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Abstract 

Relationship management and cross-selling techniques have gained widespread acceptability 

because to the strategic business benefit (s) associated with a positive customer-bank 

relationship. Its acceptance by large companies, as well as its subsequent performance in those 

organisations from developed countries, leads to its spread to other parts of the world. Similarly, 

because Western-based business theories are viewed as novel in other areas of the world, 

developing-country firms embrace relationship management practises with less concern for how 

economic and systemic variations might affect their efficacy. Although a few studies have 

addressed this issue, they are mostly conceptual. Recent studies claim that in an environment 

where face-to-face encounters dominate business interactions, it is necessary to investigate the 

impact of the external environment on relationship management and cross-selling in the banking 

setting.The researcher analyzed existing literature and substantial investigations to better grasp 

the concepts of CRM and Cross-Buying intent, as well as the factors that influence an 

individual's decision to purchase further items from the bank. The study's key findings reveal that 

Customer Retention has a substantial association with Cross-Buying Intention among all the 

factors such as Trust, Fulfillment, Commitment, and Convenience. The author looked at the role 

of trust, fulfillment, image, and commitment in cross-selling for client retention. Although CRM 

is not a component in this study, customer loyalty has a direct impact on cross-buying intention. 
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According to the findings, younger customers are more interested in cross-selling than older 

customers. One of the factors of Cross-Buying is interpersonal relationships and reputation, 

which have been proved in earlier studies to have a favorable effect on customer retention. 

Key Words: Cross selling, Customer relationship management, customer retention, Customer 

Satisfaction. 

 

1. Introduction  

Over the last 10 years, the value and necessity of "Relationship Marketing," as well as its 

significance in "Business," have been highlighted numerous times in Applied IT research 

literature (Bagozzi, 1995; Cannon et al., 1999; Dwyer et al., 1987; Peterson, 1995; Sheth et al., 

1995). The fact that the structure of long-term client relationships provides many advantages to 

businesses is also a well-known fact (Dwyer et al., 1987). Furthermore, keeping existing clients 

is considered to be more productive than acquiring new ones. Similarly, rapid developments in 

innovation have aided enormously in making due, serving, and holding clients without breaking 

a sweat. "(CRM) is a solid and promising rookie that has shown up on the business radar" in our 

contemporary climate of better "Customer Relationship Management" (Greenberg, 2002, p.2). 
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Figure: 1Aim of Relationship Marketing 

CRM is a way to deal with the better, quicker and more viable getting sorted out of any business' 

cooperation with their clients in light of a client driven establishment. It is a whole discipline, not 

a solitary action or undertaking. Customer relationship managements permit organizations to 

execute relationship showcasing at an endeavor wide level (Winer, 2001). In view of the fact that 

CRM directly affects many core company operations, notably on the cycles in that, constructing 

viable effective relationships with a large client base with CRM is anything but an easy process. 

This isn't just a particular problem. It's not only about code execution. Furthermore, it is not 

necessary to concentrate on agreements. It's more about the eventual integration of all corporate 

processes with customers. CRM is associated with gaining an advantage by being exceptional at 

acquiring, imparting, conveying administrations, and maintaining existing client relationships, as 

well as acquiring and keeping new clients. 

CRM can be depicted in a variety of ways due to the fact that CRM means different things to 

different organizations in real life. The following definition is perhaps the most appropriate with 

the end goal of the flow research to best address CRM from a comprehensive perspective: 

"Customer - relationship management (CRM) is a corporate strategy for identifying and 
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managing important client relationships. CRM necessitates a customer-centric business theory 

and culture in order to support effective marketing, sales, and administration activities. CRM 

solutions may help businesses build strong client relationships across the board if they have the 

correct initiative, procedure, and culture." Thompson et al., 2001. 

To deconstruct the definition of client connection for financial executives, its criteria and 

benefits to their clients, CRM execution challenges, and the approach for compelling CRM 

execution. The strong bond that exists between clients and banks is built on an understanding of 

the diverse requirements of consumers at various times. CRM is the most important tool for 

future growth. Customers' requirements and complaints are critical to their financial business 

success. Clients are the backbone of any business endeavour, and maintaining a positive 

relationship with them yields better results. 

