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ABSTRACT

Consumer satisfaction has been studied and deemed to be an important area in management
literature since 1960’s. Consumer satisfaction is the consumer’s response in a particular
consumption experience to the evaluation of the perceived discrepancy between prior
expectations (or some other norm of performance) and the actual performance as perceived after
the consumption experience. If the perceived performance is less than expected, consumers will
be dissatisfied, on the other hand; if the perceived performance meets or exceeds consumer’s
expectations he/she will be satisfied. Through this study an effort has been made to investigate
consumer satisfaction in service delivery in online retail banking services on expectation
disconfirmation theory paradigm. Respondents were asked structured questions about various
aspects of online retail banking viz., efficiency, system availability, fulfiliment, service variety,
responsiveness, security and response. Scores were measured for expectations and perceptions.
The findings indicated that respondents surveyed were having a negative perception about
service quality offered by online retail banking in India.

KEYWORDS: Service quality, Consumer satisfaction, online banking, consumer expectations,
consumer perceptions.

1. INTRODUCTION

Consumer satisfaction has been studied and deemed to be an important area in management
literature since 1960’s. Consumer satisfaction is the consumer’s response in a particular
consumption experience to the evaluation of the perceived discrepancy between prior
expectations (or some other norm of performance) and the actual performance as perceived after
the consumption experience. If the perceived performance is less than expected, consumers will
be dissatisfied, on the other hand; if the perceived performance meets or exceeds consumer’s
expectations he/she will be satisfied (Chia Chi, 2003)

The Indian banking industry is passing through a phase of customers’ market. The customers
have more choices in choosing their banks. A competition has been established within the banks
operating in India. With stiff competition and advancement of technology, the services provided
by banks have become more easy and convenient. Gone are those days when long lines had to
be formed to apply for a new cheque book or to transfer money to anotheraccount or to get
a bank pass book updated.

In a study titled 'Internet's New bn’, the Boston Consulting Group said Internet penetration rate in
India is expected to reach 19 per cent by 2015, up from the current seven per cent. "There are
currently about 81 mn Internet users in India--a number that will nearly triple by around 2015 to
237 mn, "the report said. (237 mn internet users in India by 2015: Report, 2010)
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From the perspective of banking products and services being offered through Internet, online
banking is nothing more than traditional banking services delivered through an electronic
communication backbone, viz, Internet. But, in the process it has thrown open issues which have
ramifications beyond what a new delivery channel would normally envisage and, hence, has
compelled regulators world over to take note of this emerging channel.

Through this study an effort has been made to investigate consumer satisfaction in service
delivery in online retail banking services on expectation disconfirmation theory paradigm.

2. LITERATURE REVIEW

Oliver (1981) defines disconfirmation as “a mental comparison of an actual state of nature with
its anticipated probability” (p. 35). The basic thesis of expectancy disconfirmationmodel is
that consumers enter into a purchase situation with some pre-consumption expectations. The
consumption experience provides them informations that help them in developing perceptions
regarding the product (or service) performance. Consumers then evaluate their perceptions of
product performance with their prior-expectations. If the performance matches the expectations,
they are said to be “confirmed”. Expectations are “disconfirmed” if they are perceived to be
different from the performance (Oliver 1980, 1981; Tse and Wilton 1988). Positive
disconfirmation, i.e., when performance exceeds the expectations has been proved to result in
consumer being satisfied from the consumption experience. Similarly, negative disconfirmation,
i.e., when performance is below expectations, results in dissatisfaction.

It would be appropriate to clarify here that disconfirmation in not a theory in itself but a
paradigm that has emerged over years of research into expectations and satisfaction. There have
been a number of theories, some complementing and some competing with each other, for
providing explanations of the causes and effects of disconfirmation.

Services’ marketing has matured as a distinguished field of research since Regan (1963) focused
on importance of service sector and emphasized that a “large and growing market for
commodities lies in the development of services systems.” (Regan, 1963). As per McDowell and
Parker most of the early contributions in the service marketing were in the form of dissertations
(as cited in Bitner, Fisk, & Brown, 1993). Judd (1964) redefined services and suggested a
threefold division of services.

A. Parasuraman, Valarie Zeithmal and Leonard Berry published research papers and discussed
the unique characteristics of services. (Parasuraman, Berry, & Zeithmal, 1985). They also
published research papers on service quality and developed Gaps model and this was a leading
article which lead many scholars to explore service quality area. (Parasuraman, Berry, &
Zeithmal, 1985). They subsequently published an article in 1988 on service quality measurement.
They developed a multiple item scale for measuring service quality and further developed the
literature in services. (Parasuraman, Berry, & Zeithmal, 1988) E-service as a concept has evolved
after revolutionary development of internet or other computer networks. E-service has become
important in determining the success or failure of electronic commerce (Yang, Peterson, &
Huang, Taking the pulse of Internet pharmacies, 2001). E-service provides consumers with a
superior experience with respect to the interactive flow of information. (Santos, 2003)
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Service quality has been the major focus of researchers during the past few decades as it has a
everlasting impact on customer satisfaction and customer loyalty (Cronin & Taylor, 1992).

Service quality is academicaly thought to be an abstract and elusive construct because of three
features that are unique to services: intangibility, heterogeneity, and inseparability of production
and consumption (Parasuraman, Berry, & Zeithmal, 1985). Many researchers have defined
service quality through different studies. Table 1 lists the different definitions ofservice quality:

TABLE 1 DEFINITIONS OF SERVICE QUALITY

Authors Definition

(Parasuraman et al., 1988) Service quality refers to the difference between
customer expectations of what a firm should
provide (i.e. expectations) and the perceived
service performance

(Asubonteng, McCleary, & Swan, 1996) | Service quality is the difference between
customers’ expectations for service performance
prior to the service encounterand their perceptions
of the service received.

