 

Info related to Green Key 21 29,2 

Info related to Blue Flag 23 31,9  
 

 
40 hotels (55,6 %) have a link to TripAdvisor, and 3 hotels (4,2 %) have a link to Booking. 16 hotels 

 
(22,2 %) have positive customer comments, 9 hotels have negative (12,5 %) customer comments, and 
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10 hotels (13,9 %) have responds to these comments. 21 of the 72 hotels (29,2 %) 

provide information about Green Key on their main pages, and 23 of them (31,9 %) 

have information about Blue Flag on their main pages. 
 

Table 2. Duration of having Green Key   
 Frequency Percent 

1 year 7 9,7 

2 years 2 2,8 

3 years 6 8,3 

4 years 1 1,4 

5 years and over 3 4,2 

No info 53 73,6 

Total 72 100,0  
 

In Table 2, the duration of having Green Key was shown. Only 19 hotels (26, 4%) gave information 

in their websites regarding Green Key award whereas 53 hotels (73, 6 %) do not share any 

information about the award. Only 3 hotels (4, 2 %) had Green Key award for five years and over. 

Table 3. SM preferences  
 

 

 Frequency Percent 

ace book 51 70,8 

Twitter 46 63,9 

Instagram 43 59,7 

YouTube 25 34,7 

Google+ 24 33,3 

Pinterest 21 29,2 

vk 12 16,7 

LinkedIn 11 15,3 

Foursquare 6 8,3 

Flickr 3 4,2 

Blog 1 1,4  
 

 

The SM preferences of hotels were shown in Table 3 (RQ2). The frequently used 

SMCs are Facebook, Twitter, Instagram, and YouTube respectively. 
 

Table 4. Working situations of SMCs  

Working Not Working 

Frequency  Percent Frequency  Percent  
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Facebook 39 76,5 12 23,5 
Twitter 30 65,2 16 34,8 
Instagram 27 62,8 16 37,2 
YouTube 9 36,0 16 64,0   

The working situations of SMCs were shown in Table 4. According to the Table 3 and Table 4 

above; 51 hotels (Table 3) have Facebook pages, but only 39 of them (Table 4) worked properly. 46 

hotels (Table 3) have Twitter account; but only 30 of them (Table 4) worked properly. 43 hotels 

(Table 3) have Instagram pages; but only 27 of them (Table 4) worked properly. 25 hotels (Table 3) 

have YouTube; but only 9 of them (Table 4) worked properly. The hotels’ most preferred SMC was 

Facebook. Since it was the most used SMC, the analyses below were related to Facebook (RQ3). 
 

The first question related to Facebook was about to analyze photo albums. In Facebook photo albums, 

all 39 hotels use hotel’s appearance photos. 37 hotels (94,9 %) use the photos of animations and 

activities that were held in the hotel. 35 hotels (89,7 %) use the photos for celebrating special days such 

as Valentine’s day and World Environment Day. 29 hotels (74,4 %) use photos regarding certificates and 

awards like Green Key. 23 hotels (59 %) use photos of social responsibility projects managed by the 

hotel. 21 hotels (53,8 %) use photos regarding promotional campaigns such as discounts and early 

reservations. 18 hotels (46,2 %) use photos uploaded by the customers for sharing experiences. After 

analyzing the Facebook photo albums of the hotels, updating post frequencies of the hotels were 

revealed. According to the finding, 18 hotels (46,2 %) update their posts several times in a week to keep 

up their customers’ attentions and interest alive, 13 hotels (33,3 %) update their posts every week, 6 

hotels (15,4 %) update posts once in a day, 2 hotels (5,2 %) update posts a few times in a year. Next 

question was related to social responsibility projects organized by the hotels. According to the finding, 

20 hotels (51,3 %) organized social responsibility activities regarding environment, 10 hotels (25,6 %) 

organize social responsibility activities regarding health, 7 hotels (17,9 %) organize social responsibility 

activities regarding donation of clothes, books etc., 2 hotels organize social responsibility activities 

regarding education (5,1 %), and only 1 hotel (2,6 %) organizes social responsibility activities regarding 

sport. Lastly, some corporate details about Facebook usage were obtained. According to this, all hotels 

have corporate information and URL link to their official websites. 35 hotels (89,7 %) celebrates the 

national days such as 29th of October-Republic Day and 30th of August-Victory Day which are very 

important especially for Turkish customers, and 23 hotels (59 %) give permissions to customers for 

writing wall and sharing post. 
 

After analyzing the details about Facebook usage, the hypotheses were tested. In the 

hypothesis tests, chi-square analysis as one of the non-parametric statistical analyses was 

used since the data were formed by categorical variables. The results were shown below. 

Table 5. Chi-Square Test Statistics for H1  

 Facebook Green Key 

Chi-Square 12,500a 12,500a 

df 1 1  
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Asymp. Sig.   ,000 ,000  
 

a. 0 cells (, 0%) have expected frequencies less than 5. The minimum 

expected cell frequency is 36, 0. 
 

According to the data in Table 5, H1 was accepted. There is a significant relationship 

between giving information regarding Green Key on the main page of the hotel’s 

official website and using Facebook as a main SM tool. 
 

Table 6. Chi-Square Test Statistics for H2   
 Stars Post Frequencies 

Chi-Square 31,083a 39,923b 

df 2 5 

Asymp. Sig. ,000 ,000  
 

a. 0 cells (, 0%) have expected frequencies less than 5. The 

minimum expected cell frequency is 24, 0. 
 

b. 0 cells (, 0%) have expected frequencies less than 5. The 

minimum expected cell frequency is 6, 5. 
 

According to Table 6, H2 was accepted. There is a significant relationship between 

the hotels’ numbers of stars and post frequencies in Facebook. 
 

4. Discussion 
 

In this part, the results of research questions were discussed and some advices were given to the 

professionals in the hotel industry. The first question interested in that how hotels use their websites. 

According to the results, the Green Key awarded hotels should increase their bonds with the third party 

partners. Connected links are the essential tools of internet marketing. Websites should increase the 

connections with third party partners such as TripAdvisor, Trivago, and Expedia etc. Also, consumers 

should be encouraged to write their comments and complaints. Each complaint should be taken into 

account and answered by the hotel managers to solve the problem. At the end of this complaint 

management process, satisfied and loyal customers can be gained. Besides this, the hotels should give 

more information regarding their Green Key awards on their main page. These awards are also the 

indicator of being a responsible business and increase the firm’s reputation and image among the 

customers. It was found out that the Green Key awarded hotels do not supply enough information 

regarding their awards on their websites. Sharing information about this reward absolutely increases the 

trust level of consumers, particularly environmental-conscious consumers. 
 

Facebook was revealed as the mostly used channel in the industrial reports (Chaffey, 2016). The number 

of Facebook users in Turkey in 2017 is 48 million, and it is more than half of the country population 

which is 80 million (Statista, 2017). Only 39 of 51 hotels’ Facebook pages were working properly. This is 

a big problem for the industry. Because of the nature of the industry, the hotels should communicate 

with their customers periodically and dynamically. It was advised that the hotels to develop their SM 

management systems and to use SMCs more appropriately. Facebook, as the biggest channel, should 

be given due importance more and more, and the hotels should use the 
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Facebook channel more appropriately within their business aims. They could share 

their social responsibility activities effectively since their target customers may be 

environmental sensitive as well as societal sensitive. 
 

Although some negative sides mentioned as above, it was seen that hotels’ photo albums and post 

frequencies in Facebook were well operated. The hotels share various photos regarding the hotel’s 

appearance, activities, and different campaigns. Moreover, the hotels let their consumers create a user-

generated content that is perceived as a very important promotional activity since they contain 

consumers’ own suggestions without any interaction of the companies. On the other hand, all hotels 

share their corporate information in Facebook so that consumers who hear about the hotel from 

Facebook may directly link to the hotel’s official website, and so find more information. 

5. Conclusion 
 

Nowadays, with the increasing discourses on sustainability and environmental protection, 

focusing on ecological consumer behavior becomes a necessity for companies (Ahmad et al., 

2012). In the technologically supported new world, SMCs’ effects on consumers’ choices 

cannot be minimized. Customers share their experience through social networks and follow 

SM accounts of the companies which use these accounts to get in touch with their 

customers. This study showed the profile of the Green Key awarded hotels and how they 

contact with their customers via their websites, SM tools, and Facebook. 
 

In the study, the relation between giving information about Green Key on the main page of the 

hotel’s website and using Facebook was found as significant. It showed that the hotels, 

willing to announce its facilities on the websites, are also willing to publish them on 

Facebook. It was advised to the hotels to use the websites and the Face book accounts 

simultaneously together, and publish almost the same information on both of them. 
 

The relation between the numbers of hotel’s stars and Face book updating post frequencies was 

obtained as significant. It showed that the biggest five-star hotels manage their Face book account 

well. It may be because of the larger budget of five-star hotels. They could hire an employee for the 

position of SM accounts manager. The smaller hotels should be aware of this, and try to improve 

their communication abilities in the competitive tourism industry. Although most of the hotels 

shared their facilities and activities on SMCs; it was not enough in this boundary less and infinite 

online world. The hotels should share their Green Key awards much more on SM, and also on their 

main official WebPages within the promotional purposes. 

6. Limitations and Further Studies 
 

The study had some limitations. The first limitation was regarding having small sample of green hotels. 

In future research, it was advised that the hotels which took different environmental awards such as 

green star and blue flag should be taken into account to reach greater sample of green hotels, thereby, 

the social media activities of green hotels may be better understood. Another limitation was that the 

study only focused on the implementations of green hotels in social media. It was 
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recommended that in the future studies, the classification about segmenting hotels 

based on green marketing activities may be eliminated, and so various models related to 

hotel’s behavior in social media could be obtained. The other limitation was regarding 

the design of the study. This study just analyzed the hotels’ WebPages and social media 

accounts via content analysis. In further studies, it was suggested to measure the 

impacts of the promotions in SMCs on consumer the behavior with a quantitative study. 
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Abstract: 

 
Ageism is a prejudice or discrimination based on a person's age. Older adults in the 65+ age group see 

doctors once per month on an average and almost 80 percent of them see a primary clinician at least 

once per year (Davis et al., 2011). Ageism can also be in the form of a Healthcare provider dismissing 

treatable ailments as a feature of old age, or treating expected changes of aging mistakenly taking them 

as diseases (Kane et al., 2004). Ageism can be seen explicitly at any workplace or in any sector, but its 

impact is far reaching in the Healthcare System. They are treated by doctors like younger patients, which 

is where the problem starts. Same interventions are used for them, which are there for patients in the 

younger age group, even though they have a more sensitive anatomy of physique which metabolizes 

medicines in an altogether different way. Ironically, despite the growing need for more providers with 

expertise in geriatrics, many trainee physicians view the elderly care as frustrating, uninteresting and 

less rewarding as compared to other specialties. Dr. Becca Levy (2001) believes ageism can also operate 

as implicit thoughts, feelings, and behaviors toward older people that occur without conscious 

awareness or control. Whether it is explicit or implicit from the provider’s side, it puts geriatric patients 

at risk for under-treatment and over-treatment. So, this paper is an attempt to study several factors 

leading to ageism, its impact at various levels and strategies to reduce its occurrence in healthcare 

systems. This study has taken into account analysis of various reports, case studies and research work 

by experts in this area. Also, few experts from Healthcare Industry were interviewed for their point of 

view on this matter and to arrive at a consensus to provide recommendations to policy makers in this 

regard. 

 
Introduction: In his Pulitzer Prize (1976) winning book, ‘Why Survive? Being Old in 

America’, Dr. Robert Neil Butler defined Ageism as “a deep and profound prejudice 

against the elderly which is found to some degree in all of us, ageism allows the younger 

generations to see older people as different from themselves; thus, they subtly cease to 

identify with their elders as human beings.” Leacey E. Brown from SDSU Extension 

narrates few examples from everyday life which highlight Ageism, as: 
 

Most of us attribute bad memory to our age and firmly believe that as age 

progresses, we’re bound to be more forgetful. 
 

A clear majority of marketing strategies target younger population, despite 

the fact that older people have more resources and income at their disposal. 

Also, the older population is projected to increase proportionately. 

 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[72] 
 

 

Being around older adults is considered undesirable and they are assumed to 

be belonging to old age/senior living centers. 
 

It also gives way to ‘benevolent ageing’ where elderly are seen as lonely and 

always need of assistance, though it may not be true always. 

 

With the advancements in medical industry and better financial status and lifestyle, 

mortality rates have considerably decreased. Nearly ten thousand Americans enter the 

65 years+ age group daily. It directly implies that more and more healthcare facilities 

would be required for this ageing population, which is expected to live at least few 

decades more. Therefore, the issues in this sector must be addressed aggressively and 

ageism being a prominent issue, its solution needs to be given due importance. 
 

Ageism in Healthcare Sector: This phenomenon is not new in the healthcare sector. There are 

certain health conditions, as Glaucoma, Osteoporosis, Prostrate Cancer, dementia, which 

increases with old age and early detection or screening can prevent or delay the ill effects. As 

per a report on Ageism, ninety percent of older adults in the US are never screened for these 

conditions, leading to chronic levels later in life. More than half of older Americans are not 

able to get routine health check-ups for basic and vital parameters, as hypertension and high 

cholesterol levels. As high as one-third of doctors are of the opinion that hypertension is a 

normal phenomenon occurring in all aged persons. (International Longevity Centre, 2006) 
 

There is one more evidence of ageism in Clinical research. Incidence of Breast cancer is more than 

fifty percent in the age group of over sixty-five years, but for new drug trials less than ten percent 

of participants are from this age group. According to one more study in 1996, even though they are 

more likely to die from breast cancer, the likelihood of receiving chemotherapy and radiotherapy 

after surgery is lesser in older women. As per a study in the British Medical Journal, 2006, elderly 

patients are normally under-investigated for conditions like blockage of carotid artery, which is 

mostly a health problem for this age group. Other survey findings at Johns Hopkins University 

School of Medicine revealed that only fifty-six percent of medical students would be interested to 

treat enthusiastically, pneumonia in a female patient of eighty-five years of age, but if it comes to 

treating a ten years old girl, this proportion would be eighty percent. 
 

Our healthcare systems have not fully evolved with the changing times, evidence to this is the existence 

of Ageism. Premature functional decline in patients occurs because of Institutional discrimination of 

patients based on their age, as reported in one study in the Journal of General Internal Medicine. The 

older adults who undergo this differential treatment are more prone for an increased disabled life in the 

coming years. According to E. Wesley Ely of Vanderbilt University School of Medicine, in his 

presentation at the American Thoracic Society (2003), “Older patients actually receive less aggressive 

care than do younger patients,” despite the fact that more than half of all ICU days are covered by 

patients above 65 years of age throughout the country. This number 
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increases by seven times for the patients above 75 years. So, the older patients in ICU should 

receive more interventions and need more resources. On the contrary, mechanical ventilation 

usage is considerably less in patients above seventy years of age. 

Older customers (patients) are routinely handled differently than their younger counterparts in the 

healthcare sector. For similar signs and symptoms, age differentiates the level of treatment in 

patients, i.e. lesser the age of patient more attention is given for his/her treatment. As per the U.S. 

General Accounting Office report (1997), a vast majority of the beneficiaries of Medicare, with 

diabetes don’t receive the recommended investigations and tests essentially required to monitor 

the disease. Also, in one more report, it was pointed out that, even though the anticlotting therapy 

is proven to minimize deaths due to heart attack in heart patients, aged patients are less likely to 

get this treatment as compared to younger ones. 
 

DNR (Do-Not-Resuscitate) is more likely to be ordered for Patients above 75 years of 

age with the same severity of health conditions in ICU. Not only curative cares for 

pathological conditions, old aged patients are at the receiving end when it comes to 

preventive and primary care, and also, rehabilitative and mental care. 
 

In her article on ageism, a New York based geriatrician, Dr. Karin Ouchida highlights the 

‘partial’ healthcare system in the United States, towards elderly where there is a negligible 

support to reduce the demand and supply gap of geriatric specialists. Ironically, an 

increasing number of doctors opt out from the treatment of Medicare sponsored patients, 

which makes this age group even more vulnerable. Lack of availability of standard treatment 

guidelines for elderly pushes the treating doctors to use the same treatment regimen for 

young and old patients, which can be disastrous for the older adults. 

How serious is the problem, actually? 
 

Elderly population has to encounter negative stereotypes, which include- fragile, unwanted, 

dependent, child-like, helplessness, and mentally retardedness. It has a dual impact, on one 

side it creates a social stigma towards the elderly on the other hand, and it makes the elderly, 

mentally and emotionally weak, leading to a heightened level of stress, depression and 

reduced willingness to live. Many older adults succumb to this pressure and resort to suicidal 

tendency which itself is a big problem in the 21st century. Studies emphasize that older 

senior citizens are a big clientele for healthcare industry as they comprise about one-fourth 

of all Out patient and about one-third of all In-patient visits and negative stereotypes creates 

a huge gap between these clients and their healthcare providers. 
 

Following are a few instances of Ageism which occurs routinely in the Healthcare Industry: 
 

Over treating the elderly patients: Prescribing high doses of diabetes drugs with a biased 

opinion that all old aged patients have excessively high blood sugar level, treating all elderly 

male patients as potential cases of Prostate cancer, Urinary Tract Infection and hypertensive. 

These cases lead to over diagnosis and unnecessary treatment, medication and surgical 
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interventions. These are not only unwarranted, but also harmful for many patients. It not 

only leads to financial burden, but to a mental and physical trauma as well. Healthcare 

providers have their say in this. They believe that over treatment and over diagnosis is 

always better than under treatment and under diagnosis, in this era of litigation and patient 

rights and safety. At a larger level, this is sheer wastage of resources, time and funds to 

the extent of about one third of the total health budget in the United States. 
 

Under treating the elderly patients: Contrary to the belief involved in the over treatment and the 

over diagnosis, there are several cases of providing less than required level of care and 

treatment, with an assumption that old age is bound to be problematic and suffering is an 

integral part of this. Ignoring obvious signs may lead to chronic conditions in future. In one 

such case, a patient with brain tumour was prescribed medicines for headache and migraine for 

a long time, even though the patient continuously complained of severe headache and no relief 

from medicine. The physician preferred to ignore these signs and avoids investigations with an 

assumption that the old aged patients are bound to be complaining even without a reason. By 

the time, the tumor was diagnosed, it was too late for his/her survival. 

 
Having a negative attitude towards practicing Geriatric care: Geriatric medicine is 

considered as financially less rewarding and has been stigmatized by the medical 

fraternity itself. Those practitioners, who are interested to practices in this field have 

to overcome peer pressure and stigma, which makes it further difficult for fresh 

medical graduates to consider this specialty as an option. Healthcare providers 

sometimes ridicule the condition of patients and unknowingly hurt their sentiments. 

Making fun of their disability and helplessness is not only insulting but also unethical. 
 

Older adults are often prone to domestic violence and physical abuse and 

ignoring visible signs of physical violence by a health practitioner can be 

disastrous for the patient. Depression in this age group cannot be taken 

lightly, as the underlying cause may be more serious than assumed. 
 

Sexual inactivity is presumed to be age related and the patient may be ridiculed for 

complaining about this, but this can also be due to a STD or any other ailment which may 

require immediate intervention. Because of ageist attitude in the healthcare setting, the 

older patient may not divulge the true complaints leading to serious consequences. 
 

Presumption about aged patients: Healthcare staff tend to be over conscious or 

over-exaggerate the perceived symptoms of old age, as, speaking too loudly 

when an old patient arrives, speaking like a baby or abnormal voice, callous 

listening to their symptoms and a casual body language can do more harm than 

good to the elderly patients. Discussing their patient’s history or symptoms with 

others is also a breach of the right to confidentiality in healthcare. 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[75] 
 

 

The problem becomes serious when the patient himself/herself starts believing 

all these stereotypes and a sense of embarrassment prevails while seeking medical 

care for the perceived senile symptoms. To tackle this embarrassment, elderly patients 

refrain from seeking medical care for even chronic ailments linking it to their age and 

inevitable part of ageing. It may lead to depression and psychological breakdown. 
 

Study conducted in South California: 
 

To have an insight into the issue of Ageing at ground level, a qualitative study was 

conducted in 2016-17 in few areas of South California, San Diego and Riverside county 

with a sample size of 265 elderly persons (167 males+ 98 females) in the age group of 65 

years and above, 21 healthcare staff (10 Physicians+ 11 nurses) from public hospitals. 

The type of sampling used was: Non-probability-Purposive sampling. 

Major findings from Senior-citizens interview: 
 

• 75% (201) of respondents have experienced at least one incident of ageism in 

the healthcare institution in their lifetime. 

 
• 70% (141) of respondents have experienced at least one incident of ageism in 

the healthcare in the last one year. 

 
• 84% (170) of respondents believe it to be embarrassing and derogatory to their morale. 

 

• 64% (130) of respondents believe they were not given effective treatment 

because of their declining age. 

 
• 55% (110) of respondents believe that they are treated like fragile patients 

because of their age. 

 

Major findings from Healthcare provider’s interview: 
 

• 100% respondents (21) believe, Geriatrics is a less attractive (financially) branch for them. 

 

• 85% respondents (18) didn’t opt for Geriatrics because of perceived stigma. 

 
• 100% respondents (21) agreed, ageism exists to a very large extent in healthcare sector. 

 

• 90% respondents (19) agreed to have treated elderly patients in a different way unknowingly. 

 

• 57% respondents (12) believe, ageism cannot be removed by awareness alone. 

 

What it leads to? 
 

Either done consciously or unconsciously, it causes real damage to the patient 

leading to severe mental and physical health consequences: 
 

• A decreased will to live 
 

• Less desire to live a healthy lifestyle 
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• Impaired recovery from illness 
 

• Increased stress and a shortened life span 
 

• It brings unnecessary stigma that weakens the healthcare system’s capability 

to treat one of their major clientele as this group comprises around 27 percent 

of all doctor’s visits and 35 percent of all hospital stays. 

 
• It discourages more medical professionals to practice gerontology. 

 
Can we tackle this problem? 

 
The solution is believed to be ingrained in the problem itself. It begins with changing the 

mindset towards age based discrimination. Thinking negatively about old age is problematic 

but having positive opinion and support for older adults would lead to a healthy societal 

thinking, where there’s no place for age based discrimination. Based upon the expert 

opinions, the following few are ways/recommendations towards solving this problem: 
 

Heterogeneity should be recognized and respected: Having adequate exposure to the physical, 

mental and medical conditions of the elderly may enable medical practitioners to treat the 

elderly in a clinically different way as compared to the young patients. Every old age person is 

not disabled and every old age person is not fully active. Like the younger patients, senile 

patients also need to be treated, as per their clinical condition as per not their age. This move 

would warrant enhanced support and recognition for Geriatrics practitioners and encouraging 

fresh medical graduates to opt for geriatrics as their specialization. 
 

Research avenues in this area also need to be explored with adequate funding and 

support. It can highlight the key problem areas and to develop a robust system of 

standard practice/clinical guidelines to be followed specifically for this age group. 

Policy makers have a huge responsibility of making arrangements in the existing 

framework to make elderly friendly policies to enhance their employment opportunities 

suited to their level of activity. Housing and public transportation should also be designed 

to allow seamless accessibility and convenience. Healthcare is one area which needs 

overhauling in terms of sensitization, accessibility and affordability. Even the Institutes 

needs to be restructured for easy access. Once the senior citizens are brought to 

mainstream, it would be evident to all sectors and the loopholes can be plugged. 
 

We need a huge network of healthcare providers trained in the specialization of geriatrics. It will 

ensure the health quotient of population is maintained even after certain age. Also, the growing 

demand of long term care must be addressed in the Medicare and Medicaid program. 

 
Concept of ‘Ageing in place’ should be supported at appropriate levels, as it can 

not only bring a sense of self dependence but also is cost-effective. Moreover, 

there can be a mechanism to support unpaid care givers. It can be in the form of 

Social Security credit or incentives for this contribution to the aging society. 
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Conclusion: 
 

Combating the ideology of ageism is significant as it is against the basic fundamentals of equality 

and justice. It needs restructuring the system at various levels and needs input and active 

participation from all sectors and all age groups. It is also a system of payback for the 

contributions made by senior citizens during their lifetime towards the society. They have done 

their part and now it’s the next generation’s turn to return their favor. It is not a phenomenon 

which can take place in one or two decades, rather it may take one or two generations to undo the 

damage caused by ageism. The efforts would undoubtedly benefit the forthcoming generations. 
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Abstract 
 

The concept of segmentation in marketing recognizes that consumers differ not only in the price 

they will pay, but also in a wide range of benefits they expect from the product (or service), and its 

method of delivery. Most organizations have been striving to tailor make their products to cater for 

different market segments in order to enhance their competitiveness. Barclays has integrated 

Premier banking which targets the crème of the society such as chief executive officers, boards of 

directors, managing directors amongst and others. 
 

The purpose of this study was to investigate the sustainability of niche market 

segmentation in the banking industry using the case of Barclays Bank Premier Account. 

The study was guided by the following research question: what are the effects of niche 

segmentation on the customer acquisition and the customer retention? 
 

This study adopted purposive sampling and random sampling technique. Purposive sampling 

was used to select the employees deliberately due to the fact that they were the front office 

staff who dealt with customer acquisition, satisfaction and retention in the bank. 
 

The study found that niche market segmentation greatly affects customer acquisition; customer 

satisfaction; customer retention; and customer attitude at Barclays Bank Premier Package. The study 

also found that branding, price segmentation, service quality customer relationships and referrals 

affected customer acquisition, customer satisfaction, customer retention and attitude of the customers. 

Key Words: Segmentation, Market Niche, Strategy, Customer, Sustainability, Retention. 