1.1 Issues Raised  

According to a Gartner survey, up to 80% of businesses fail to see how customer relationship 

management (CRM) builds trust among their customers (Kirkby, 2002). Because of this lack of 

understanding, organisations have failed to grow excellent CRM procedures to their greatest 

benefit. This rapid rate of CRM failure has prompted experts and scientists to investigate the 

causes of the problem. CRM drives often contain several offices, according to Caulfield (2001), 

wherein weak and inadequate comprehension among the CRM drive's administration and 

representatives become sources of disappointment. CRM drives have a 55-70 percent 

disappointment rate due to data quality concerns (Dubois, 2002). 

Furthermore, according to Davenport et al. (2001), even large information warehouses do not 

have many extra bits of knowledge about their clients. This effectively implies that even such 

organisations are not earning on the amounts of data they have about their clients. Despite the 

fact that their data is extensive, it is not being effectively utilised. For businesses looking to gain 

an advantage, they must understand how to best utilize their CRM capabilities to learn more 

about their customers and better serve them for mutual benefit. CRM should be viewed as a 

multidisciplinary concept in order to get superior bits of knowledge concerning CRM drives. 
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CRM isn't just about marketing and innovation; it's an all-encompassing business paradigm for 

transforming firms into really client-driven organizations. 

 

Figure 2: features of CRM 

CRM, as an arising discipline in incredible need of hypothetical help (Gummesson, 2002). 

Directing speculations on and models of CRM are still hard to come by , presumably because of 

the way that CRM is another region for research work and, perhaps, in view of its entwining with 

IT and data frameworks, which likewise have been growing all the while and at a comparative 

speed. In particular, not a solitary piece of CRM related scholastic examination has been directed 

in Saudi Arabia. 

2. Literature Review  

Berry (1983), characterized relationship showcasing as drawing in, keeping up with and 

improving the customers‟ connections in multiservice association. Following years and years, 

the development in relationship showcasing theory modified the meaning of the word 

relationship promoting to CRM. 

Brown (2000), CRM is a course of gaining new clients, holding the presence clients, and 

simultaneously comprehends, expects and deals with the requirements of an association's current 

and likely clients. 
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Mylonakis (2009),CRM was depicted as a creative cycle for building a long-term relationship 

and gaining trust. 

Bansal and Sharma (2008) A reasonable vision of CRM alongside suitable procedures 

assuming applies in financial areas discovered that valuable in keeping up with the client care 

quality, consumer loyalty and client maintenance which at last prompts the development of the 

association and benefit. 

Girdhar (2009)Banks can hold and complete their relationships with outside clients by meeting 

their internal clients' needs and creating strong bonds with them. 

Kumar and Rajesh (2009)reveals that any bank wishing to increase the scale of its financial 

activity or expand its profit should evaluate the challenges affecting its client connection. The 

test before the banks isn't just to get refreshed data for every client, yet in addition to utilize the 

data to decide the best an ideal opportunity to offer the most significant items. 

Western-based relationship the executives studies estrange enormous fragments of clients in an 

arising nation like Nigeria, where BOP clients overwhelm the market Barros and Caporale, 

(2012) Chikweche and Fletcher, (2013). 

The Western-driven method focuses on the low-wage employees who dominate developed 

countries, providing an opportunity for businesses to adopt relationship-based techniques with 

the countless benefit clientele who dominate the Western market. Despite the fact that the 

number of low-wage workers in developing countries such as China and India is increasing 

Kumar et al., (2013) Sheth (2011), BOP clients continue to dominate the Nigerian market 

Barros and Caporale(2012);Chikweche and Fletcher, (2013). As a result, the advertising 

strategies of firms that focus on this market should be tailored to fit the market's unique concept 

and environmental factors. 

 

Sachdev et al., (2004),Clients must choose between distinct expert organisations in today's cutthroat 

financial business by compromising between connections and economies, trust and products, or 

administration and effectiveness. 
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Roger Hallowell (1996), led an examination on consumer loyalty, dedication, and productivity And 

observed that when contrasted with public area, private area bank customers‟ level of fulfillment is 

similarly higher. 