(Gefen, 2002) Service quality is the subjective comparison that
customers make between the quality of service
that they wish to receive and what they actually
get.

(Yasin, Correia, & Lisboa, 2004) Service quality is viewed as an organizationalasset
and a key determinant of corporate marketing and
financial performance

GAP MODEL (PARASURAMAN ET AL., 1985)

This model was given by Parasuraman, Berry, & Zeithmal (1985) and proposed that service
quality is a function of differences between expectations and performances along the quality
dimensions. This model is popularly known as GAP model and suggests five different gaps
which are depicted in the table below:
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FIGURE 1 GAP MODEL

GAP 1 explains the difference in management understanding of consumers’ expectations. GAP 2
depicts the lacuna in setting service quality specifications. GAP 3 depicts the service
performance gap. GAP 4 depicts the mismatch in promises made to the consumers’. GAP 5
depicts the difference in consumers’ expectations and perceptions.

SERVQUAL MODEL (PARASURAMAN ET AL., 1988)

The GAP model was refined and a scale named SEVQUAL for suggestd for measuring
customers’ perceptions of service quality. SERVQUAL examines five dimensions of service
quality:

e Reliability

e Responsiveness

e Assurance;

e Empathy, and

e Tangibles (e.g. appearance of physical facilities, equipment, etc.)
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For each dimension of service quality above, SERVQUAL measures both the expectation and
perception of the service on a scale of 1 to 7, 22 questions in total. Then, each of the five
dimensions are weighted according to customer importance, and the score for each dimension
multiplied by the weighting. Following this, the Gap Score for each dimension is calculated by
subtracting the Expectation score from the Perception score. A negative Gap score indicates that
the actual service (the Perceived score) was less than what was expected (the Expectation score).

The Gap score is a reliable indication of each of the five dimensions of service quality. Using
SERVQUAL, service providers can obtain an indication of the level of quality of their service
provision, and highlight areas requiring improvement.

SERVICE QUALITY IN INTERNET BANKING

Internet banking is becoming increasingly popular, and competing banks have limited avenues
to exploit in terms of establishing a differentiation (Jayawardhena and Foley,2000). Delivering a
superior quality of service as compared to that of competitors offers an opportunity to banks to
achieve competitive differentiation (Ranganathan and Ganapathy, 2002). Given the lack of
geographical or other physical constraints associated with internet banking, attracting, and
retaining customers may be largely determined by the quality of service delivered (Liao and
Cheung, 2002). Improvements in the quality of service delivered can only be made if it can be
measured in the first place.

The fact that effective measurement of service quality can be very useful in the allocation of
resources and in the segmentation of customers is well documented (Parasuraman et al.,1988).
All these reasons combined have led to service quality measurement in internet banking
becoming an area of growing interest to researchers and managers.

3. RESEARCH METHODOLOGY
RESEARCH DESIGN

A research design is a framework or blue print for conducting research. It may be broadly
classified as exploratory and conclusive. Conclusive research is further classified into descriptive
research design and causal research design. Descriptive research is further classified into cross
sectional design and longitudinal design. Cross sectional design is further classified into single
and multiple.

This research is descriptive in nature. Descriptive research is based on a previous understanding
of the area of research and seeks to describe the characteristics of a population or phenomenon
(Zikmund, 2000). Consequently, this study is descriptive as it describes the factors pertinent to
the formation of consumer satisfaction in the retail e-banking industry in India.

SAMPLING FRAME

The survey participants for the study were screened on the basis of an objective criterion. The
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primary criterion is that the prospective participants should have a reasonable experience with the
context of the study, i.e., they should be doing online retail banking with any bank in India for a
reasonable period of time prior to participating in the survey. A cut-off period of one minimum
year was decided to be suitable.

SAMPLE SIZE DETERMINATION

Cochran ( 1977) gave a formula for computing sample size for continuous or interval-sacled

variables.
1)° * (5)°

| e ——

@2

Where t = value for selected alpha level of .050 in each tails = estimate of standard deviation in
the population

d = acceptable margin of error for mean being estimated Using the above formula we calculate
sample size for our studyn = (1.96)**(5/6)% (5*0.03)?

n=118

Hence, our ideal sample size will be 118. We have taken sample size of 177 which is well above
the required sample size.

MEASUREMENT OF VARIABLES

The measurement of variables in the study was based on measures operationalized and adapted
from the established measurement scales from published research in marketing and social
psychology literature. These researches were mainly in the domains of consumer satisfaction
(Parasuraman, Zeithaml, & Malhotra, 1985). (Jun & Cai, 2001) (Yang, Jun, & Peterson, 2004)
(Wang & Tang, 2004). All the dependent measures were based on multiple- item scales as they
have been recommended to improve the reliability of the measures (Churchill G. , 1979)
(Nunnally Jr., 1978) (Churchill & Peter, 1984). The following two sub- sections introduce both
the descriptive and dependent measures respectively.

DESCRIPTIVE MEASURES

Respondents were asked structured questions about various demographic and aspects related to
online banking viz., age, gender, income, occupation, online banking usage, services used, and
usage duration. These questions aim at generating information about the suitability of the
respondents as participants in the survey and also in assessing whether the respondents with more
experience respond differentially as compared to the relatively inexperienced respondents.