Background of the Study 
 

Segmentation is central to marketing strategy because different customer groups imply the need for 

different marketing mixes (Doyle, 2007). The technique of segmenting a market also reveals profit and 

strategic opportunities for new competitors to challenge established market leaders (Abell, 2008). As a 

market develops on, new segments opens up and older ones tend to decline. For instance, the 

deepening of the product range has seen the introduction of a greater variety of services for several 

market segments (Speed and Smith, 1992). The concept of segmentation in marketing recognizes that 

consumers differ not only in the price they will pay, but also in a wide range of benefits they expect from 

the product (or service) and its method of delivery (Doyle, 2007). 
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Geographic segmentation calls for dividing the market into different geographical units such as local 

town, region or country as a whole. However, the nature of the financial services industry is such that 

banks cannot discriminate in terms of locality or region. For one thing, under the influence of 

technological innovation, definitions of market boundaries keep on changing. For instance, by using a 

plastic card or telephone banking, one can transact business from anywhere in the country and in many 

cases from anywhere in the world, without visiting a branch office. Moreover, differences in preference 

and purchase patterns for financial products or services do not appear to emerge along regional lines, 

thereby removing the usefulness of geographic segmentation (Chee and Harris, 2003). Demographic and 

socio-economic segmentation, based on age, sex, marital status, income, occupation, education, 

religion, social class and so on, assumes these variables have an influence on consumer behavior and 

that they can therefore be used as proxies for direct needs analysis. 

Statement of the Problem 
 

The pursuit of higher market share through various promotional gimmicks to stimulate brand 

switching proved to be expensive. With a plethora of product offerings, minimal differentiation in 

product features and advertisement campaigns, market share has more often than not been fought 

on short-term sales promotion such as coupons and rebates. Product couponing has not lived up 

to its promise, rather it has further diluted brand loyalty (Olsen and Johnson, 2003). 

The emphasis on producing, marketing and advertising to a large homogeneous market is 

increasingly less effective, mainly because a massive upheaval in the social landscape has 

fragmented the mass market (Kauffman, 2008a). Some aspects of this social upheaval are: the 

increased number of women in the workforce, the changing family unit, the ageing population, the 

rise in the ethnic population, and the shrinkage of the middle class. These changes have 

stimulated the search for new ways to deal with the fragmented market. Niche marketing, database 

marketing, and relationship marketing are promising strategies which are attracting a high level of 

attention, as alternatives to market segmentation (Kauffman, 2008b). 
 

However, these concepts have evolved independently from different perspectives. 

Consequently, little attention was paid to the fact that they might complement one another 

and their integration may lead to a synergy and the creation of a powerful marketing tool to 

deal with the changing marketing environment. Hence, it is against this background that the 

study aims to close the gap to determine the suitable market segmentation on customer 

retention of high net worth clientele with Barclays Premier Package. 

The purpose of the Study: 
 

The purpose of this study, therefore, was to investigate the sustainability of niche 

market segmentation in the banking industry on acquisition and customer retention 

of high net worth clientele using the case of Barclays Bank Premier Package. 
 

Literature Review on Customer Retention 
 

Intensified Customer Acquisition Strategy 
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Client acquisitions are one of the main issues facing the banking industry today. As the battle for 

new customers has intensified, the banking environment is forced to increase its consumer 

responsiveness. With deregulation, globalization and automation, customers now have a wide 

array of choices in banking services. These environmental changes, coupled with the saturated 

demand for banking products, have made most banks marketing oriented. As banks are struggling 

to improve their market share and the revenues, one important method of doing this is to acquire 

the potential customers from the competitors through market segmentation (Mintel, 2001). 
 

The level of competition amongst banks has led to segmentation of the market to attract new customers, 

but which do not appear to strengthen loyalty in the existing customer base. In bank services, 

customers are increasingly prepared to change their provider or switch, usually to achieve more 

favorable product or service value. It has been observed that customers usually switch from one high 

street provider to another in order to seek for better and convenient services (Ehigie, 2006). 

Role of Brands in Customer Acquisition 
 

The dimensions of brands may play different roles in customer acquisition (Dall’Olmo and De 

Chernatony, 2000). Customers acquired in mass market conditions, for example, may be 

responding to rational dimensions such as price and performance, whereas customer retention 

and loyalty may be associated with the emotional dimensions of the brand. Organizations still are 

increasingly concerned with loyal customers who, it has been asserted, contribute to increased 

revenues (Reichheld, 2003), make further purchases (Payne, 2000) and generate positive word-of-

mouth (Gremler and Brown, 1996) in acquiring other customers. However, branding would appear 

to be associated with values that are not necessarily consistent with the direction that banks want 

to go in. Further research into branding within an acquisition may be able to provide insight into 

how branding can be reconsidered (Farquhar and Panther, 2008). 

Role of Price Segmentation in Customer Acquisition 
 

It has been argued that new customers are sometimes not attracted by a bank’s product brand but 

purely by its low prices. Farquhar and Panther (2008) argue that, customers attracted by low prices 

present a challenge to banks if they are attempting to retain them. It is in this situation that any tension 

between acquisition and retention is at its most acute level and gives rise to critical questions about 

conventional measures of market shares, growth and profitability and their viability in contemporary 

strategy development. On the hand, to counter its low-price strategy, the bank planned to increase 

spending on advertising as part of strengthening their brand (Farquhar and Panther, 2008). 

Role of Service Quality in Acquisition 
 

In a study into service industries, Bloemer et al (1999) found that service quality appeared to have a 

positive effect on service loyalty but that the relationship between them varied across the industries. 

Service quality and customer satisfaction have both been found to be instrumental but, in themselves, 

not sufficient to retain customers. The relationship between satisfaction and loyalty and customer 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[83] 
 

 
acquisition can be likened to a seed that needs supportive conditions to grow into a healthy plant, 

has merit in that it draws attention to the range of variables that are involved in the transformation. 

Role of Referrals in Customer Acquisition 
 

Financial services like most services are low in search qualities; therefore word-of-mouth plays a critical 

role in the decision-making of others (Gremler and Brown, 1996), such as potential bank customers. To 

encourage positive word-of-mouth, banks try to encourage ‘net promoters’ (Reichheld, 2003), in other 

words existing customers, to become advocates to enable them to increase their customer base. 

Trafalgar was aware of the value of advocacy as the informant explained. 

Role of Customer Relationships in Customer Acquisition 
 

Banks also aim to build relationships with their customers, many of whom are generally receptive 

to such overtures (Alexander and Colgate, 2000). It has been argued that customer relationships 

are one of the key assets of a business. The emergence of relationship marketing with its 

emphasis of not just acquiring customers but on keeping them and the growing body of research 

on the relationship between customer retention and increased profitability has encouraged 

companies to view their relationships with customers as assets in themselves (Reichheld, 2003) 
 

Some retailers, however, have recognized the drawbacks of new customers this is because 

certain customers are more valuable than others. Those customers who are regular 

purchasers and are relatively easy to serve and therefore, they cost the retailer less. On the 

other hand, new customers might be more expensive to look after. They demand more 

information and make more store visits or ask for more sales assistance before they buy; and 

they buy in smaller quantities, even though the cost of processing a small transaction is 

often the same as the cost of processing a larger one. These customers cost the retailer more 

to serve. They are therefore less profitable. For this reason, loyalty programs through 

customer relationships are widely used in retailing and also in banking (Hunt, 2007). 

Loyalty and Retention 
 

Loyalty has emerged as a strong predictor of customer retention; this is where a customer 

continues to do business with a service provider or purchases the same brand repetitively. 

The concepts of satisfaction, loyalty and retention may be used to refer to the same 

underlying behavior. As such, it encompasses an affective component as well as a behavioral 

dimension. As an affective state, loyalty represents a psychological reaction and conviction 

to a product or service experience. The behavioral dimension is simply a manifestation of 

that affective state, which is sometimes equated with customer retention. 
 

Gerpott, et al., (2001), found that satisfaction links into customer retention, but only via customer loyalty. 

They also found that the mobility barrier created by the lack of portability of mobile access numbers in 

the German mobile cellular market is a strong driver of customer retention. Gerpott et al. (2001) Studying 

the German mobile cellular phone market, showed that customer retention, loyalty and satisfaction were 

causally interlinked and that mobile service price, mobile service benefit 
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perceptions as well as lack of number portability have strong effects on customer retention. 

The same could also be applied in the banking sector where a product monthly charges and 

an account benefit perception could have a strong effect on customer retention. 

Pricing Decision 
 

Besides customer satisfaction effects on customer retentions, price has been mentioned as one of 

the most important determinants of customer decisions (Srivastava and Nicholas, 2001). Managers 

could utilize price matching to stimulate repeat purchase behavior (reducing price defection), 

because price matching may indicate a commitment to protect customers (objective: to keep 

customers happy so they would come back and buy again). Understanding long-term price 

matching effects on customers is important in order to determine whether price matching has a 

lasting impact on customer behavior that is evaluating the effectiveness of these policies in 

stimulating customer retention, in addition to customer acquisition (Kukar-Kinney, 2006). 

The Gaps between Customer Expectations and Perception 
 

The usual measures of customer satisfaction involve a survey with a set of 

statements using a likert Scale. The central focus of the Gaps Model is the Customer 

Gap, the difference between customers’ expectations and perceptions. Firms need 

to close this gap between what customers expect and receive, in order to satisfy 

their customers and build long-term relationships with them (Ziethaml, 2009). 
 

Research Design 
 

This research problem adopted a descriptive research design. The research design was 

chosen because the study was not confined to the collection and description of the data, but 

sought to determine the existence of certain relationships among the research variables. 

Population 
 

The population of this study comprised of 48 employees working at the premier 

branches and 5012 customers on premier banking as at December 31st, 2011. 
 

The study was based on the 5 Barclays Premier branches namely: Waiyaki Way, Westgate, Muthaiga, 

Queensway and Barclays Plaza. The selected branches were in Nairobi and offered Premier packages. 

The population targeted for the study included Premier employees and customers. The survey was 

carried out in the period of September 2012. The study concentrated on premier branches in Nairobi 

region because this service had not been expanded to other areas yet. 

Sample and Sampling Technique 
 

The sampling frame was divided into employee and customers respectively. Because of the high 

homogeneity among the customers, the study applied random sampling technique to select 50 

customers who were distributed equally across all departments. For the employees, the study included 

all of them because of the small population and the fact that they handle different tasks in the Bank. This 

ensured inclusiveness of the study and improved the validity of the research findings. 

Table 1. 1: Sample Size 
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Sections Population (Frequency) Sample Ratio Sample 

Employees 48 100% 48 

Customers 100 50% 50 

Total 148  98  
 

 

Instruments 
 

The researchers used both primary and secondary data. According to Sproul (1998), a self-

administered questionnaire is the only way to elicit self-report on people’s opinion, attitudes, 

beliefs and values. Primary data was obtained through self-administered questionnaires with 

closed and open-ended questions. As much as possible, a 5-point likert scale was used to 

investigate the niche market segmentation of the Barclays Premier Banking. 

Data Collection Procedure 
 

Data collection involved a self-administered questionnaire. The researchers dropped the questionnaires 

physically at the respondents’ place of work. The researchers left the questionnaires with the 

respondents and picked them up later. Further, the questionnaires were accompanied by a brief 

introduction of the research purpose to the selected management of Barclays Premier Banking. During 

data collection emphasis was given to both primary and secondary data. 

Pilot Testing 
 

The researchers selected a pilot group of 5 individuals from the target sample of the staff 

working in the banks to test the reliability of the research instrument. The pilot study 

allowed for pre-testing of the research instrument. The clarity of the instrument items to 

the respondents was necessary so as to enhance the instrument’s validity and reliability. 

The aim was to correct inconsistencies arising from the instruments, which ensured that 

they measure what was intended. The pilot data was not included in the actual study. 

Data Analysis and Presentation 
 

The study found that niche market segmentation greatly affected customer acquisition at Barclays Bank 

Premier Package. The study established that customer acquisition contributed to revenue, profit targets 

and shows growth in the short-term. The bank planned to increase spending on advertising as part of 

strengthening their brand and counteract its low-price strategy and customers usually switched from 

one high street provider to another to seek for better and convenient services. New customers were 

sometimes not attracted by a bank’s product brand but purely by its low prices. In addition, the level of 

competition amongst banks led to segmentation of the market to attract new customers which did not 

strengthen loyalty in the existing customer base. New customers were more expensive to look after as 

they demanded more information the bank. The study also concluded that customer retention and 

loyalty might be associated with the emotional dimensions of the brand and that customers who came 

through a referral had lower acquisition costs while those who didn’t were more loyal. Finally, 
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on customer acquisition, environmental changes coupled with the saturated demand 

for banking products had made most banks marketing-oriented. 
 

The study established that intensified customer acquisition strategy, role of brands, 

price segmentation, service quality, customer relationships and referrals in 

customer acquisition affected customer satisfaction to a great extent. 
 

On customer retention, the study established that niche market segmentation affected 

customer retention at Barclays Bank Premier Package to a great extent. It was revealed that 

loyalty, customer satisfaction, pricing decision, sales representatives and corporate 

reputation affected customer retention to a very great extent. The respondents strongly 

agreed that banks were renovating their products to meet customer satisfaction in order to 

minimize customer defection. Long-term customers bought more and were less costly to 

serve, whereas replacing existing customer by ‘new’ ones was known to be a more expensive 

and risky strategy. In addition Customers’ perception of communication performance had a 

strong impact on customer satisfaction, which, in turn, predicted customer loyalty. 
 

Finally, a customer might not feel any loyalty to the service provider, but remained in 

the business relationship for various reasons such as inertia, habit, and high 

switching costs; and banking sector with a product monthly charges and an account 

benefit perception had a strong effect on customer retention. 
 

Findings: 
 

The study sought to establish whether niche market segmentation affected retention as a 

customer at Barclays Bank Premier Package. From the findings, most of the respondents 

agreed that niche market segmentation affected their retention as customers at Barclays 

Bank Premier Package at 88% while 12% disagreed. On the extent to which niche market 

segmentation affected their retention at the bank, 53% of the respondents said to a very great 

extent, 38% said to a great extent while 9% indicated to a moderate extent. 
 

The study further sought to determine the extent to which following factors had 

affected their retention as customers in the organization. The respondent indicated 

that loyalty, customer satisfaction, pricing decision, sales representatives and 

corporate reputation affected customer retention in the organization to a very great 

extent with means of 4.62, 4.74, 4.86, 4.78 and 4.64 respectively. 
 

Conclusions: 
 

The study established that niche market segmentation affected customer acquisition and retention at 

Barclays Bank Premier Package to a great extent. It was revealed that loyalty, customer satisfaction, 

pricing decision, sales representatives and corporate reputation affected customer retention to a very 

great extent. The respondents strongly agreed that banks were renovating their products to meet 

customer satisfaction in order to minimize customer defection. Long-term customers bought more and 

were less costly to serve, whereas replacing existing customer by ‘new’ ones was known to be a more 
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expensive and risky strategy. In addition Customers’ perception of communication performance had a 

strong impact on customer satisfaction, which, in turn, predicted customer loyalty .Finally, a customer 

might not feel any loyalty to the service provider, but remained in the business relationship for various 

reasons such as inertia, habit, and high switching costs; and banking sector with a product monthly 

charges and an account benefit perception had a strong effect on customer retention. 

 
Niche market segmentation affects customer retention at Barclays Bank Premier 

Package. Factors such as loyalty, customer satisfaction, pricing decision, sales 

representatives and corporate reputation influence customer retention in the bank. 
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Abstract 
 

Just as, for an individual, the content of attitude is a pre-disposition to behavior, so too, for an 

international organization, the content of conceptual mapping is a pre-disposition to 

organizational and international growth. International growth of an international organization is 

often studied in a manner of the degree of internationalization of an organization. The conceptual 

mapping process of the top management people have a strong bearing on the organizational 

growth decision making. The top management may have lofty goals. The various analyses of the 

organizational situation are important, as portrayed in Figure 1 and Tables 1 and 2. Growth along 

the various international dimensions is an objective of the international organization. In the 

process of growing important issues, such as country conditions, competitive forces in various 

regions, technological challenges, can provide a basis for the choice of international growth 

objectives, mission, and strategy. The paper proposes various international growth issues by 

virtue of its figure and two tables for portraying the international growth process. 
 

Key Words: Conceptual mapping, organizational growth, top management decision 

making, internationalization of organizations. 
 

Introduction 
 

Chief Executive Officers (CEO) often pursue the growth of their organizations as closely as 

possible to their vision, mission, objectives, goals and ambitions, which they ascribe to their 

organizations and to their concept of their world order and the role that they want their 

organizations to play in it. CEOs view of the domestic and global industry and economy are vital in 

the study of the international growth of an international organization. International organizations 

(called by a variety of names depending upon their structures and propensities: domestically-

oriented organization which also have international operations, multi-domestic organizations, 

region-centric organizations, multinational corporations or MNCs, transnational organizations, 

global organizations) grow in ways that their leaders perceive to be as consistent as possible with 

their ambitions and their world views (Mehrabi and Kolabi, 2012). Also, they have to perceive the 

nature of the international environment and the processes which in their industry or industries, 

world-wide, are experiencing changes. The growth opportunities and challenges are inherent for 

the international organization as it re-positions itself to its international task environments. 
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Studies by Adomako, Narteh, Danquah and Analoui (2016), Prahalad and Doz (1987) and Caudron 

(1995) point to the growing need for developing a strategic global vision, mission strategy for 

growth in ways that would suit the international organization. These studies have explained that 

newer approaches are needed in organizational environmental analysis on world-wide scale. 

Venkatraman, Huettel (2012) and El-Namki (1992) similarly provide a conceptual basis for 

international growth and for a systematic method for developing and using the corporate vision for 

a sustained international growth in an environment of uncertainty. This view may be held to be 

true even though a body of knowledge exists signifying the erratic and unsystematic nature of 

strategic management process (Mitchell, Shepherd, and Sharfman, M. 2011). Growth usually 

pursues an approach which intuitively reflects the country-specific conditions as the international 

organization develops a path to international growth; that is to ask: which countries it would 

expand into first and which others, later? Growth then takes an externally induced method. 

FIGURE 1: Conceptual Mapping for Organizational Growth 
 

The growth of an MNC is predicated upon its predisposition to growth. Its focus on the stakeholders’ 

aspirations and concerns is important. The resultant pressures and directional preferences of the 

stakeholder dynamics have a relevant bearing upon the management growth decision making. 

Historical organizational performance (or its track record) is relevant in this context inasmuch as it can 

determine the relative power of the top management as a group among the stakeholders of an 

organization, causing it to have power equality or power inequality among the stakeholders. For 

example, good performance of an organization often leads to the dominant position of the top 

management group among the stakeholders of the organization. Within the top management group, 

there are the internal dynamics that have a focus on their own self-interest issues, such as their own 

survival and prosperity. If they, as a group, perceive their relative dominance in the constellation of 

organizational stakeholders, then their pre-eminence to growth directional choices would emerge. Top 

management prerogative for strategic and growth decision making is stronger when it has demonstrated 

a strong performance track record on vital organizational performance criteria, such as profit growth in 

profitability, market share, earnings per share, salary increase, dividend pay-out, financial stability. Top 

management performance is a pre-requisite to growth decision making. 

 
Risk taking propensity and the supporting risk-taking resources become strong factors in making 

growth related decisions. If an organization is unable to support a risky growth decision, it would 

prove to be unwise for an organization to pursue the growth direction. Organizational growth 

directional choices are vital decision-making process. They can alter the destiny of an 

organization. They can enact newer environments (market segments, regional territories in 

different countries, technologies and business sectors). Thus, top management capability and 

decision-making structure play significant roles in growth choices. 
 

Strong desires to go more and more international among the top management members have 

greater likelihood for a more rapid international growth. For example, if a key member of the top 
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management team is strongly inclined to pursue growth through international 

expansion, then a more rapid international growth is inevitable. 
 

The world view of the top management is relevant in the choices that make on choice issues such 

as the ethnicity and regions of the world for embarking on growth activities. This issue of world 

view is an essential concept because it relates the leadership to view the direct and indirect task 

environments in ways that would influence the growth process of their international organization. 
 

The support of the internal segments of the organization becomes critical to the 

carrying out of the international growth plans. Without adequate internal support (of 

middle and lower managements) the best laid international growth plans would fall 

under. The achievement would fall short of the objectives of international growth. 

Good, sustained internal commitment and support is the key to execution. 
 

The current knowledge base of international markets and operating conditions of specific 

countries has a strong bearing of the rate of international growth. The better the knowledge base 

is the more fluent and effective would be the international growth because the strategies and 

detailed plans would be effective. The knowledge base is continually evolving and growing. The 

organizational learning and organizational development processes are explicitly and tacitly 

pursued. Organizational history and practices of problem solving and the gathering, and the 

disseminating and collating of information are parts of the institutional learning process. 
 

The organization’s scope of the international strategic factors helps to make the growth decisions. 

Please see the center box in Figure 1. These factors include, organizational culture, technology, 

organizational structure, business sectors, product groups and product-market scope, and international 

regions as the basis of international choice. These factors usually refine the growth choices and 

decisions. More often, they provide the realism because they reflect the resource limitations. They 

reflect what the organization can and cannot do. So much so, that if a top management is over ambitious 

in the extent and scope of its growth goals and targets, an audit of its resource capabilities would have a 

sobering effect upon it, for, it would have to temper and tone down its growth goals. The internal 

components have a strong limiting effect of the future growth rate. 
 

In essence, the conceptual mapping process that is pursued by the key people of the top management 

has an important influence on the nature and directions of the growth decision making. These are also 

subject to the other considerations, such as internal and external resources, other external factors 

which may include risks, threats, opportunities, competition, governmental policies and regulations, 

industry trends, technologies in the same and other industries. For example, the top management may 

have lofty goals. However, the resource constraints may reduce them to the level of viability and 

achievement capability. Given the resources, what is viable is the question. TABLE 1: Dominant Logic, 

Scope and Focus of Organizational Growth Strategies 

 
Organizations seek international expansion in consistent approaches within a shorter period; while in 

the longer period, they may vary the expansion approaches. The important issues which have an 
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impact are: (a) the nature of its geographical differentiation by country and regions and (b) its 

differentiation by scope of business-mix, product mix, technology and organizational culture. 
 

The international expansion may proceed along systematic or erratic lines. They usually, however, 

follow along the development of its: (a) technological, R & D evolution, (b) its business development, 
 

(c) its product mix reorganization and (d) its global geographical areas re-organization for making 

growth choices for similar country clusters, and for each specific country. Such growth choices 

are important because its focused approach has pre-emptive effects upon its future growth 

activities and growth plans. Systematic strategic planning would facilitate such growth and 

expansion process because analytical reviews bring about proper preparation and reviews. 
 

The table provides the nature and content of various international growth and expansion 

strategies. When the organization pressures a further differentiation approach for its businesses, 

product lines, technologies, and organizational culture, then its international growth is marked by 

more varied and diverse growth strategies and activities. This viewpoint is because its diverse 

organizational dimensions require more variety and more customized approaches. 

To focus upon local customization, an organization has to tailor specific strategies 

and tactics to appeal to the local operating conditions and markets. The growth 

efforts have to be tampered with differentiated activities for effectiveness. The rate 

of international expansion is slowed down as the organization modulates its pace of 

growth on the one hand and its need to modify or customize on the other hand. 
 

However, if the organization clusters countries based on similarities (of cultures, markets, 

operations conditions, economies, etc.), then for each cluster of countries, it can pursue a 

closely allied set of strategies and activities. Thus, if a region of the world has closely allied 

characteristics among its countries, then the organization may pursue less differentiated set 

of activities regarding product-market strategies, product and process designs, internal 

operating and people related approaches. Growth then becomes more fluently or smoothly 

managed. There is more clarity among the people implementing international growth plans. 
 

It may be worthwhile for a particular organization to first determine which is critical or difficult to 

manage among its: technologies and operating systems, market cultures, product designs and 

innovation, supply chain management and organizational cultures of its subsidiaries. Then it may first 

focus on the more critical or the more difficult and it may then focus on the other dimensions later. 

TABLE 2: Global Organizational Growth Strategies Using the Dominant Growth Logic 
 

The organizational archetype of the international organization, as indicated in Table 2, is an 

important consideration for choosing the type of strategies that would be suitable to the effective 

performance of the international organization. In specific terms, it is contingent upon the stage of 

internationalization of the international organization. These stages are critical inasmuch as they 

have an “a-priori” effect upon the choice of the effective strategies (Vermeulen, 2006). 
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Table 2: Archetypes of Organizational Leadership Strategies for MNCs and these are explained here. 

 
In essence, the process of international growth for MNCs usually follows the following steps: 

 
(a) Domestic Focus: The organization pursues international activities to primarily 

utilize its excess production because the domestic market is getting saturated 

and the marginal marketing costs are too high. It seeks international markets 

which would accept its excess production with the same product design. 
 

(b) Multi-domestic Focus: Some organizations rather more fully customize their product and 

process designs to each country of engagement. Such excessive customization, while good 

for the host country market, is not very economically helpful to the organization. The unit 

costs would be higher because the volume of manufacturer is smaller. 
 

(c) Multinational approach is more rapid expansion using modified approaches of the 

multi-domestic focus. It implies many countries of enactment and more 

widespread expansion into many regions of the world. There is no excessive 

preference of either an economically stringent approach of single product and 

process design with an eye on economies of scale, on the one hand; nor is there a 

heavy handed customization approach to satisfy each host country market. The 

emphasis is to expand and grow to as many country markets as fast as possible. 

(d) Global approach is to strongly emphasize a monolith focus: essentially one product design, 

one process design, one marketing plan and one template of organizational structure for all 

its foreign units. This approach emphasizes growth and expansion with focus on a central 

headquarters driven strategic and operations management. The economies of scale 

consideration override the individual country’s customization needs. 
 

(e) Transnational approach is a desirable compromise between the two extremes of multi-

domestic and global approaches. It seeks to focus on economies of scale wherever it 

can simultaneously satisfy local economy market needs. Such a hybrid method is 

organized on the basics of centralized strategic management and coordination from 

the headquarters and operational decentralization for the foreign subsidiaries. There is 

a stronger emphasis on overall coordination and communication led by the 

headquarters, with intense participation from the foreign subsidiaries in the strategic 

and operations management process. In this way, both dimensions are 

accommodated: overall global efficiencies of the MNC organization and the host 

country customization reselling in greater foreign subsidiary effectiveness. 
 
 

While there is no one best structure and approach, each international organization must choose its 

preferred approach, consistent with its needs and contingent upon the needs of the stage it is in. The 

internationalization process of an organization follows its patterns along the lines of its need for growth 

and its desire for internationalization. Strong willed top management team which is bent to 
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rapid internationalization will grow internationally faster than that of uninterested 

top management teams which are domestically oriented. 
 

