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Abstract 

Cross selling can be a highly effective tool for acquiring new clients to the bank and 

encouraging multiple product holdings by an individual customer.  This study investigates 

the extent to which the different components of attitudes affect towards motivation to 

product cross selling of banking sector in Sri Lanka. Three main components as cognitive, 

affective and behavioral attitudes were identified as independent variables and statistically 

analyzed to establish their relationship with motivation to product cross selling. The sample 

covers 230 front line bank employees working in Colombo District branches. The data was 

collected through a structured questionnaire. Results of the univariate analysis reveal that 

all three components in relation to attitude have positive associations with motivation to 

cross selling. More interestingly, the multivariate regression results of our analysis reveal 

that behavioral attitudes of front line staff is the most influencing attitude component which 

affect product cross selling. Hence, the results of the study highlight the importance of 

making past cross selling efforts of employees a positive experience in order to further 

motivate them towards cross selling. 

 

Keywords: employee’s attitudes; behavioral attitudes; cross selling; motivation; banking 

industry  

 

Introduction  

Sri Lankan banking sector plays a major role in the financial sector of the country 

and provides a vital contribution to increase the quality of human lives as well as the 

development of the country. As a part of the financial sector of the country, banks provide 

an important intermediary service to the development of the country though funding 

development projects and other investments while attracting deposits from savers in the 

economy. Hence, financial performance of banks is very much important for a healthy 

financial system.  Since bank credit represents a major source of finance in most developing 

countries, ensuring efficiency in the banking sector is a major issue of concern for such 

countries (Liyanagamage, 2017). Banks often need to achieve efficiency by streamlining 

their core processes in order to respond more effectively to continually changing market 

forces in a cost-effective manner. Therefore, attracting and retaining customers is utmost 
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important from bank’s perspective as they do their businesses in a highly competitive and 

dynamic environment. In such an environment improved service quality is one strategy to 

maintain competitiveness as the customers expect a high quality service from their bank. 

Therefore, a proactive frontline staff perhaps can be identified as the key to success of a 

bank.  

In a highly competitive business environment, customer relationship management 

is a highly crucial factor for increasing sales of any firm. Therefore employees are expected 

to have a very good relationship with their customers in order to attract them towards the 

company.  It is well known in the financial services industry that customers who sign up for 

multiple products and services are typically more loyal and, therefore, can bring 

organizations more revenue in the long run. These deeper relationships make a critical 

contribution to the growth of cross-selling of financial products. The firms should assure a 

conducive environment for their employees to deal with their customers while maintaining a 

well standard customer service to gain valuable opportunities to their company. Stephenson 

and Kiely (1991) say that firms should increase personal selling to attract more customers by 

using the talents and skills of employees and giving them training, motivation and 

recognition. 

Cross selling can be done either selling the existing/new products to the existing 

customers or selling the existing/new products to new customers. According to Lindgreen 

and Antioco (2005), customer is a resource and should be managed and developed via 

relationships, networks and interactions. Successful cross-selling will produce better results 

through good contact management (Dibb, and Meadows 2001). Banks sell different products 

and services which are delivered to the customer based on their needs, behavior or 

demography. Cross selling can be highly effective marketing tool for a growth of a business 

as through which new clients can be acquired to the bank and enhance their lifetime value 

by encouraging multiple product holdings.  Banks do cross selling, when they offer the 

customer a product or a service which is related to the product/service they are already 

bought or planned to buy. It can promote credit card facility or internet banking facility to 

customers maintaining savings or current accounts in their banks. This strategy is 

encouraging clients to use additional services, intern positively affecting growth 

opportunities of the respective bank. 

The key to successful cross selling is to focus on employee’s efforts on meeting the 

customer’s needs, rather than simply pushing more products and services. For this, the role 

performed by bank staff is crucial. Bank staff should be sales oriented, have right attitude 

and adequate knowledge on products, services, communication skills and motivated to 

convert customers to advocates.   