Keramati et al. (2010) recognized the utilization of innovation, HR and client driven authoritative design 

to make an uncommon capacity for upper hand and fulfillment with quality. In one more review in a 

similar public setting, Iran. 

Rouholamini and Venkatesh (2011) argued that executive relationships should be built on innovation 

and that individuals should support activities that improve the relationship between a client and the 

bank.Yang (2012) and Tseng and Wu (2014) upheld the utilization of innovation in the improvement of 

client data, relationship commencement and the executives of connections. 

Valmohammadi and Beladpas (2014)conclude that innovation execution should be supplemented by 

hierarchical cycles that assist individuals in improving their connections. The impact of internal parts of 

the organisation (e.g., individual support, innovation sending, and the board of business process) on client 

connection the board is the focus of study on client relationship the board on arising showcasing obtains 

foothold. 

As a result, studies from developing countries widen the Western-driven connection that CEOs establish, 

with little regard for how a country's viability is influenced by its external climate Beck, et al., (2015); 

Samaha, et al., (2014). 

Dr. S. Shrilatha(2016) performed an investigation of the adequacy of the client relationship board in the 

Vellore branch of Karur Vysya Bank (KVB). 

Existing writing centers around creating techniques to all the more precisely foresee buy probabilities for 

the following item to-be-bought, and is valuable in supporting campaigncentric strategically pitching or 

the following item to-be-strategically pitched. With the exception of Kumar et al (2008), none of the 

current strategically pitching papers use data on strategically pitching sales and there is generally secret 

with regards to what strategically pitching requesting mean for client buy choices in the long haul. Client 

lifetime esteem (CLV) in crusade arranged strategically pitching is generally treated as one more division 

variable to separate beneficial clients from unbeneficial ones. Notwithstanding, Rust and Chung (2006) 

and Rust and Verhoef (2005) call attention to the issue with this approach is that the bank's intercession 

changes a client's future buy probabilities. 
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Our paper adds to the current writing on strategically pitching in the accompanying ways. In the first 

place, we straightforwardly notice the strategically pitching requesting (or advancements) made to clients 

in our observational review. Subsequently our own is the principal concentrate on that expressly models 

how clients progressively respond to strategically pitching requesting and gauges the adequacy of 

strategically pitching sales in the short and long runs. Second, we loosen up the solid presumption that 

client responsiveness to requesting is fixed over the long run and permits the responsiveness to sales to 

change over the long run. The developing state structure permits us to explore how viability of sales 

strategically pitching various items fluctuates with client monetary states or correspondence channels. 

Third, we perceive and display the drawn out impacts of sales in the client reaction model (which we 

allude to as the instructive and publicizing jobs). These impacts have been recorded by industry reports 

Rough Notes (2010) yet not in the scholarly writing. Fourth and above all, we exhibit that intra-client 

heterogeneity and long haul impacts of sales require the firm to take a long-term view and embrace a 

powerful programming approach while settling on sales choices. 

3. Research Methodology 

This part presents the procedure that the scientist took on for information assortment of this 

review on the adequacy of customer relationship management and cross selling methodology in 

the changing globalized and cutthroat financial climate. 

3.1 Sample Size:A total of 50 employees and managers were included in the study. The 

researcher used an opera mini browser to access the website, which asked for the population 

size before deciding on a sample size of 50 employees and managers. 

 

3.2 Sampling Method:As per Borg and Gall (2013) there are two fundamental sorts of sampling 

method, which are Probability sampling and non-Probability sampling. With the end goal of 

the review non-Probability sampling was taken on. Saunders (2013) and Cresswell (2012) 

noticed that non Probability sampling is what is happening where there is no system to gauge 

the likelihood that every component gets the opportunity of being chosen.It comprises the 

selection of components based on assumptions about the number of people who will be 

affected, as well as the methods for determining the population. 
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3.3 Research Instruments:The use of surveys to collect information from research participants 

was one of the data collection instruments used in this investigation. The examination tool 

was used to compile important data from the topic of study. 