DEPENDENT MEASURES

Respondents were asked structured questions about various aspects of online retail banking viz.,
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efficiency, system availability, fulfiliment, service variety, responsiveness, security and response.

Almost all the items are selected from the highly cited publications on empirical research in
consumer psychology, satisfaction, behavioral intentions, and word of mouth. Some of the items
went through minor modifications with respect to wordings to fit the context of the study. The
dependent variables include the different dimensions of service quality.

TABLE 2 SUMMARY OF THE DEPENDENT VARIABLE MEASURES AND
THEIRSOURCES

Theoretical Construct Measures Sources

Efficiency 5-item Likert- | Adapted from Parasuraman et al. 2005
type scale

System availability 5-item Likert- | Adapted from Parasuraman et al. 2005
type scale

Fulfillment 5-item Likert- | Adapted from Parasuraman et al. 2005
type scale

Service variety 5-item Likert- | Adapted from Jun & Cai,2001;Yang et al
type scale 2004

Responsiveness 5-item Likert- | Adapted from Parasuraman et al. 2005
type scale

Security 5-item Likert- | Adapted from Wang & Tang, 2004; Yang
type scale et al, 2004

Contact 5-item Likert- | Adapted from Parasuraman et al. 2005
type scale

CONSUMER EXPECTATIONS

For this research consumer expectations is defined as “consumers’ pre-consumption predictions
about the performance of a service offering.” Consumer expectations was operationalized on the
basis of scale items employed by Parasuraman et al. 2005; Jun & Cai,2001; Yang et all, 2004;
Wang & Tang,2004. Table 3 provides the 5-item Likert type scale designed to measure consumer
expectations and perceptions.

TABLE 3 SCALE ITEMS FOR CONSUMER EXPECTATION AND CONSUMER
PERCEPTION
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Quality Questions

dimension&

Source

Efficiency The bank’s site makes it easy to find what | need on the web site.

(Parasuraman et

It makes it easy to get anywhere on the site

It enables me to complete a transaction quickly.

al. 2005)
Information at the bank’s site is well organized
It loads its pages fast
The bank’s site is simple to use.
The bank’s site enables me to get on to it quickly
The bank’s site is well organized.
System The bank’s site is always available for business.
availability

(Parasuraman et

The bank’s site launches and runs right away

al. 2005) The bank’s site does not crash.
Pages at the bank’s site do not freeze after | enter my order information.
Fulfillment When the bank promises to do something by a certain time, it does so

(Parasuraman et
al. 2005)

My online transactions with the bank are always accurate

The service delivered through bank’s website is quick

The bank’s site makes accurate promises about the service being delivered

Service variety

(Jun &
Cai,2001),

(Yang et all,
2004)

The menu options offered by bank website always satisfy all my service
needs

The ranges of product packages offered by bank website always are wide
enough

The services with the features offered by bank website always meet what |
want

Most of the service functions offered by brick-and-mortar branches can
also be found on the bank website
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Responsiveness | The bank website always gives me prompt service to my requests via

online

(Parasuraman et

al. 2005) The bank’s website always quickly resolves problems | encountered via
online

The bank’s website always promptly completes transactions | requests via

online
Security The personal information is always treated confidently on the bank website
(Wang & | The online transactions are always be safe

Tang,2004),

The sensitive information (e.g. credit card number) provided during online
(Yang et all, | banking is always secured

2004)

The risk associated with online banking is always low

Contact The bank is easily accessible by telephone

(Parasuraman et | The site has customer service representatives available online
al. 2005)

CONSUMER PERCEPTION

Consumer perceptions are subjective assessments of actual service experiences (Zeithaml and
Bitner 2003). Thus, performance perceptions reflect the consumers’ opinions about the services
as actually received by them. The role of performance is that it is the point of comparison by
which disconfirmation may be assessed (Churchil & Surpernant, 1982).

Consumer perception was operationalized on the basis of scale items employed by Parasuraman
et al. 2005; Jun & Cai,2001; Yang et all, 2004; Wang & Tang,2004. Table 3 provides the 5-item
Likert type scale designed to measure consumer perceptions.

4 FINDINGS
DESCRIPTIVE STATISTICS-SERVICE QUALITY DIMENSIONSEXPECTATIONS)

A summary of the mean and standard deviation for consumer expectations is shown in Table (5).
Consumer expectations for efficiency has a mean score of 3.98, which is slightly above the
midpoint of 2.5. On the other hand, consumer expectations for service variety, responsiveness,
security and contact are higher than the former score. It clearly reveals that consumers want a
higher level of security, service variety and response from banks.