 

Research Problem and Objectives 

According to the Central bank annual report 2019, there are 25 licensed 

commercial banks and 8 licensed specialized banks operating in Sri Lankan banking sector, 

and those can be categorized into state banks and private banks. Private Banks consist of 

some of the world reputed foreign banks too. Changes in the national and international 

market environments and the introduction of new technologies have made the Sri Lankan 

banking sector more competitive and efficient. Despite the application of technology in 

banking services and introduction of new innovative products by all the banks, the financial 

performance of banks shows considerable dissimilarity.  The diversity in the behavioral 

patterns of sales and sales growth across banking institutions as well as among different 
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branches of the same institution open-up a new strand of argument highlighting the 

employee productivity of such institutions.  Most importantly, individual effort towards 

responding to new sales opportunities is significant to face the fierce competition in the 

banking sector. 

Cross selling effort is well profitable than all other marketing campaigns (Authers 

1998). Positive attitudes of frontline employees towards their job as well as towards 

customers are paramount important for a bank as it encourages employees to engage with 

product cross selling process in the bank. An attitude is a psychological state of mind. It 

shows the way a person thinks about particular situation, and it ultimately determines the 

behavior of the given person. In the workplace, employees can have either a positive or 

negative attitude about specific work tasks, products or services. Bad attitudes of employees 

result in apathy to daily tasks and their tasks will be completed at substandard levels. The 

importance of attitude of frontline staff of banks perhaps more significantly felt in 

institutions such as banks in Sri Lanka which compete for relatively small market share. 

Hence, this study seeks to explore the effect of employee attitudes towards product cross 

selling of banking institutions in Sri Lanka. Typically, attitudes can be favorable or 

unfavorable: positive or negative (Eagly & Chaiken, 1993). And, they have three 

components: an affective component (feelings), a behavioral component (the effect of the 

attitude on behavior), and a cognitive component (belief and knowledge) (Rosenberg & 

Hovland, 1960). 

Thus, the present study is an investigation on how cognitive, affective and 

behavioral attitudes of frontline bank staff affect their motivation towards product cross 

selling. More specifically, it is necessary to first explore the present level of motivation 

towards cross selling among frontline bank staff. Second, to analyze the extent that each 

type of job attitudes affects motivation to cross selling, and finally, to find out what is the 

most affective attitude component which influences motivate to cross selling among front 

line staff of banking sector in Sri Lanka. The findings of the study will provide more insight 

into behavioral aspects of employees and will pave the way to develop policies and 

procedures to be more competitive in the market.   

 

Literature Review and Hypothesis Development 

According to Stephenson and Kiely (1991) the key issues facing banks in order to 

be successful at selling is the personal banking market. The results indicate that the 

fundamental change in management style, training, motivation and recognition of branch 

sales personnel affect the given area. Lorraine (2002) explains how service providers can 

serve the bank customer base to reach fresh customers. Banks have the trust on their 

customers and that would be a good distribution channel to introduce new products, 

especially in the midlevel market.  Employees should be competitive and need to be more 

focused for product selling. Furthermore, establishing relationships are necessary and the 

product needs to be branded and well advertised. 

Both the above studies are mainly dealing with personal selling in relation to cross 

selling in banks. These studies highlight that the seller should always be focused, 

competitive and specific.  To develop true sales culture it is important for the firms to 

provide good training sessions, motivate their employees, give recognition and offer awards. 

The problems has been for many banks in cross selling is challenge of creating, monitoring 

and measuring effective cross selling programs for their employees to ensure the efficiency 
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of their performance. By giving more pressure on bank representatives to do cross selling 

will have a negative impact on the entire effort of focus (Knott Hayes and Neslin, 2002). 

A study by Knott, Hayes and Neslin (2002), presented next product to buy models 

to increase the effectiveness of cross selling. According to them employees should have a 

proper understanding about customer needs and should wait to find the opportunity to sell 

the right product at right time. Hence, good attitudes make efforts of employees more 

effective. Sales teams with mix of specific skills and knowledge about products can be 

highly effective in product cross selling. Expertise knowledge of sellers is required to find 

customer buying needs and significant behavioral change is required to treat customers well 

(The Boston Consulting Group). 