3.4 Data collection procedure:This part gives an understanding on the strategies and steps that 

were followed to gather information and regulating research instruments. Surveys had been 

arranged to introduce by which the poll was regulated to the promoting leaders, bank 

directors and the client assistance administrators to get information on the impacts of client 

relationship the executives in driving an competitive advantage . For the customer support 

administrators the polls were controlled to the representatives utilizing the simple random 

sampling to acquire data on the significance of relationship management in driving an 

competitive advantage . 

3.5 Data analysis and presentation methods:The specialist summed up and estimated the 

information involving the Statistical Package for Social Sciences (SPSS programming). For 

data analysis, the study compared the dependent and independent variables. The specialist 

involved the gathering factors for expressive insights. A ton of data was assembled so in this 

section the scientist will zero in on coordinating information gathered with the examination 

targets and question. 

4. Data Analysis: 

This part is used to display and examine information in response to exploration enquiries 

resulting from exploration finds. In order to deduce the meaning of information, this 

section introduces and breaks down the information gathered. Segment diagrams, pie 

charts, line graphs, and frequency tables were used to present information. 

4.1 Response rate:This segment presents the reaction pace of this research study. An aggregate 

of 50 surveys were ready for this exploration study and 50 were returned. This addressed a 

reaction pace of 100 percent which was satisfactory for information investigation and adjusts 

to past explores, for example, (Mazikana, 2018; Desbordes, 2016, Sifile et al., 2018 and 

Makanyeza, 2015) who specified that a reaction pace of 70% or more is considered sufficient 

and astounding for an exploration study. 

 

 



 

210 | P a g e  
 

No. of Questionnaire 

spread 

No. of questionnaire 

completed  

Response rate 

50 50 100% 

Table 1: Response Rate  

Source: Survey 

The reaction rate investigation of this evaluation is shown in table 1. The analyst was in charge of 

a total of 50 Questionnaires, with 50 substantial Questionnaires being returned and useful for this 

research. The 100% response rate was outstanding, providing the expert with enough data to do 

the research study. 

 

Scheduled Interviews Interviews done Response rate 

7 7 100% 

Table: 2 Interview guide response rate 

 Source: Survey 

The meeting guide reaction rate is shown in table 2 above. Seven meetings were scheduled, and 

the scientist found out how to lead each one, resulting in a 100% response rate. Because plans 

were made before the meeting day, the response rate for interviews was high. Because they avidly 

participate in meetings, the respondents were beneficial with data 

 

4.2 Relationship marketing: Respondents of this study were asked the way in which relationship 

advertising is advancing in the serious innovative climate considering the quantity of years and their 

reactions were caught down. 

 Frequency % 

Improved  23 40.00 

As expected 27 60.00 

Total 50 100.00 

Table: 3how relationship marketing is progressing 

Source : SPSS 



 

211 | P a g e  
 

From the above table3 above it very well may be noticed that most of respondents 23 

(40%) noticed that relationship promoting has worked on in banks while 27(60%) refered 

to true to form. Madan (2015) led an investigation of relationship showcasing in India. 

Relationship marketing offers advantages to the banks, clients as well as representatives 

of the association. Relationship Marketing gives the banks method for growing 

commonly useful and significant long haul connections. 

5. Result and  Discussion 

5.1 Reliability test results:To determine the reliability of the data collection instrument used in 

the survey on the adequacy of customer relationships, executives used several approaches to 

maintain a competitive advantage. The Cronbach's Alpha proportion of internal consistency 

was then used to determine the reliability of the exploration polls. The alpha estimates 

internal consistency by setting out if certain things measure the predicted variable. Nunnaly 

(2017) set the Alpha worth limit at 0.7, against which the review was measured. The results 

of the dependability test are presented in Table 4 below. 

