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Abstract 

Business organizations are facing tough competition here no exemption for financial services or Banking industries. 
Customer service is an integral part of any organization it is necessary to identify the key success factors in terms of customer 
satisfaction. To develop and to sustain business any of the banks must have quality of customer service that can link up cordial 
relation with the customer and result in to the satisfaction level of the customer. In the present research an effort has done to measure 
satisfaction level of customer to bank located in Tumkur District. For this purpose, a questionnaire was designed and distributed 
among 130 account holders in different bank and 110 filled in questionnaire were received, out of these 100 valid questionnaires were 
found. To analyse the satisfaction of customer‟s chi- square test were used and it is found that almost all the respondents are satisfied 
with the services provided by the bank irrespective of gender, age and occupation. 

 
Keywords: Customer Satisfaction, ECS, Online Banking & Credit Card Service. 
 
Introduction 

In today‟s competitive environment relationship marketing is critical to banking corporate success. Banking is a customer-
oriented services industry and Indian banks have started realising that business depends on client service and the satisfaction of the 
customer. This is compelling them to improve customer service and build relationships with customers. 

 
There is little doubt that the proliferation of, and advancements in, Internet-based technologies have resulted in fundamental 

changes in how companies interact with their customers (Ibrahim et al, 2006; Bauer et al., 2005; Parasuraman and Zinkhan 2002). 
Banks and financial corporations have been at the forefront of this Internet and technology adoption process. Online banking refers to 
the automated delivery of banking products and services directly to customers through electronic communication channels, most 
notably the Internet. Online banking is also called E-banking or PC banking. (Pikkarainen, Karjaluoto, and Pahnila 2004) define 
Internet banking as an „Internet portal, through which customers can use different kinds of banking services ranging from bill payment 
to makinginvestments‟. 

 
The Indian banking and financial sector has also welcomed this change. Today, more and more Indian banks are trying to 

differentiate themselves in a fiercely competitive industry. Not only this helps them align their offerings to the constantly evolving 
customer needs and developments in technology, it also serves to replace some of traditional bank functions, thereby reducing 
significant overheads associated with bank branches. 

 
The ultimate goal of any organization is generation of profits and that can be achieved with attaining customer perception and 

satisfaction.  A satisfied customer will come back and refer the electronic banking services to other as well, generating more sales and 
hence more profits. Banks are no different as they also thrive for profits.  Customer perception and satisfaction is considered as a 
necessary condition for customer retention and loyalty and hence helps in realizing economic goals. Banks are now moving its 
business toward online along with the conventional banking.  Internet banking is just the extension of conventional branch banking.  
Here the services are being provided online that were originally provided in the branches.  Thus, customer satisfaction has got great 
importance in electronic banking as well.  High level of satisfaction is demanded by the customer as customer expectation in 
electronic banking is very high and competition is also high with little differentiation in type of services offered.  Hence, bankers 
along with the researchers have realized the importance of customer satisfaction in internet banking.   

 
In the present scenario, successful corporations gain competitive advantage through increased efficiency, high quality of 

service and improved customer relationship. Customers get information about the organization through customer advocacy. Creating 
and maintaining customer loyalty have become important in current service markets. In the financial services industry, maintaining 
superior service quality is considered critical to achieving customer satisfaction, value creation, and growth. The ability to understand 
the needs of the consumer with respect to the product or service is vital for measuring the level of consumer satisfaction. Every 
business organization aims to satisfy its customers to a great extent, as the customer satisfaction lays the foundation for the success of 
the business. The measurement of customer satisfaction has become mandatory in anyorganization. 
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Customer Experience (CX) is the sum of all experiences a customer has with a supplier of goods and/or services, over the 
duration of their relationship with that supplier. This can include awareness, discovery, attraction, interaction, purchase, use, 
cultivation and advocacy. It can also be used to mean an individual experience over one transaction; the distinction is usually clear in 
context. Analysts and commentators who write about customer experience and customer relationship management have increasingly 
recognized the importance of managing the customer’s experience. 

 
A new mobile generation of consumers, the rise of direct payments and online financial services, and an increase in 

banking service fees all contribute to an ongoing shift in how banking organizations service their customers. With an almost endless 
pool of financial institutions vying to provide a wide range of products to customers, banking organizations must strive to provide the 
most superior, consistent and effortless customer experience in order to acquire new customers, retain existing customers or win back 
lost customers. This requires a shift from a transaction mindset to one that is more focused on the relationship with thecustomer. 