Service providers may capture all aspects of a consumer’s financial needs, by 

checking their accounts. One-stop shopping for financial services has become common 

today. These developments have stimulated banks to shift from a product focus to a 

customer focus. Due to the increasing cost of acquiring new customers, firms may think that 

the best way is selling their products to their existing customers by way of customer 

relationship management. Data base management is viewed in banking as one of the most 

powerful marketing tools, but its success depends on the availability of databases 

(Kamakura et al, 2003). Nowadays banks are facing the pressure of improving the quality of 

service, along with cost reduction to remain competitive in a tremendous volatile and 

uncertain market. Since product and price no longer provide a clear competitive base, it is 

necessary for the banks to improve the customer service as that is essential for banks 

operating in current economic and market scenario. Along with providing the conventional 

banking services, banks have started offering a bouquet of financial services to their 

customers, together with cross selling of financial products. All these selling efforts, 

motivation is the ‘driving force’ through which people strive to achieve their goals and 

fulfill a need or uphold a value (Mullins, 2002). People needs, values and goals are 

completely individual and the result creates their goals and then translated into actions. 

There are three main components of attitudes and those are cognitive attitudes, 

affective attitudes and behavioral attitudes. In working place these three attitudes have an 

impact on employees’ behavior in a different manner. Cognitive attitudes represent the 

person’s beliefs, thoughts and ideas about something. Typically these attitudes come into 

light in generalities or stereotypes such as frontline bank staff do cross selling since it is 

necessary for them. Affective attitudes usually come through person’s values and these types 

of attitudes are used to express and validate people’s moral, belief or value systems. 

Behavioral attitudes say about individual’s behavior towards some objective or situations. 

Past experiences, different incidents, environments and situations are the key facts of 

behavioral attitudes of people. Therefore, beliefs or ideas of employees, knowledge of the 

employees on something and the experiences or situations, which employees have faced 

mostly, have an impact on employee attitudes. These different components lead employee’s 

motivation. 

 

Cognitive Attitudes 

Cognitive Consistency Theory states that people are motivated to change and act 

consistently with their beliefs, values, and perceptions when there is psychological 

inconsistency or disagreement between two pieces of information. The conflict produces 

dissonance and then the person begins to doubt previously held rationales, beliefs, or values. 

These doubts make people feel uncomfortable and prevent them acting well. When 
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dissonance is resolved, the person is better able to act in accordance with the more attractive 

factor because beliefs, values, and perceptions agree with the behavior (Haber et al, 1982).  

Attitudes may change due to factors within the person. This theory starts from the 

idea that humans expect consistency in their beliefs and attitudes in any situation where two 

cognitions are inconsistent. Leon Festinger (1957) proposed cognitive dissonance theory, 

which state as a powerful motivator to maintain cognitive consistency which can give rise to 

irrational and sometimes changing behavior (Harmon and Harmon 2007).  Afterwards, 

researchers began to explore this relationship further. For example, the study of Weiss and 

Cropanzano (1996) suggest that disposition may influence the experience of emotionally 

significant events at work, which in turn influences job satisfaction. Newstorm and Davis 

(1993), state that attitudes are reasonably good predictors of behaviour. They provide clues 

to an employee’s behavioural intentions or inclinations to act in a certain way. Hence, 

positive job attitudes predict the constructive behaviours of employees. 

 

Affective Attitudes 

Affective study says about the beliefs and thoughts which people are having 

towards objectives. Some people may have some positive attitudes while others are having 

negative attitudes towards the same objective. Because of these different attitudes people 

behave differently towards the same objective or the same situation. If a person is having a 

positive attitude towards an object he or she will like to move along with that, whereas 

another who dislikes the same will ignore the same. 

Affective attitudes involve attitudes, motivation and values. The expression of 

these often involves statement of opinions, beliefs or an assessment of worth (Smith & 

Ragan, 1999). When people are working, these attitudes are affecting in different situations 

and people may have several outcomes according to their attitudes and it may give positive 

results or negative results at the end. Therefore, this affective attitude has a considerable 

influence on the motivation of employees working in a firm. 

