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ABSTRACT

ORIGINAL ARTICLE Gaining and retaining clientsisincreasingly
crucial in light of the increased competition and
constantly changing environment brought about
by economic globalisation. These days, banks are
placing a greater emphasis on customer service
after realising that it costs significantly more to
bring in new business than it doesto keep current
clients contentment. Consumer s today want high-
guality goods and services delivered quickly,
therefore they favour technologically advanced
Author banks and bank employees. In light of this, the
primary challenge facing commercial bankstoday,
and especially public sector banks in India that
E-mail : drpktiwaryl@gmail.com operated in a protected environment following
nationalisation, istheir ability to survive over the
long term, attract quality clients, and pave the way
forward by holding onto their loyal clientele. This
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shodhsamagaml@gmail.com research study aims to provide a comparison of

the degree of client satisfaction with the services
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INTRODUCTION

Banking hasexisted for aslongascivilization has. TheBabyloniansutilised their templesto lend money
at higher interest rates against gold and silver that had been entrusted to them for safekeeping asearly as
2,000 B.C. Historically, the primary roles of bankswas|ending money to peopl e or the Government during
periods of emergency. Prior to independence, the mgority of banking institutionswere Native American
banks, sahukars, nidhis, loan offices, etc. Theformation of numerouscommercia bankswas significantly
aided in 1850 by the enactment of the Joint Stock Company Act. The Imperia Bank of Indiaand the RBI
wereboth founded | ater, in 1921 and 1935, respectively. Thebanking industry hassincetransformedinto a
modern, technol ogically advanced industry.

These days, banks offer awiderange of services, from creating savings accountsto offering internet
banking, from sdllinginsuranceto offeringloans, from renting out lockersto facilitating i nternational money
transfers. Their clientelespansall social strata, from thewell-of f to multinational corporations conducting
businessglobally. The banks have to meet the needs of every consumer from every social category. Asa
result, banking hasgrown increasingly complicated and demands speciaised knowledge.

Bank employees serveasaliaison between the bank and itsclients. Sincethey deal with clientsona
first-hand basis, they arethefirst to understand their trueneeds. Asaservice provider, they play acrucid role
ininfluencing how customersview banks. Given that services can makeor ruin aconsumer, themajority of
banks place ahigh priority on providing excellent service. A few service quality researchershave closely
examined therelationship between customer satisfaction and servicequality (Bolton and Drew, 1994; Bitner
and Hubbert, 1994). These days, it’s all about survival of the fittest, thus banks are competing to attract the
best client who can servethemadl. Keegping thecurrent dienteleand drawingin new oneshasgrownincreasngly
challenging, particularly for public sector banks (Bhatt, 1990).

Inlight of this, astudy on how consumersview banksand acomparison of the servicesprovided by private
and public sector banksseemworthwhile. Thebankswill receivefromthisandysisaquantitativeand quditative
assessment of how their clientsview their services.

Earlier Sudies

Academicsand bank staff areactively and extensively debating the compari son of servicesprovided
by banks. Academic scholars and practitioners have performed surveysand study on the many components
of servicesprovided by banks, specifically in Indiaand el sewhere.

Characteristics of Services

Intangibility, inseparability, heterogeneity, and perishability arethefour traitsthat set servicesapart.
Anne M. Smith (1990) examined how these characteristics affect customers’ views of high-quality bank
service Theanadys sshowed that rising customer demandsand fiercer competition had produced an environment
where quality isseen asakey strategic factor that may be used to raise client satisfaction levels, which will
increase financial service companies’ profitability.

Liang et d. (2004) statethat there aretwo categoriesof servicequdlity attributes. product-related and
non-product-related. Customersmay perceive symboalic, practical, or experientia benefitsasaresult of these
features. The study’s findings clearly demonstrated that customer satisfaction has a beneficial influences the
customer’s commitment to and trust in the service provider, which influences the customer’s behavioural loyalty.

Sarinand Anil (2007) suggested that employeesin service companies should prioritise meeting client
needs. Banking should highlight theareasthat need improvement and shed morelight onthestepsthat consumers
believe should betaken to raisethe standard of services.