Conclusion 
 

International growth is an important topic for international organizations that view a 

systematic growth process is subject to not only the leadership propensities but also to 

the international environments. The figure and tables portray a view that growth can be 

contingent upon the particular organizational situation. This issue may be a constraining 

factor in international growth of an international organization. Its own resource 

constraints (strengths-weaknesses profile) may yet indicate the pace and nature of 

international growth of a particular international organization in addition to the perceived 

external opportunities and challenges (Stalk, Evans and Shulman, 1992). Its world view 

and its strategy paths are reflections of its assumptions and inclinations. Figure 1 
 

CONCEPTUAL MAPPING FOR ORGANIZATIONAL 

GROWTH ┌──────────────────┐ 
 

│Regional markets: | 
 

|size, growth rate:│ 
 

│domestic/foreign │ 
 

└────────┬─────────┘ 
 

│          

┌───────┴────────------┐         

│Organizational passion│┌─────────────────────────┐     

│will, competence │┌─────────────────┐│ Perceived  complexities 

│┌────────────────┐┌────────────┐        

└───────┬────────┘│Assessments of: ││ and difficulties ││Conceptual maps 

││Decisions for         

┌─────────┴──────────┐|risks, difficulty ││ of growth in ││ for growth. ││ 

Growth  | │Future worldview.  |   |  VERSUS |  | growth issues: | |Process of  

│Recognizable growth ├────>│Profit prospects, ├──>│ 1.Organ’al culture  ├───>│choice 

making, ├──>│directions  │         

│Opportunities, feel-|│growth opportunity││ 2. Technology ││ analysis ││  and │ings, 

perceptions |   |benefits and |  | 3. Structure        

└─────────┬──────────┘│prospects ││ 4. Business ││││ strategies  

│└────────┬────────-┘│ 5. Product groups │└────────────────┘└─┘  

┌───────┴────────┐││ 6. International areas │      

│Internal resist-│┌─────────┴─────────----└─────────────────────────┘  

│ance to change ││Knowledge of markets  |        
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└───────┬────────┘│(global and regional), │ 
 

││products, technologies │ 
 

┌─────────┴──────────┐│industries, businesses,│ 
 

│ Competitive forces:││regulations, cultures │ 
 

│ domestic, foreign │└───────────────────-

---┘ └────────────────────┘ 

 

__________________________________________________________________________________ 
 

_____________________________ 
 

Table 1 
 

DOMINANT  LOGIC,  SCOPE  AND  FOCUS  OF  GLOBAL  ORGANIZATIONAL  GROWTH 
 

STRATEGIES 
 

THE 
DIMENSIONS 
OF DOMINANT 
LOGIC, SCOPE 
AND FOCUS 
FOR 
ORGANIZATIO 
NAL GROWTH 
AND 
EXPANSION 
STRATEGIES 

 
 
 
 
 

 

Multi- 
Domestic: 
a.  
International  
regions  
b. Country 

Multinational: 

a. Business-mixes  
b. Product lines  
c. Technology 

organizational 

culture 

 

 

STRATEGIC TAXONOMIES FOR GLOBAL ORGANIZATIONAL 
GROWTH, ALONG DIMENSIONS OF:  
Technology, Business, Product groups, Geographical regions 
(i.e., global regions, countries)  
 
 
 
 
 
 
 

 

R&D Business- Product-  Geographical re-organization 
evolution mix re- mix re- for growth:   

for growth organizatio organizatio Similar  countries Each 
and n for n for country   

expansion growth  growth     

Similar similar  similar  quite different quite different 

quite medium-  medium-  different different  
different 

 

different 
    

similar      
        

 
 

 

Similar Similar new, new, related medium very similar 
new, related new, new similar medium 
related unrelated new, similar quite similarity 
new, medium unrelated similar quite similar 
related very diverse mildly medium mildly diverse 
diverse  diverse diverse  

professiona     

lism     
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Global:  

a. Business-mixes new,  

b. Product lines related 

c. Technology new, 

related 
d.  Organizational 

new, 
culture related 

 

 new, 
 unrelated 

Table 2  

 
 
 

 
 

new, related new, related same same 
new, related new, related same new 
new, related new, related new new 
new, new, new new 
unrelated unrelated    

 
GLOBAL ORGANIZATIONAL GROWTH STRATEGIES USING THE DOMINANT 

GLOBAL GROWTH LOGIC 
  

Dominan 
Strateg Product Essential Countr Organizatio Marketi Function 

t Global 
ic Focus Strategic y nal ng Mix al 

Growth Focus  Rational Expansi Leadership,  Manage 
Logic: 

  

  e on Structure  ment, 
     

     Focus   Organiza 
        tional 
        Mgmt. 
        Focus 

Domestic Ethnoc Domestic Domestic Expor Centralized Same as Mfg., 
focus entric; standardizati productio optim self-centered domestic Mktg. 
 O O dome on n domes at HQ market Converge 
O  optimiz  growth mfg   nt 
HQ       organizati 
──┼──┼       onal focus 
──┼─        

 O O        

O         

(guitar)        

Multi- Polyce Country Foreign Seek Discontinuou Customi Mktg, 
domestic ntric; customizatio markets’ more s, ze for Mfg 
 HQ subsidi n, greater orientatio profitabl delegation to each Divergent 
┌───┬─ ary market n with e highly country  

─┬──┬─ level culture newer countrie autonomous markets  
─┐  autono focus, lesser directions s with units and  

│││││ my and product for specific  custome  
O O O optimiz standardizati growth needs,  r  

O O ation on and  specific  segment  
(pumpkin  optimization  product/  s  

patch)    service    

     expectat    

     ions     
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Geograp Regio- Regional Regional Seek Greater Customi Mktg, 
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Regions regiona on with n profitabl regional each Mfg,regio 

HQ l coord- moderate & growth e autonomy, region. nal 
┌───┬─ ination global  regions, HQ strategic Standard convergen 
──┬─── and integration  country Coordination ization t 
┐  optimiz   clusters . Some within clusters of 
oo oo oo ation   with partnering: each product 
oo     similar HQ- region, designs, 
oo oo oo    cultures Subsidiaries focus on attributes 
oo     and  regional for 
(grapes)    operatin  optimiza customer 
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     conditio    
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HQ Geocen Global core Global Seek Significant Mass Mktg, 
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(peapod) global n, flexibility  large global global zation and 
  coord-   markets, integration perform global 
  ination   global  ance Converge 
  &   mfg   nce 
  optimiz   optimiz    

  ation       

Transnat        
ional  Think Semi- Organizat Balance Overall and Mass HQ, 
Balanced global, standardizati ional d balanced standard regional 
approach act on and semi- optimizati pursuit approach. ization and 
between local, customizatio on and of Overall of core subsidiary 
standardiz combin n regional profits optimization features/ manager’s 
ationand ation  mkts and mkt with regional tech, balanced 
customiza approac  customiza share, responsivene with focus. 
tion  h,  tion, dual product ss local Integrated 
  balanci  foci standard  responsi , 
  ng   ization  veness comprehe 
  country   and   nsive, 
  and   country   partnershi 
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Abstract 

 
This study explores the essence, motives and obstacles related to open data. Then, it analyzes the 

content of the National Open Data Platform (NODP) in the Kingdom of Saudi Arabia (KSA) with the 

aim of assessing datasets that are made available, as well as the aspects they cover, and 

evaluating the quantity and the quality of these data. The researchers attempted, through the 

study, to evaluate the applicability of the original eight principles of open data regarding data 

available on the Platform. The study concluded that the data that were made available through the 

NODP are accessible, machine processable, non-discriminatory and license-free. It also concluded 

that there are four principles that are not applied. These four principles relate to the data being 

complete, primary, timely and available in open formats. The study concluded with a set of 

recommendations that should enhance tendency towards implementing open data in the KSA. 
 

Keywords: Open Data, National Open Data Platform, Saudi Arabia, Open 

Data Principles. Introduction 
 

Governments collect and produce many data for special purposes or for performing its functions. As 

data is ‘undisputed’ by nature, the use of the data for the purpose it was collected for originally, does 

not prevent using it for other purposes by others, or in reality, by other parts of the government itself. 

The economic theory suggests that benefits maximize when data and information are accessible to a 

larger group especially when the marginal cost of digital data distribution through downloading it from 

the internet is zero (Newbery, Bently, Pollock, 2008). Consequently, several governments took the 

initiative to launch platforms for Open Data (OD) in order to make government data available for 

businesses and citizens in machine – processable, digital format and enable them to reuse this data for 

any legitimate purposes free of charge. The provision of data and making it accessible shall contribute 

in promoting innovation in the fields of business, establishing new businesses, creating new job 

opportunities and engaging citizens more effectively. Additionally, opening government data could 

enhance public services, boasting the levels of accountability and transparency and improving 

efficiency of public services and operations (The World Bank, 2014). 

 
The Kingdom of Saudi Arabia (KSA) proceeded to make available part of public sector's data through 

launching the National Open Data Platform (NODP). Moreover, many government agencies in the 

Kingdom launched platforms of their own. Despite the positive consequences of making government 
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data available in a way that anyone can use it freely and without any technological, financial or 

legal limitations, this tendency has not been evaluated. Accordingly, this study aims to evaluate 

the status of government agencies' contribution in enriching the content of the NODP. In addition, 

it aims to highlight the limitations based on the status of the NODP and suggests some 

recommendations to motivate and enable government agencies to make their data available 

following the main OD principles. Accordingly, after introducing ‘open data’ concept and exploring 

its motives and obstacles, the study answers the following research questions: 
 

1. What is the reality of the participation of government agencies in the KSA in 

enriching the NODP? 
 

2. What are the volume, the quality and the quantity of the data that these 

government agencies attended to provide? 
 

3. What are the recommendations that may motivate government agencies to make 

their data available through the NODP and comply with the main OD principles? 

 

Study Objectives and Methods 
 

Due to the lack of studies carried out in the field of OD in the Arab World in general, 

and in the KSA in particular and as this leads to a gap in the related literature and 

the knowledge available for practitioners who endeavor to adopt and implement OD 

initiatives. The study purposes to realize the following: 
 

1. Understanding the motives and obstacles behind the adoption of OD initiatives. 
 

2. Assessing the reality of the participation of government agencies in the KSA 

in enriching the NODP and evaluating the volume, quality and quantity of the 

data that these agencies attended to provide. 
 

3. Suggesting recommendations for information technology leaders and all involved 

parties in making the government data accessible through the NODP. 

 

To realize the first objective, the researchers consulted many research databases and online 

reports related to the field of e-government and knowledge economy in order to identify the 

literature suitable for extracting the essence, motives and obstacles related to the subject of 

OD. After that, the researchers carried out a content analysis of the NODP during the month 

of September 2016. The content analysis aimed at identifying the available datasets and the 

aspects they cover, as well as evaluating the volume, quantity and quality of this data. As 

some government agencies took the initiative by launching their own OD platforms through 

their official web portals, these platforms are not included in the scope of this study as this 

study focuses mainly on the NODP. Finally, researchers relied on the study results and their 

expertise in the area of e-government for proposing a set of recommendations. 

Open Data: Essence, Motives and Obstacles 
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Pollock (2006) indicated that ‘data is open if anyone is free to use, reuse and redistribute it – subject 

only, at most, to the requirements to attribute and/or share-alike’. This definition suggests, as Kitchen 

(2014) noted, the diversified nature of what may be meant by the word ‘open’ and how it may mean 

different things for different persons interested in the subject of OD within the context of intellectual 

property rights. Thus, openness may refer to many aspects. For instance, it may refer to use or reuse or 

rephrase or redistribute or resale and each may have different requirements and provisions. 

Accordingly, open government data advocates attempted to identify the optimal characteristics for 

OD just after its emergence in 2006-2007. The gathering of 30 open government data advocates in 

December 7-8, 2007 in Sebastopol, California revealed a set of eight principles for open 

government data (OpenGovData, 2017). These principles go beyond the distribution pattern to 

consider the nature of the data itself (Kitchin 2014). According to these principles, the government 

data made public shall be considered open if it is complete, primary, timely, accessible, machine 

processable, non-discriminatory, non-proprietary and license-free (table 1.1). Following these 

principles, other organizations such as The Organization for Economic Co-operation and 

Development (OECD, 2008) and the Australian Government proposed that open data needs to be 

accompanied by mechanisms for data discovery, data formats and standards and easy to use 

infrastructures (Fitzgerald 2010). The Open Knowledge Foundation (2012) also indicated the 

importance of securing interoperability of available data as that would facilitate the connecting of 

different datasets. Finally, it is worth mentioning that there are no limitations regarding focus 

aspects of open data, as they may relate to any social, economic, commercial, cultural, or even 

scientific phenomenon. However, the focus is generally directed towards opening data that relate 

to high-level public policies which has commercial value when reusing them such as economic 

and transportation data (Kitchin, 2014). This study relies only on the original eight Open Data 

principles for evaluating the NODP. The other principles are beyond the scope of this study. Prior 

to analyzing the NODP, a further discussion of OD motives and obstacles is warranted. 

Table 1: Open Data Principles   
No. principle   
1. Complete  

 

 

2. Primary  
 

 

3. Timely  
 

 

4. Accessible  
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All data is made available taking into consideration the provisions 

and stipulations of privacy, security or privilege limitations. 

Data is as collected at the source, with the highest possible 

level of granularity, not in aggregate or modified forms. 

Open data is made available as quickly as necessary to 

preserve the value of the data. 

Data is available to the widest range of users for the 

widest range of purposes. 
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5. Machine Data is reasonably structured to allow automated processing. 

 processable   
 

6. Non- 
 

proprietary 
 

7. Non-  

 

Data is available in a format over which no entity has 

exclusive control. 
  
Data is available to anyone, with no requirement of registration. 

 
discriminatory  

 
8. License-free Data is not subject to any copyright, patent, trademark 

regulation. Reasonable privacy, security and privilege 

restrictions may be allowed. 
 

Source: https://opengovdata.org/ 
 

Open data motives 
 

Open data, especially the open government data is considered an important source that is not utilized 

completely until now. At the national level, enhancing the economic development and innovation in the 

field of business is one of the most prominent motives behind the tendency to adopt OD. McKinsey 

(2013) indicated that only seven sectors at the international level may generate more than three trillion 

dollars a year, these proceeds may increase to reach five trillion dollars a year. Government may also 

realize several other gains as the accessibility of end users to the government data may promote active 

citizenship and political participation in forming governments' performance and regulation (Huijboom 

and Van der Broek, 2011). This, in turn, will encourage social innovation, promote relations among 

society members, and enhance the level of public discussion (Yiu, 2012). 

 
In addition to the motives at the national level, there are still other motives at the organizational level. 

These motives may actuate the government agencies to make their data accessible. Kitchin (2014) 

summarized these motives in five main points: first, the opening of an agency of its data for public 

auditing and observation will mark the activities and decision making process of this agency with 

transparency. Thus, this data can be used to promote accountability and evaluate the returns against the 

invested money (Janssen 2012; Gordon 2013). Second, making government data accessible to end users 

shall contribute in raising the awareness level about posed issues, which will facilitate selecting and 

making decisions regarding public services (Janssen 2012; Yiu 2012). Third, opening data about an 

agency and its performance encourages this agency to use the data to benefit from it in improving 

operational efficiency and productivity through observation and taking informed decisions. Moreover, 

the business units inside this agency get the right to access and use the data across the agency, 

something that will lead to new visions and knowledge (Northcutt 2012; Verwayen et al. 2011). Fourth, 

making the data of the agency available shall promote the standing of the agency, demonstrate its 

leadership, serve its public mission, increase the level of communication and interaction with clients 

and end users and lead the tendency towards the institutional services (Verwayen et al. 2011). This, in 

return, will establish trust and reputation and attempts to build an impression about the 
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excellence standards in the agency. Fifth, as some agencies own datasets with high 

commercial value, opening this data shall contribute in adding value to the current 

commercial data, establish new services and applications, and improve knowledge 

and decision making for business (Janssen 2012; Yiu 2012). 
 

Open data obstacles 
 

This part highlights the obstacles that hinder the government agencies from 

implementing the initiatives to make their data open. These obstacles can be classified, 

as illustrated in (Table 2), into five main categories: administrative, economic, legal, 

socio-cultural and the obstacles related to data characteristics and their metadata 

(Janssen et. al, 2012; Martin et. al, 2013). Table 1 Obstacles Related to Open Data 
 

No. Category Obstacles 

1. Administrative The public sector employees refrain from participation and they do not 

  accept the idea of making the data of the agencies they work in available. 

  Inconsistency of policies related to making government data accessible. 

  Inability to define the person in charge of making the data of the agency 

  available, as well as the organizational level undertaking this 

  responsibility 

  Lack of communication between data providers and users. 

2. Economic Costs associated with making data accessible 

  Inability of agencies to determine the returns of their investment in the 

  field of open data. 

  Absence of models for the sustainability of producing and making data 

  available. 

3. Legal Limitation of licenses as they contain constraints preventing using and 

  redistributing data freely. 

  Inconsistency of licenses across different sets of data 

  Dispersion of jurisdiction regarding the decision to make certain dataset 

  available. 

  Privacy 

4. Socio-cultural Language 

  Digital literacy 

5. Obstacles Agencies are afraid of the inaccuracy and lack of quality of data 

 related to data Inconsistency between formats on which the data is made available 

  Absence of standard criteria to describe datasets 

  Lack or incomprehensiveness of metadata for the available data  
 
 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[104] 
 

 

In addition to the obstacles that are categorized under these main classifications the open 

data movement began in recent times to receive some criticisms. These criticisms refer to 

some concerns and harmful consequences that may result from making government data 

available. These criticisms confirm that it is imperative that the open data initiatives shall be 

more discrete and that the government agencies should be more prudent and apprehensive 

regarding providing their data, how to use it and how to finance it (Kitchin, 2012). 

Government Agencies' Contribution to the NODP 
 

The researchers adopted the content analysis approach in order to assess the datasets made 

available by government agencies through the NODP in the KSA. The approach aimed also to 

determine the fields this data covers and to evaluate the quantity and quality of this data. The 

analysis indicated that 44 agencies have made their data available through the NODP. The 

agencies participating in the Platform include 14 ministries, 9 public institutions, 8 public 

authorities, 4 national companies, 3 development funds and 6 other types of agencies. Figure (1) 

illustrates the percentages of the agencies participating in the NODP based on their classification. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 1: Number and Classification of Agencies Participating in the National Platform 
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Figure 2: Participation Percentage of Agencies in the National Platform According to 

Their Classification 

 

As regarding the most participating agencies in the NODP, the analysis indicates that the 

General Statistics Authority occupied the first rank among the most participating agencies as 

the Authority made 71 datasets available representing 23% of all datasets available through 

the Platform. The Ministry of Health occupies the second rank as it made 48 datasets 

available representing 15.5% of all datasets. The Ministry of Environment, Water and 

Agriculture occupies the third rank as it made 25 datasets available representing 8% of all 

datasets. Figure (3) illustrates the most ten contributing agencies in enriching the content of 

the NODP and the number of datasets these agencies made available. 

Figure 3: Most Participating Agencies in the National Platform 
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The results also reveals that the available data falls within 14 subjects and fields that include 

social services and social security, health, transport and communications, industrial and 

financial affairs, agriculture and fishing, population and housing, education and training, 

labor market, energy and water, trade (home and foreign trade), Gulf Cooperation Council, 

industry, weather conditions and prices and indices. The social services and health subjects 

acquired the greatest attention as 59 datasets were classified within the subject of social 

services and 52 datasets were classified within the health subject as illustrated in figure (4). 

Figure 4: Subjects and Fields Related to Available Data  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

As for the formats of the data made available, data is made available in six formats: 

JPEG, XLB, XML, JPG, XLSX, and XLS. As figure (5) illustrates, most datasets are 

made available in a suitable format that allows for automated processing, as 281 

datasets were available in XLS format, 227 in XLSX format out of 310 datasets 

contained in the Platform, taking into consideration that the NODP makes several 

datasets available in multiple formats. Figure 5: Available Dataset Formats 
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Finally, the results indicated that the most recent datasets made available through the 

Platform goes back to the year 2012. Moreover, the data contained in these datasets is 

aggregated, i.e. they are results of processing primary data. In addition, the available data 

was not published as collected from the sources with the best possible details; rather, it was 

modified or prettified. For example, the General Statistics Authority provided data of students 

according to sex and education stage after processing this data; whereas the main sources 

of this data were the schools and the Ministry of Education. 

Discussion 
 

This section will explore the application of the eight principles of OD on the data available through the 

NODP presented in Table (1) in order to evaluate the extent of applicableness of these principles and 

determine the strengths and weaknesses that require consideration from those responsible for the 

Platform. The first principle, namely, the data should be complete; is not applicable, as the number of 

the participating agencies did not exceed 44 agencies. Moreover, the participating agencies made only a 

small part of their data available and maintained the greatest part of their relevant data. 

The second principle, namely, the data should be primary; is not applicable as well. The available 

data was not published as collected from the sources with the best possible details. Rather, the 

available data was prettified or modified after processing it. As for the third principle, namely, data 

should be timely; the results indicate that it is not applicable as well. Though data loses its value 

with the passage of time, we find that the most recent date among the available data dates back to 

the year 2012. This may limit the possibility to benefit from this data though the Platform has an 

advantage related to the available data covering periods exceeding a decade of time. 
 

The results indicate that the fourth principle, namely, data should be accessible to the widest range of 

users for the widest range of purposes; is applicable to high extent. The previous section of the study 

indicated that the available data relates to 14 subjects and fields which are all considered vital and 

important fields that may realize the desired objectives from making government data available. The 
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data related to social services, health, transportation, housing, education and 

training, energy and water and weather-forecasts represent the most important 

subjects that the study always confirms the necessity to make their data available. 
 

The fifth principle, namely, the available data should be machine processable; is applicable through 

providing all data in a way that allows for machine processing. However, the researchers argue that it is 

not appropriate to continue providing data in formats such as JPG or JPEG as these formats do not 

enable the users to carry out any processing activities related to it. The sixth principle, namely, data 

should be non-proprietary; means that data is available in a format over which no entity has exclusive 

control. It is worth noting that most data is provided in XLS and XLSX formats. These formats are 

proprietary. Thus, those responsible for the NODP should provide data in as much non-proprietary 

formats as possible such as JSON, XML, CSV, ODS and OTS. 
 

The seventh principle, namely, data should be non-discriminatory; the results indicate that this 

principle is applicable as data is provided for all and the Platform does not require registration to 

benefit from the available data. Finally, the eighth principle, namely, data should be license free; is 

applicable as well, as data is not subject to any copyright, patents or trademarks. 

Recommendations 
 

As the conclusions indicated the incompliance of the NODP with several fundamental 

Open Data principles and based on author’s expertise in the domain of e-government 

and their understanding of the KSA’ context, the study recommends the following: 
 

1. Developing mechanisms for encouraging government agencies to make their data 

available and increasing awareness regarding the importance of OD through workshops 

and seminars. Moreover, it is imperative to use modern electronic publishing tools such as 

social media tools to inform about the essence and importance of open data. 
 

2. Drafting legislations that may motivate the government agencies to make their data 

available in its primary format and in a way that guarantees its continuity and permanence. 

3. Raising awareness regarding active participation in making data available 

among decision makers in the government sector agencies. 
 

4. Establishing a common framework to mainstream procedures and licenses 

related to open data. 
 

5. Creating standard formats agreed upon by different agencies and business 

sectors to publish data and providing tools used to transfer and analyze data 

and present it as an added value information. 
 

6. Attending to generalize the published data without individualizing it in order 

to maintain the privacy of agencies and individuals. 
 

7. Insuring integrity and consistency of available data among all government 

agencies and that the data is published in an easy to use formats. 
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8. Building national capabilities and originating educational and training 

programs in the field of open data. 
 

9. Engaging private sector in determining the type of data the economic sector in 

the KSA needs and encouraging the government agencies to provide such data. 
 

10. Drafting appropriate legislations and regulations that guarantees the optimal and safe use 

by economic sectors in the KSA of the available data and guaranteeing that the data is not 

monopolized. 
 

Conclusion 
 

This paper explored the essence, motives and obstacles related to open data. It also analyzed the 

content of the NODP in the KSA. The results indicated that the data that was made available 

through the NODP is accessible, machine processable, non-discriminatory and license-free. It also 

concluded that there are four OD principles that are not applied. These four principles relate to the 

data being complete, primary, timely and available in open formats. In the future work, the 

researchers will assess the data that individual agencies made public through their portals. In 

addition, researchers will interview government chief information officers (CIOs) to identify the 

factors that promoted or hindered their agencies’ participation in the NODP. 
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Abstract 
 

In the United States, the advertising of products and services is most commonly delivered 

through radio, TV, Internet and social media. The advertising spans across a broad variety of 

products and services, including prescription drugs. The Direct to Consumer Advertising 

(DTCA) of prescription drugs became very common after the FDA issued a new regulation 

allowing the pharmaceutical companies to advertise their products directly to the consumers. 

Since then, the pharmaceutical industry has been steadily increasing in the United States and 

it has become the biggest industry, with the largest profits. Although it plays an important 

role in the world and the United States economy, its DTCA is controversial. Off label 

marketing of drugs, illegal kickbacks, inflating the price of pharmaceuticals and pricing 

frauds are some of the issues that are affecting the health care services in the US. 
 

The problem is that there are conflicting reports regarding the benefits and shortcomings of DTCA 

to healthcare services and patients. While some authors support it, others oppose it. The purpose 

of this qualitative literature review is to examine the role of the direct to consumer advertising 

approach of pharmaceutical companies in the United States and how the arguments on DTCA are 

being utilized to improve the pharmaceutical marketing in the United States. The research question 

guiding the literature review is: “What roles do the Direct to Consumer Advertising methods play 

in the pharmaceutical companies in the United States and what are the supporting and opposing 

arguments on The Direct to Consumer Advertising (DTCA) of Prescription drugs?” 
 