Affective attitudes are learned or established predispositions to respond (Zimbardo 

& Leippe, 1991). Some affective attitudes may be innate or may have biological origins 

(Eagly & Chaiken, 1993). Therefore employees are having different kind of beliefs, thoughts 

on the same object when they work. Those beliefs and thoughts have been acquired through 

learning or establishments or could have been acquired naturally or biologically.  

  

Behavioral Attitudes 

This theory focuses on the behavior of a person towards something or some 

situations. People show different behaviors on various things, situations or events. People 

act differently in different situations due to some factors. Things like past behaviors, 

experience in different situations make people to use their behavioral attitudes when they are 

working in organizations. The individuals can seek new experiences and practices and adapt 

new behaviors in order to change their attitudes towards situations or objectives (Kelly, 

1955). Any person with good behavioral attitudes shows positive behavioral pattern towards 

some objective while a person with negative behavioral attitudes shows negative behavioral 

pattern towards the same thing. Behavioral attitudes are a very good factor to motivate 

employees when they are working in a particular organization. People get self-motivated 

through positive behavioral attitudes and it encourages employees to work productively in 

different situations.  
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A considerable number of studies have been carried out in the contexts of 

developed as well as developing countries on analyzing the impact of work related attitudes 

on employees' performance. Arguments that explain the relationship between attitude 

towards work and employee performance are usually three fold. First, it refers to the 

functions of attitudes as providing guidelines and facilitating employee behavior (Judge et 

al; 2001). Second, the functions of attitudes as energizing and facilitating positive behaviour 

(as one component of satisfaction) at the workplace (Staw et al 1994), and third, they 

highlight the function of attitudes as a motivational factor in an organization (Becker, and 

Vandenberghe, 2004).   

 The notion of employee commitment is the most influencing factor in personality 

traits that comprises of constructive behaviors and attitude en route especially at workplace 

(Waryszak, King, 2001). Rosenthal (1997) found a positive effect between an attitude-

related construct, called “affective customer orientation of salespeople,” and “salespeople’s 

customer-oriented behavior”. In summary, the ability of attitudes and behavior to predict 

organizational and employee performance increase over time. However, effect of different 

components of attitudes on employee sales performance has not adequately addressed in the 

literature. Thus, there is an empirical gap to be filled as the relationship between 

components of attitudes and motivation to cross selling. The present study aims at filling this 

literature gap. Hence, the following hypotheses were developed and tested in this study. 
 

H1 – Cognitive attitudes positively affect employee motivation to cross selling.  

H2 – Affective attitudes positively affect employee motivation to cross selling. 

H3 – Behavioral attitudes positively affect employee motivation to cross selling.  

 

Methodology 

 The main objective of the present study is to analyze and understand how and to 

what extent the different components of attitudes affect product cross selling in banking 

sector of Sri Lanka. Accordingly, the dependent variable of the study is “motivation to cross 

selling” and the independent variables are the three main components of attitude; cognitive 

attitudes, affective attitudes and behavioral attitudes.  

The population of the present study is the front line staff in banking sector in Sri 

Lanka. Since, non-availability of statistics on the population, sample was decided as 250 

frontline staff working in branches in Colombo region. Purposive sampling method was 

used to select respondents from all domestic commercial banks in Sri Lanka. The data was 

collected through a self-administered questionnaire. The questionnaire consisted with five 

sections. In section ‘A’ data has been collected regarding demographic factors of employees 

such as age, gender, designation etc. Section ‘B’,‘C’ and ‘D’ have been used to collect data 

on above mentioned three components of attitude which are hypothesized to study the affect 

of employee motivation to cross selling. Section ‘E’ is used to collect data on the dependent 

variable. Respondents were asked to state their level of agreement for each question in the 

scale using a five-point Likert scale rating 1 = Strongly Agree, 2 = Agree, 3 = Neutral, 4 = 

Disagree and 5 = Strongly Disagree.  

The statistical analysis of this study was done with SPSS 21.0 computer package. 

Spearman's rank correlation coefficient, descriptive statistics and regression analysis were 

used as data analysis tools.  
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Results and Discussion 

Sample Profile 

 Total of 230 filled questionnaires were received and considered for the analysis. 