TRANS Asian Research Journals
http://www.tarj.in



TAJMMR

A Publication of TRANS Asian Research Journals RANS Asian Journal of Marketing & Management Research

Vol.2 Issue 5, May 2013, ISSN 2279-0667

TABLE 5 DESCRIPTIVE STATISTICS-SERVICE QUALITY DIMENSIONS

(EXPECTATIONS)

Descriptive Statistics
N Minimum | Maximum | Mean | Std. Cronbach
Deviation Alpha

Efficiency 177 2 5 3.98 0.78 0.92
System 177 1.25 5.00 3.83 0.85 0.87
Availability

Fulfillment 177 1.25 5.00 3.97 0.82 0.93
ServiceVariety | 177 2.00 5.00 4.34 0.77 0.84
Responsiveness | 177 1.00 5.00 4.43 0.86 0.94
Security 177 1.25 5.00 4.64 0.77 0.91
Contact 177 1.50 5.00 4.42 0.72 0.77

DESCRIPTIVE STATISTICS-SERVICE QUALITY DIMENSIONS(PERCEPTIONS)

A summary of the mean and standard deviation for consumer perceptions is shown in Table (6).
Consumer perceptions for efficiency has a mean score of 3.98, which is slightly abovethe
midpoint of 2.5. On the other hand, consumer expectations for service variety, responsiveness,
security and contact are lower than the former score. It clearly reveals that consumers are

perceiving a lower level of security, service variety and response from banks

TABLE 6 DESCRIPTIVE STATISTICS-SERVICE QUALITY DIMENSIONS

(PERCEPTIONS)

Descriptive Statistics

N Minimum | Maximum | Mean Std. Cronbach

Deviation Alpha

Efficiency 177 2.00 5.00 3.9831 |0.78 0.92

System 177 1.25 5.00 3.8347 | 0.86 0.82

Availability

Fulfillment 177 1.25 5.00 3.9661 | 0.82 0.85
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ServiceVariety | 177 1.50 5.00 3.7613 | 0.79 0.83
Responsiveness | 177 1.00 5.00 3.7571 | 1.00 0.92
Security 177 1.50 5.00 3.9774 |0.83 0.88
Contact 177 1.00 5.00 3.3164 | 1.17 0.79

GAP ANALYSIS

The gap score analysis helps us to find out how consumers perceive service quality in online
retail banking and try to identify the different dimensions of service quality they are satisfied
with.

According to Parasuraman et al., (1985) the higher (more positive) the perception (P) minus
expectation (E) score, the higher the perceived service quality and thus leads to a higher level
of customer satisfaction. The gap scores were calculated based on the difference between the
consumers’ perceptions and expectations of services offered in online retail banking in India.

In general, it was found that, customers’ perceptions of service quality offered by banks did not
meet their expectations (all gaps scores the dimensions are negative). Almost all the dimensions
reported larger mean GAPs. Efficiency had a gap of (-0.58), System availability (-0.71),
Fulfillment (-0.56), Service Variety (-0.55), Responsiveness (-0.68), Security (-0.67) and Contact
(-1.1) respectively.

As revealed in table (7) the overall mean GAP was -0.69. Hence, it was found that the
respondents surveyed were having a negative perception about service quality offered by online
retail banking in India.

TABLE 7 GAP SCORE -SERVICE QUALITY DIMENSIONS

Dimension Expectations Perceptions Gap Scores
Efficiency 4.56 3.98 -0.58
System availability 4.54 3.83 -0.71
Fulfillment 4.53 3.97 -0.56
Service Variety 4.31 3.76 -0.55
Responsiveness 4.44 3.76 -0.68
Security 4.65 3.98 -0.67
Contact 4.42 3.32 -1.1
Total GAP -0.69

5. CONCLUSIONS
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It is quite evident from the data collected that overall the service quality offered by banks in
India do not meet the expectations of the consumers. Banks should focus on system availability
i.e, making the web site functional without interruptions in order to offer a better service to the
customers. The banks have also scored low on responsiveness. Mechanism should be developed
to solve the problems of customers in a fast and accurate manner. The customers have also
reported a low contact related issues for banks offering online retail banking services. Banks
should focus on making online presence of their executives to provide enhanced service to the
customers.
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ABSTRACT

PURPOSE: The aim of this research paper is to develop and publish a research scale for
measuring the competency of management teacher, particularly in India.

DESIGN /METHODOLOGY: After generating items through two focus group interviews with
20 teaching veterans and later deleting the duplicates, a pilot survey on 99 management teachers
was done. Item analysis and principal component analysis were made to establish validity and
reliability of the scale.

ORIGINAL CONTRIBUTION: A research scale for measuring managementteacher’s
competency was constructed.

FINDINGS: There are now 36 items in the constructed scale. The Cronbach’s alpha for the
entire instrument is 0.929 which is far higher than the desirable statistic 0.7. The total variance
explained by the factors is 66.847. Further, the Content Validity Index which was worked out
based on 8 experts’ responses is 0.8.

ORIGINALITY/ VALUE: This scale is useful for any further research on management teachers,
for example, the relation between competency and student satisfaction levels, competency and
career success of students, teacher’s background and their competency and so on.

PRACTICAL IMPLICATION: Such a scale was not developed till now for Indian context to
further research on management teachers. Even outside India too, there was no research scale
developed for measuring management teacher’s competency.

KEYWORDS: Management Teacher, Competency, Effectiveness, Scale, Measure, Instrument,
Construct, Reliability, and Validity.

INTRODUCTION

This research sets out to identify qualities and behaviors of a competent management teacher and
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develop a research scale to measure his competency. A research scale for management teacher’s
competency is needed since there is no such scale available, particularly for the Indian context
where b-schools have mushroomed and teachers recruited are haphazardly andfrom the bottom of
the barrel, while top rung b-schools who keep impeccable standards experience the shortage of
faculty strength. This era here witnesses management graduates being rolled out in unusually
large numbers but only to find that the graduates are either rejected by the recruiters or employed
for non-managerial, and low-paying jobs. This context calls for a slew of devoted research
initiatives particularly with regard to the teachers® competency. Absence of a standard scale
comes in the way of doing research on managementteachers. Identification and enumeration of
all the dimensions of a management teacher’s competency is a prerequisite to the construction of
a measurement scale. This research first identified the dimensions of competency by review of
literature and holding focus group interviews with the veterans. It was followed by deletion of
duplicates and holding of a pilot survey on the dimensions identified. What follows is a detailed
discussion of our efforts and outcome of them on identification of competency dimensions, and
construction of a scale, followed by working out of statistics to establish reliability and validity
of the scale.