Key Words: DTCA (Direct to Consumer Advertising), FDA, Unethical, Marketing, 

Support, Oppose Introduction 
 

Pharmaceutical marketing sometimes called medico-marketing or pharma marketing in some countries, 

is the business of advertising or otherwise promoting the sale of pharmaceuticals or drugs. Many 

countries have measures in place to limit advertising by pharmaceutical companies (The Editorial Board 

New York Times , 2015). Pharmaceutical company spending on marketing far exceeds that of its 

research budget (Brezis, 2008). In Canada, $1.7 billion was spent in 2004 to market drugs to physicians; 

in the United States, $21 billion was spent in 2002. In 2005, money spent on 
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pharmaceutical marketing in the United States was estimated at $29.9 billion with one 

estimate as high as $57 billion (Sufrin, 2008). When the U.S. numbers are broken down, 56% 

was free samples, 25% was pharmaceutical sales representative "detailing" (promoting drugs 

directly to) physicians, 12.5% was direct to user advertising, 4% on detailing to hospitals, and 

2% on journal ads (www.medicine.mcgill.ca, n.d.). There is some evidence that marketing 

practices can negatively affect both patients and the health care profession (Landefeld, 2009). 

The changing market landscape demands that manufacturers engage more with customers at 

a personalized level. They need to understand the customers’ motivations and concerns in 

real time to generate demand for their products instead of continuing to push a very product-

centric message into the marketplace that might miss the target more times than not. 
 

Direct to consumer advertising in pharmaceuticals refers to the marketing of pharmaceutical products 

which also includes marketing of medical devices for consumer use. DTCA is mostly directed towards 

patients and secondly to medical and health professionals. Starting consumers off on the "path to 

purchase" by encouraging them to seek more information is a major goal of Direct-to-Consumer (DTC) 

advertising for prescription medications (James R. Williams, 1995). The United States is the only country 

that allows direct to consumer advertising goes for prescription drugs. This DTCA of pharmaceutical 

products has increased rapidly from the past decades (Ventola, 2011). It is the most common and 

prominent type of communication that public are encountering in their daily lives. DTCA is the effort of 

many pharmaceutical companies to promote their products directly to the consumers. The US and the 

New Zealand are the only two countries which allow the marketing and directly advertising of 

prescription drugs to the public. DTCA is not legal in Canada, where many lobby groups and 

pharmaceutical companies tried to get over the bans on DTCA. The European Union and many of the 

Asian countries are against DTCA. Many researchers found that a consumer's attitude toward DTC 

advertising can determine several paths the consumer is likely to take. 

The History of Pharmaceutical Marketing in the United States - An Old and Ailing  
YEAR

 POLICY  
 

1905 Great American Fraud: Instrumental to the eventual passing of regulatory legislation for 

patent medicines. Journalist Samuel Hopkins Adams wrote the series (comprised of 11 

articles) for Collier's Weekly in 1905 (P, 1980). 
  

1906 Purification Proclamation: Congress passed the Pure Food and Drug Act of 1906. It also established federal 
 

drug purity levels and required that manufacturers list a drug's active ingredients on its packaging  
 

1911 United States Vs Johnson: There was a Supreme Court case to determine whether making 

"false therapeutic claims" about a drug was legal under the Pure Food and Drug Act 
  

1912 "Don't Worry, We Got This" -- Congress: In response to the United States v. Johnson case, Congress 

passed the Sherley Amendment in 1912, which prohibited false therapeutic claims on drug labelling. 
 

1927 FDA in the USA: In 1927, the U.S. Bureau of Chemistry split into two separate agencies: The Bureau of 

Chemistry and Soils, which handled research and the Food, Drug and Insecticide Administration, which 
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handled regulations.   

1938
 So Long, Sherley: With the passing of the Federal Food, Drug, and Cosmetic Act in 1938, the 

Sherley Amendment requirement to prove fraudulent intent got the chop. Drug fraud was 
drug fraud, be it intentional or otherwise.  

 
1962 Some Big Changes: Drug companies now had to prove the effectiveness, FDA took control of 

regulating prescription drug advertising and labeling and Drug companies could no longer 

market cheap generic drugs as expensive, "cutting-edge" drugs under new brand names. 
 

1969 Laying Down the Law: 
 

1. Not be false/misleading 
 

2. Describe the drug's risks and benefits in a fair and balanced way 
 

3. Include facts that are relevant to the drug's advertised use 
 

4. Include a summary that mentions all the risks that are listed on the drug's label   
1981 The times they are changing: Prior to the 1980s, debates surrounding the FDA's regulation 

of prescription drugs were concerned primarily with indirect advertising. Merck ran the first 

major, (modern) direct-to-consumer print ad in Reader’s Digest in 1981. The ad promoted its 

new anti-pneumococcal vaccine, Pneumovax. 
  

1983 TV Takeover, FDA Makeover: Drug companies were seeing sales increase because of their direct approach. In 

response to these changes, the FDA asked the drug companies to observe a "voluntary moratorium" on 

running direct-to-consumer ads so it could re-examine how pharmaceutical marketing should be regulated. 

 
1985 New Rules, New Tactics: In a notice published in the Federal Register in 1985, the FDA established that 

it had regulatory jurisdiction over this new breed of Direct-to-Consumer drug ads. 
 

1990 Spending Check: In 1990, the pharmaceutical industry spent a total of $47 million on direct-

to-consumer marketing. 
  

1995 Five Years Later: In 1995, the FDA held a meeting to discuss lessening the regulations 

around radio and TV ads. 
  

1997 Now with Fewer Side Effects! 1997 brought some good news for pharmaceutical marketers 

and some bad news for consumer groups: In response to industry concerns over radio and 

TV ads, the FDA relaxed its stance on side effects. 
  

1998 Spending Check: In 1998, the pharmaceutical industry spent a total of $1.2 billion on direct-

to-consumer marketing (Donohue, 2006). 
  

2004 More Love for Pharma Marketing: The FDA extended its "major risks only" policy to print ads in 

2004. As was the case with radio and TV ads, this meant that pharmaceutical marketers no longer 

needed to include all of a drug's risks in direct-to-consumer newspaper and magazine ads. 
 

2005 Paging Dr. Internet: Clearly, the internet was revolutionizing how consumers got their 

information, including medical information (Donohue, 2006). 
  

2007 Spending Check: In 2007, the pharmaceutical industry spent a total of $5 billion on direct-to-

consumer marketing. 
  

2009 FDA 2.0: The FDA took on online drug advertising in 2009, sending out more than a dozen warning 

letters to pharmaceutical companies who were buying up sponsored search engine links. 
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Marketing Paradigm 
 

As it turns out, the good old days of pharmaceutical marketing really weren't all that good ... at 

least not for consumers. Up until the early 1900s, drug companies could concoct crazy formulas, 

patent them, and then market them however they'd like. There was a zero regulation (Ruge, 1969). 

Want to take out an ad in the local newspaper or put up a billboard that claims your magic tonic 

can cure cholera, diphtheria, dysentery, measles, and rattlesnake bites? (All ailments found along 

the Oregon Trail, by the way.) Prior to 1906, you could totally do it and people did do it. 
 

Unfortunately for the people living previously then, wasting money on a drug that turned 

out to be ineffective wasn't necessarily the worst of their problems: these unregulated 

drugs often contained high levels of alcohol, morphine, or other substances -- like 

mercury and formaldehyde -- that could cause serious harm than the expected benefit. 

2011 - Present: Direct-to-Consumer Continues 
 

Data from a 2011 Pharmacy and Therapeutics article shows that online direct-to-

consumer marketing delivers a 5 to 1 return on investment, which is a better ROI than 

what traditional channels (like TV and print) can offer pharmaceutical marketers. 
 

However, that's not to say that traditional channels are dead. For example, according to that 

same article, the typical American TV viewer sees as many as 9 drug ads per day. That comes 

out to about 16 hours of watching direct-to-consumer drug ads on TV per year. If it were up to 

the people who prescribed the drugs being marketed, however, it'd likely be a different story. 
 

According to a 2013 survey of 140 physicians, 71% of physicians believe that direct-to-consumer 

pharmaceutical marketing should be either scaled back or eliminated altogether. Furthermore, 74% said 

that the direct approach over-emphasizes drug benefits, while 63% said that it misinforms patients 

(Julie, 2006). Though doctors don't love direct-to-consumer marketing, it probably won't go away 

anytime soon (Julie, 2006). Based on how successful direct-to-consumer drug ads have been for 

pharmaceutical companies -- and how relatively lax the regulation has been on the ads in recent years 

-- it seems like direct-to-consumer marketing is here to stay. Ultimately, pharmaceutical companies do 

want consumers to say "yes" to drugs -- their drugs. Moreover, you're about to discover, these 

companies have used a variety of marketing tactics over the years to get consumers to say "yes." 

Now to be sure this is a heavily debated subject, especially when we hone in on direct-to-

consumer pharmaceutical marketing. All I mean by "direct-to-consumer" is that marketers aren't 

appealing to doctors or health care organizations with their marketing messages: They're 

targeting people/patients directly (Julie, 2006). With the direct-to-consumer approach, 

pharmaceutical companies aren't saying, "Hey, doctors, this drug would be great for your 

patients!" Instead, they're saying, "Hey, patients, this drug is great! Go tell your doctors about it!" 

Direct to consumer advertising: Evil or Informative? 
 

From the viewpoint of the pharmaceutical companies, direct-to-consumer marketing is advantageous for 

consumers. They argue that it helps to educate patients about different drug options, it encourages 
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patients to get in touch with -- and have a dialogue with -- health care providers and it helps 

reduce the under-diagnosis (and under-treatment) of medical conditions (Mintzes, 2002). 
 

Detractors would counter, however, that direct-to-consumer marketing often leaves patients 

misinformed, that it over-emphasizes the benefits that drugs provide, and that it leads to the 

unnecessary prescribing and over-utilization of drugs. Furthermore, the opposition contends 

that this type of marketing can strain patient/doctor relationships. But first, here's a quick 

breakdown of the different types of drug ads that pharmaceutical companies produce. 

Getting familiar with these ad types will help you better understand how (and why) the 

government would eventually start regulating pharmaceutical marketing (Kravitz, 2000). 

Type of drug Ads 
 

Today, the FDA recognizes three specific types of drug ads: Help-seeking ads, 

reminder ads and the most common variety is product claim ads. 
 

Help-seeking ads 
 

Help-seeking ads describe a disease or condition but do not recommend or suggest a specific 

drug treatment. Some examples of diseases or conditions discussed in help-seeking ads include 

allergies, asthma, erectile dysfunction, high cholesterol, and osteoporosis. The ads encourage 

people with these symptoms to talk to their doctor. Help-seeking ads may include a drug 

company's name and may also provide a telephone number to call for more information. 
 

When done properly, help-seeking ads are not considered to be drug ads. Therefore, 

we do not regulate true help-seeking ads, but the FTC does regulate them. If an ad 

recommends or suggests the use of a specific drug, however, it is considered a 

product claim ad that must comply with FDA rules. Reminder ads 
 

Reminder ads give the name of a drug, but not the drug's uses. These ads assume that the audience 

already beware of the drug's use. A reminder ad does not have to contain risk information about the 

drug because the ad does not say what the drug does or how well it works. Unlike product claim ads, 

reminder ads cannot suggest, in either words or pictures, anything about the drug's benefits or risks. 

For example, a reminder ad for a drug that helps treat asthma should not include a drawing of a pair of 

lungs, because this implies what the drug does. Reminder ads are not allowed for certain prescription 

drugs with serious risks. Drugs with serious risks have a special warning, often called a "boxed 

warning," in the drug's FDA-approved prescribing information. Because of their seriousness, the risks 

must be included in all ads for these drugs. 

Product claim ads 
 

Product claim ads are the only type of ads that name a drug and discuss its benefits and risks. 

However, these ads must not be false or misleading in any way. We encourage companies to use 

understandable language throughout product claim ads that are directed to consumers. 
 

All product claim ads, regardless of the media in which they appear, must include 

certain key components within the main part of the ad: 
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The name of the drug (brand and generic) 
 

At least one FDA-approved use for the drug 

The most significant risks of the drug 

 
Product claim ads must present the benefits and risks of a prescription drug in a 

balanced fashion. Print product claim ads also must include a "brief summary" about the 

drug that generally includes all the risks listed in its approved prescribing information. 
 

Under the Food and Drug Administration Amendments Act of 2007, print 

advertisements need to include the following statement: "You are encouraged to 

report negative side effects of prescription drugs to the FDA. 
 

Broadcast product claim ads (TV, radio, telephone) must include the 

following: The drug's most important risks presented in the audio 

Either all the risks listed in the drug's prescribing information or a variety of sources for 
 

viewers to find the prescribing information for the drug 
 

This means that drug companies do not have to include all a drug's risk information in a 

broadcast ad. Instead, the ad may tell where viewers or listeners can find more information 

about the drug in the FDA-approved prescribing information. This is called the "adequate 

provision" requirement. For broadcast ads, we have said that including a variety of sources 

of prescribing information fulfills this requirement. We have suggested that broadcast ads 

give the following sources for finding a drug's prescribing information: 

 
A healthcare provider (for example, a 

doctor) A toll-free telephone numbers 

 
The current issue of a magazine that contains 

a print ad Website addresses 
 

Direct-to-consumer (DTC) advertising is a relatively new area of prescription drug 

promotion. No federal law has ever banned DTC advertising. Until the mid-1980s, drug 

companies used to give information about prescription drugs only to doctors and 

pharmacists. When these professionals thought it appropriate, they started giving that 

information to their patients. However, during the 1980s, some drug companies started 

to give the public more direct access to this information through DTC ads. 

Other Product Claim Promotional Materials 
 

Other types of promotional materials than advertisements are used to promote the use of a 

drug. These are called "promotional labeling" and include brochures, materials mailed to 

consumers and other types of materials given out by drug companies. If these materials 

mention the drug's benefits they must also include the drug's prescribing information. 
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Risk Disclosure Requirements for Different Types of Advertisements 
 

Different advertisements require different amounts of benefit and risk information. 

Reminder ads do not have to include any risk information because they cannot 

include any claims or pictures about what a drug does or how it works. Reminder 

ads are only for drugs without certain specified serious risks. 
 

Print product claim ads may make statements about a drug's benefits. They must 

present the drug's most important risks in the main part of the ad ("fair balance"). 

These ads generally must include every risk, but can present the less important 

risks in the detailed information known as the "brief summary." 
 

The pharmaceutical market is understandably big and complex, considering the amount of time and 

resources that are invested in drug research and discovery. With years of painstaking research and 

each new drug costing pharmaceutical company’s hundreds of millions going into billions of dollars, 

the entire business model of pharmaceutical companies hinges on their ability to monetize on the drugs 

they bring to market. According to PhRMA, the US pharmaceutical industry’s advocacy group, it cost 

$1.3 billion (in 2005 dollars) to bring a new drug to market. However, not each drug in research gets 

approved. In fact, more than 90% of drugs get rejected. Taking this into account and as stated by 

Mathew Herper at Forbes, “Bernard Munos of the Innovation Think Center for Research in Biomedical 

Innovation has noted that just adjusting that estimate for current failure rates results in an estimate of 

$4 billion in research dollars spent for every drug that is approved.” With such staggering R&D 

numbers, it is a strategic imperative for pharmaceutical companies to monetize on their drugs to the 

greatest extent possible before patents expire and generic versions drive down prices significantly. 

Though in the US the duration of a drug patent lasts for 20 years by law, pharmaceutical companies 

typically apply for patents before clinical trials. Thus, the exclusivity of an on-the-market drug before 

generic varieties emerge varies. For some drugs, the commercial duration of the patent protection could 

be as short as 7 years. Despite the vast amount of investment in technology on the R&D side and the 

need to have market velocity to monetize on patents, the antiquity of marketing and sales departments 

at pharmaceutical companies is surprising. 
 

Even today, sales representatives would drop a drug sample with professionals in the provider market. 

They would then essentially cross their fingers and hope that the doctor or other influencer would be 

convinced enough with the pitch about the drug to write it into prescriptions and would eventually 

become an advocate of the drug. The market, however, is changing rapidly. Ubiquitous networks and 

hyper-connected devices have created a consumer market that demands information at its fingertips. It 

is not just the patient community, but doctors, nurses and pharmacists as well who demand access to 

drug information on their own terms. Legacy marketing paradigms have crippled pharmaceutical 

companies to effectively and efficiently engage with these communities. With increased global 

competition, high R&D costs and a very short market window to maximize patent monetization, it is no 

surprise that pharmaceutical companies have a sense of urgency to better market, target and sell 
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their drugs while driving their costs down. This has significantly impacted sales and marketing 

departments as pharmaceutical companies search for technologies that can help them make 

marketing more targeted and sales more efficient. As pharmaceutical companies embrace a new 

“direct-to-consumer approach,” facilitated by numerous marketing channels that have opened, 

such as social, mobile and the Web, the number of feet on the ground has noticeably reduced and 

the size of some marketing teams has shrunk as well. Because they are highly regulated, 

pharmaceutical companies offer complete drug usage and safety information on their websites, 

and patients have the same access to it as do healthcare professionals–all from the comfort of 

their homes. Today, pharmaceutical companies are going to where their target market is–

connected devices. They market directly to consumers and healthcare professionals, as both 

groups have much easier access to all the relevant drug safety and effectiveness information 

directly from the Web. However, pharmaceutical companies have also quickly understood the 

challenge of maintaining their brand image and messaging consistency online amid all the noise. 
 

There are many examples of highly interactive online patient communities. Some are 

sponsored by the provider and payer markets, while others by pharmaceutical companies, to 

provide necessary information about drugs, coverage and treatment plans. Gone are the days 

when limited information forced patients to rely on what the doctor, nurse or pharmacist told 

them. Today’s healthcare consumer is more tech-savvy and informed than ever before. With 

so many choices and a complex web of information channels that includes social, mobile, 

Web and print, the ability to effectively brand and market a drug in a targeted and 

personalized way is a crucial success factor for any pharmaceutical company. 

Overuse and inappropriate use of prescription drugs 
 

The US FDA altered its policy to make the broadcasting advertisements legal for prescription 

drugs. In the United States itself, the spending on DTC of prescription drugs was estimated to 

be $4 billion per year. Only two industrial countries, the United States and New Zealand are 

the countries which legally allow the advertising of prescription drugs directly to the 

consumers. DTCA in the U.S. is used to promote pharmaceutical products to treat 

depression, sexually transmitted diseases and many of lifestyle drugs (Donohue, 2006). The 

first DTC campaign was started in 1980’s and since then the use of DTCA has been a focus. 

Support for DTCA 
 

Supporters argue that it provides important health source information for the consumers, helps in 

identifying un- recognized conditions and treating them and helps in better medical adherence. To 

support the arguments, many surveys have been provided which suggests that advertising directly to 

the consumers is beneficial and helps in treating undiagnosed medical conditions (Donohue, 2006). 

Supporters also argue that these DTCA will inform, educate and empower patients and allows the 

patients to take charge of their health (Connors, 2009). Online and internet direct to consumer 

advertisements has become a popular source for consumers. A 2005 survey states that 48% of the 
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consumers rely on internet to check their health conditions before they see a physician 

even though the physicians are a trusted source of information. Only 10.9% of the 

patients talk to their physician first before they look for any medication online (Liang, 

2011). Exposure to DTCA prompted 27% of Americans to make an appointment with their 

doctor to talk about a condition they had not previously discussed (Ventola, 2011). 
 

Direct to consumer advertisements encourages patients to contact a clinician to seek medical 

advice. They do this because of the drug ads and the different and new diseases and symptoms 

that are being shown along with the prescription drug advertisements. Many of the patients 

contact a doctor to know about the small print that they see in a drug ad. Most of the health care 

professionals argue that DTCA is beneficial because it promotes dialogue with the patient. There 

seems to be an increased discussion between the patient and a physician which is due to the drug 

advertisement they have seen on the television or on the internet. Patients who requested a 

prescription after seeing a DTCA were the most compliant of any group tested (Ventola, 2011). 

Opposing arguments on DTCA 
 

Critics argue that, the advertising of prescription drugs directly to the consumers misleads them 

and leads to over using and over dosing of the medications. This leads to increase in prescription 

prices and may harm the patient and doctor relation. There are chances of patients forcing and 

pressurizing the doctors to prescribe the advertised drug. The low information content of the drug 

ads is also dangerous that the consumers may not know the exact adverse effects of the drugs 

being advertised (Donohue, 2006). The three categories of suboptimal prescribing include overuse, 

inappropriate usage and underuse. Overuse is the usage of a drug which has no indication and 

underuse is the omission of the drug therapy which is indicated by the physician for a treatment or 

condition. Inappropriate use of medication includes too high or too low dosage, inappropriate 

dose, contraindicated drug use, drugs that can cause drug-drug interaction and for the drugs for 

which more effective and less costly alternatives are available (Beers, 1991). 
 

Misinformation to the patients is the main opposing argument of the DTCA. Although advertising of 

drugs educates patients, it can misinform the patients. According to the research on the DTCA, only 26% 

of the drug advertisements describe risk information or risk factors and causes of the condition where 

as 25% mentioned the prevalence of the conditions (Frosch, 2007). The DTCA also suggests that 

suggests that improvement of health comes from a medication but not from a behavior modification 

(Shaw, 2008). Most of the pharmaceutical companies promote new drugs before the safety profiles of 

those drugs are fully known. New drugs will have some association with previously unknown serious 

medical conditions which are known after the drug is released into the market and used by the 

consumers (Schuchman, 2007). These types of problems arise with most of the first line drugs. A clinical 

trial for the FDA approvals does not require the complete adverse effects of the drugs. So, when a drug 

which is expected to be the block buster drug is released into the market, and 
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where its life cycle is heavily promoted can be a risk to the public health because 

the drug’s safety profile is fully not known at the time of FDA approval. 
 

Manufacturers disease and encourages drug over utilization. DTCA is criticized for being involved 

in medicalization of natural conditions which is resulting in an over medicated society (Shaw, 

2008). DTCA exacerbates unhappiness about normal health and body conditions making them as 

disease conditions which are serious and leads to over medication and unwanted medication. The 

DTCA leads to inappropriate prescribing by a medical practitioner. When patients request a drug, 

which is advertised, the medical practitioner needs to warn the patient and explain the clinical 

efficiency of the drug and adverse effects of the drug to the patient which is a good thing. But 

many of the physicians are prescribing the drugs requested by the patients without warning about 

the drugs and its effects. This is an unethical practice by the medical practitioners (Ventola, 2011). 

Clinical trials using patient-actors are increasing in sales a 2005 report says. The direct to 

consumer advertising of prescription drugs is criticized for its impact on patient and doctor 

relationship. Most of these DTC drug ads have an influence on patient diminishing the trust on 

physician and the health care provider’s decisions (Connors, 2009). 

Effects of DTCA on pharmaceutical demand 
 

Many studies have been conducted to consider the effects of DTCA on pharmaceutical demand. The 

studies looked at the impact of DTCA on market size and market share. The outcome of the studies 

focused on the market share and public health. The results are explained stating that if the outcomes of 

the studies show the impact of DTCA increasing the market share for the advertised drug, then it likely 

does not affect the public health. Most of the marketing studies states that DTCA expands total class 

sales but has a lesser influence on individual product market share (Donohue, 2006). DTCA had no 

statistically significant effect on the market share of individual products but was effective in generating 

increased sales to the therapeutic classes. (Rosenthal, 2003). 

Suggestions for future research 
 

The supporters and opponents of DTCA should suggest some remedies for controlling these direct 

advertisements to public. These DTC ads cannot be banned or prevented, but necessary measures need 

to be taken to maximize the benefits and minimize the risks of consumer drug advertisements (Liang, 

2011). The DTC ads should be delayed until a complete safety profile of the drug is released form 

PhRMA and a full safety profile needs to be established by the health care providers before advertising 

the drug to the consumers. Pharmaceutical companies can conduct consumer pre-tests to FDA showing 

them the ads comply with the rules and regulations of FDA and any issues have been noted before ads 

are released to the public (Kuehn, 2010). Establishment of regulations for online drug advertisements 

has been urged and this regulation includes public notifications when an online content is sponsored by 

a pharmaceutical company (Liang, 2011). The information included in DTCA should be known and be 

accessible to patients with low literacy levels. Drug cost information should 
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be included on the advertisements as the price comparison between different brand 

drugs is difficult and not accessible by the consumers (Frosch, 2007). 
 

Conclusion 
 

The US is one of the only countries in the world that allows big pharma to advertise prescription drugs 

directly to consumers. The advertising of pharmaceutical products directly to consumers is restricted 

around the world. While the marketing of OTC and non-prescription drugs is relatively widespread. Only 

the US and New Zealand are the countries that allow DTCA of prescription drugs. Different types of drug 

ads are used to promote this prescription drug which claims to be diverting the consumer medicine 

buying behavior and the physician prescribing behavior. The most emphasized claims in the 

prescription and non-prescription drug advertisements were misleading and some of the drug 

advertisements are unsubstantiated. There are several arguments on the pros and cons of DTCA of 

prescription drugs. According to the literature, the evidences supporting and opposing these drug ads 

are almost equal. Big pharma in the United States is the major support for the DTCA of prescription 

drugs. They say that DTC advertising informs patients potentially suffering from undiagnosed 

conditions and raises awareness of treatment options and benefits the US healthcare system by 

encouraging patients to seek medical help which may help manage conditions and avoid the need for 

costly hospitalization and surgery. But the opposing arguments include the effects of DTC advertising 

on patient-doctor relationship. Most of the drug advertisements hide risk information or display the risk 

information in very small formats which the patient can’t read which is misleading. Increased 

prescription price is another problem of DTCA. The WHO has reported a conflict of interest between the 

business goals of the manufacturers and the social, medical and economic needs of providers and the 

public to select and use the drugs in a rational way. This conflict of interest materializes all over the 

world in different ways, but the drug advertising looks like an apt manifestation of Big pharma’s 

business objectives which is focusing on the interests of everyday patients. Considering all these 

arguments, the US and New Zealand think that DTCA is an acceptable source of drug information while 

the whole world disagrees. 
 