The sample was gender representative as 62% of the respondents are female. With regard to 

age distribution, 21% of the respondents were within 21-30 years and 22% was above 40 

years. Further, respondents were experienced in their work as 57% of respondents have 

completed 7 years of service in the bank.   

According to the frequency analysis of responses, 14.37% respondents strongly 

agreed, 15.62% agreed, 23.56% stayed neutral, 25.81% disagreed and 20.64% strongly 

disagreed for the questions related to cognitive attitudes. Overall 46.45% either disagreed or 

strongly disagreed with the given statement. This shows that level of cognitive attitudes 

among the frontline bank staff is at low to moderate level. Accordingly, they are having 

moderate attitudes on cross selling as they believe that it will be positively affect their job, it 

is necessary for them to do, cross selling and it builds up a strong customer relationship and 

their cross selling effort will be rewarded by their organizations. With regard to the affective 

attitudes 42.62% either disagreed or strongly disagreed. This implies that the emotion or 

feeling of frontline staff towards cross selling is comparatively low. However, this 

percentage for behavioral attitude component stood at 45%, indicating a low level of 

behavioral attitudes towards product cross selling.  

Cronbach's Alpha, which is the default statistical method for reliability analysis, 

had been used to measure the reliability of the questionnaire. To measure the reliability 

variables, SPSS is used. It analyzed the degree to which the basic term is calculated 

accurately by items on a measurement instrument. The result shows that the Cronbach Alpha 

values for reliability was between 0.7 to 0.8 for all the variables indicating reliability of the 

questionnaire.  

 

Descriptive Statistics 

The aim of this section is to understand the summary statistics of responses on 

attitude component and motivation to cross selling. This will help exploring the present level 

of motivation towards cross selling among frontline bank staff as well as to understand the 

nature and the level of different attitude components on the 1-5 Likert scale. The descriptive 

statistics are presented in table 1 below.  

 

Table 1- Descriptive Statistics of variable  

 Cognitive 

attitudes 

Affective 

attitudes 

Behavioral 

attitudes 

Motivation to 

cross selling 

N 
Valid 230 230 230 230 

Missing 0 0 0 0 

 Mean 1.8969 1.6063 1.8531 1.8719 

Std. Error of Mean .06394 .05314 .06125 .07046 

Std. Deviation .57188 .47530 .54786 .63019 

 

Variance 

 

 

.327 

 

.226 

 

.300 

 

.397 
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The mean value of Motivation to cross selling is 1.87. This is an indication of lower 

level of motivation towards product cross selling among the front line staff of banks. This 

results reveal that staff is at present inadequately energized, make fewer efforts and less 

directed towards product cross selling in banks. 

As shown in the Table 1, Cognitive attitudes among the respondents ranged from 

strongly disagree (1) to strongly agree (5) with the average (mean) value of 1.89 with a 

standard deviation (distribution from the mean) of approximately 0.57 which shows a less 

variance among the responses. This says that the beliefs and knowledge of frontline bank 

staff that would associate with cross selling is below the average. Perhaps this indicates that 

the staff is not generally more knowledgeable about product cross selling that interest them 

and are likely to hold strong attitudes as a consequence. Similarly, other two components of 

attitudes; Affective and Behavioral attitudes too show comparatively weak on average. The 

mean values were reported as 1.61for affective attitudes indicating low level of emotional 

response about cross selling. The average level of behavioral attitude was 1.85. This 

component of an attitude consists of a staff’s tendencies to behave in a particular way 

towards product cross selling and reflects the intention of a person in the short-run or long 

run. These are indications of comparatively unfavorable or negative attitudes among 

frontline staff on product cross selling. The standard deviations of the mean values are low 

for all the variables, indicating lower spread out of responses. 

 

Hypothesis Testing 

The main objective of this paper is to analyze the relationships that exit between 

cognitive, affective and behavioral components of attitudes and motivation to product cross 

selling.  The three hypotheses developed in this study were tested by applying Pearson 

correlation analysis. The correlation coefficient values pertaining to each independent 

variable and acceptance of their respective hypotheses are reported in table 2 below.  