WHAT IS COMPETENCY?

Competency is seen as a series of integrated capabilities consisting of clusters of knowledge,
skills and attitudes necessarily conditional for task performance and problem solving and for
being able to function effectively in a certain profession, organization, job, role and situation.
(Mulder, Gulikers, Biemans, & Wesselink, 2009). This research has in its scope the teachers”
habitual behaviors as well as competencies.

NEED FOR AWARENESS OF EFFECTIVE MANAGEMENT TEACHING METHODS

Teaching quality is the most significant factor in students™ learning (Goldhaber & Anthony,
2004; Rivkin, Hanushek, & Kane, 2005). An achievement gap in students™ performance suggests
a performance gap in teachers™ practice (Berg, 2010). Several successive years of low quality
teaching will leave students at a significant disadvantage (Sanders & Rivers, 1996). There are
initiatives to stop deterioration of teaching quality. In UK, for instance, annual appraisal has been
a statutory requirement for government primary and secondary school teachers since 1992
(Ironside, Seifert, & Sinclair, 1997).

Accomplished teaching is a complex work requiring specialized knowledge and skills that are not
easily acquired or widely held (Rowan, 1994). Management professors should have a solid base
of knowledge about dimensions of effective management teaching since their teaching context
and the subjects they teach are unique( Frost & Fukami 1997). The management graduates, the
products of management teaching are unique in terms of cost and prospects for a high profile
career and so the stakes are high. Moreover, management professionals have to operate on an
intensely competive turf and the conditions in which they have to work are subject to cataclysmic
changes, which require that their training should be handled by highly competent teachers who
should obviously know well their job and the relevant competencies. In this work, the terms,
competency and effectiveness, areinterchangeably used inspite of slight differences.
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ROLE OF TEACHERS

Oldfield & Baron ( 2000) have classified higher education as a “pure” service and underlined the
importance of the quality of ,,personal contacts”. ,Personal contacts make an important
dimension of teacher competency. That apart, for students, the qualities and behaviors of
professors have a significant impact on their perceptions of service quality (Voss, Gruber, &
Reppel, 2010).

Perceived positive service quality might result in student satisfaction, and as a consequence, the
satisfied students might help attract new students through engaging in positive word-of-mouth
(WOM) communication, and might come back to the university to take further courses (Guolla,
1999; Wiers-Jenssen et al., 2002).

ATTRIBUTES OF AN EFFECTIVE BUSINESS SCHOOL TEACHER

There were scads of widely diverse researches on measurement of teaching efficiency as canbe
seen from the review of researches made by A.S. Bars right in 1948, but those onmanagement
teachers™ efficiency are scant. Brar (1948, p. 206) opined that the unique features of specific
learning and teaching situations (like teaching the management students) doubtlessly need far
more attention than they have had to date.

In the monograph of Barr (1948) that summarizes investigations made till 1948, the author notes
that certain aspects of teaching were given more attention than others. Overall, some sixty-seven
different aspects of teaching have been investigated. “Over nine hundred different mentions were
made of these aspects of teaching in the studies summarized. Of all,

(a) the personal prerequisites to teaching efficiency, (b) knowledge of subject matter, and
(c) professional preparation have received a very large amount of attention”.

Simendinger, Galperin, Leclair, & Malliaris( 2009) have identified 29 attributes of a business
school teacher and worked out ranking for each attribute in four different universities. The most
improtant among them include: sharing of current knowledge, fairness,creation of an atmosphere
that encourages uninhibited questioning, giving worthwhile and relevant information, providing
practical examples, effective communication of the material, thorough preparation, interest in
students™ learning, passion and zeal about learning, keeping the student engaged, being well-
organized, setting of expectations about grades in the beginning itself, accessibility to the
students, providing clear and constructive feedback to the students, and positive rapport with the
students. The other attributes include challenging the students to think, setting expectations about
course content, encouraging students to excel and setting high standards, ability to teach to
different levels and experiences, flexibility, self- confidence, professionalism, meeting course
objectives, effectively selling the values of the class, diverse teaching and delivery mechanisms,
effective research, and bringing research into classroom. It is interesting to note that, two
attributes- research and introduction of research findings into clasrooms- which are often given
most importance by business schools in faculty recruitment are surprisingly ranked last. The
work of Semindinger et al did not aim at constucting a standard scale although the identified
attributes qualify to be items in such a scale.
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HOW EFFECTIVE EFFECTIVE ARE BUSINESS DOCTORAL GRADUATES IN
TEACHING?

