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This study is done to analyze the Effect of Recognize Favor Standard on customer
Faithfulness in IT sector of India. Parasuraman in his initial study carried out in
determined five dimensions which became base for the measurement of Recognize
Favor Standard. Recognize Favor Standard is deemed to be independent variable while
customer Faithfulness was treated as a dependent variable. The later could however be
measured by 13 items which was previously proposed by Zenithal. (Reliability, empathy,
competence of staff, accessibility and tangibles are the key factors that best explain
customer’s expectations. A SERVQUAL scale was used to measure Favor Standard

perceptions from the perspective of domestic and international customers.

Recognize Favor Standard, Customer Faithfulness, SERVAQUAL, Factor

analysis, Reliability analysis, Internet Favor Providers.

A Favor is a set of singular and perishable benefits delivered from the accountable Favor
provider, mostly in close coactions with Favor suppliers, generated by functions of

technical systems and by distinct activities of individuals according to the needs of Favor
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consumers. Studies reveal that the contribution of the Favors sector to the Indian
economy has been assorted 55.2 per cent share in gross domestic product, growing by 10
per cent annually, causative to about a quarter of total employment, accounting for a
high share in foreign direct investment inflows. India continues to be the dominant
player in the global outsourcing sector. However, its future will depend on how the
challenges related to its continued competitiveness are tackled. These include increasing
competition, rising costs, talent shortfall, infrastructure constraints, increasing risk
perception, protectionism in key markets, and deteriorating business environment. IT
and IT sector added laurels to India by gaining a brand identity as a knowledge economy.
The IT industry has four major components: IT Favours, business process outsourcing,
engineering Favours and R&D, and software products. The growth in the Favours sector
in India has been led by the IT-IT sector which has become a growth engine for the
economy, contributing substantially to increases in the GDP, employment, and exports.
This sector has improved its contribution to India’s GDP from 4.1 per cent to 6.1 per cent

and an estimated 6.4 percent.

Internet and Broadband

The Internet, which is another growing mode of communication, is a worldwide system
of computer networks. Broadband is often called ‘high speeds Internet, because it
usually has a high rate of data transmission. Broadband subscribers grew from 0.18
million to 10.71 million as at the end of November. The number of Internet and
broadband subscribers is expected to increase to 40 million and 20 million, respectively.
Introduction of BWA Favours will enhance the penetration as well as growth of

broadband subscribers. Wi Max has also been making headway in penetration of wireless
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broadband connectivity across all sectors. It was revealed in a research that 75% of the
internet audience in India to be aged 35 years and below, promising to make it the
youngest online population in the coming years. Females formed 39.3% of the total
audience, and the sharpest growth was observed among male and female segments in
the age-group 15 to 24. Indeed, the Standard of Favor is sometimes more important for
customers than the cost of acquiring that Favor. Thus calls a need for the organizations

to focus on providing customers with the highest possible level of Standard.

The population of this study consists of internet subscribers. Indeed, the data was mostly
filled by the VSNL and BSNL subscribers who were found out in premises of these offices
and internet subscribers as they came to pay their bills at its different sales shops. VSNL
has huge list of subscribers and authenticity of data from such sources is most
acceptable. It was difficult to have access to information that could help in contacting or
reaching customers because of privacy and security issues. Moreover, the sample size for
a population consisting of 291067 subscribers must be 384. 500 questionnaire were
distributed out of which number of questionnaires returned was 443 and 420 were found

to be valid.

Measures

The research is quantitative in nature. The items selected to measure the concepts of
Recognize Favour Standard and customer Faithfulness were primarily derived and taken
from literature. Recognize Favour Standard was measured using five dimensions of
SERVQUAL. The Recognize Favour Standard was measured using a five-point rating scale

rating from one: 'strongly disagree' to five: 'strongly agree'.
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In order to examine the research hypotheses, the data collected through the

questionnaire distributed to the customers were analyzed.

The fast growing world and excessive contribution of Favour industry in our economy
compels us to satisfy the customer. This however could be done if Favour provider
understands the perceptions of customers because it relates strongly to the continual
survival, as well as the future growth and development of organizations. The results of
multiple regression analysis shows that Recognize Favour Standard dimensions have a

important Effect on customer Faithfulness.
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