The FDA should implement new laws in the United States regarding the direct to consumer advertising 

of prescription drugs. The supporting and opposing arguments have an equal balance but the main 

concern is the patient’s safety which will be affected by these drug advertisements. The laws should be 

modified for the advertising of the drugs to the physicians and not directly to the consumers. The 

number of prescriptions and the number of drugs being prescribed should be monitored by the medical 

association or pharmaceutical association of the country. There should be a fair balance between 

information about effectiveness and information about the risks of these DTC advertisements. The risk 

information should be conveyed in a consumer-friendly language and should communicate all the 

information relevant to the product’s limitations to use. The regulations of FDA on all the drugs should 

be the same for both prescription and over the counter drugs. Like in New Zealand and the United States 

the FDA should establish a panel to discuss the DTC advertisements 
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before they are advertised to the public. The revenue from product claim advertisements 

should be directed towards the help seeking ads which will help in promoting health 

education and awareness in the public. The aim of the paper, empirical literature review on 

Direct to Consumer Advertising of prescription drugs in the United States have given ideas 

as to how to control and effectively change the pharmaceutical marketing strategies without 

affecting the public safety and the pharmaceutical companies not losing their revenues. 
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Abstract 
 

Health informatics is a multidisciplinary branch involving Information Technology based 

interventions in delivery, management and planning of healthcare systems. Health informatics is a 

specialization that involves the use of Information and Communication Technology in Healthcare 

to increase efficiency, improve quality and safety in patient care. This branch supports HIT (health 

information technology), medical practice, medical research and medical informatics. It involves 

systems such as EHR (electronic health records) and EMR (electronic medical records), health 

information standards such as HL7, medical terminologies such as SNOMED-CT, and medical 

devices for acquiring health data. Significant benefits of Health informatics include, Maintenance 

of Patient Records in electronic form, reduced costs, reduced trial and error, and improved ability 

to self-manage illness. But there are also challenges in the implementation of this technology at a 

broader level. Moreover, there is also a growing concern about the increased automation and 

digitalization in all sectors. This can also be relevant in Healthcare sector in the near future. This 

article aims to study the areas where the Healthcare Informatics can be a game changer and 

improve the healthcare sector’s performance at various levels. It also tends to analyze the grey 

areas and issues related to its implementation and ethical issues, if any, with this technology. 
 

Keywords: Health Informatics, HIT, HL7, SNOMED-CT, 

HER, EMR Introduction 
 

Health Informatics is a multi-disciplinary branch which deals with the process of designing, 

developing, adopting and application of Information-technology based interventions and 

innovations in the delivery and management of healthcare services (United States National 

Library of Medicine). It connects Information Technology, Healthcare Management and 

Communication Systems Management. It is a combination of the sub-specialties, as Clinical 

Informatics, Nursing Informatics, Pharmacy Informatics, and Medical Informatics and so on. 
 

Health Informatics is associated with domains like Health Information Technology, 

Electronic Health Records, Electronic Medical Records, Health Level 7 standards, 

Systematized Nomenclature of Medicine- Clinical terms. 
 

Clinical Informatics: According to the American Medical Informatics Association, it is the application of 

informatics and information technology to deliver healthcare services. It includes the use of information 

by clinicians to provide healthcare. Columbia University defines Clinical informatics as the study and 

use of information and IT to provide health care services. It also aims to significantly 
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improve a patient’s ability to monitor and maintain her health by utilizing significant 

information and it also improves patient-physician relationship. The information is expected 

to be used by different level of stakeholders as patients, care providers and doctors. 

Nursing Informatics: Nursing informatics as defined by the Healthcare Information and 

Management Systems Society, is the specialty that integrates nursing science with 

multiple information management and analytical sciences to identify, define, manage and 

communicate data, information, knowledge and wisdom in nursing practice. 
 

It works for the development of a system using Information and communication 

technology, which can be operated at various levels by different stakeholders, 

researchers and policy makers to augment the efficiency of Nursing system. 
 

Electronic Health Records and Electronic Medical Records: 
 

Electronic Medical Records or EMR are the digital forms of paper records in a healthcare 

setting. They contain basic information about the patient’s condition, history and plan of 

treatment which is gathered during the course of treatment. The EMR is an excellent source 

of information transfer within the healthcare setting and can help the organization track a 

patient in terms of healthcare indicators and follow-up over a large duration by multiple care 

providers. So, instead of having different records generated at different healthcare 

organizations, the patient can have one electronic record/chart which is accessible from any 

healthcare organization which uses the EMR software. The scope of the EMR is limited, i.e. it 

is not convenient to share the EMR data with other agencies, as Medicare-Medicaid and even 

other stakeholders. It may even need to be printed out for use by another agency. 
 

Electronic Health Records or EHR contains information contained in EMR plus extra 

details as insurance details, data for demographic significance. The peculiarity of EHR 

lies in the interoperability of data at various levels. It can be shared with different 

stakeholders, as, diagnostic facilities, pharmacies, schools and other providers. 
 

Benefits: EHR and EMR have revolutionized healthcare sector with a huge array of benefits: 
 

As the data is stored in standardized format as ICD-10 code, there is flexibility 

in storing and retrieving data. 
 

Cost saving. 
 

Acts as a decision support system by assisting in accurate clinical 

decision making. Improve co-ordination and quality of care. 
 

Patient information moves with the patient and no need to carry all reports 

and details in manual form. 
 

Duplication is reduced. 
 

Simplifies analysis of reports and data, thereby supporting policy makers in 

drafting policies in accordance with the requirements of society. 
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But there are certain negative aspects associated with these as well: 
 

Initial investment to install and operationalize the system is huge. 

All the concerned staff members must be trained to use it. 

Over reliance to the system in the initial stages can be disastrous as if it is not 

properly installed and maintained, it can destroy all data due to errors. 
 

Data security and confidentiality must be maintained strictly and any loophole 

in this can prove very costly and may lead to legal issues. 

 

Health Level-7 International Standards 
 

These are a set of international standards for transfer of clinical and administrative data between 

software applications used by various healthcare organizations. These standards have been 

introduced by a not-for-profit standards developing organization, Health Level Seven International 

(HL-7). This organization is dedicated to providing a robust and wide framework and standards for 

the hassle-free transfer, integration, sharing and retrieval of electronic health records supporting 

clinical practice and administration, delivery and evaluation of healthcare services. These 

standards are based on the application layer 7 in the Open Systems Interconnection model. These 

standards are referenced into following sections: 
 

Primary Standards – These are the most popular standards for system 

integrations, inter-operability and compliance. 
 

Foundational Standards – These include fundamental tools and building blocks used to 

build the standards and the technology infrastructure to be managed by organizations. 

Clinical and Administrative Domains - Standards for clinical specialties and groups 

are implemented once primary standards have been implemented successfully. 

EHR Profiles - These are standards for functional models and profiles that 

establishes the framework for management of electronic health records. 
 

Implementation Guides – These are support documents to be used in 

combination with an existing standard. 
 

Rules and References - Technical specifications, programming structures and 

guidelines for software and standards development. 
 

Education and Awareness – These are Draft Standards for Trial Use which 

provide baseline material for understanding and adoption of HL7 standards. 

 
(Health Level 7 International) 

 
Systematized Nomenclature of Medicine- Clinical Terms (SNOMED CT) 

 
It is the most comprehensive and precise clinical health terminology product in the 

world. It is owned and distributed by SNOMED International globally. It has been 

developed in an interdisciplinary manner to meet the diverse needs and expectations of 

clinicians globally. Now it is accepted as a global language for health terms. 
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It enhances satisfaction of Patients and healthcare professionals by improving 

electronic health records and aids in clinical decisions, thereby ensuring a 

healthcare which is safe, consistent and of high quality. 
 

SNOMED International 
 

In simple terms, it is a standardized, multilingual vocabulary of clinical terminology to be 

used by health care professionals for the exchange of health information electronically. 
 

Electronic Health Records enabled by SNOMED CT are significant to patients, 

healthcare providers and stakeholders as: 
 

Healthcare Information can be recorded using a consistent and reliable 

system during the initial phase of healthcare. 
 

Precise search for patients in need of follow-up care after treatment. 

Can be used in any country, as it has multilingual modules. 

Information sharing among different care providers made convenient and fast. 
 

Assists in real-time patient monitoring and evaluation and aids in decision 

making by providing timely analysis of data. 
 

Duplication of diagnostic procedures and interventions can be drastically reduced. 
 

Accurate data analysis can help timely action in case of emerging healthcare 

emergency, epidemics or pandemics. 
 

Providing data for internal and external research to be used for policy making. 
 

Linking clinical and standard guidelines thereby enhancing efficiency and 

effectiveness of care. 
 

Reduces errors, increases cost-effectiveness and quality of care. 

 

How Health Informatics is transforming Healthcare? 
 

Information Sharing: For healthcare to be an always evolving and improving sector, there is a 

continuous need for information sharing at various levels, regarding patient’s condition, 

diagnosis, treatment options, research avenues, impact on society at larger level. Continuous 

two-way flow of information enables to make healthcare provisioning more transparent and 

trust-worthy. It makes the whole process expedited and less expensive. 

Financial implications: Healthcare is already so expensive and duplication of procedures adds 

to this cost along with wasteful methods. A conventional method of sharing healthcare 

information is both slow and expensive. Using Information technology enabled system is not 

only fast but also less expensive in the long run, if we take into account the timeliness of care it 

ensures and the added cost saving with it. Proper inventory control, reduced errors, better 

communication, reduction in wasteful expenditures, as repeated investigations are some of the 

significant benefits provided by using this technology in a healthcare organization. 
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Customer involvement: Having access to their own healthcare reports and 

records may enable patients to monitor and take care of their health issues. 

Doctor-patient interaction may also become convenient, which may give 

better results. Consumer awareness about their condition and related 

measures can be conveniently provided directly to them in timely manner. 
 

Intra-sectoral and inter-sectoral coordination: Increased specialization in healthcare has 

led to a situation where a patient may have to visit different specialists for one ailment 

which may include different doctors, pharmacist, physical therapist, laboratories, 

radiologist, blood banks within the hospital. A system enabled by technology can provide 

better coordination among these different sectors in the same hospital. It ensures timely 

availability of patient information from one specialist to another and reduced errors. This is 

also significant if care is provided by different organizations and the need for coordination 

is profound in that scenario. So, the patient need not worry about physically carrying all 

clinical records to different specialties or different organizations. 
 

Impact on health outcomes: In continuation with previous points, it is evident that 

technology can help reduce errors and improve patient outcomes. It also enhances a 

hospital’s ability to provide service to more number of patients thereby improving 

health status of population at large. The data generated from healthcare organizations 

can be analyzed at a faster rate which on analysis can help administrators and policy 

makers to plan in time. Apart from direct healthcare providers, it is also significant for 

sectors like Insurance, medical equipment and government agencies. 
 

Significant for nursing staff: It aids in accurate inventory management, stock 

management, documentation management, reduced errors and time management. 

So, the nursing staff can have increased efficiency and reduced stress level. 

 

Issues 
 

Like any other technology or intervention, Health Informatics also has merits and demerits. 

These vary from place to place. Some merits in one country may not be relevant in others. 

But, in general following are the issues with reference to Health informatics: 
 

• Cost: It needs a huge infrastructure to be built and synchronized at various levels. So, 

high initial cost may discourage small healthcare players. In developing countries, 

this could be a major factor to decide the adaptability of this technology. 
 

• Training: As already mentioned, the level of sophistication in this technology needs a trained 

Human Resource. The system may falter just because of lack of skilled professionals. So, the 

Human Resource needs to be adequately trained and retrained at regular intervals. It becomes a 

hurdle at places where there is already acute shortage of skilled professionals. 
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• Data confidentiality: Healthcare data is critical in many aspects and the 

hospital is legally bound to maintain confidentiality of the data. Additional 

security measures and investment needs to be made for this. 
 

• Ethical issues: Safeguarding ‘Privileged Communication’ is also critical when 

all the information and patient data flows through an electronic channel. 
 

• Infrastructural overhauling: In developing countries, the available infrastructure may not 
 

be adequate for development of this technology. 
 

 
With the rapid expansion of Information Technology based systems in all sectors, Healthcare Industry is 

also undergoing a transition phase. Despite the demerits, the future of Healthcare seems incomplete 

without Health Informatics and every effort needs to be undertaken to ensure its establishment and 

smooth functioning. The newer technology is expected to reduce some of the significant issues in 

Healthcare sector, like duplication of procedures, wastage at various levels, critical documentation, 

inventory issues, quality management and standardization of treatment and procedures at different 

levels. Further it is expected to help reduce the demand and supply gap in the healthcare industry by 

reducing workload on the existing staff and increasing their efficiency. 
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Abstract 
 

The Hospital Industry has long been a trillion-dollar market. Due to the rapid global development in 

science and technology, the integration of the healthcare industry is inevitable. Hospital integration is 

the need of the day, so as to cope up with the internal and external environmental changes. Individual 

medical practitioners, laboratories and midwives are either forced to associate with nearby hospitals for 

their survival or hospitals are seeking more physicians and midwives in order to expand their markets. 

Additionally, allied healthcare services are integrating day by day as that of hospitals. 

Consequently, hospitals have been trying to integrate with other allied healthcare services along 

with IT to make more profits and reduce expenses. This research tends to highlight the effects of 

these four different services integrating with hospitals, such as physicians, midwives, laboratory, 

and IT, on a cost to the patients, medical errors and patient / customer satisfaction. 
 

The target sample was selected among NABH accredited hospitals (National Accreditation Board 

for Hospitals & Healthcare Providers) only, from the Western States of India. Secondly, this 

research highlights the benefits and sustainability of Hospital Integration over Non-Integrated 

Hospitals in the long run. The outcome of this research clearly indicates how integrated hospitals 

are able to reduce medical errors, cost to patients, and increase patient satisfaction. 
 

Key words: Hospital Integration, Physician, Midwife, Laboratory, IT, Cost Reduction, 

Medical Errors & Customer Satisfaction. 
 

Introduction 
 

It is observed that most of the patients are not very satisfied with the treatment they receive at the 

hospitals, even though they pay a huge amount towards their treatment (Atun, et al., 2009). There are a 

number of reasons for patient’s dissatisfaction towards hospitals and their staff, (Nielsen, 2014). This is 

because individual practitioners or small independent hospitals cannot give required treatment and 

services to many, due to increasing population. This has created a huge gap between demand and 

supply of physicians; which urges hospitals to step in for integration and help to minimize this gap. 

Why are hospitals integrating? 
 

Every industry works on different aspects, for the improvement in process and 

product for better customer 
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service; and Hospital industry is not an exception to this. Till early 1980’s doctors 

practiced independently having their own clinics or small hospitals. Kim (2004) 

found that this practice was not better in terms of getting a good number of patients, 

customer satisfaction, good feedback good business and quality services. 
 

Purpose of Study 
 

This study aims to examine the impact of healthcare integration (physicians, midwifery services, 

laboratory, IT with Hospitals) over cost to patients, medical errors and patient / customer 

satisfaction. Every combination might have different outcomes, and differ according to the 

geographical location. Most of the people face financial difficulties during and after medical 

treatment, and more than half of the population is unable to afford to even the basic cost of 

treatment, so the cost has deprived them of their basic right of getting the desired healthcare. As 

per the WHO (World Health Organization) reports, nearly 50% of the world population do not prefer 

to visit hospitals; and those patients who take medical treatment, few of them face medical errors 

and are not happy with the services they get at the time of their stay of treatment. 

Objectives: 
 

1. To study the impact of Hospital Integration on Patient Satisfaction, Medical Errors and Cost 
 

2. To compare the performance of Integrated and non-Integrated hospitals with 

respect to selected parameters. 
 

3. To study the perception of Hospital Management towards Hospital Integration. 
 

Literature review 
 

Healthcare Integration 
 

According to the WHO, “Integrated care is a concept bringing together inputs, delivery, 

management and organization of services related to diagnosis, treatment, care, rehabilitation 

and health promotion. Integration is a means to improve services in relation to access, 

quality, user satisfaction and efficiency,” (Grone and Garcia-Barbero, 2002). Whereas Atun 

and Menabde (2008) defined integration in terms of hospital industry, as the degree, 

arrangement and rate of acceptance of subsequent integration of health interpositions into 

each of the critical functions of a health system, which includes monitoring, evaluation and 

controlling, financing, forecasting, generating market demand, and service delivery. 
 

Friedman & Mitchell (1990) found the best solution to reduce cost and patient waiting time; 

improve customer service and quality; eliminating medical errors, etc., by integrating 

hospitals with allied healthcare services in various combinations depending on the location, 

market demand, and requirements. Stigler (1958) along with many researchers argued that 

there is an ongoing trend of physicians practicing in groups, is increasing day-by-day. Even 

Valentijn, Schepman, Opheij, & Bruijnzeels (2013) agree and support hospital integration for 

more benefits to the society and the organizations at the same time. 

There are two main types of integration, vertical and horizontal integration: 
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Vertical Integration: Itis a contract between two or more organizations in which the 

supply chain of a smaller organization is owned by the main organization. 
 

Horizontal Integration: The smaller organizations which provide similar or different services undergo a 

various form of contract with bigger organizations for mutual benefits. Wong and Beglaryan (2004), 

focused on the causes of preventable adverse events such as errors caused by a lack of safeguard on 

automation; failure in communication; shortage of staff; error-prone environment and a punitive 

organizational culture. Leape, (1994) & Linden et al (2000), in their research found that the errors 

occurring in the medical field are less than 1%, but it is lethal. When it comes to hospital operations 

failure, Tucker, et al (2014) observed that the front-line care clinicians and nursing staff spend nearly 

10% of their productive hours around operational failures, such as situations in which information, 

supplies or equipment’s needed for patient care are insufficient. 

Physician – Hospital Integration 
 

Kim (2004), in his article, ‘The Influence of Vertical Integrations and Horizontal Integration on 

Hospital Financial Performance’ focuses on the effects on financial performances of various 

types of hospitals. Many researchers, hospital strategists, and policymakers viewed hospital 

integration as a mean of mutual sharing of profit through this alliance. It’s rightly said by H. S. 

Zuckerman et al (1995) that the integrative delivery system is an “integrative organizational 

linkage.” Overall, study shows that horizontal integration strategy is more profitable than 

clinical integration strategy and hospitals with any form of integration strategy are more 

profitable than any independent hospital (Porter 2015). 

Laboratory – Hospital Integration 
 

Laboratories play an important role in generating medical reports, 60% – 70% of the physicians’ 

decision depends on these reports (Friedman & Mitchell, 1990). Laboratory reports contribute to 

an overall 5% rise in the medical bill. This is monetarily not very significant, but important from 

physicians’ point of view. This would help pathologists to develop a proper strategy to increase 

the efficiency and quality of clinical laboratory operations (Forsman, 1996).The laboratory plays a 

central role in generating test results (Zaninotto and Plebani, 2010). Laboratories have strong 

contacts with histology, blood banks, and Clinical Chemistry as they are under the control of 

Pathology and produce test results for them. 
 

Williamson (1985) stated that laboratories can work independently and in some cases, 

where there is a good competition then, they have to depend on the nearby hospitals for 

their survival. If there are other competitors, then laboratories partially integrate with 

small hospitals and lend their services to the hospitals with whom they are integrated. 

Midwives – Hospital Integration 
 

Since the introduction of midwifery into Ontario’s healthcare system in 1994, they 

have offered clients the 
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choice of birthplace; it might be home, hospitals or birth centers. More than 25,000 babies are 

delivered every year by midwives i.e. nearly 17% of the total birth in Ontario alone. As per the 2011 

survey, midwives provided care in 85% of hospitals providing labor and delivery services across 

many parts of the province, including rural and urban areas. The midwifery model of care leads to 

lowering the rate of interventions such as C-sections. This brings value and represents a net worth 

savings to Ontario’s healthcare system. Midwifery clients have experienced nearly 15% C-section 

rate in Ontario as compared to that of the provincial rate of 28%. Since 1994, the number of 

deliveries conducted under the midwifery supervision has crossed 150,000 marks in Ontario alone. 

IT – Hospital Integration 
 

Of the many IT software tools; ERP is one of the best that suits the complex 

organizational operation network, such as hospital industry. ERP can connect different 

departments within the organization, as well as outside organizations like allied services, 

vendors, and customers. ERP has proved very successful to many manufacturing 

organizations. These tools are used to manage all the organization’s data and provide 

the required information to those who need it at the given time (Ragowsky, 2002). 

Methodology 
 

This section introduces the research methodology used for this study. Hospital’s quantitative 

data was collected with the help of Chief Administrative Officer on patients’ satisfaction, 

medical errors and cost to patients from hospital’s database. It was significant in supporting 

the findings of quantitative data analysis, and it has also guided for data collection and 

analysis. Strauss & Corbin (1998), suggested that if you want to participate and experience 

the research; then the researcher might sensibly engage in a personal interview for detailed 

understanding about the issues through the qualitative study. 

Hypothesis & Model 
 

This study tries to explore whether hospital integration would significantly reduce the patient 

cost, reduce / eliminate medical errors and increase patient satisfaction; as a result, there are 

12 hypotheses: H1: Physician – Hospital Integration would significantly reduce patient cost. 

H2: Physician – Hospital Integration would significantly reduce medical errors. 
 

H3: Physician – Hospital Integration would significantly increase patient satisfaction. 
 

H4: Midwife – Hospital Integration would significantly reduce patient cost. 
 

H5: Midwife – Hospital Integration would significantly reduce medical errors. 
 

H6: Midwife – Hospital Integration would significantly increase patient satisfaction. 
 

H7: Laboratory – Hospital Integration would significantly reduce patient cost. 
 

H8: Laboratory – Hospital Integration would significantly reduce medical errors. 
 

H9: Laboratory – Hospital Integration would significantly increase patient satisfaction. 
 

H10: IT – Hospital Integration would significantly reduce patient cost. 
 

H11: IT – Hospital Integration would significantly reduce medical errors. 
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H12: IT – Hospital Integration would significantly increase patient satisfaction. 
 

These hypotheses tend to explain this below model.  

 

Hospital Integration 
 

 

Physician    Patient 

Midwife 

   Satisfaction 

    

Hospital 
 

Cost   

 

Laboratory 
 
 

I T 

 

Medical 

Errors 

 
 
 
 

 

Variables 
 

In this study the key variables will be defined as follows: 
 

Dependent / Outcome Variables (DV): Patient Cost, Medical Errors, and Patient 

Satisfaction Independent / Predictors Variables (IV): Physician – Hospital Integration, 

Laboratory – Hospital Integration, Midwife – Hospital Integration, IT – Hospital 

Integration. Data collection and instruments: 
 

Data from primary source for the past three years (12 quarters) 2014-16, and financial data for the past 

five years (2012 – 2016) was collected through structured questionnaire, interviews and feedback forms. 

It was collected with the help of Hospital’s administrative staff, i.e. Hospital administrators. 

Data from secondary source was collected from hospital’s clinical and 

administrative reports, indicators, surveys, financial reports, clinical audit reports, 

NABH assessment reports, journals, books, websites, and other relevant sources. 
 

There are 55 hospitals which are NABH accreditation in the western states of India 

(Gujarat & Maharashtra). Out of these 55 hospitals, 37 are concentrated in 4 major 

cities (Mumbai, Pune, Ahmedabad and Surat); of which only 9 big renowned 

integrated and 9 non-integrated hospitals are taken up for this research study. 
 

Sampling 
 

Target population: NABH hospitals in the western states of India (Gujarat & 

Maharashtra). The total number of NABH hospitals in this region are 55. 
 

Sample size: 18 hospitals (9 integrated and 9 non-integrated hospitals). 
 

Sampling technique: Purposive sampling. 
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Once survey data was collected and analyzed; additional qualitative data was 

collected through interviews that were conducted with 18 hospital’s chief 

administrative officers (one from each sampled hospital). The interviews were 

scheduled through Skype or telephone and lasted approximately 45 minutes. 
 

Data Analysis 
 

The data was organized and analyzed through MS- Excel using percentage, frequency, 

average. Statistical significance was established by using t-test. The data analysis report 

was interpreted in tabular form and graphs were also used for certain variables. 

Data Analysis output: Patient Satisfaction Indicators 
 

MS- Excel using percentage, frequency, average. Statistical significance was 

established by using t-test. The data analysis report was interpreted in tabular form 

and bar graphs were also used for certain variables. 
 

The t-test analysis for the Patient Cost indicated that there were statistically significant 

differences of Dr. Consulting Fee, Dr. Visiting Fee, Lab Testing Charges, and Admission 

Fee between integrated and non-integrated hospitals at the 0.05 significance level. 

 

FINDINGS 
 

t-test analysis for the Patient Satisfaction  
 

 Cleanliness & 
Front Office  Maintenance    

 
Integ 

Non- 
Integ 

Non- 
 Integra Integra 

 rated ted rated ted 

Mean 93.81 93.62 83.73 83.53 

Obser 

108 108 108 108 vation 

df 214 214 214 214 

t-stat 0.45  0.46  

p- 
0.66 

 
0.65 

 

value 
  

    

 Experience 
Experience with  with Mid-  support Staff  wifery      

Mean 95.83 96.58 83.18 84.03 

Obser 12 12 108 108 
vation     

df 214 214 214 214 

t-stat -10.90  -1.76  

p- 0.29  0.08   

 
 
 
 

 
 

Admission   to Experience Experience 
IPD  with Clinicians with Nursing 

Integ 
Non- 

Integ 
Non- 

Integ 
Non- 

Integra Integra Integra 

rated ted rated ted rated ted 

83.60 83.69 94.73 95.40 91.42 93.22 

108 108 108 108 108 108 

214 214 214 214 214 214 

-0.20  -1.66  -3.82  

0.84  0.10  0.00  

Discharge Final billing Favorable 
procedure amount  outcome 

81.50 82.44 81.83 78.50 94.99 84.15 

108 108 108 108 108 108 

214 214 214 214 214 214 

-2.02  8.00  33.04  

0.04  0.00  0.00   
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value  
 

Note: The t-test analysis for the Patient Satisfaction indicated that there were statistically 

significant differences of the nursing, support staff, discharge procedure, final billing amount and 

favorable outcome between integrated and non-integrated hospitals at the 0.05 significance level. 