West Monroe Partners define “customerexperience in the banking industry (commercial and individual consumers who 
own loans and deposits at an institution) as the sum of the customer’s interactions with an institution across all touch-points and the 
customer’s resulting perceptions of the brand”. A positive and effortless customer experience can result in increased customer 
satisfaction, loyalty, advocacy and greater customer lifetime value. 

 
With the increased competition, global market, growing product portfolio and diminishing margins, banking customers have 

also changed in recent years. Modern customers require flexibility in hours of operation, greater convenience, customization, 
transparency, accessibility, and control. Competition and cost to attract the new customers and the expenses spent on it are heavy. 
Customer defection rates are higher than ever because of increased market competition. With so many different financial institutions 
to choose from consumers can now demand better quality services and more customized products from their banks. Thus, the study of 
customer satisfaction towards the quality of service of the banking sector is the need of the hour. This paper attempts to summarize the 
results of the literature review on customer satisfaction towards the services of a bank from five different perspectives namely, service 
encounters, waiting time of the customer to get the service, the role of intermediaries, quality of service provided by the bank and 
customer complaints towards the bank. Hence the purpose of this study is to provide empirical evidence, that if the bank offers better 
customer experience leads to high level of customer satisfaction, loyalty, andadvocacy. 

 
Review of Literature 

M. E. Dodderaju (2013) in his study” A Study on customer satisfaction towards public and private sector banking services 
with special reference to Anantapur district of Andra Pradesh “observed that there is significance difference among the respondents 
according to their income leve and level of satisfaction. Whereas, there is no significance difference between occupation and 
satisfaction. Further he observed that there is a lack of customer relationship and aggressive marketing in public sector bank as 
compared to private sectorbank. 

 
Ravi. C. S & Kundan Basavaraj (2013) in his study “Customer Preference and satisfaction towards banking services with 

special reference to SHIVAMOGGA District in Karnataka “found that business and vehicles loan are fast moving than other services 
and overall satisfaction leve is 50% further, overall satisfaction on bank deposit schemes resulted positively while other service of 
baking still need to be given attention by focusing on customer issues. 

 
Tavishi and Santosh Kumar (2013) in his study “An Empirical Study on Technology Adoption by Indian Banks” observed 

that the factors influencing the customers for the adoption of internet banking and mobile banking in India and hence investigate the 
influence of perceived usefulness, perceived eases of use and perceived risk on use of internet banking and mobile banking. 

 
Dr. Nirmala Mohan & Dr. Florence John (2014) in his study “Customers Awareness and Satisfaction of Online Banking 

Services: An Analytical Study of Nationalized banks in India” found that most of the respondents are aware and satisfied with E-
Banking activities of the bank, Further the researchers observed that there is no significance difference among the respondents 
according to different age group and education qualification regarding the use of internet bank. 

 
 According to Bernd Schmitt, “the term ‘Customer Experience Management’ represents the discipline, methodology and/ or 

process used to comprehensively manage a customer’s cross-channel exposure, interaction and transaction with a company, 
product, brand orservice. 
 

 According to James Allen of Harvard Business School, 80% of businesses state that they offer a great customer experience. This 
is in stark contrast to the 8% of customers who feel the same way. Allen exerts that businesses must be able to execute what he 
refers to as the “Three D’s”. The first D is about designing the correct incentive for the correctly identified consumer, offered in 
an enticing environment. The 2nd D is about a company’s ability to focus the entire team across various functions to deliver the 
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proposed experience. The third D ultimately determines a company’s success with an emphasis on developing consistency in 
execution (see Allen, James, R., Frederick F, H., & Barney, 2005). A company must constantly teach, train and develop in order 
to keep up with the constant demands of providing an exceptional customerexperience. 

 
 According to Harvard Business Review blogger, Allen Richardson, a company must define and understand all dimensions of the 

customer experience in order to have long-term success. Some companies segment the customer experience into technical 
interactions with the customer such as use of the web, Smartphone or tablet. Other companies define human interaction, such as 
over the phone customer service or face to face retail service as the customer experience. In our ever-growing global economy, 
where technology and bricks-and-mortar business often interacts or even compete for the customer base, it is important to 
recognize all these aspects as having an impact on the customer experience. Every business offers a customer experience. The 
more aware a business is about what type of experience they want to offer, the more likely they will create a positive experience. 