Hersey, Gargeya, & Eatman( 1996) in their study to assess to what extent the business doctoral
graduates are prepared to teach, have collected the perceptions of faculty members who have less
than four years™ service about the doctoral graduates on 26 teaching dimensions. Those
dimensions are: (1) appropriate content coverage, (2) designinginstruction for different levels of
learning, (3) aligning courses, style and expectations with school environment, (4) setting
learning objectives and priorities, (5) determining evaluation criteria, (6) preparing tests and
other evaluation material, (7) selecting instructional material, (8) preparing instructional material
and aids,(9) organizing class sessions and pacing instruction, (10) designing a new course, (11)
selecting appropriate teaching methods, (12) using group, case and discussion methods, (13)
developing teachin-presentation skills, (14) using questioning, critical thinking, and discovery
learning techniques, (15) adjusting instruction to class size, (16) adjusting instruction to class
level, (17) adjusting instruction for student level, (18) selecting projects, home work and student
assignments, (19) assessing student achievement, (20) motivating students, (21) assessing
instructional effectiveness and student reactions, (22) managing classroom environment, (23)
teaching nontraditional students (excutives), and (24) advising, counseling and mentoring. This
list gives an idea about the competency dimensions. In the report on their study, there was a
reference to the questionnaire®s reliability and validity. But most of the items on course
designing etc. are not relevant to Indian unversity environment where there is no freedom to
design courses independently of the university to which the subject college is affiliated.

In a study on qualifications and competencies of workplace trainers who are akin to management
teachers,(Gould & Miller, 2004), the authors enumerated the competencies of a workplace
trainer; they are: (1) setting goals and objectives of the course, (2) developing lesson plans, (3)
keeping current and up to date, (4) conducting needs assessment, (5)counseling students, (6)
providing positive reinforcement, (7) blending different training techniques, (8) use of
questioning technique to involve participants, (9) facilitating group learning activities, (10)
attending to individual differences, (11) evaluation of impact of training, (12) analysis of course
material, (13) preparation of instructional site, (14) maintaining instructior credibility, (15)
managing the learning environment, (16) possessing content knowledge and skills sets, (17)
demonstrating effective communication skills, (18) demonstration of effective presentation skills,
(19) response to learner*s feedback, (20) use of media effectively, (21) evaluation of learner*s
performance, (22) evaluation of delivery of instructions, (23) reporting of evaluation information,
(24) understanding program development, (25) understanding training and development, (26)
applying researching skills, and (27) building relationships. But these competencies, although
similar to those of management teachers and useful to scale development, were not converted
into a research scale with validity and reliability duly established. Similar to the foregoing study,
Charters and Waples (1929) found some eighty three terms to describe teacher efficiency traits
which were, with the help of experts, condensed to twenty five but these traits were not a
research scale.

THE INFLUENCE OF PROFESSOR QUALITIES ON STUDENT ACHIEVEMENT

To identify the traits and behaviors of effective teachers, we also examined some studies that
tried to understand college instructor influence on student achievement. Hoffmann &
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Oreopoulos (2009) found in their study that overall college instructor influence on student
achievement is smaller; differences in commonly observed instructor traits, such as rank, faculty
status, and salary, have virtually no effect on student outcomes; further, the researching tendency
of a faculty member does not influence teaching effectiveness. The instructor variables which
this research studied included (a) providing of helpful comments and feedback, (2) accessibility,
(3) clear and effective answering of questions, (4) enthusiastic communication, (5) lucid
explanation of concepts, (6) organized presentation of material, and (7) fair evaluation of student
learning. This study did not identify the entire gamut of traits of an effective teacher.

Albee & Piverol ( 2003), who in 2000 tried to identify dispositions of effective teachers, made
efforts to consturct an instrument to measure and monitor the dispositions of effective pre-service
teachers. The working definition of disposition that they have arrived at after intense search is
“habitual tendencies or inclinations of effective teachers”. This definition is akin to that of Katz
(1993) which reads: ,, the pattern of behaviors exhibited frequently and in the absence of
coercion, and constitutes a habit of mind under some conscious and voluntary control, and that is
intentional and oriented to broad goals. The researchers have identified the following 10
dispositions after screeining and collapsing 62 dispositions in three stages. The following is the
list of those dispositions. (1) The teacher commits to high expectations for all students and also
values the ability/capacity for each student to learn. (2) He values students™ ability to apply
concepts learned to performance- related activities. (3) He commits to the development of critical
thinking skills ( i.e., problemsolving, analysis, etc.) (4) He commits to seeking out, developing,
and continually refining teaching practices that generate more learning for more students. (5) He
commits to the development of lessons that are interestingg and engaging through a variety of
instructional strategies to accommodate all learners, including those from diverse backgrounds,
experiences, and cultures. (6) He commits to appropriate adaptations and accommodationsfor
students with diverse needs. (7) He appreciates and promotes acceptance of self- discipline,
responsibility, and discipline. (8) He commits to a positive and enthusiastic attitude for teaching
and learning to inspire self and others. (9) He believes students and colleagues should be treated
with civility and should treat each other with kindness, fairness, patience, dignity, and respect.
(10) He commits to collaboration with families in educational decisions; and collaborates with
colleagues and community patrons to enrich classroom experiences.

Several studies (Mccombs & Whisler, 1997; Pintrich, Brown, & Weinstien, 1994)) spanning over
seven decades identified the following common dispositions of effective teachers similar to
those in the foregoing. They are: (a) interest and enthusiasm in theirsubject and students,
(b) respect for all students, (c) concern about student learning, and (d) fairness and sympathy
towards students.