 

 

Table 17: t-test analysis for the Overall Patient 

Satisfaction t-test analysis for the Medical Errors 
 

 
Prescription Error 

Medicine  Diagnostic Adverse  
 

Errors 
 

Errors 
 

Errors 
 

      

 
Integr 

Non- 
Integr 

Non- 
Integr 

Non- 
Integr 

Non- 
 Integrate Integrate Integrate Integrate  ated ated ated ated  d d d d      

Mean 0.93 2.21 0.11 0.32 0.72 1.84 0.07 0.11 

Observ 
108 108 108 108 108 108 108 108 

ation         

df 214 214 214 214 214 214 214 214 

t-stat -39.71  -50.37  -35.35  -13.14  

p-value 0.00  0.00  0.00  0.00   
 

Note: The t-test analysis for the Medical Errors indicated that there were statistically 

significant differences of the prescription error, medicine errors, diagnostic errors and 

adverse errors between integrated and non-integrated hospitals at the 0.05 significance level. 

 

Table 18: t-test analysis for the Overall Medical 

Errors t-test analysis for the Patient Cost 
 

 General  Ward Dr. Consulting Dr. Visiting Lab Testing Admission Fee 
 Charges Fee  Fee  Charges   

 Integ Non- Integ Non- Integ Non- Integ Non- Integ Non- 

 rated Integra rated Integra rated Integra rated Integra rated Integra 
  ted  ted  ted  ted  ted 

Mean 
1173. 

1115.00 
1174. 

1434.44 
428.8 

606.67 
913.3 

1067.67 
1622. 

1817.78 
33 44 9 3 22       

Obser 

45 45 45 45 45 45 45 45 45 45 vation 

df 88 88 88 88 88 88 88 88 88 88 

t-stat 0.72  -4.94  -6.83  -5.34  -1.06  

p- 
0.48 

 
0.00 

 
0.00 

 
0.00 

 
0.29 

 

value 
     

          

International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, Issue-1 (2017)  



[138]  
 

 

Note: The t-test analysis for the Patient Cost indicated that there were statistically 

significant differences of Dr. Consulting Fee, Dr. Visiting Fee and Lab Testing Charges 

between integrated and non-integrated hospitals at the 0.05 significance level 
 

Table 19: t-test analysis for the Overall Patient Cost 
 

Over a period of last 5 years there has been a significant difference in the charges for various services 

between integrated and non-integrated hospitals. In most of the cases, the charges have increased by 

almost 100% in non-integrated hospitals whereas integrated hospitals were able to keep these charges 

under check and the patients were not financially burdened. Based on the qualitative (in the following 

section – interview outcome) and quantitative analysis of different parameters used in this study, we can 

safely conclude that this change can be attributed to integration. 

Interview analyses 
 

The interviews were conducted after taking prior appointments. Out of 18 selected 

participants (hospitals’ chief medical officers), only 16 (89%) responded. 12 of them 

preferred to be interviewed through a video skype session (67%), while 4 preferred 

telephonic interview. The interview took approximately 45 minutes. 
 

The chief administration officers from integrated hospitals preferred to give skype interview. They 

had sent a strong message to other non-integrated hospitals, that how people are getting benefits 

from integrated hospitals. Not only the patients and their family members are at ease during the 

patients stay at the hospital, but also hospital staff gets much benefited from integration. The 

number of medical errors has been reduced due to integration. This defines the hospitals’ 

efficiency and accuracy and also significantly boosts the morale of the staff members; the staff 

need not depend on the other organization for patient’s medical reports and other services. The 

printed prescriptions helped in reducing all sort of medical errors, reducing waste of time in fixing 

the errors and this increased the patient satisfaction level. 
 

On the other hand, the chief administrative officers of non-integrated hospitals had similar 

view points. They did agree that their patients and hospital staff face problems in certain 

areas; this affects the overall hospital’s performance and services given to the patients. 

These non-integrated hospitals are looking forward for integrating with other medical 

services in order to be more efficient in future. Hospitals management is trying hard to keep 

the cost to patients to its minimum, but only integrated hospitals are successful in controlling 

the cost. Whereas non-integrated hospitals become helpless, as most of the time, these 

hospitals had to depend on other organization for providing basic services to their patients. 
 

The ultimate goal of Hospital Accreditation / Hospital Quality standards is to boost hospital services 

efficiency and patient satisfaction, this can be easily achieved and sustained by Integration. The 

respondents from non-integrated hospitals also believe that even though they have achieved 

accreditation for their hospitals, they find it very hard to sustain this and there is a very high probability 

that their hospital may perform poorly during the renewal of accreditation, which is done 
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after every three years. Contrary to this, the integrated hospitals are quite confident that 

Integration has enabled them to establish and develop a system which is self-regulatory and needs 

less supervision. So, now the hospital administration can focus on business enhancement and 

implementation of newer technology and other advancements in this area. It makes perfect 

business sense, as now the hospitals can plan to increase the facilities and specialties and 

upgrade the existing infrastructure. This success can also be attributed to Integration. 
 

So, the findings from quantitative analysis were supported and strengthened by 

qualitative analysis as well. It may lead us to assume that the demand and supply 

side of healthcare are in-sync with each other. 
 

Conclusion 
 

This research was undertaken to show that, how integration in healthcare impacts 

patient cost, medical errors, customer satisfaction; and could create huge benefits 

to hospitals and health-care related business organizations. 
 

First of all, the reduction in cost and increase in quality of treatment will bring customer satisfaction; 

this will bring patients more often to the hospitals even for their minor treatment, Said, Hassab Elnaby 

& Wier (2003). Secondly, strengthening hospital industry by the strong network will help 

increase business to doctors, clinics, hospitals and the corporate (Willis, Riley, Best, & 

Ongolo-Zogo, 2012). Moreover, the more patients visit doctors and hospitals, the healthier 

society, community, and nation will be developed at large. Last but not the least, the allied 

healthcare services share their data with hospitals, and hospitals will share patient’s medical 

history with other hospitals. Thus, it will reduce patients’ repetitive tests, doctors can start 

treatment immediately. The patients’ trauma will be reduced to a considerable amount. 
 

This study highlighted the significant dimensions of Integration, which distinguishes the 

integrated hospitals from non-integrated ones. These dimensions are: 

Laboratory services which increase the efficiency of hospital services by 

decreasing the time between diagnosis and initiation of treatment. 
 

Midwifery services which make the hospital a complete care provider, as 

these services need integration of not only different specialties like 

Obstetrics-Gynecology and pediatrics, but also different support services. 
 

Availability of an adequate number of physicians ensures optimum care and 

also a reduction in medical errors as it has been proven through various 

studies that shortage of medical staff is one of the prominent reasons for 

increased medical errors which may increase the probability of negligence. 
 

Integration of IT is the latest trend in hospitals. Its benefits include: increased data 

portability, making system error free (reduction of human errors in documentation), 

proper data management to be used for research and decision making. 
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Data analysis indicate that there is a direct and significant correlation between medical errors and 

patient satisfaction, i.e. as the medical errors decrease, the patient satisfaction increases. 

Suggestions / Recommendation 
 

Based on the findings following recommendations can be given to the hospitals: 
 

Non-integrated hospitals should work out their financial situation if they adopt 

integration and they may take this exercise in a stepwise manner and allocate 

resources and time frame for this. 
 

Utilization of IT for data management and assistance in decision making should be explored, as, 

it is a significant component of the healthcare industry, which generates a huge amount of data 

on daily basis. It may also help reduce errors and wastage of time and resources, by preventing 

duplication and verifying all procedures as and when they are executed. 
 

Hospitals should invest generously on training Human Resource, as trained 

employees would reduce the overall operational cost in the long run and 

improve the efficiency of an organization. 
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Abstract 
 

Rational. Social networking sites and social media play an important role in attracting international 

students that seek universities and academic programs outside their own countries. Facebook, 

LinkedIn, Twitter, Google+, and YouTube have changed the way international students search for the 

universities in the United States. The problem is that it is unclear which social media tools international 

students use when making their academic choices. The gathered information could serve as a useful 

tool for universities to understand how students utilize social media and how to reach out to them. 

Objective. The objective of this qualitative systematic review of literature was to examine the types of 

social media tools utilized by international students when searching for universities in the United States 

since 2010. Methodology. The current study utilized qualitative systematic literature review design to 

identify, evaluate, and present literature related to the research question. The review consisted of three 

main phases: (1) planning the review, (2) conducting the review, and (3) reporting the review. Science 

Direct and Emerald Insights databases were searched using several combinations of search terms. 

Based on the quality assessment, 23 articles were selected for final analysis of broad categories, 

including research methods, findings, limitation, and future research. Key Findings. The majority of 

students reported using Face book and Twitter for information seeking, finding, sending, and receiving. 

There was no evidence to support that students used specific social media tools when searching for 

universities and academic programs in the US. Some outcomes of using social media tools were also 

identified. Conclusion. Although further work is needed to understand what specific social media 

platforms international students use when seeking for university-specific information, current study 

indicates that college students thrive in a social media environment. Thus, universities in the US need to 

be open to these new and continuously developing social platforms and remain engaged with current 

and potential international students. 

 
Keywords: social media, social networking sites, international students, university 

selection, academic programs 
 

Introduction 
 

With the continuous development in technology, the flow of information has become the major drive of 

available data through the social web (Talebloo and Baki, 2013). The frequencies of using social media 

tools and the potential advantages of using them have become an increasing topic of interest. 
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Individuals who have social media accounts tend to use them several times a day 

(Ellison, Stainfield, and Lampe, 2007) to search through Social Media Networks, 

Wikis, User Reviews, and Question and Answer sites (Kim, Sin, and He, 2013). 
 

Social media such as Face book, YouTube, Twitter, and LinkedIn is evolving day-by-day at a 

faster pace and changing the methods and manners of the domestic (Hampton, Goulet, and 

Purcell, 2011) and international (Safahieh and Singh, 2006) students search for information 

about universities in the US. In 2015, 85% of online teens and 82% of adults, who were 

prospective university students, used social networking sites for different purposes 

(Schroeder & Greenbowe, 2009). Thus, universities could respond to this change by engaging 

with prospective international students through these online communities. 

The problem is that it is unclear which social media tools international students use when making 

their academic choices. Therefore, the purpose of this systematic literature review was to examine 

the types of social media tools utilized by international students when searching for universities in 

the United States since 2010. The gathered information could serve as a useful tool for universities 

to understand how students utilize social media tools and how to reach out to them. 

Materials and Methods 
 

The current study utilized qualitative systematic literature review (Kitchenham, 2004) 

design. It is particularly appropriate to this study because it enables to identify, evaluate, 

and present literature related to the research problem and question as well as to 

understand the patterns, uses, benefits, and influence of social media on international 

students when seeking information and selecting academic programs in the US. 
 

This systematic review involved several activities that were categorized into three 

main phases: (1) planning the review, (2) conducting the review, and (3) reporting 

the review. The validity and reliability of the systematic review process were ensured 

through completing each of the three phases. Planning the Review 
 

The planning activity focused on developing the need for the review and on specifying a 

research question. As stated above, it is unclear which social media tools international 

students use when searching for academic programs in the US. Thus, this knowledge 

gap led us to the following research question that guided current systematic literature 

review: What types of social media tools do international students use when searching 

for universities and academic programs in the United States? 

Conducting the Review 
 

Method: The review of literature was conducted through two databases, including Science Direct and 

Emerald Insight. Science Direct database was selected because it covers all social media networking 

tools, Social Sciences, and Humanities. Emerald Insight database was selected because it includes 

publications in the field of advanced technology and behaviour of international students. 
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Data categories and publication collection method flow: For the purpose of data collection, several 

combinations of search terms were utilized as summarized in Table 1 (see Appendix A). Each search 

combination consisted of search terms from four categories, including Population (Category A), 

Location (B), Strategy (C), and Networks/Social Media (D) and was used to identify journal articles. The 

process of identifying journal articles is illustrated in Figure 1 (see Appendix B). Based on the review of 

abstracts and additional review, 23 publications were selected for final analysis. 

Inclusion and exclusion factors: The objective of the selection was to identity as many 

relevant publications as possible to answer the study question. The strategy of conducting 

the review was to select the relevant publications based on the constructs included in the 

research question. A step-by-step approach was utilized during data extraction activity and 

was used to ensure that each paper had contributed a value to the literature review, met 

specific quality criteria, and was within the scope of the current study. The peer-reviewed 

publications were considered to ensure that the findings were meaningful. 
 

Data collection process: During data collection process various combinations of search terms were 

entered into two databases using Advanced Search function and limiting the year of publications 

between 2010 and the date of data search, June 1st, 2017. The details of each combination of search 

terms and the number of articles returned are listed in Table 2 (see Appendix C).For example, the first 

combination of search terms consisted of the following: “International students” AND “United States” 

AND “American University search” and it returned the following number of results for “Facebook” (240 

articles in Emerald Insight and 326 articles in Science Direct). Similar searches were performed for 

“Twitter” “YouTube” and so on. The second, third, and forth combination of search terms were 

conducted in a similar manner to that of the first combination search. 
 

Data analysis: A data analysis file was created in Microsoft® Excel® for Mac (2011) 

to record and analyze relevant information from selected publications. Publications 

were analyzed based on the following categories: research objectives, methods, 

participants, measures, procedure, findings, and limitations. 
 

Results and Analysis 
 

Table 3 (see Appendix D) summarizes the findings from a review of 23 journal articles and 

shows the types, purposes, and outcomes associated with the use of social media platforms. 

Overall, the literature showed that students tended to use a multiple number of social media 

platforms. Face book was the most popular platform followed by Twitter, YouTube, 

Instagram, LinkedIn, Google+, and Google Services (see Appendix E, Figure 2). 
 

Six major purposes for using social media platforms were identified and are illustrated in 

Figure 3 (see Appendix F). The most often reported purpose was sending and receiving 

pictures, messages, videos or music and the least reported purpose was related to work 

such as completing assignments during internship or job-hunting. 
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Figure 4 (see Appendix G) illustrates perceived outcomes of using social media platforms 

including gaining a broad number of skills, identifying personal characteristics in relation to the 

use of social media tools, having access to information, or facing problems. Gaining skills was the 

most often reported benefit and facing problems was reported in only three studies. 

Discussion 
 

This study was undertaken to investigate what social media tools international students used 

when searching for universities and academic programs in the US. An overwhelming majority of 

students reported using Face book and Twitter for information seeking and finding as well as for 

sending and receiving messages, pictures, videos or other (e.g., Alan and Kabadayi, 2016; 

Balakrishnan & Lay, 2016; Deniz and Geyik, 2015). We found no evidence that students used 

specific social media platforms when seeking information about universities or academic 

programs in the US. The lack of evidence could be attributed to the limited number of databases 

searched and the selected search terms and their combinations. It is also possible that the survey 

questions used in previous studies did not address the issue of social media tools and academic 

preferences. Thus, further research is recommended to identify the specific social media tools that 

international students use when seeking for academic programs in the US. 
 

Nevertheless, our review of literature showed that authors looked at the use of social media 

among international students for completing a course-work (e.g., Aharony, 2015; Eger, 2015; 

Garret & Cutting, 2012; Isari et al., 2016), internship (Cheong et al., 2014) as well as experiencing 

positive adjustment (Lin & Lu, 2011) and college attachment (Lin et al. 2011). Similarly, other 

authors looked at the uses of social media platforms as related to academic context (Kim et al., 

2013), dissimilar culture, climate, and care (Mahmud, Amat, Rahman, and Ishak, 2010), and student 

adaptation to college (Kalpidou, Costin, and Morris, 2011). This body of knowledge support the 

positive impact social media platforms have on college students. 
 

In addition, several studies pointed to the fact that college students gained several important 

skills through the use of social media, including cross-cultural skills of exposure (Rui & 

Wang, 2015), virtual team involvement skilled (Isari et al., 2016) skills and collaborative (Saw 

et al., 2014). Correspondingly, Sin and Kim (2013) documented that Face book and other 

social networking sites enabled students to gain skills in findings everyday life information. 

Limitations 
 

The main limitation of the present study was the number of databases searched. There were only two 

databases searched and it is possible that other databases would provide additional publication on 

social media use among international students. Another limitation was a low number of returned 

publications on the researched problem and a lack of access to some of the full text articles. Thus, it 

would be inaccurate to conclude that international students used Face book and Twitter most often. In 

addition, some of the analyzed studies were published a few years ago; thus, they did not include 

information regarding current popular social media and networking sites. Finally, the results cannot be 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[149] 
 

 

generalized to all international students, not only due to cultural and economic 

differences between students in various parts of the world, but also due to 

differences in preferences, uses, and access to social networking sites. 
 

Conclusion 
 

Although further work is needed to understand what specific social media platforms international 

students use when seeking for university-specific information, our findings indicate that college 

students thrive in a social media environment not only due to the access to individuals, groups, and 

communities, but also due to the development of personal, technical, social, and cross-cultural skills. 

We believe that the findings are important for college Administrators, because they show how students 

use the various media platforms and where they can be reached. Many colleges still use a one-way 

communication platform and neglect the social media environment that encourages its users to be 

engaged in with each other. Oliveira and Figueira (2015) addressed the importance of implementing 

social media strategies that takes into consideration a two-way communication with the members of a 

higher education sector. The authors pointed out that a two-way communication through various social 

media platforms would enable an academic institution not only to maintain its image and reputation but 

also to engage with its members in a dynamic and meaningful dialogue. 
 

From this premise, we argue that social media tools remain the major platform for 

communicating with college students across the world. Thus, universities in the US need 

to be open to these new and continuously developing social platforms and be engaged 

with the current and potential international students in a meaningful dialogue. 
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Figure 1. Flow of publication collection. This figure illustrates the process of 

identifying journal articles. 
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APPENDIX D 
 

Table 3 
 

Summary of Social Media Uses and Perceived Outcomes   
Studies 

 
Published Jan. Participant Social Networking Purpose of Using SNSs  

2010 –  s & Sites (SNSs)        

June 2017  Country           

Aharony (2015) Israel  What’s App  Communicating   with 

  (n=111)     individuals and groups through 

       sending and receiving text, 

       audio, or pictures.    

Alan & Turkey  Face book, Twitter Socializing, keeping in touch 

Kabadayi  (n=108)     with friends, being part of a 

(2016)       community;   seeking 

       information     

Balakrishnan & Malaysia Face  book, Learning,  entertainment, 

Lay 2016)  (n=300)  YouTube, Twitter, collaborating, communicating, 

    MySpace,  sharing and  seeking 

    Instagram  information     

Bicen & Cavus Cyprus  Twitter   Sharing of quotes, photos, 

(2012)  (n=93)     videos, music, news and 

       educational materials.   

Cheong  et al. Malaysia Instagram,  Completing  internship 

(2014)  (n=4)  Pinterest,  assignments for the Online 

    Facebook fan Marketing department   

    page, Facebook       

    cost-per-mile        

Deniz & Geyik Turkey  Facebook, Twitter, Chatting, being a member of a 

(2015)  (n=148)  Instagram,  social   networks, 

    LinkedIn,  communicating   with 

    MySpace,  classmates and instructors 

    Pinterest,        

    Tumbler, other       

Eger (2015)  Czech  Facebook  Learning and teaching; using 

  Republic    for study groups on Facebook 

  (n=512)            
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Perceived Outcomes: 
 
Benefits or Problems 
 

 

Perceived satisfaction 

and enjoyment 

 
 

 

Perceived extraversion 

and openness associated 

with the use of SNSs 

 

Distinction of participatory 

learning style with the use 

of SNSs 

 

Social and educational 

skills 

 

Maximum access to 

customers with 

minimum cost 

 
 

 

Communication skills; 

access to information; 

Problems: addictive 

use of technology 
 
 
 

 

Collaborative skill, new 

knowledge 
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Fitri et al. Indonesia Face book Seeking and sharing of Social  and  course-related 

(2015)   (n=329) (Instagram, information, photos, videos, skills     

     Twitter, Google+, and links. Learning and      

     other)  teaching through Face book      

Forbush & China Face book, Connecting with  new and Social, academic, and 

Foucault-  (n=120) Twitter,  diverse people, Interacting adaptation skills   

Welles (2014)  Instagram, Weibo, regularly with others        

     RenRen              

Fu & Karan China Baidu, Google Socializing, seeking and Become    more 

(2015)   (n=257) Services (+You, sharing   educational cosmopolitan, free links to 

     Search, images, information, entertainment academic articles, optimum 

     play, YouTube,        results     

     News, Scholar)             

Garrett  & Canada, Social networking Exchanging of ideas and International  student 

Cutting (2012) UK applications participating in the discussion partnerships, educational 

    (n=30)   of scientific philosophy, and collaborative skills 

       forming  online  study      

       partnerships          

Garcia-Martin Spain Wikis, blogs, Socializing, seeking and Social and technical skills. 

&  Garcia- (n=757) Google, Skype, sharing of technical materials      

Sanchez (2013)  Flicker, YouTube, and information         

     personal SNSs             

Grosch et al. Spain Google Search, Seeking information; Low use Educational skills, self- 

(2014)   (n=982), Face book, of Twitter for Learning; High controlled media use  

    Other YouTube, Twitter, use of Wikipedia among      

    countries Google+, other (e- students from health sciences      

     mail, Wikis) but not from engineering      

       science           

Husain (2012) Pakistan Face book, Seeking information, enjoying, Problems:   time- 

    (n=600) LinkedIn, Twitter, networking,   learning, management, privacy 

     Web-Blog, networking, socializing, time- issues, physical problems, 

     Google Group passing      bullying    

I sari et al. Italy Twitter, Skype Sending tweets and  Skype Intra-group communication 

(2016)   (n=120)   messages; communicating and  collaborative skills; 

       during  collaborative problem virtual team skills  

       solving.           
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Lim et al. Singapore Face   book, Consuming information, Self-directed learning, 

(2013)   (n=31) YouTube, Twitter, socializing, learning, and social skills   

    Wikis, blogs completing   course     

        assignments.        

Lin & Lu Taiwan Face book  Socializing,  enjoying, Positive  adjustment, 

(2011)   (n=402)     interacting with mentors  educational  skills, 

              perceived usefulness 

Lin et al. Several Face book, other Interacting with different Social capital (online/ 

(2011)   countries (e.g.,   Orkut, friend groups    offline bridging), social and 

   (n=195) Friendster,        emotional adjustment, 

    Xiaonei)         college attachment  

Mansour  Egypt Face book, email, Socializing, following the Free access to information; 

(2016)   (n=441) Twitter, What’s news, making friends; finding effective communication; 

    App,  YouTube, general  information, builds  confidence. 

    Wikipedia, Viber, participating   in discussion Problems: too much 

    Google   groups,  doing business, information,  time 

        seeking job, communicating consuming, addictive, 

              intimidating,  violates 

              privacy    

Peters et al. Namibia, Face   book, Connecting with  friends, Distinction of self- 

(2015)   US Google+,  Twitter, sharing of information and censorship among the US 

   (n=354) LinkedIn, other news, cultural practices, students;  different 

        enjoyment     perception of privacy 

              concept    

Rui  &  Wang 33 Face   book, Communicating (sending Sociocultural,   

(2015)   countries Twitter, LinkedIn, private messages)  with psychological, and cross- 

   (n=202) Renren, Google+, individuals (local/distant host cultural adaptation skills 

    sina weibo,  QQ, nationals, local/distant co-     

    Skype, Instagram, nationals)         

    other              

Saw et al. Domestic Facebook,  Socializing, job-hunting, Social,  educational, 

(2013)   (n=367) YouTube, Twitter, completing academic work, collaborative and self- 

   Internatio LinkedIn,  collaborating, sharing of ideas directed learning skills 

   nal Google+ Tumblr,           

   (n=178) MySpace, other           

Usher et al. Australia Face   book, Seeking information, clicking Social and professional 
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(2014) (n=1,088)   Twitter, LinkedIn, on advertisements, increasing skills, insights about 

 on-line media network opportunities, advertised products on 

  obtaining peer-reviewed Facebook   

  journals       
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Figure 2,Types of Social Media Platforms  
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Figure 3.Major Purpose of using Social Media 
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Figure 4. Perceived Outcomes of Using Social Media  
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Abstract: 
 

The concept of service sector varies from sector to sector. The hotel & hospitality sector is 

different in different cities. It depends upon the people living in the city and the tourists visiting the 

places. The services also differ from one hotel to another. The hotel & hospitality sector’s 

development is examined according to the services provided by the staffs, the structure of the 

rooms, the accommodation, the affordable rates, the modern equipments, the qualified and trained 

staff, etc. Hence, hotel & hospitality sector is provided differently in different cities. 
 

Key Words: Skilled staffs, Structured rooms, Affordable rates, 

Accommodations, etc Introduction of Service Sector in India 
 

Services sector is not only the dominant sector in India’s Gross Domestic Product (GDP), but has also 

attracted significant foreign investment flows, contributed significantly to exports as well as provided 

large-scale employment. India’s services sector covers a wide variety of activities such as trade, hotel 

and restaurants, transport, storage and communication, financing, insurance, real estate, business 

services, community, social and personal services, and services associated with construction. 
 

Indian service sector grew at approximately 8 per cent per annum and contributed to about 64 per cent 

of India's GDP in Financial Year 2015-16.1The services sector in India has remained the most vibrant 

sector in terms of contribution to the national and the state incomes, trade flows, FDI inflows, and 

employment. According to the Economic Survey 2015-16 tabled in Parliament, the services sector 

contributed almost 66.1% of its gross value-added growth in 2015-16 becoming the important net foreign 

exchange earner and the most attractive sector for FDI (Foreign Direct Investment) inflows. As per the 

ILO (International Labor Organization) report on “Global Employment and Social Outlook: Trends 2015” 

job creation in the coming years will be mainly in the service sector. 
 

India is the eighth largest services exporter in the world. It is important to point out that 

within the services sector employment growth rate is the highest in finance, insurance, and 

business services, followed by trade, hotels and restaurants and transport etc. The 

community social and personal services occupy the last rank in growth rates of employment. 
 