 

Construct Items Cron bach’s 

Loyalty Program 40 0.785 

Online presence 39 0.855 

SMA Marketing 39 0.700 

Social Media marketing 40 0.955 

Sending greeting on festive 

and holidays 

39 0.845 

Consumer Campaigns 40 0.963 

Great customer service team 40 0.861 

Table : 4 Reliability of study construct 

Table 4 demonstrates that all of the Cronbach's characteristics were greater than 0.75, indicating 

that the objects estimated single unidimensional inert constructs. The findings support the 

findings of Tavakol and Dennick (2015), who stated that the accepted range of Cronbach's alpha 

is between 0.70 and 0.90, and that such exploration is regarded solid. The Coefficients Alpha 

Coefficients in Table 4.2 reveal that all of the scales were large, with alpha values exceeding the 
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recommended threshold of 0.7. The use of steadfastness programmes (=0.897) had the highest 

level of validity, followed by conveying glad tidings on joyous and special occasions (=0.877). 

As a result of this inquiry, it was discovered that the examination was extensive and might be 

used for further investigation. 

5.2 Relationship marketing activities and company performance 

Chi –square test 

 Value  df Asymp.sig.(2-sided) 

Pearson Chi-square 25.132 30 0.045 

Likelihood  

Ratio 

32.562 30 0.075 

Linear by Linear 

association 

.210 2 0.553 

N of valid cases 30   

A 24.32 (58%) have expected count less than 5. The minimum expected count is .79 

Table 5: Relationship marketing activities and company performance 

The P Value of 0.045 means that there is no connection between the autonomous factors and the 

reliant factors as estimated by deals income per year. The factors don't impact one another.  

5.3 Discussions 

The review tried to inspect the viability of customer relationship management and Cross selling 

methodologies in keeping an competitive advantage. This study took on a cross-sectional overview. These 

methodologies are totally intended to help the development of the business as well as keep up with great 

touch with the client. The techniques as set up by the banks should make the existences of their clients a 

lot more straightforward and to be a client amicable bank. The study embraced subsequently has 

uncovered that the exhibition of the bank is connected with the client relationship techniques set up by the 

salesman. The population size for this study was 50. Supervisors and representatives were chosen 

utilizing non-probability sampling methods. 

 

 

 

6. Conclusion 
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Customer Relationship Management is worried about drawing in, keeping up with and 

improving customer relationship management. CRM goes past the conditional trade and 

empowers the advertiser to appraise the client's opinions and purchasing expectations so the 

client can be given items and administrations before the beginnings requestingClients are the 

core of any business Endeavour; maintaining a positive relationship with them yields better 

results. The respondents of this study noticed that the financial business is exceptionally unique 

and profoundly relies upon a bunch number of players to make it appealing to the market. From 

the specialist co-op who should sufficiently address a client's issues during one experience, 

guaranteeing the indistinguishable assistance will be given in the following buy to the 

exceptionally unpredictable outer climate. Clients frequently depend on elusive signs while 

choosing whether or not to become faithful clients. Henceforth the discoveries of this study 

demonstrated that client relationship the executives as a methodology can be extremely valuable 

and exceptionally compelling to an association whenever rehearsed appropriately. Relationship 

promoting is viewed as something that has no quantifiable advantages to the financial 

association. It was additionally noticed that Commercial banks don't purposely leave on 

relationship promoting procedures to help execution. This study shows that to achieve an 

economical upper hand through CRM, they ought to productively apply all the CRM assets to 

make CRM process capacities which are interesting and can't be duplicated by different 

associations. There is an immediate connection among discernment and fulfillment, significant. 

Furthermore utilizing CRM may just reinforce the connection among insights and up-purchasing 

and cross purchasing which is all on the side of presenting CRM in assistance area. Banks 

understand that CRM is the enchanted projectile that assists monetary foundations with building 

more grounded and more productive connections. Henceforth Banks should zero in on conveying 

to clients by having succinct and exact approaches to getting things done through powerful CRM 

arrangements rather than creating item procedure. In this exploration concentrate on it was 

noticed that business banking area face difficulties in effectively executing relationship 

showcasing. These difficulties incorporate sluggish decision making because of formality and 

restricted assets and assets. 

 



 

214 | P a g e  
 

7. Reference  

1. Berry, Leonard L. 1983. “Relationship Marketing,” in Emerging Perspectives on 

Services Marketing, Leonard L. Berry, G. Lynn Shostack, and Gregory Upah, eds. 