Larocheand Manning (1986) found that the most va uabl e aspects of banking serviceswerethelocation
convenience, speed of service, competency, and friendlinessof bank staff.
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In both privateand public sector banksin India, the degree of customer sati Sfaction and afew marketing
tacticswereinvestigated by Auroraand Malhotra (1997). Six variables have been identified ascritical to
client stisfactionin public sector banks: price, routineoperations, technol ogy, environmentd factors, Stuationa
considerations, and interactiveinteractions. However, with banksin the private sector,

They discovered seven componentsin all, with the situational factor ranking last and the staff factor
rankingfirst. Researchersin private sector banks havelooked into the promotional factor asan aternativeto
the pricefactor. Private sector bank customersare often more satisfied than thosein the public sector. The
most important recommendationsareto properly train and devel op bank empl oyees, conduct frequent market
surveys, persondiseservices, work to prevent long linesing dethe bank, and provide awe coming environment
tacticsin public sector banks.

Customer Needs

Geiger (1975) conducted research to determine the demands of the target audience. Customers’
perceptionsof banksand their socid position wereinvestigated, aswell asthelr assessment of the servicesthe
banks provided, the efficacy of various forms of advertising and other sales promotion, and the customers’
other habitsand their desireto save. Results showed that happy consumers are generally more upbeat than
dissatisfied withwhat their bankshaveto offer.

When Lewisand Birmingham (1991) examined the attitudes, needs, and behaviour of the adol escent
market for financial services, they discovered that there are differencesin the demandsand behaviour of this
demographic.

Inastudy on customer choicefactorsfor choosing financid ingtitutionsin the United States, Boyd et dl.
(1994) discovered that |oan interest ratesand reputation, together with savingsrates, are moresgnificant than
drive-in service, modernfecilities, and personne friendliness. However, RgjagoplaNair (1994) foundthat in
hisresearchonrura

Bank marketing discovered that thetwo main requirements for deposits made by rural clientsare
security and liquidity, and that interest rates on demand and fixed depositsarein no way afactor inrura bank
depositors’ decision to place their savings with commercial banks.

Undergraduates’ preferences for banks to select from were investigated by Huu Phuong Ta and Kar
Yin Har (2000) in Singapore.

The study sdl ected five banksand nine criteriafor choosing them, and then used theAndytic Hierarchy
Processto organisethe choice probleminto athree-level hierarchy. Theresultsshowed that Undergraduates
place more emphasis on the bank service’s product and pricing aspects.

According to Hallowell Roger’s (1996) research on bank customer satisfaction, banks should only
focusonand provide servicesto clientswhose requirementsthey can profitably addressmore effectively than
thoseof their rivals. Customerswill bemaintained for extended periodsof time, purchaseavariety of products,
and refer the bank to their friends and family who could provide the bank’s stockholders with better returns.

About 90% of respondents, according to Meidan (1976), deposited money at the branch that was
closest to both their home and place of employment. When choosing a bank, convenience—specifically,
location wasshown to bethemost crucia consideration.

Inorder to find out how consumersin al Indian banksperceivetheir expectations, Duttaet d. (2009)
performed asurvey. Foreign bankswere discovered to be themost favoured banks, followed by privateand
public banks.

Objectives of the Sudy
1. Todeterminewhich banking sector ismorefrequently used by clients.
2. Toassessconsumer satisfaction and expectationsregarding the services provided by banksin the
public and private sectors.

October to December 2025 www.shodhsamagam.com Impact Factor
A Double-Blind, Peer-Reviewed, Referred, Quarterly, Multi SJIF (2025): 8.019
Disciplinary and Bilingual International Research Journal C

1901



. Pravin Kumar Tiwary
ISSN : 2581-6918 (E), 2582-1792 (P)
Year-08, Volume-08, Issue-04 SHODH SAMAGAM Page No. 1899 - 1906

3. Toresearch consumer prioritiesand preferencesfor the variousservices offered by banksinthe public
and private sectors.

Research Hypothesis

All the selected attributes effect customer satisfaction equally.

All thesdlected attributes effect customer satisfaction differently.

Thereisnodifferencein satisfaction leve of customersin public and private banks.
Thereissignificant differenceinthesatisfactionleve of customersin public and private sector banks.
The selected attributes of customer satisfaction are not correl ated.