 

Table 2 – Results of Hypotheses testing 

Hypotheses Variable Correlation 

Coefficient 

Acceptance/Rejection of 

hypothesis 

  H1 

  H2 

  H3 

Cognitive Attitude 

Affective Attitude 

Behavioral Attitude 

0.595** 

0.493** 

0.756** 

Accept 

Accept 

Accept 

**. Correlation is significant at the 0.01 level (2-tailed). 

As per the correlation results presented in table 1, the correlation coefficient 

between cognitive attitudes and the employee motivation to cross selling is 0.595 and is 

significant at 99% level of significance. Similar to the theoretical explanations of Davis and 

Newstorm (1993) and Staw et al (1994), the relationship found is positive, confirming that, 

the higher the cognitive attitudes, the higher will be the motivation to cross selling. These 

statistics reveals a moderately positive relationship between the two variables.  Hence, 

Hypothesis 1 of this study is accepted.  

According to the cognitive evaluation theory there are actually two systems such as 

intrinsic and extrinsic that corresponds to two kinds of motivators. Intrinsic motivators are 

achievement, responsibility, competence and motivators that come from the actual 
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performance of the task or job that is internal. Extrinsic motivators are pay, promotion, 

feedback, working conditions and things that come from a person's environment, controlled 

by others. These intrinsic or extrinsic motivators may be more powerful for a given 

individual. A study of Festinger and Carlsmith (1959) found that even dull tasks can be 

converted into more interesting one when the employees are getting incentives. 

At anytime, when an employee is intrinsically motivated that will make the said 

individual pursue his/her own achievement and satisfaction. If people sometimes come to 

believe that they are doing some duties because of the pay or the working conditions or 

some other extrinsic reason, they will start to lose motivation. Powerful extrinsic motivators 

may reduce a person's intrinsic motivation. Particularly the extrinsic motivators are 

perceived by the person to be controlled by people. These doubts will make employees feel 

uncomfortable. When dissonance is resolved, the person is better able to act in accordance 

with the more attractive factors, because beliefs, values, and perceptions agree with the 

behavior (Haber et al, 1982). 

Leon Festinger (1957) proposed cognitive dissonance theory, which states as a 

powerful motivator to maintain cognitive consistency which can give rise to irrational and 

sometimes changing behavior. Here, the attitudes of front line staff who think, if they do 

cross selling that will be positively affect their jobs, will do cross selling since it’s necessary 

for them to do so. Further, their motivation will be high, if they are knowledgeable on the 

fact that cross selling gives a strong customer relationship on them and their cross selling 

effort will be rewarded by their company. Therefore, the positive correlation found could be 

true in the context of banking sector in Sri Lanka. 

The correlation between Affective attitudes and the motivation to cross selling is 

0.493 and it is significant at 99% level of significance indicating a moderate positive 

association between two variables. Hence Hypothesis 2 formulated in this study was 

accepted. According to Zimbardo & Leippe, 1991) Affective attitudes are learned or 

established predispositions to respond. Thus the coefficient value found in this study 

discloses a kind of a relationship which says that established predispositions of employees 

lead to their motivation towards some works. In a another study  conducted in the context of 

U.S.A (Dehaghi et al. 2012) in relation to the impact of employees' spiritual values on their 

organizational commitment revealed a significant positive relationship. Further, it indicates 

that when employees experienced spirituality at work, they feel more close and loyal 

towards the organization. Perhaps this kind of relationship is evident in the positive 

coefficient found in this study. 

 

Multivariate Regression Analysis 

Though the three components of attitudes and their relationship with motivation to 

cross selling are separately analyzed, all three components of attitude collectively determine 

the final behavior of an employee. Therefore, to understand the collective effect of all the 

components of attitude on motivation to cross selling is worth analyzing. For this purpose 

and to find out the most influencing component of attitude,  a multiple regression was used. 