Chicago: American Marketing Association, pp. 25–28.  

2. Berry, M.J.A. & Linoff G.S., 2000, Mastering Data Mining: The Art and Science of 

Customer Relationship Management, John Wiley & Sons, Inc. 

3. Brown, S. A. (2000). Customer Relationship Management: A Strategic Imperative in 

the World of E-Business. Canada: John Wiley & Sons.  

4. Buttle, F.(2002). The S.C.O.P.E. of Customer Relationship Management. Available: 

http://www.crmforum.comllibrary/aca/aca-07.htmt  

5. Customer Relationship Management: The Ultimate Guide to the Efficient Use of 

CRM, Edited by SCN Education B.V., p. 31, ISBN 3-528-05752-1  

6. Chary T. Satya Narayana & Ramesh, R. (2012). Customer Relationship Management 

in Banking Sector- A Comparative Study, KKIMRC IJRHRM, 1 (2), 20-29.  

7. Christine A. Vogt in his study on "Customer Relationship Management in Tourism: 

Management Needs and Research Applications" Journal of Travel Research July 

2011 vol. 50 no. 4 , pp. 356-364 

8. Claessens, J., Dem, V., De Cock, D., Preneel, B., Vandewalle, J., (2002), on the 

Security of Today‟s online Electronic Banking Systems, Computer & Security, Vol. 

21, Issue 3, pp. 257-69  

9. Dick, A.S. & Basu, K., (1994), Customer Loyalty: Towards an Integrated 

Framework,Journal of the Academy of Marketing Science, Vol. 22, Issue 2, pp. 99-

113, Sage Publications.  

10. Dunphy, D., (1996), Organizational change in corporate setting, Human 

Relations,Vol. 49, Issue 5, pp. 541-52  

11. Dr. S.Shrilatha(2016), A study on effectiveness of customer relationship management 

in karur vysya bank (KVB)at vellore branch, International Journal of Business 

Quantitative Economics and Applied Management Research,Volume-2,Issue-

12,May-2016.  



 

215 | P a g e  
 

12. Durkin, M. (2004). In Search of the Internet-Banking Customer. The International 

Journal of Bank Marketing, 22 (7), 484-503.  

13. Eisingerich, A. B. and Bell, S. J. (2006). Relationship Marketing in the Financial 

Services Industry: The Importance of Customer Education, Participation and Problem 

Management for Customer Loyalty. Journal ofFinancial Services Marketing, 10 (4), 

86-97.  

14. Girdhar, Seema (2009). Building Relationship through Internal Customer: A Study of 

South Asian Selected Co-Operative Banks With Special Reference to Surat District of 

Gujarat State. Pranjana - The Journal of Management Awareness, Delhi, 12 (2), 32-43 

15. Authors, F. (2003). The influence of satisfaction , Trust and switching barriers on 

Customer Retention in a continuous purchasing setting. 

https://doi.org/10.1108/09564230310489231 

16. Authors, F. (2017). Article information : Social bonding as a determinant of share of 

wallet and Cross- Buying behaviour in B2B relationships Structured.  

17. Benoist, G. (2002) Bancassurance: The new challenges. The Geneva Papers on Risk 

and Insurance Issues & Practice 27(3): 295–303.  

18. Berghe, V. D., & Verweire, K. (2001). Convergence in the Financial Services 

Industry. The Geneva Papers on Risk and Insurance, Issues and Practice, 26(2), 173-

183.  

19. Ernst & Young (2012), “The customer takes control”, Global Banking Consumer 

Survey, Ernst & Young, pp. 1-60,  

20. Evanschitzky, H., Malhotra, N., Wangenheim, F., & Lemon, K. N. (2017). 

Antecedents of peripheral services Cross- Buying behavior. Journal of Retailing and 

Consumer Services,  

21. Fan, C. K., Lee, L., Tang, Y., & Lee, Y. H. (2011). Factors of Cross- Buying 

Intention - Banc assurance Evidence. African Journal of Business Management, 

5(17), 7511–7515. 