LEARNING OUTCOMES OF A B-SCHOOL CURRICULUM

Teaching effectiveness is rooted in the learning outcomes. Moskal, Ellis and Keon (2008) have
listed the common learning outcomes of a business school education. They are as follows.
Analytical and statistical skills (problem solving) Communication skills (oral and/or written)
Content specific knowledge (e.g., financial theories, analysis, reporting, and markets) Critical
thinking skills Ethical understanding Global awareness Group and individual dynamics in
organizations Motivational and leadership skills Multicultural and diversity understanding
Organizational skills Use and management of information technology
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COMPETENCIES OF A WORKPLACE TRAINER

Darryl & Miller(2004) have identified 27 competencies of a workplace trainer, (an equivalentof a
b-school teacher to some extent ) and from among them, 20 competencies are listed in following
in the order of their frequency of mention in a survey. They are: (1) setting goals,

(2) reflecting upon work, (3) evaluating effects and impact of training, (4) providing positive
reinforcement, (5) facilitating group learing activities, (6) being fair in assessment, (7) listening
actively, (8) conducting needs assessment, (9) couseling students, (10) questioningto involve
participants, (11) demonstrating vision, (12) writing effectively, (13) building relationships, (14)
attending to individual differences in trainees, (15) knowing the organization™s needs, (16)
keeping current and uptodate, (17) having researching skills, (18) developing lesson plans, (19)
blending different training techniques, (20) excellentknowledge of the subject. Competencies
listed in the following are almost similar to a b- school teacher but slightly differ on issues like
(1) conduct of needs assessment, (2) reflectionupon work, and (3) knowing of the organization®s
needs. The other 7 competencies are: (1) analysing course material and learner information, (2)
ensuring preparation of instructional site, (3) establishing/maintaining instructor credibility, (4)
managing the learning environment, (5) possessing content knowledge taught, (6) demonstration
of effective communication skills, (6) use media effectively, and (7) Evaluation of delivery of
instruction.

Voss, Gruber, & Reppel (2010) in their study done with critical incident technique (CIT)
identified 10 teacher qualities that make the students happy or unhappy. They are: (1)
approachability, (2) empathy, (3) enthusiasm , (4) expertise, (5) fairness, (6) friendliness, (7)
helpfulness/attentiveness,(8) openness, (9)reliability, and (10) teaching skills.

They also found that two attributes of professors were only mentioned in negative incidents:
expertise and reliability. In other words, two negative critical incidents are low expertise and low
reliability.

BROAD CATEGORIES OF TEACHER COMPETENCIES

Barr (1948) has attempted to summarise his review of research on teaching effiency by
classifying it in three ways; namely: 1) character and personality traits: qualities of the
person; 2) desired competencies, performances, ability to do; and 3) behavior controls:
knowledge, generalized skills, attitudes, interests and ideals. This view suggests that teacher
competencies fall into three categories: personality, competency for performance and general
skills. This research attempted to improve categorization by either increasing or decreasingthe
number of categories for the sake of focus and ease of understanding critical skills.

PROCESS OF INSTRUMENT DEVELOPMENT

Focus group interviews were held twice with 20 management teaching veterans to brainstormon
and make a list of the various competencies, attributes and behaviors (all three terms, albeit
slightly different, are interchangeably used) of an ideal teacher. In all we have got 75 items.
Later, on reflection we have pruned the list to 37. Later, after checking with reliability
coefficient, the items were further reduced to 36. The Cronbach*s alpha for the wholeinstrument
was worked out to be 0.929. The items in the scale are as follows. They are followed by the other
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details of scale development.

I. TEACHING CAREER DEVELOPMENT (CRONBACH’S ALPHA: 0.708)

arwNE

| read a lot.

| research a lot.

| upgrade my researching skills.

| upgrade my teaching skills.

| am always engaged in acquiring domain knowledge.

. STUDENTS’ CAREER /DOMAIN ( CRONBACH’S ALPHA: 0. 637)

= XNogokrwbhpk

ONoG~wNE Z

<

NookowhE

| encourage students to read a lot.

| encourage students to organize events.

| expose students to the realities of the field.

| often confront students with tests and assignments.
| supply the students with lots of information.

| compel students to write research papers.

| build analytical skills in students.

. STUDENTS’ PERSONALITY DEVELOPMENT (CRONBACH’S ALPHA: 0.831)

| compel students to make presentations in the classroom.

| encourage students to be creative.

I build in students the confidence about their future.

| encourage students to believe in hard work and perseverance.
| encourage students to believe in future possibilities.

| build leadership qualities in a student.

| encourage students to be open-minded.

| encourage students to take risks.

. TEACHERS’ DELIVERY (CRONBACH’S ALPHA:0.858)

| give practical/real-life examples.

| often give a broad overview of topic and subject.

| give cases for analysis.

| make the session interactive.

| check the students™ understanding of each learning point.
| prepare well for the session.

| often innovate my teaching methods.

V. TEACHER PERSONALITY (CRONBACH’S ALPHA: 0.806)

ocoakrwhE

| assert my authority.

| am transparent.

| am self-disciplined.

| am well dressed.

| appreciate students™ real problems.
| am creative.
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7. | treat students with civility.
8. lam proactive.
9. I make myself a role model for the students™ future managerial career.

We went for pilot survey with these 37 items on 110 teachers. But due to incompleteness in the
responses, we have dropped the responses from 11 teachers. The responses from 99 respondents
have been retained for analysis. Most respondents are from A.P., Karnataka, Tamil Nadu, and
Maharashtra, although there are a few from Madhya Pradesh, Kerala, U.P. and New Delhi.

PURIFICATION OF THE SCALE ITEMS & ITEM ANALYSIS

We attempted to purify the scale (Nunnally, 1978) by identifying those items which are poorly
correlated with the average of all correlations ( item-to-total correlation). After working these
correlations out, t-values of such correlations were worked to find out which correlation value is
not significant. It was found that all correlation coefficients are significant.