The results of the multiple regression analysis are presented in table 3.  
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Table 3 – Results of the multiple regression analysis  

     Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .195 .197  .990 .325 

Cognitive .089 .130 .081 .681 .498 

Affective .119 .133 .090 .892 .375 

Behavioral .711 .132 .618 5.390 .000 
a. Dependent Variable: Motivation  

   

It is interesting to notice that the findings in relation to the combined effect of 

attitudes are quite different to the correlation analysis.  All three components revealed 

positive influence in determining motivation to cross selling. However, the Interactions 

among the three components of attitudes have reduced the level of significance of cognitive 

and affective components and only behavioral attitudes became statistically significant. 

These results further confirms that the way front line staff behaves when exposed to cross 

selling is the most important attitude component which explains the success of product cross 

selling.  

Therefore, in order to find the most accurate model which predicts the motivation 

to cross selling, the study applied general to specific approach. Thus, the regression was re-

estimated after excluding the most insignificant variable until the model consists of only  

significant explanatory variables was developed. The final refined model and the summary 

statistics of the model are presented in table 4.     

 

Table 4 – Results of the Refined Model 

Variable Coefficient  

Behavioral Attitude 

 

    R-Squared 

    F-Stat              

0.726**  

(9.33) 

0.59 

32.43** 

a. Dependent Variable: Motivation 

b. **. Correlation is significant at the 0.01 level 

c. T values are given in parentheses 

 

R-Squared value of the final refined model is 0.59, i.e the proportion of variance in 

the dependent variable (Motivation to Cross Selling) which can be explained by the 

independent variable; Behavioral attitudes. This is an overall measure of the strength of 

association and overall explanatory power of the final model. The F- statistics is 32.43, 

which is statistically significant at 99% level of significance, denoting the variables included 

in the model improved the model’s fit. 
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Conclusion 

This paper intended to analyze the effect of attitude components on motivation to 

product cross selling among frontline staff in the Sri Lankan banking sector. The results of 

the analysis of this paper provide strong evidence for positive influence of cognitive, 

affective and behavioral attitudes on motivation to cross selling. More, interestingly it is 

found that behavioral component of attitude is the most influencing attitude component that 

determines cross selling motivation. The results of this paper provide some useful 

managerial implications.  

Since product and price no longer provide a clear competitive base; banks have 

identified that it is important to improve the customer service as that is essential for banks 

function in the current economic and market environment. Therefore, banks have started 

offering a wider array of financial services to their customers, together with cross selling of 

financial products. To achieve one-stop shop banking concept, banks have started to develop 

the customer relationship management systems not only to retain the existing customers, but 

also to attract new customers. Due to the increase in the cost of acquiring new customers, 

sometimes firms may think that the best way is selling their products to their existing 

customers by implementing customer relationship management.  

Customer relationship management system and e-database facility provide valuable 

opportunities to front line staff to perform a very good behavior towards their customers. 

Positive behavioral activities of the front line staff will make some valuable and rare 

opportunities to their firms to increase the client base and increase in the client base will 

automatically enhance the revenue of the firms. Therefore behavioral attitudes of front line 

staff are having a strong relationship and the most considerable affect on motivation to cross 

selling. 

Experiences of a person on something describe the behavioral attitudes and in this 

research it was found that behavioral attitudes of front line staff is the most important and 

most effective variable in the cross selling process to motivate employees positively to 

maximize the final results at the end of the day. Accordingly, if the front line staff thinks 

that they should provide a better customer service to successfully achieve company targets, 

they always explain about company products to their customers, they introduce all their 

products to their walk-in customers and they improve their cross selling skills. Those 

attitudes of employees are encouraging them towards product cross selling and their 

behaviors will make them self-motivated in the working places. That means employees are 

more likely to behave according to their past experiences and situations rather than sticking 

to cognitive or affective attitudes. Therefore the bank needs to reduce putting more pressure 

and stress on their front line staff in the process of cross selling by pushing them with 

cognitive or affective attitudes. They should let their front line staff have more and more 

opportunities to make strong customer relationships with their customers, to provide a better 

customer service to their customers, more time to engage with walk-in customers and thus, 

improve their cross selling skills. More precisely, bank should make effort on developing 

past cross selling effort of employees a positive experience. This will enhance positive 

behavioral attitudes among staff, in-turn motivating them towards cross selling.  
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