The hospitality sector is among the top 10 sectors in India to attract the highest 

Foreign Direct Investment (FDI). In India, the national income classification given by 

Central Statistical Organization is followed. In the National Income Accounting in 

India, service sector includes the following: 
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1. Trade, hotels and 

restaurants: a. Trade 
 

b. Hotels and restaurants 
 

2. Transport, storage and 

communication a. Railways 
 

b. Transport by other 

means c. Storage 
 

d. Communication 
 

3. Financing, Insurance, Real Estate and 

Business Services a. Banking and Insurance 
 

b. Real Estate, Ownership of Dwellings and Business Services 
 

4. Community, Social and Personal services 
 

a. Public Administration and Defense (PA & D) 
 

b. Other services 
 

The service sector is also called tertiary sector. It is the third of the three traditional economic 

sectors. The other two are the primary sector, which covers areas such as farming, mining and 

fishing; and the secondary sector which covers manufacturing and making things. The service 

sector provides a service, not an actual product that could be held in your hand. Activities in the 

service sector include retail, banks, hotels, real estate, education, health, social work, computer 

services, recreation, media, communications, electricity, and gas and water supply. 
 

Increasingly the service sector businesses focus on what is now being called the “knowledge 

economy”. They need to keep ahead of other businesses by understanding what is their 

customers want and be in a position to give it to them quickly and at a low cost. 
 

Therefore, services sector in India the most vibrant and dominant sector in the contribution to 

national and state incomes (GDP). It also plays a crucial role in contribution towards trade flows; 

attract significant FDI inflows, and provide employment on large scale. With the rise in the number 

of global tourists and realizing India’s potential, many companies have invested in the tourism and 

hospitality sector. Some of the recent investments in this sector are as follows: 
 

1) Marriott International Inc, the US-based hotel chain, is now looking for 

expanding its operations in North India, including prominent cities in Uttar 

Pradesh like Kanpur, Varanasi and Agra. 
 

2) Steigenberger Hotels, a German luxury hotel company, and MBD Group, a Delhi-based firm 

which runs 5-star Radisson Hotels in Noida and Ludhiana, have formed a joint venture to 

build five luxury hotels and manage another 15 luxury hotels in India by 2030. 
 

3) Keys Hotels, a premium brand of Berggruen Hotels, plans to launch three new hotels in India at 

Vishakhapatnam, Calicut and Jaipur and further add up to 10 Keys Hotels in the country by 

the end of FY 2017. 
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4) Stayzilla, a budget hotels and home stays aggregator, has raised over US$ 13 million in 

Series C round of funding from Matrix Partners and Nexus Ventures, which will be used to 

improve product, technology and marketing initiatives for its alternate stay business. 
 

5) Travel Tripper, a US-based hotel technology firm, has entered the Indian market by setting 

up its second global delivery centre outside the US in Hyderabad, which will serve as a 

development and client service centre for the company's worldwide operations. 
 

6) Marriott International Incorporation, the global diversified hospitality industry 

major, has launched its first dual branded hotel in India, called the Courtyard and 

Fairfield, in Bengaluru, Karnataka with an investment of Rs 300 crore (US$ 44.47 

million) and thus increasing the number of Marriott hotels in India to 31. 
 

7) Global investment banking major Goldman Sachs has invested Rs 441 crore (US$ 

65.37 million) to acquire an equity stake in Gurgaon-based hotel development and 

investment start-up SAMHI Hotels which will help fund SAMHI's expansion plans. 
 

8) US-based Vantage Hospitality Group has signed a franchise agreement with India-

based Miraya Hotel Management to establish its mid-market brands in the country. 
 

9) Thai firm Onyx Hospitality and Kingsbridge India hotel asset management 

firm have set up a joint venture (JV) to open seven hotels in the country by 

2018 for which the JV will raise US$ 100 million. 
 

10) ITC is planning to invest about Rs 9,000 crore (US$ 1.33 billion) in the next three to 

four years to expand its hotel portfolio to 150 hotels. ITC will launch five other hotels - 

in Mahabalipuram, Kolkata, Ahmedabad, Hyderabad and Colombo - by 2018. 
 

11) Goldman Sachs, New-York based multinational investment banking fund, has 

invested Rs 255 crore (US$ 37. 8 million) in Vatika Hotels. 
 

12) Japanese conglomerate Softbank will lead the Rs 630 crore (US$ 93.4 million) 

funding round in Gurgaon based OYO Rooms. 
 

Introduction of Service Sector in Maharashtra 
 

The Indian tourism and hospitality industry has emerged as one of the key drivers of 

growth among the 
 

services sector in India. The second-largest sub-segment of the services sector 

comprises trade, repair services, hotels and restaurants. Tourism in Maharashtra 

has significant potential considering the rich cultural and historical heritage, variety 

in ecology, terrains and places of natural beauty spread across the state. 
 

The industry is expected to generate 13.45 million jobs across sub-segments such as Restaurants (10.49 

million jobs), Hotels (2.3 million jobs) and Travel Agents/Tour Operators (0.66 million). There is a wide 

scope in Maharashtra for the development of hotel & hospitality industry as many tourists get attracted 

towards Maharashtra because of its rich culture maintained in this modernize world. 

Introduction of Service Sector in Sholapur 
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Sholapur is a city located in the south-eastern region of Indian state of Maharashtra. The 

present city of Sholapur is considered to be spread over sixteen villages. Sholapur city is 

mostly covered with different religious or pilgrimage place. An important tourist destination 

is Siddeshwar Temple. It is also famous for its Markandeya Temple, the Venkateshwara 

Temple and the Rupa Bhavani Temple. Sholapur has a land based fort in the city centre. 
 

Hotel and catering industry holds a promising future for career seekers in Sholapur. A number of 

factors like promotion of tourism and rapid industrial progress have given boost to hotel catering 

and hotel management course in Sholapur. The recent liberalization of trade and opening up of 

economy will further lead to revolutionary growth in hotel sector and Hotel management course as 

well in Sholapur. Hotel management involves frequent travelling by industrialists, traders, 

businessmen, tourists, bureaucrats etc. necessitating places to stay away from their homes in 

Sholapur all they require food and catering services. In turn, it gives rise to demand for hotel 

management professionals in this industry at different levels in Sholapur. 
 

Hotel management is basically a course which introduces us about service industry in Sholapur. Hotel 

management course not about catering only one can list out hotels, restaurants, holiday camps, clubs, 

resort hotels, floating motels, airport hotels, palace hotels, catering departments of road, sea, air travel 

etc. and serving food in hostels of various types i.e. schools, colleges, universities, offices, factories, 

etc. All this entails ample scope for employment or even setting up of your own establishments 

depending upon your choice, resources, and location where you want to operate. 

Statement of the Problem 
 

As Sholapur lies on the boundary line of Maharashtra, Karnataka & Andhra Pradesh and most 

of the Hindu pilgrimage (Holy) places are in the territory of Sholapur. So, Sholapur city should 

aim to make the city a place of tourism and hospitality centre. It will help the city to generate 

revenue income at large. Service sector is one of the leading sectors which contribute on 

large scale towards the growth of the nation. So, it is a great opportunity for Sholapur city to 

develop its hotel& hospitality industry as we know that Sholapur is a religious place where 

number of devotees comes to worship these religious places. 

People visiting these place plans for a long halt in the city to visit all the religious places of the city. This 

will make people to stay in this city which will require good hotels for their stay for a number of days. 

This increases the business of Hotel Industry in Sholapur. Every hotel has it different features which 

provide good services to the tourists visiting the religious places. The foreign tourists and domestic 

tourists have different view towards getting the services from the hotels. Such as the infrastructure, the 

interior and exterior environment created in the surrounding of the hotel and inside the hotel. It will be 

also useful for other sector tourists such as people coming for business purposes, hospital tourists, 

traders, etc. The best service can make the tourists stay for a long. Hotel& hospitality industry also 

generates income for different people by providing job opportunities. It will also contribute towards the 

progress and development of the city. 
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Objectives of the Study 
 

1) To study the hotel and hospitality industry. 
 

2) To study the development of hotel& hospitality services in Sholapur. 
 

3) To study the contribution of hotel & hospitality sector for the development of Sholapur city. 
 

4) To study employment generated and increase standard of living of people due 

to hotel & hospitality industry. 

 

1) Carev Danijel (2008) 
 

According to Carev Danijel, hotel industry is about “Guest satisfaction and loyalty 

study for hotel industry has analyzed factors such as ambience service, as well 

as the guest’s overall satisfaction with the hotel along with their loyalty behavior.” 

2) Riscinto-Kozub, Kristen A (2008) 
 

Riscinto-Kozub from Auburn University says that hotel industry is, “The effects of 

service recovery satisfaction on customer loyalty and future behavioral 

intentions: an exploratory study in the luxury hotel industry has highlighted the 

common perception by practitioners in the hotel industry today.” 

3) Jacobs. Kimberly Jean, (2000) 
 

According to his study hotel industry is all about, “Identifying critical service incidents that 

have an effect on guest satisfaction in a central luxury hotel” has analyzed the differences 

between Latin American and North American guest perceptions. 

4) King. Carol A, (1992) 
 

From New York University King Carol expresses hotel industry as an, “Organizational 

characteristics, service encounters and guest satisfaction in hotels” analyzed employee 

satisfaction in relation to company supportiveness and recognition, training and supervision 

and employees were also asked to evaluate the quality of service offered in their hotel. 

5) Fu. Yao-Yi, (2003) 
 

According to Fu Yao-Yi hotel industry is expressed as, “The impact of service 

failure and service recovery on consumers’ satisfaction updating process in the 

lodging industry” said that service failure and recovery can have considerable 

negative influences on hotel guests’ cumulative overall satisfaction. 

6) Francina Orfila-sintes and Jan Mattsson, (2009) 
 

According to his view hotel industry is, “Innovation behavior in the hotel industry” said 

that the main findings verify the model indicating the effects of these determinants on 

innovation and the positive impact of the innovation on the hotels performance. 

7) Dexter J.L. Choy, (1985) 
 

Dexter J.L. Choy defines hotel industry as, “Forecasting hotel-industry performance” said that 
 

the empirical application of the method demonstrates that it can generate reasonably accurate 
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forecasts of annual industry performance and can be useful to managers in 

their evaluation of the future competitive environment. 
 

8) Gunjan M. Sanjeev (2007) 
 

In International Journal of Contemporary Hospitality Management Gunjan M. Sanjeev says that 

hotel industry, “Measures the efficiency of the hotel and restaurant sector: the case of India” 

said that the decision-making units are the hotel and restaurant companies. The study 

further explores if there exists a relationship between the efficiency and size 

of the hotel and restaurant companies. 

 

1) The respondents are satisfied with the services and rates of the hotels. 
 

2) There are more changes likely to take place in the city of Sholapur after the development of 
 

hotel and hospitality. 
 

 

The methodology used for collecting information of this study is a questionnaire, 

interview and observation. This collection of information’s main purpose is to improve 

the hotel and hospitality industry of Sholapur city. To suggest the hotel and hospitality 

sectors to make required improvements from the findings of this research and also 

suggest them implement the same to overcome these findings and make 
 

proper use of suggestions for the benefit of residents and also improve the income 

generation of the city’s service sector. 
 

This study does not include only one method i.e. Questionnaire. But there are three 

more methodologies adopted to classify collection of information. They are – 
 

1) Descriptive research: Descriptive methodology is used to concentrate more 

on the findings which is related to actual views of people and existing facts. 
 

2) Analytical research: Analytical methodology is concerned to determine that 

hypothesis is valid as it is based on actual facts collected from people. 
 

3) Conceptual research: Conceptual methodology helped in our study to investigate our 
 

thoughts and ideas and to develop new ideas replacing 

the old ideas.19 Method of Data Collection 
 

Data was collected by two different methods they are i) Primary Method and ii) Secondary 

Method. Survey is one type of Primary Method. To study the above mentioned topic, we have 

used ‘Survey Method’ to collect required data for the research. Survey method includes 

different sources such as interview, observation, questionnaire, etc. 
 

Questionnaire is used for the survey. The above Questionnaire has been used to collect information for 

no. of respondents. This method includes a set or list of survey questions asked to the respondents. It is 

a set of printed questions with different choices to answer. This questionnaire starts with personal 

information of the respondents and carry forwarded by the questions of research study.20 
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This study also includes secondary data. Secondary data refers to the data which 

has already been collected by someone other. Different websites & books are used 

as reference to collect necessary information. 
 

Sample Size used for Data Collection  

Sr. No. Respondents Total 

1 Manager 10 

2 Doctor 05 

3 Professor 06 

4 Engineer 10 

5 Government Employee 08 

6 Businessman 11 

 Total 50  
 

Scope of Study 
 

There is a wide scope for hotel and hospitality industry in Sholapur as one of the 

leading sector which is 
 

growing rapidly. The importance of this sector is increased as it is a way to generate 

employment opportunities on wide scale in the future. This study is limited to the 

development of Sholapur city. Significance of the Study 
 

1. It will create employment opportunities. 
 

2. It will improve standard of living. 
 

3. It will create new entrepreneurs. 
 

4. It will increase foreign investment. 
 

5. It will create awareness about hotel & hospitality industry 

among the pupil. Method of Data Analysis and Interpretation 
 

Table 1: Showing need of hotel & hospitality sector in Sholapur for the development of city   
Views 

Respondents 
Yes No Total  

Managers 10(20%) 0(0%) 10(20%) 

Doctor 5(10%) 0(0%) 5(10%) 

Professor 6(12%) 0(0%) 6(12%) 

Engineer 10(20%) 0(0%) 10(20%) 

Government 
5(10%) 3(6%) 8(16%) 

Employee    

Businessman 11(22%) 0(0%) 11(22%) 

Total 47(94%) 3(6%) 50(100%)  
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From the above table we come to know that there is a need of hotel & hospitality sector in 

Sholapur for the development of city by different respondents respect to their occupation. 
 

Out of 50(100%) respondents, only 3(6%) respondents from government employee 

disagree with the view and 47(94%) respondents strongly agree with the view that 

there is a need of hotel & hospitality sector in Sholapur for the development of city. 
 

Table 2: Showing view of respondents towards need of making improvement in hotel 

& hospitality industry in Sholapur 
  

Respondents 
Views   

Yes No Total  

Managers 8(16%) 2(4%) 10(20%) 

Doctor 4(8%) 1(2%) 5(10%) 

Professor 3(6%) 3(3%) 6(12%) 

Engineer 9(18%) 1(2%) 10(20%) 

Government    

Employee 8(16%) 0(0%) 8(16%) 

Businessman 11(22%) 0(0%) 11(22%) 

Total 43(86%) 7(14%) 50(100%)  
 
 
 
 
 
 
 
 
 
 
 
 
 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[168]  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

From the above table the view of respondents towards need of
 improvement in hotel 

 
& hospitality industry in Sholapur is known. The classification is done according to the 

occupation of the respondents. The chart shows that respondents from all occupation truly agree 

to the view that there is a need to make improvement in hotel & hospitality industry in Solapur. 

Among 50(100%) respondents 43(86%) respondents agree strongly and 7(14%) disagree. 

We can say that all business and government employees’ respondents totally agree with 

the view. Table 3: Showing respondent’s frequent visit to the hotels mentioned below 
 

  Names of Hotel Frequently Visited   

Respondents Balaji 
Tripursundari 

City 
Pratham Surya Total  

Sarovar Park      

Managers 0(0%) 0(0%) 2(4%) 6(12%) 2(4%) 10(20%) 

Doctor 2(4%) 3(6%) 0(0%) 0(0%) 0(0%) 5(10%) 

Professor 1(2%) 2(4%) 2(4%) 1(2%) 0(0%) 6(12%) 

Engineer 3(6%) 4(8%) 1(2%) 1(2%) 1(2%) 10(20%) 

Government 
2(4%) 3(6%) 2(4%) 1(2%) 0(0%) 8(16%) 

Employee       

Businessman 4(8%) 3(6%) 2(4%) 2(4%) 0(0%) 11(22%) 

Total 12(24%) 15(30%) 9(18%) 11(22%) 3(6%) 50(100%)  
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From the above table we come to know the frequency of the respondents visiting to 

the mentioned hotel. The respondents are classified according to their occupation. 

From the above chart we can say that the managers of all fields highly prefer 

Pratham Hotel then Hotel City Park and Surya Hotel among the rest. The percentage 

of preferring Hotel Balaji Sarovar is more among the businessman with 8%. 
 

In total view it is found that percentage of respondents visiting Tripursundari is high 

than Balaji Sarovar i.e. 15% of Tripursundari and 12% of Balaji Sarovar. 

 

Table 4: Showing satisfaction level of the respondents with the services & rates of 

their mentioned hotels 
  

Respondents 
Satisfaction Level  

Yes No Total  

Managers 8(16%) 2(4%) 10(20%) 

Doctor 5(10%) 0(0%) 5(10%) 

Professor 5(10%) 1(2%) 6(12%) 

Engineer 10(20%) 0(0%) 10(20%) 

Government 
4(8%) 4(8%) 8(16%) 

Employee    

Businessman 9(18%) 2(4%) 11(22%) 

Total 41(82%) 9(18%) 50(100%)  
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From the above table we can identify the satisfaction level of the respondents with 

the services and rates of their mentioned hotels. 
 

We can see that in all the respondents there is high satisfaction level of the respondents with the 

services and rates of their mentioned hotels. Satisfaction level is more than the unsatisfied level of 

respondents. Out of 100% respondents - 82% respondents are satisfied whereas, 18% respondents 

are unsatisfied with the services and rates provided by their mentioned hotels. 
 

Table 5: Showing satisfaction level of respondents by rating according to the 

services & rates of the mentioned hotel 
  

Satisfaction level 
 Name of Hotels Visited   

Balaji 
 

City 
   

of respondents Tripursundari Pratham Surya Total 
Sarovar Park      

Excellent 4(8%) 7(14%) 0(0%) 0(0%) 0(0%) 11(22%) 

Very Good 6(12%) 4(8%) 3(6%) 5(10%) 0(0%) 18(36%) 

Good 2(4%) 4(8%) 3(6%) 3(6%) 2(4%) 14(28%) 

Average 0(0%) 0(0%) 3(6%) 3(6%) 1(2%) 7(14%) 

Poor 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 

Total 12(24%) 15(30%) 9(18%) 11(22%) 3(6%) 50(100%)  
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The above table and chart shows the satisfaction level of the respondents by giving 

ratings to the hotels they mostly visit. 
 

The table is classified in terms of remark given by the respondents and the name of 

hotels. Hotel Tripursundari gets highest remark 30% as excellent among all hotels in 

terms of the services and rates they provide to the customer. Second is Balaji Sarovar 

with 24% as excellent in services and rates. Among the mentioned hotel there is no poor 

remark for the services and rates. On an average excellent remark carries 22%, Very 

Good remark carries 36%, Good remark carries 28% and average remark carries 14%. 
 

Hence, we can Say that there is a positive remark from all respondents towards the 

services and rates of the hotels mentioned. 
 

Table 6: Showing respondents view towards contribution of hotel & hospitality industry in 
 

bringing a change in the economy of Sholapur city   
Views 

Respondents 
Agree Disagree Total  

Managers 10(20%) 0(0%) 10(20%) 

Doctor 5(10%) 0(0%) 5(10%) 

Professor 6(12%) 0(0%) 6(12%) 

Engineer 10(20%) 0(0%) 10(20%) 

Government Employee 8(16%) 0(0%) 8(16%) 

Businessman 11(22%) 0(0%) 11(22%) 

Total 50(100%) 0(0%) 50(100%)  
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The above table shows the percent of agreed and disagreed respondents with the view 

that hotel & hospitality industry contributes in bringing a change in the economy of 

Sholapur city. The chart shows a clear view about the opinion of the respondents. We 

can observe that 100% respondents totally and strongly agree towards the view. 
 

All the respondents say that hotel & hospitality industry contribution will bring a 

change in the economy of the city. 
 

Table 7: Showing changes that are likely to become after the development of hotel 

and hospitality industry according to the respondents 
  

 Changes after development of hotel & hospitality industry  

 Generate Encoura 
Attract 

Increas Increa   
Respondents employm ge young e in the se in 

  

new All of the   ent and new income standa Total  foreign Above  

opportuni entrepre generati rd of 
 

 investors   

 ties neur  on living   

Managers 7(14%) 0(0%) 0(0%) 2(4%) 1(2%) 0(0%) 10(20%) 

Doctor 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 5(10%) 5(10%) 

Professor 3(6%) 1(2%) 0(0%) 2(4%) 0(0%) 0(0%) 6(12%) 

Engineer 2(4%) 0(0%) 0(0%) 0(0%) 2(4%) 6(12%) 10(20%) 

Government        

Employee 2(4%) 0(0%) 0(0%) 2(4%) 1(2%) 3(6%) 8(16%) 

Businessman 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 11(22%) 11(22%) 

Total 14(28%) 1(2%) 0(0%) 6(12%) 4(8%) 25(50%) 50(100%)  
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From the above table the respondents express their views of changes that are likely to 

become after the development of hotel and hospitality industry.50% of the respondents 

express that all of the above will change after the development of hotel and hospitality 

industry in Solapur city. 28% respondents say that it will generate employment 

opportunities and 12% say that there will be increase in income generation. 

Hypothesis Testing       

Hypothesis: I       

H0: The respondents are not satisfied with the services & rates of the hotel.   

H1: The respondents are satisfied with the services & rates of the hotel.   

 Balaji 
Tripursundari 

City 
Pratham Surya Total  

Sarovar Park      

Excellent 4(8%) 7(14%) 0(0%) 0(0%) 0(0%) 11(22%) 

Very Good 6(12%) 4(8%) 3(6%) 5(10%) 0(0%) 18(36%) 

Good 2(4%) 4(8%) 3(6%) 3(6%) 2(4%) 14(28%) 

Average 0(0%) 0(0%) 3(6%) 3(6%) 1(2%) 7(14%) 

Poor 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 

Total 12(24%) 15(30%) 9(18%) 11(22%) 3(6%) 50(100%)  
 

X2 = 25.6, Df = 16, P<0.06 (Table Value = 5.142  at1% level of significance) 
 

As calculate Chi Square value is found greater than table value hence, null 

hypothesis is rejected and alternative hypothesis is accepted. This infers that the 

respondents are satisfied with the services and rates of the hotel. 
 

Hypothesis: II 
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H0: There will be no changes likely to take place in the city of Solapur after the 

development of hotel and hospitality. 
 

H1: There are more changes likely to take place in the city of Solapur after the 

development of hotel and hospitality. 
  

 Generate Encourage 
Attract 

 
Increase 

  
 

employmen young and Increase in 
  

 

new in All of the 
 

Respondents t new the income Total 
foreign standard Above  

opportuniti entreprene generation 
 

 

investors of living 
  

 
es ur 

   

      

Managers 7(14%) 0(0%) 0(0%) 2(4%) 1(2%) 0(0%) 10(20%) 

Doctor 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 5(10%) 5(10%) 

Professor 3(6%) 1(2%) 0(0%) 2(4%) 0(0%) 0(0%) 6(12%) 

Engineer 2(4%) 0(0%) 0(0%) 0(0%) 2(4%) 6(12%) 10(20%) 

Government        

Employee 2(4%) 0(0%) 0(0%) 2(4%) 1(2%) 3(6%) 8(16%) 

Businessman 0(0%) 0(0%) 0(0%) 0(0%) 0(0%) 11(22%) 11(22%) 

Total 14(28%) 1(2%) 0(0%) 6(12%) 4(8%) 25(50%) 50(100%)   

X2 = 51.2, Df = 25, P<0.002 (Table Value = 10.520  at 1% level of significance) 
 

As calculate Chi Square value is found greater than table value hence, null hypothesis is 

rejected and alternative hypothesis is accepted. This infers that changes are likely to 

take place in the city of Sholapur after the development of hotel and hospitality. 

Findings 
 

1) It is found that hotel and hospitality industry is very much needed for the 

development of Sholapur city. 
 

2) It is found that service sector contributes more in the development of the city of Sholapur. 
 

3) It is found that lack of employment opportunity leads to undeveloped of the city Sholapur. 
 

4) It is found that low standard of living is also responsible for not developing a city. 
 

5) It is found that” no improvement in service sector” is an obstacle for developing a city. 
 

6) It is found that Sholapur city needs more improvement in hotel and hospitality industry. 
 

7) It is found that hotel & hospitality industry of Sholapur city should make 

improvement in terms of its services, skilled labors, interior decoration and etc. 
 

8) It is found that respondents visit to Hotel Surya and City Park is less compared to others. 
 

9) It is found that respondents are highly satisfied with the services and rates of hotel they prefer. 
 

10) It is found that contribution of hotel & hospitality industry can bring a change 

in the economy of the city. 
 

11) It is found that development in hotel & hospitality industry will generate 

employment opportunities for many unemployed. 
 

12) It is found that there will be increase in income generation and standard of living after the 
 

development of hotel & hospitality industry. 
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13) It is found those young and new entrepreneurs are encouraged through hotel 

& hospitality industry. 

 

From the above study it can be concluded that in a service related business as in case of a hotels the 

need of education and training cannot be ignored. There is a need to provide proper and systematic 

training to the staff members’ right from the front desk employees to the sales force of the hospitality 

workplace. However, there is a need to install suitable equipment as per the designed training program 

so as to make the whole system affordable even for a small-scale service oriented hotels. 

 

1) Sholapur city should make improvement in its hotel & hospitality industry. 
 

2) Hotels of Solapur city should provide standard services equal to all. 
 

3) Give opportunities to new and young entrepreneurs in hotel & hospitality industry. 
 

4) Hotel & hospitality industry should give training of skill management to the young learners. 
 

5) Government should take initiative in investing in hotel & hospitality industry. 
 

Scope for Further Study 
 

A cardinal part of hospitality and, hotel management has wide employment opportunities. 

Moreover, with globalization gaining acceptance with more and more countries, the hotel 

management industry is truly becoming global. As hotel chain owners are opening new hotels in 

various big and small cities, requirement for trained hotel management professionals is huge. 

Although considered one of the most glamorous careers, hotel management requires 

professionals who can keep their cool even in the most challenging situations. 

1) Introduce hotel & hospitality management training 
 

2) Expand global hotel industry 
 

3) Forest Lodges 
 

4) Airline Catering and Cabin Services 
 

 

1) Media Reports, Press Releases, DIPP publication, Press Information Bureau, 

India budget 2015-16, Central Statistical Organization 
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4) Carev, Danijel, (2008) “Guest satisfaction and guest loyalty study for hotel 
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5) Riscinto-Kozub, Kristen A., (2008) “The effects of service recovery satisfaction on 

customer loyalty and future behavioral intentions: An exploratory study in the 

luxury hotel industry” Ph.D., thesis, Auburn University. 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[176] 
 

 

6) Jacobs, Kimberly Jean, (2000) “Identifying critical service incidents that have 

an effect on guest satisfaction in a Central American luxury hotel” M.S., 

Thesis, University of Nevada, Las Vegas. 
 