22. Shibo Li, Baohong Sun, Alan L. Montgomery (2011) Cross-Selling the Right Product 

to the Right Customer at the Right Time. Journal of Marketing Research: August 

2011, Vol. 48, No. 4, pp. 683-700.  

https://doi.org/10.1108/09564230310489231


 

216 | P a g e  
 

23. Walia Tajinder Singh (2014) Conceptual Framework Of Cross Selling. Shiv Shakti 

International Journal of in Multidisciplinary and Academic Research : October 2014, 

Vol 3, No 5  

24. Zeithaml, Valarie A. Rust, Roland T. Lemon, Katherine N. (2001) The Customer 

Pyramid Creating and Serving Profitable Customers. California Management Review 

: Summer 2001, Vol. 43 Issue 4, p118 

25. Kamakura, Wagner.A., Wedel Michael, Rosa Fernando De, Mazzon Jose Afonso 

(2003). Crossselling Through Database Marketing : A Mixed Data Factor Analyzer 

For Data Augmentation And Prediction. International Jurnal of Research in 

Marketing 20, pp 45 - 65  

26. Maria T. Salazar (2007) Uncovering Opportunities For Cross-Selling & Up-Selling In 

The Spains Financial Industry: Who, What And When. Proceedings of the 2007 

Academy of Marketing Science (AMS) Annual Conference, The University of 

Edinburgh 

27. Meera. C, Eswari. M (2011) A Study On Customer Satisfaction Towards Cross 

Selling of Insurance Product and Supplementary Services –with Reference to Private 

Sector Banks in Coimbatore District. International Journal Of Research In 

Commerce, Economics & Management : Volume No. 1 (November 2011)  

28. Shah Minal, Guha Sanjay, Shrivastava Urvashi (2016) Cross Selling And It’s Impact 

On Customer Satiffaction : A Literature Review. Abhinav International Monthly 

Refereed Journal of Research in Management & Technology : August 2016,Volume 

5, Issue 8 

29. Cengzi, Emrah (2010). Measuring Customer Satisfaction : Must Or Not?. Journal of 

Naval Science and Engineering : 2010, Vol. 6 , No.2, pp. 76-88 

Author’s Declaration 
I as an author of the above research paper/article, hereby, declare that the content of this paper is 
prepared by me and if any person having copyright issue or patent or anything otherwise related to the 
content, I shall always be legally responsible for any issue. For the reason of invisibility of my research 
paper on the website/amendments /updates, I have resubmitted my paper for publication on the same 
date.  If any data or information given by me is not correct I shall always be legally responsible. With my 
whole responsibility legally and formally I have intimated the publisher (Publisher) that my paper has 
been checked by my guide (if any) or expert to make it sure that paper is technically right and there is no 



 

217 | P a g e  
 

unaccepted plagiarism and the entire content is genuinely mine. If any issue arise related to Plagiarism / 
Guide Name / Educational Qualification / Designation/Address of my university/college/institution/ 
Structure or Formatting/ Resubmission / Submission /Copyright / Patent/ Submission for any higher 
degree or Job/ Primary Data/ Secondary Data Issues, I will be solely/entirely responsible for any legal 
issues. I have been informed that the most of the data from the website is invisible or shuffled or 
vanished from the data base due to some technical fault or hacking and therefore the process of 
resubmission is there for the scholars/students who finds trouble in getting their paper on the website. 
At the time of resubmission of my paper I take all the legal and formal responsibilities, If I hide or do not 
submit the copy of my original documents (Aadhar/Driving License/Any Identity Proof and Address Proof 
and Photo) in spite of demand from the publisher then my paper may be rejected or removed from the 
website anytime and may not be consider for verification. I accept the fact that as the content of this 
paper and the resubmission legal responsibilities and reasons are only mine then the Publisher (Airo 
International Journal/Airo National Research Journal) is never responsible. I also declare that if publisher 
finds any complication or error or anything hidden or implemented otherwise, my paper may be 
removed from the website or the watermark of remark/actuality may be mentioned on my paper. Even 
if anything is found illegal publisher may also take legal action against me.  
  
 

Neharika 

Dr. Rajiv Nayan, 

 

 

 

****** 

 

 