Few of the selected attributes of customer satisfaction are correl ated.
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ethodology and Research Design
Thefollowing design and techniquewere used for the studly:

Subject Matter

With apopulation of almost ninelakh, the survey wascarried out in Chandigarh. Itiswell known that
Chandigarh as one of India’s greatest twentieth-century attempts with contemporary architecture and urban
planning.
Sudy Period

“Customer Satisfaction: A Comparative study of Public and Private Sector Banks in India” is the topic
of the current study. Therewasas x-month duration to the survey.

Data Collection

The methodol ogies used in this study are questionnaire-based. Primary datawere gathered from
Chandigarh city residents who were respondents, both male and female. A wide range of people were
contacted. Therewere 160 respondersin all.Six bankswere examined by the researchers, three of which
served the public and private sectors. ICICI, HDFC, and Axis Bank were chosen among private sector
banks, and State Bank of India, Punjab Nationa Bank, and Oriental Bank of Commercewere chosen under
public sector banks.

Analysis and Findings
Reliability Analysis
Reliability was assessed on every item in this study. Internal consistency was measured using Cronbach’s
Alphaasardiability test. Therdiability test isdisplayedin Table 1 with dl valuesover the 0.60 level (Walsh,
1995). Thus, it may be said that the defined constructsareredliably measured by theitems.
Tablel: Resultsof Reliability Test

Variables CronbachAlpha
Servicesbyteller 0.67
ReationwithManager 0.89
Branch Facility 0.80
Staement facility 0.65
Loan Services 0.83
Mutud Services 0.72
TelephoneEnquiry 0.67
October to December 2025 www.shodhsamagam.com Impact Factor 1902
A Double-Blind, Peer-Reviewed, Referred, Quarterly, Multi SJIF (2025): 8.019

Disciplinary and Bilingual International Research Journal



. Pravin Kumar Tiwary
ISSN : 2581-6918 (E), 2582-1792 (P)
Year-08, Volume-08, Issue-04 SHODH SAMAGAM Page No. 1899 - 1906

Comparison between Public and Private Sector Banks Showing the Effect of
Banking Services on Customer Satisfaction
Table2: Independent sampl et-test showing the effect of banking serviceson customer satisfaction

Variables M ean Standard Deviation t-value
Pub Sector | Pvt Sector | Pub Sector | Pvt Sector

Services by Teller 22.15 23.27 2.89 3.51 2.20%*
Relation with Manager 26.87 27.57 4.69 4,55 0.958**
Branch Facility 21.15 22.70 4.02 4.75 2.224**
Statement Facility 16.67 16.30 2.83 3.45 -0.750
Loan Services 27.67 26.40 2.29 457 -2.230
Mutual Fund Services 22.26 22.70 2.89 4.60 0.720**
14.15 14.85 2.89 3.05 1.486**

Given that table 2’s descriptive statistics indicate a noteworthy distinction in every variable between
public and private banks, it was determined to determinethe significance of the di screpancies. Anindependent
samplet-test wasused for thisreason. When there aretwo experimenta conditionsand distinct participants,
thistestisemployed. Wereput in charge of every circumstance. Table 2 demonstratesthat thereisasubstantia
correlation between each variable and the bank’s ownership. Table 2 demonstrates that customers are receiving
better servicesfrom private sector banksin termsof teller services and management relationships. It aso
demonstratesthat, in comparison to public sector banks, private sector bankshave superior infrastructure
facilities. Table 2 indicatesthat client satisfaction hasincreased with banksin the private sector as opposed to
inquiriesinthepublic sector. Therefore, it may be concluded thet private bankshavebetter customer satisfaction
rates than state banks. Table 2 further suggests that a customer’s level of satisfaction is mostly influenced by
thelir interactionswith bank management and senior employees. Banksregarding phone and mutual fund
servicesinquiries. Therefore, it may be concluded that private banks have better customer satisfaction rates
than state banks. Table 2 further suggests that a customer’s level of satisfaction is mostly influenced by their
interactionswith bank management and senior empl oyees.