7) King, Carol A., (1992), “Organizational characteristics, service encounters and 

guest satisfaction in hotels” Ph.D., thesis, New York University. 
 

8) Fu, Yao-Yi, (2003) “The impact of service failure and service recovery on 

consumers' satisfaction updating process in the lodging industry” Ph.D., 

thesis, The Pennsylvania State University. 
 

9) Francina Orfila-Sintes, Jan Mattsson (2009) “Innovation behavior in the hotel 

industry Omega”, Volume 37, Issue 2, April 2009 
 

10) Dexter J. L. Choy,(1985), “Forecasting hotel industry performance”, Tourism 

Management, Volume 6, Issue 1, March 1985) 
 

11) Gunjan M. Sanjeev (2007),”Measuring efficiency of the hotel and restaurant 

sector: the case of India” International Journal of Contemporary Hospitality 

Management Volume 19 Issue 5 Page: 378-387, Emerald group publishing Limited. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, 

Issue-1 (2017) 



[177] 
 

 

(IJ-16) Determinants for the Selection of Housing Finance Providers: 
 

In Special Context to Affordable Housing Customers of Urban region 
 

Ashwin G. Modi: University of Puerto Rico, PR, USA 00931.ashwin_modi@yahoo.com 
 

Kundan M. Patel, Kiran J. Patel: V. M. Patel College of Management Studies, Ganpat University, 

Kherva, Gujarat, India.kundan.patel@ganpatuniversity.ac.in, kjp01@ganpatuniversity.ac.in 

_________________________________________________________________________________ 

 

Abstract: 
 

Purpose: The study aims to examine the key determinants for the selection of 

housing finance providers in the context of affordable housing customers of urban 

region. The study has examined the the impact of cost, convenience, confidence and 

service quality on selection of housing finance providers. 
 

Design/Methodology/Approach: 228 respondents from affordable segment households 

from urban area of one of the fastest growing economies of the world were surveyed 

with the help of structured questionnaire and with a response rate of 91 percent. 
 

Research Findings: The factors extracted from this study are cost, confidence, 

convenience and service quality which support the research model of Kotykhov (2005). It 

is observed that cost is the major determinant for selecting housing finance providers by 

affordable housing segment customers, compared to other factors. 
 

Research Implications/Limitations: The findings of this study are helpful to the 

housing finance providers, governing agencies of Indian Housing Finance System, 

regional government and research scholars. 
 

Originality/Value: This research study seeks to provide insights into the affordable 

segment customers’ preferences as well as priorities when selecting housing 

finance providers. More specifically, it contributes to have better understanding 

about the basic issues associated with the selection of housing finance providers. 
 

Keywords: Affordable Segment, Cost, Gujarat, Housing Finance Providers, Housing 

Finance, Service Quality. 
 

1. Introduction: 
 

House, a basic requirement of human beings, is an asset which helps in creation of wealth and social 

status for a family. However, house involves highest amount of investment of a family as every family 

wants the facilities in house as per their capacity. It makes the investment in house relatively highest 

among all the investments. Consequently, low income households face issues of living in deprivation of 

housing or slum housing especially in urban areas. An affordable housing customer is specially the 

focused category worldwide to overcome from housing shortage in the urban areas, where the low-

income group people is facing chronic issue. In India, 80.7 million persons, amounting to 26.7% of total 

poor people in the country live in urban areas and constitute nearly one-fourth of the 
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urban population (MHUPA, 2007). Policy makers and the housing industry alike are oriented towards 

affordable housing in order to develop an inclusive housing finance sector. The builder community and 

the lending institutions have awakened to the huge market potential for the affordable housing for lower 

income households. It made the housing shortage estimates down to 18.8 million units by 2012 from 

24.7 million units by 2007 mainly in urban areas. The total shortage of housing by 2012 is maximum from 

the economically weaker sections (EWS) with 10.5 million units followed by the lower income groups 

(LIG) with 7.41 million and middle-income group (MIG) with 0.82 million. The housing shortage figure for 

the year 2012 is chronic in urban areas than in rural areas. 

 
Liberalization of the housing finance sector has smoothened the way for rapid growth of housing 

finance in India. Over the years, the mix of market orientation of housing finance system and an 

enabling regulatory framework has provided the much desired growth in the housing market. 

Lower lending rates, stable property prices, rising personal incomes and tax incentives for owner 

occupied homes have contributed to an increase in the demand for housing finance in India. Still a 

way ahead, to perform for the housing finance sector in India. Major players of housing finance 

sectors are scheduled commercial banks (SCBs) and housing finance companies (HFCs) followed 

by Co-operative banks. Competition made the market very competitive for housing finance 

providers. The demand scenario indicates that major demand of housing finance is from 

affordable segment. The affordable customer segment has their limited sources and expectation 

and it makes them separate from other customers. The exposure of housing loan selection 

determinants of affordable segment, the policy makers could have better exposure and can 

provide possible solution to fill the gap to overcome an issue of housing shortage. 

1.1 Concept of Affordable Housing: 
 

The concept of ‘affordable housing’ means to arrange housing where the strata of people belonging to 

lower category of income can have the suitable housing facility without having any financial stress 

(Milligan, Housing, & Housing, 2004). Still the term ‘affordability’ is somewhat ambiguous. The meaning 

of term ‘affordability’ is an easy concept to grasp in general, but can be hard to identify in practice, 

especially where changing circumstances of individuals and households over time (Paris, 2007). 

Moreover, affordability can be experienced by household types in different ways; that is, through the 

employment, health, transport and other consumption trade-offs that have to be made by singles, sole 

parents and couples with children as they adapt their circumstances to high housing costs and/or low 

income (Gabriel, Jacobs, Arthurson, Burke, & Yates, 2005). 
 

In India, the definition of ‘affordable housing’ also covers household income, repayment 

capacity, area of house etc. Basically, affordable segment customers consist of three 

specified income level i.e. Economic Weaker Section (EWS), Low Income Group (LIG) 

and Middle-Income Group (MIG) in India. The report of task force appointed by Ministry 

of Housing and Poverty Alleviation (Kundu, 2011) has specified numerous definitions 

adopted in India by different state governments and institutions. 
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2. Literature Review: 
 

This section provides the bird’s eye views of the previous empirical research studies (Dhillon, 

Shilling, & Sirmans, 1987; Sa-Aadu & Sirmans, 1995; Zineldin, 1996; Talaga & Buch, 1998; 

James F. Devlin, 2002; Kotykhov, 2005; Sigala et al., 2006; Mylonakis, 2007; Paiella and 

Pozzolo, 2007; Frangos, Fragkos, Sotiropoulos, Manolopoulos, & Valvi, 2012) carried out in 

the area of mortgage providers’ selection. The detailed reviews of each of these prior studies 

are discussed as shown under: An empirical study by Dhillon et al. (1987) analyzed the 

impact of pricing and borrowers’ characteristics on the selection of mortgage agreement. 

Their study found that FRMs (Fixed-Rate Mortgages) and margin on ARMs (Adjustable Rate 

Mortgages) were vial in the selection decision of mortgage product, while borrowers’ 

characteristics were found insignificant antecedents of their selection. 

Sa-Aadu & Sirmans (1995) developed a multinomial logit model of mortgage selection which explicitly 

considers mortgages as differentiated products. This study has set two key objectives: a) is the impact 

of price variables on the selection the same across alternative mortgage contracts (i.e. ARMs and 

FRMs)? And b) Do borrowers’ characteristics influence the selection when mortgages are considered as 

differentiated products? However, the findings of this study revealed that the impact of price variables 

on choice differs across alternative mortgage contracts. That is, there was an inverse relationship 

between prices and probability of selecting a contract of a particular maturity. Furthermore, it was 

noticed that there were significant differences in borrowers’ response to mortgage contracts of different 

maturities. In simple, more mobile and younger borrowers tend to use short term mortgages. Whereas 

high income borrowers do not prefer short-term mortgages, but their income level raises the selection 

probabilities of different ARMs over FRMs. 

 
Zineldin (1996) investigated the main factors influencing the selection of mortgage providers 

with valid responses from 179 respondents out of 300 samples. The outcomes of this study 

are that the speed of service, preciseness in management of transactions and user-friendly 

environment are the major factors, although the importance of locality, cost and convenience 

cannot be ignored as far as the selection of mortgage providers are concerned. 
 

Talaga & Buch (1998) focused on the process by which customers select among the various 

mortgage instruments as the literature concerning real estate does not point out how customers of 

mortgage instruments make trade-off among various mortgage instruments by considering five 

variables: number of points, extra fees, lender’s reputation, mortgage type and period of mortgage. 

With conjoint analysis, it was noticed that customers had different preferences for different mixes 

of mortgage instruments. Based on the results, it was recommended that mortgage instruments 

can be tailored to different market segments of borrowers. 
 

Paiella and Pozzolo (2007) attempted to examine the determinants of households’ selection between 

FRM (Fixed Rate Mortgage) and ARM (Adjustable Rate Mortgage) contracts in Italy. The findings showed 

that most household characteristics proxying for exposure to other risks (i.e. non-mortgage 
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related), while for individual, risk aversion are not relevant for the selection. More 

specifically, it depends on the relative price of mortgage products and households 

liquidity. Taken together, lower payment at initial period is considered highly by the 

ARM customers by in goring the risk attached with ARM contract. 
 

Devlin, J. F. (2002) attempted to analyze the customer choice criteria in home loans market in 

the UK by surveying 4,200 participants. The study considered demographic factors like 

gender, community, financial maturity and household income in order to investigate the 

selection of mortgage provider. In addition to this, professional advice, interest rate, lending 

amount, other account, previous mortgage, branch location, discounts, recommendations, 

specific type, cash back, product range, image/reputation and service quality were also taken 

into account for the investigation purpose. The findings of this study highlighted that 

professional advice and recommendations were the most selective criteria, while service 

quality appeared to be non-significant in the selection of mortgage products. 
 

Kotykhov (2005) sought to indenify the determinants affecting customers’ selection among alernative 

suppliers of mortgage products with a valid response from 180 respondents. The outcomes of this study 

suggested that 1) cost related factors (like interest rate, borrowing limit and applicaion cost) and 

2) one service related factor (like speed of decision) were determinants for the 

selection of mortgage providers. However, brand related factors (like bank 

reputation and recommendations) were found to be insignificant in their choice. 
 

Lymperopoulos, Chaniotakis and Soureli (2006) tried to understand bank customers’ buying 

behaviour about the selection of mortgage loans by approaching 1,092 bank customers 

residing in the greater area of Athens. The results of Exploraory Factor Analysis highlighted 

that four distinct factors namely product attributes, access, communication and service 

quality were the main factors influencing their selection decision for mortgage products. 
 

Mylonakis (2007) examined market segmentation factors as well as bank customer atitudes 

and beliefs towards housing loans with a sample of 183 respondents in the area of Athens. 

The findings derived from this study are that cost components of mortagage, charecteristics 

of mortage product mix, bank’s credibility, helping attitude towards customer and quality of 

bank employee were the influential factors in case of housing loan provider selection. 
 

Frangos et al. (2012) studied the factors affecting customers’ decisions for loan 

selection with 277 respondents from Greek. The results of Logistic regression 

indicated that personal marital status, customer service, shop design and interest 

rates were the most significant predictors when taking loans from the bank. 
 

The above review highlights many studies which have been undertaken for selection of bank and 

mortgage provider. However, very few studies have been conducted in the Indian context. 

Specifically, studies regarding affordable segment customers with urban area are not still touched 

upon. Thus, the objective of this research is to study the key determinants and its impact on the 
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H1: Cost has a significant impact on affordable segment customers’ selection of housing finance providers. 

 

H2: Convenience has a significant impact on affordable segment customers’ selection of 

housing finance providers. 
 

H3: Confidence has a significant impact on affordable segment customers’ selection of 

housing finance providers. 
 

H4: Service quality has a significant impact on affordable segment customers’ selection of housing finance 

 

 

selection for housing finance providers in the context of affordable housing 

segment customers of the urban areas of Gujarat. 
 

3. Research Model: 
 

In order to identify the key determinants for the selection of mortgage providers, researcher has 

designed the following proposed research model considering the research model of Kotykhov 

(2005). However, items included in variables of Kotykhov’s (2005) model were minorilly modified to 

best suit the purpose of this study. Proposed model consists of four independent variables (viz. 

cost, confidence, convenience and service quality) with one dependent variable (i.e. selection for 

housing finance provider). However, proposed research model, as shown in Figure 1, aims to 

examine the impact of these four independent variables on dependent variable in the context of 

affordable housing segment customers of urban areas of Gujarat. 
 
 

 

Independent Variables Dependent Variable 

 
 
 
 
 
 
 

 
Figure 1: Proposed Research Model 

 
 
 
 

 

Selection of  
Housing Finance  

Provider 

 
4. Hypotheses Development: 

 
Based on the objectives of this study, the following hypotheses were formulated: 
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providers. 
 

 

5. Research Methodology: 
 

The attributes and questionnaire for mortgage selection applied by kotykhov (2005) and 

Ashfaq, Mahmood, & Farooq, (2012) is adopted for housing finance product selection in 

urban areas for affordable segment customers. Empirical analysis is based on an extensive 

survey of 250 affordable segment urban households from Gujarat, The survey was done in 

the time span between the January to December 2014 in which 91% response rate was 

received. The survey was carried out with the help of structured questionnaire by conducting 

personal interviews with adult member (decision-maker) from each household. 
 

From the purpose of the research study, Gujarat had been chosen as one territorial area for 

conducting research. For effective sampling, Gujarat was divided into four regional zones 

and from each zone, one district was selected considering the customers of urban area (i.e. 

city) which were Ahmedabad, Mehsana, Junagadh and Vapi. In order to cover samples of 

affordable segment customers, income group criteria and affordable segment criteria had 

been taken into accounts which are already mentioned in Task Force Report. This report has 

specified the affordable segment criteria for EWS (i.e. Economically Weaker Section) and LIG 

(i.e. Low-Income Group) for urban areas. However, for finalizing MIG (i.e. Middle-Income 

Group) category in this study, West Bengal State Policy and KPMG Group Policy were 

considered which are also specified in the Task Force Report, 2012. Table 1 summarizes 

affordable segment customers’ criteria and income group criteria considered in this study: 

Table 1: Income Group Criteria and Affordable Segment Customers’ Criteria   
Income Group Criteria   Affordable Segment Customers’ Criteria  

Income Category Group Urban Category  EWS / LIG  MIG  

Below Rs. 7,500 EWS Affordable 
Size 

300-600 sq. ft. carpet area Not exceeding 1200 sq. ft. 

Rs. 7,501 to Rs. 15,000 LIG Housing 
   

carpet area 
 

     

Rs. 15,001 to Rs. 30,000 MIG Customers  Not exceeding 4times Not exceeding 5  times 

   Cost household  gross annual household  gross annual 

    income  income  

   EMI / Not exceeding 30%  of Not exceeding 40%  of 

   Rent gross monthly income gross monthly income   
(Source : Task Force Report 2008) 

 
6. Data Analysis and Interpretation: 

 
6.1 Demographic Profile of Housing Loan Applicants: 

 
The housing finance is mostly taken by male applicants (70%) as having main income in any family, 

whereas less applicant are of female applicant. The registration, mortgage duty (tax) and special female 

applicant relief in interest rate made such increase in female participation. Most applicant are married 

and majority are engaged in own business or private job as a main source of income. 62 % applicant had 

less than graduation education whereas only 6.58% had post-graduation found in 
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applicants. Most applicant found in the MIG (89%) category whereas no EWS 

category customer found under the survey. 
 

Table 2: Demographic Profile of Housing Loan Applicants  
 

Demographic 
Category Frequency Percentage 

Variable     
 

Gender* 

 

Marital Status 
 

 

Source of  
Main Income  
Occupation 

 

 

Education  
Qualification 

 

Monthly  
Income Range 

  
Male 160 70.18 
Female 68 29.82 

Married 182 79.82 
Unmarried 21 9.21 
Divorced/ Widowed 25 10.96 

Own Business 87 38.16 
Govt. Job 42 18.42 
Private Job 83 36.40 
Professional 10 4.39 
Agriculture Income & Other 6 2.63 

Up to SSC 46 20.18 
Up to HSC/ Diploma / ITI 97 42.54 
Up to Graduate 70 30.70 
Up to Post Graduate & Above 15 6.58 

Rs. 7,501 to Rs. 15,000 25 10.96 
Rs. 15,001 to Rs. 22,500 140 61.40 
Rs. 22,501 to Rs. 30,000 63 27.63   

Note: * First applicant is considered in case of co-applicant. 
 

(Source: Primary Survey) 

 

The distribution of affordable housing finance customers of Scheduled Commercial Banks (SCBs), 

Housing Finance Companies (HFCs) and other housing finance providers (co-operative banks) 

found as 56 % loans from housing finance companies followed by scheduled commercial bank 

37% loans. A majority applicant (88%) has taken floating rate interest rate loan. 

Table 3: Type of Interest Rate / Bank in Housing Finance  
 

Type of Interest Rate / 
SCBs HFCs Others Total 

Bank     

Floating Rate 75 109 16 200 

Fixed Rate 9 18 1 28 

Total Loans 84 127 17 228 

Percentage (36.84) (55.70) (7.46) 100  
 

(Source : Primary Survey) 
 

6.2 Reliability Analysis: 
 

Reliability testing is an essential part in order to prove internal reliability of the items that 

used in the scale and hence Cronbach’s Alpha Test of Reliability was performed. 

According to (Hair et al., 1998), Cronbach’s Alpha should be 0.700 or above. All items of 

given four variables achieved the threshold value of Cronbach’s Alpha, thus showing 

high internal consistency among the studied variables (refer Table 4). 
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 Table 4: Reliability Statistics (Cronbach’s Alpha) 

Variables 
No. of Cronbach’s 

Statements 
Overall Cronbach’s Alpha 

 Alpha 

Cost 5 0.881 

Service Quality 2 0.852 

Confidence 3 
0.817 

0.861 

Convenience 3 0.890  

 

6.3 Exploratory Factor Analysis (EFA): 
 

Exploratory factor analysis (EFA) is applied on the responses provided by the respondents. Factor 

analysis is a set of techniques, which by analyzing the correlation between variables, reduces their 

number into a few factors that explain much of the original data more economically (Nargundkar, 

2005). Before performing PCA (Principal Component Analysis) for factor analysis, Kaiser-Meyer-

Olkin (KMO) Measure of Sampling Adequacy and Bartlett’s Test of Sphericity are performed. 

 Table 5: KMO and Bartlett's Test  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.761 

 Approx. Chi-Square 1818.116 

Bartlett's Test of Sphericity df 78 

 Sig. 0.000  
 

 

Table 5 summarized that the value of KMO was 0.761 with a significance level of 0.000 (p = 0.000 < 

0.01) for the hypothesis testing that correlation matrix is an identical matrix under Bartlett’s Test of 

Sphericity, thus indicating that data is deemed to be fit for subsequent statistical analysis. While 

performing factor analysis, Varimax Rotation Technique was utilized and factor loading above 

0.500 was considered. Initial Communalities was above 0.595. Further, factor with Eigen value 

more than 1.000 was taken into consideration. Table 6 depicts factor loadings, communalities, 

Eigen value, percentage of variance and cumulative percentage of variance. 
 

Table 6: Factor loadings, Communalities,Eigen Value, % of Variance, Cumulative % 

of Variance 
  

Description of Variable 
 Component 

Communalities 
1 2 3  4 

Loan term and conditions 0.935   0.797 

Cost of interest 0.837   0.757 

Loan amount 0.763   0.637 

Loan initial cost 0.754   0.687  
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Prepayment charges 0.750    0.595 

Liberal loan approval  0.914   0.865 

Ease of contact”  0.886   0.855 

Combined with other product  0.880   0.919 

Recommendations   0.895  0.828 

Reputation of bank   0.881  0.839 

Bank safety and reliability   0.821  0.691 

Fast decision making    0.914 0.883 

Counsel in paper work    0.913 0.794 

Eigen Value 3.398 2.481 2.426 1.840  

% of Variance 26.141 19.086 18.662 14.152  

Cumulative % 26.141 45.227 63.888 78.040   
 

Note: Extraction Method: Principal Component Analysis. 
 

Rotation Method: Varimax with Kaiser Normalization. 
 

a. Rotation converged in 5 iterations. 

 

However, based on the EFA results, it was observed that four factors were extracted which were 

found consistent with the study of Kotykhov (2005). These all the four factors collectively 

explained 78.04 percent of total variance (refer Table 6). First factor, explaining 26.141 percent of 

total variance, contained 5 statements with factor loadings greater than 0.500. Out of these five 

statements, four statements were from the construct ‘Cost’ while one statement was from ‘Service 

Quality’. Based on this, first factor was labeled as “Cost”. Second factor was loaded with all the 

statements from the construct “Convenience” with 19.086 percent of variance explanation. Thus, 

this factor was named as “Convenience”. While third factor, accounted for 18.662 percent of total 

variance explained, was made up of three variables from the construct “Confidence” with factor 

loadings above 0.500. Therefore, this factor was named as “Confidence”. While fourth factor 

comprised all the statements that were from the construct “Service Quality”. This factor accounted 

for 14.152 percent of variance. Accordingly, this factor was labeled as “Service Quality”. 

6.4 Regression Analysis: 
 

Regression analysis is carried out to check the relationship between dependent and independent 

variables using SPSS version 20.0. The result derived from regression analysis reversals the 

significance of regression model and its explanatory power.  

Table 7: Model Summary    

Model R R2 Adjusted R2 
Std. Error of the Estimate 

1 0.797a 
0.636 0.629 0.36439   

a. Predictors: (Constant), Cost, Convenience, Confidence, Service Quality 
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Results of regression analysis signify that there is 63.60 percent variance found in selection 

of housing loan provider is studied by four independent variables. There is an impact of other 

extraneous variables which constitute 36.40 percent from the above table 
 

Table 8: ANOVAa      

 Model Sum of Squares Df Mean Square F Sig. 

 Regression 51.701 4 12.925 97.340 0.000b 

1 Residual 29.611 223 0.133   

 Total 81.311 227     
 

a. Dependent Variable: Selection of Housing Finance Provider 
 

b. Predictors: (Constant), Cost, Convenience, Confidence, Service Quality 
 

 
From the above table, value of F is 97.340 and is significant (p=0.000) which indicates that the research 

model is fit for the study. It reveals that all the independent variable are having direct significant impact 

of dependent variable. Moreover, the results also showed that all the independent variables i.e. service 

quality (p = 0.000), confidence (p = 0.000), convenience (p = 0.000) and cost (p 
 

= 0.000) have significant impact on dependent variable i.e. selection of housing loan provider. 
 

Table 9: Co-efficient  
 

  Unstandardized 
Standardized 

  Collinearity 
  

Coefficients 
  

Statistics  
Model Coefficients t Sig.      

  B Std. Error Beta   Tolerance VIF 

1 (Constant) -0.370 0.144  -2.565 0.011   

 Cost 0.319 0.029 0.479 10.944 0.000 0.853 1.172 

 Convenience 0.176 0.026 0.288 6.740 0.000 0.894 1.118 

 Confidence 0.193 0.028 0.297 6.808 0.000 0.860 1.163 

 Service Quality 0.127 0.031 0.174 4.124 0.000 0.922 1.085  
 

a. Dependent Variable: Selection of Housing Finance Providers 

 

As summarized in Table 9, it is observed that cost is having strong positive relationship with 

the selection of housing loan provider (βcost = 0.479). It describes that if one-unit change in 

cost would make change in bank selection by 0.479. Furthermore, confidence and 

convenience are also having strong significant impact on selection of housing loan provider 

(βconvenience = 0.288; βconfidence = 0.297), thus indicating that with 1 unit increase in these both the 

factors, it will increase the chances of bank selection by 0.288 and 0.297 respectively. 
 

However, service quality is found to have less impact (βservice quality= 0.174) as compared to other three 

factors on the selection of housing loan provider. It means that 1 unit increase in service quality will 

increase chance of bank selection by 0.174. Thus, supporting H1, H2, H3 and H4. While evaluating 
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collinearity statistics, to check multicollinearity, VIF and tolerance level has been 

checked and found that VIF is less than 2 which should be less than 10 and 

tolerance level found less than 1 which is acceptable in this study. 
 

7. Conclusion 
 

In the developing countries, where affordable segment housing finance customer’s economic 

situation is not stable, selecting a bank is an important decision. 250 questionnaires were 

distributed among these category bank customers. From this, 228 usable surveys were 

returned which demonstrated the positive relationship between all the studied variables. 

Affordable segment people of country like India are highly cost oriented consequently they 

like to always have low cost based housing loan. They prefer loans of those bank which 

offers lower interest cost, less initial cost and no prepayment charges. 

This study also reveals that people select those financial institutions as housing loan provider 

where they have more confidence. In detail their confidence is concerned, they are only conscious 

about the bank’s liberal approval and reputation of bank to overcome from possible cheating by 

hidden charges. The customers of housing loans prefer long term of loans to get higher amount 

loan within their limited income. They prefer providers who offer liberal cum less complex loan 

approval criteria. The selection of the housing finance provider depending on location of the bank 

and ease of understanding the terms and conditions were found to be significant variables in 

relation to convenience of customer of the urban affordable segment. 
 

The author found that affordable segment customers of the urban area basically not 

having much option to select housing loan providers many times because of eligibility 

issue, short term loan and lower amount of loan offered but when they have option to 

select, they give priority to cost, convenience and confidence. Nevertheless, service 

quality is also considered important variable derived from the research study. 

8. Limitations and Recommendations of the Study: 
 

There are two limitations of this research study. First, the data for this study is collected only 

from the bank customers of Gujarat only. That’s ‘why, the findings of this study cannot be 

generalized to the other states of India. So, in future, prospective researchers can do their 

researches in other states and compare the results of those studies with this study. Second, 

in the research study in order to increase the reliability of model new explanatory variable 

with regard to affordable segment customer may be incorporated to enhance its reliability. 
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