Item analysis was made to find out if the responses of group of highest responses discriminate
well with the responses of group of lowest response (Cooper & Schindler, 2006). The item
analysis is done by first arranging the responses in ascending order, later calculating the means of
the lowest 25% of the responses and also the highest 25% of the responses, and calculating t-
value of the these means. The t-values of such comparisons are found to be more than 1.99 and
p-values are naturally less than 0.05. Hence all items passed the test of variability through item
analysis.

RELIABILITY

Reliability measure for all the 36 items were worked out. Reliability statistic, Cronbach*s alpha,
which is an average of the all the inter-correlations between one and the other of all items, is
worked out to be 0.929 ( See Table 1) which is far higher than the desirable measure, 0.7
(Nunnally, 1978). Besides, Cronbach®s alpha statistics for all the five sub- constructs were also
worked out. They are: (1) 0.708 for teacher career domain development, (2) 0.637 for students*
domain capability development (3) 0.831 for students™ personality development, (4) 0.858 for
teacher delivery, and (5) 0.806 for teacher personality. The Cronbach®s alpha for students*
domain capability, i.e. 0.637, which is slightly lower than the acceptable level can be ignored
since the overall statistic is excellent.

TABLE NO. 1 RELIABILITY STATISTICS

Cronbach's Alpha N of Items

929 36

Since the Cronbach®s alpha works out to be 0.929 which is far higher than the acceptable 0.70,
the scale is reliable.

VALIDITY
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Validity is the overarching measure of content validity, construct validity and criterionvalidity.
Some attempts were made to establish the validity with measures like contentvalidity index,
total variance explained, factor loadings on the first factor, and correlation between the
construct and its outcome. The results of the efforts are explained in the following.

CONTENT VALIDITY

Content Validity Index (CVI) was calculated (Waltz & Basell, 1983) by taking responses from
eight experts on four parameters: Relevance, Clarity of Expression, Comprehensiveness and
Simplicity. The combined average score of 8 experts on a 5-1 Likert Scale on the four variables
was worked out to be 0.80, which is more than the acceptable value of 0.7.

CONSTRUCT VALIDITY

Construct validity gives an idea of the extent of coverage of dimensions of a construct. Thisis
understood from Total Variance Explained (See Table 2) and range of factor loadings on the first
factor.

TOTAL VARIANCE EXPLAINED

For this to be worked out, principal components analysis with varimax rotation ( with a cut- off
eigenvalue of 1) was conducted with SPSS V.16. The total variance explained is worked out to
be 66.847% ( See Table 2) which is more than the required 0.500. That apart, the loadings on the
first factor ranged between 0.405 and 0.774. Thus, the construct validity of the scale is
established.

TABLE NO. 2 TOTAL VARIANCE EXPLAINED

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of | Cumulative Total % of Cumulative
Variance % Variance %
1 11.857 32.937 32.937 11.857 32.937 32.937
2 2.561 7.113 40.050 2.561 7.113 40.050
3 1.885 5.237 45.287 1.885 5.237 45.287
4 1.594 4.427 49.714 1.594 4.427 49.714
5 1.452 4.033 53.748 1.452 4.033 53.748
6 1.266 3.517 57.265 1.266 3.517 57.265
7 1.232 3.422 60.687 1.232 3.422 60.687
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8 1.167 3.241 63.928 1.167 3.241 63.928

9 1.051 2.918 66.847 1.051 2.918 66.847

CRITERION VALIDITY

Criterion validity was found out by working out correlation coefficient between the totalscore of
scale responses and the score on the competency outcome construct , a two- item scale for each
respondent. The items in the said outcome scale are: (1) | am happy with whatl am getting from
my career; (2) | am happy with what | give to my stakeholders. The correlation coefficient is
worked out to be 0.194 and its t-statistic is 1.34 which is not significant. This part of the research
is not heartening. The main reasons might be that (1) the responses on outcome construct were
taken form 30 respondents only but not on all respondents and (2) the respondents sample of 30
teacher may not adequately represent their population. It is quite paradoxical that the relationship
between teaching competency and its outcome is weak! This finding leaves scope for further
research on why outcome of competency is independent of competency.

LIMITATIONS

The sample respondents are from certain states of India and so their perceptions relate to
local conditions and might not be applicable universally, particularly, for advanced countries like
USA and those in Europe. Criterion validity statistic worked out in this research is contrary to the
widely accepted theory that competency/effectiveness leads to best outcome. There might be
some flaw in the sample of respondents surveyed for outcome.

SCOPE FOR FURTHER RESEARCH

This scale suits Indian context. Disconnection of academics from industry and fewer quality-
focused institutions characterize Indian context. For other contexts, different scales may be
developed. Definitely, the average management teacher in India is a far cry from his counterpart
in advanced countries.

CONCLUSION

A research scale for measuring the competency of a management teacher is now developed. The
scale consists of 36 items with 5 subscales. The subscales are teacher career development,
student domain capability development, teacher personality development, student personality
development and teacher*s delivery. The subscales too have the desired reliability as reflected in
the Cronbach*s alphas which are all higher than 0.70 except one. The reliability statistic,
Cronbachs alpha, for all the 36 items of the instrument is worked outto be 0. 929 and content
validity index of it is 0.80. The total variance explained by all the items is 66.847% and factor
loadings on the first factor ranged from 0.405 to 0.774. Thisscale can be used for any further
research concerning the competency of management teachers, particularly in India.
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