Correlation among Attributes Selected for Measuring Customer Satisfaction
Table3: Correlation of attributes sel ected for measuring customer satisfaction

Services | Services | Branch | Statement | Loan Mutual | Telephone
by by Facility | Facility | Services| Fund Enquiry
Teller | Manager Services
Services by 1
Teller
Relation with 759** 1
Manager
Branch Facility 699* * .799** 1
Statement 370** .640** 475%* A
Facility
Loan Services 192* 240** 287** 146 1
Mutual Fund 489** 536** 581** 273** 503** 1
Services
Telephone 370** 525** 541** 317** .256** .368** 1
Enquiry

In order to gauge customer satisfaction, Table 3 presentsthe correl ation between many variables,
including the servicesprovided by thetell er, the rel ationshi p with the management, branch and statement
facilities, |oan services, mutua fund services, and phoneinquiries. Table 3 demongtratesthe corrd ation between
each attribute.
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Regression
Table4: Linear regression of attributes sel ected for measuring customer satisfaction
Variables R R Square | Adjusted | Standardized T Sign
R Square | Coefficient
Beta
Services 0.699 0.488 0.485 0.195 2.767 0.006**
by Teller
Relation 0.799 0.639 0.636 0.476 5.149 0.000**
with
M anager
Statement 0.475 0.226 0.221 0.002 0.039 0.969
Facility
Loan 0.287 0.082 0.076 0.008 0.164 0.870
Services
Mutual 0.581 0.337 0.333 0.168 2.811 0.006**
Fund
Services
Telephone 0.541 0.293 0.289 0.154 2.925 0.004**
Enquiry

Table4 digplays severd associations between teephoneinquiries (0.541), mutua fund services(0.581),
branchfacilitiesand servicesby teller (0.699), and rel ationshi p with manager (0.799). Thistabledemonstrates
thefavourabl ecorre ation between branch facilitiesand tel ephoneinquiries, mutua fund services, teller services,
and manager relationships. hence enhancing client satisfaction.

DISCUSSION AND CONCLUSION

It mattersagreat deal how long aconsumer spendswith hismanager or rel ationship officer. According
to themost recent data, 68% of the clients have had their rel ationship officer or manager for longer thantwo
years. The results of Tyler and Stanley’s (2001) study, which indicate that consumers provide greater weight
was placed on their interpersonal connection with the manager or rel ationship officer than the bank they
represented. Rel ationship marketing should therefore be prioritised, and al corporate employeesof the bank
should receive specialised training to educate them on the true significance and application of thisidea. The
results of the sample’s t-test are displayed in Table 2. All figures in the table, with the exception of the loan
servicesand satement facility, areimportant. Whiletheresults of the current udy indicatethat therd ationship
between customers and managers/customer rel ationship officers (mean = 27.57) hasthegreatest impact on
customer happiness, HypothesisH | statesthat all of the selected variableshave an equal impact on customer
satisfaction. Asaresult, hypothesisH, isrejected for these reasons, and hypothesisH,, isaccepted.

Additionally, this study demonstrates that managers of private banks are more adept than those of
public banksat building relationshipswith clientsand gaining their pleasure. Thisisexplained by thefact that,
in Indiatoday, agreater proportion of customers bank with private sector banks than with public sector
banks. Themagjority of responders belonged to the believe that the usage of contemporary technologiesand
tech-savvy employeesislackingin public sector banks. HypothesisH, statesthat customer satisfactionlevels
in public and private banks are equal; however, recent research indicatesthat private sector banks offer
superior services, particularly inthe areas of mutua funds, phone-based query resol ution, branch facilities,
teller services, and customer relations (al the significant t-val ues taken) with the management. Asaresult,
hypothesisH , isdisproved and hypothesisH, is accepted.
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According to thisresearch, having adequateinfrastructure, ambiance, décor, seating areas, signage,

and other amenities in a branch not only improves customer satisfaction but also the branch’s overall efficiency
when it comesto teller, manager, loan, and mutual fund services, among other services. If every sgnonthe
property iswhenitisinplace, it will quickly send the customer to the appropriate desk, assistingthe service
representativein meeting the demands and arriving at the gppointed time. In order to measuredient satisfaction,
Table 3 correlatesthefollowing attributes: telephoneinquiries, branch and statement facilities, manager
relationships, |oan services, mutual fund services, and teller services. HypothesisH , statesthat each of the
chosen qualitieshowever our resultsindicatethat all the characteristics, with the exception of loan services,
areassociated. of customer satisfaction areuncorrelated. Asaresult, hypothesisH , isdisproved and hypothesis
H, isaccepted.
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