 
 However, despite the best-laid plans, there are certain aspects of the experience that cannot be fully controlled. Individual 

perceptions, emotions and behaviors can alter the customers’ experience (Richardson, A. 2010). So, too, will bad experiences 
with a product. For example, a piece of equipment that consistently fails to function reliably, or that do not meet longevity 
expectations, will generate complaints that can propagate through word of mouth or online. For these reasons, customer-
experience management is no substitute for good product design and proper product engineering. No amount of customer-
experience management can compensate for an unreliable cell phone network, an airline that is unsafe to fly on, a computer that 
fails to meet expectations, a car that repeatedly fails to start or that needs innumerable repairs, clothing that cannot survive routine  
laundering, shoes that fall apart while being worn, a wobbly bookshelf that collapses when loaded, a roof that leaks shortly after 
installation, software that runs slowly and is crash-prone, or home appliances that generate safety hazards or break down too 
often. The increasingly online nature of the modern marketplace does not alter the fundamentals of sound business practice: in the 
long term, there is no substitute for providing good products and services at a reasonableprice. 
 

 Perception is about how different people interpret the same environmental stimuli in different ways. One way a company can help 
improve customer perception is through utilizing diversity. Diversity in hiring will offer different insight or perspectives from 
different genders, ethnicities or cultural backgrounds. Diversity in staffing also helps to attract and retain a diverse customer base. 
Whether it is, age, race, gender or life experiences, customers are more likely to become a loyal customer if the company offers 
someone who can understand their journey and guide them through the customer experience. (Williams, C., 2009) Today’s 
banking services are being  designed,  built  and  deployed  in  a   context   dominated   by   elements   other   than   the   
customer.  This is particularly the case in the banking sector where the distinction between core bank processes and customer 
interactions is increasingly becoming blurred leading to a negative customer experience especially as customers are becoming 
more demanding. Our Customer Experience approach is designed to elevate the management of Customers’ Experience to a 
strategic level, allowing the overall experience that’s produced for customers to become a focal point for the organization. We 
believe that building a brand reputation based on an excellent Customer Experience will drive sustainable competitive advantage 
in thefuture. 
 

 As competition strengthens with the advent of new private banks with technological advantage in the early 1990s the scenario 
started changing rapidly from the demand side and experience become key input. Technology enabled products, processes, 
channel, pricing, service and value propositions created a new situation. Banks in the public sector space successfully upgraded 
their technology platforms to fight competition and keep the market share intact. The private sector players were able to make a 
dent on the market share by focusing on customer experience in a holistic way, but the penetration levels were always challenged 
by matching technology up gradation in different dimensions of public sector players. Thus products and services became almost 
bank neutral and customer experience becomes a differentiating factor. In the view of the aforesaid, it is pertinent to study the 
customer experience (J Sethuraman, 2012). It was found that customers of public sector banks are more satisfied with the service 
quality, than those of private sector banks (Pooja Mengi 2009). There seems to be a great amount of variation with respect to the 
level of service quality offered by the different groups of banks. Identifies the factors that discriminate the three groups of banks. 
Customers in developing economies now give more importance to “technological factors” of services such as a core service and 
they appreciate systematization of the service delivery as the yardstick in differentiating good and bad service. While the “human 
factors” seem to play a lesser role in discriminating the different groups of banks (G.S. Sureshchandar, 2003). Increase in service 
quality of the banks can satisfy and retain Using the Customer Experience (CX) ecosystem our approach utilises a combination of 
people, process, and systems to create a culture and philosophy that values customer-centric thinking, speaking and action. 
Process efficiencies are driven through the lens of customerjourneys, 

 
 



 

  

  
 

INTERNATIONALJOURNALOF MULTIDISCIPLINARY EDUCATIONAL RESEARCH 

ISSN:2277-7881; IMPACT FACTOR :6.514(2020); IC VALUE:5.16; ISI VALUE:2.286 
Peer Reviewed and Refereed Journal: VOLUME:10, ISSUE:2(3), February :2021 

Online Copy Available: www.ijmer.in 

 

 
131 

 

Objectives 
 To and banking environment prevailing in the Tumkur district. 
 To study the customer satisfaction towards banking services among the respondents of selectedarea. 
Hypothesis 
H01 Customer satisfaction is same among the respondents towards the banking services with reference to their demographic 
characteristic 
 
Research Methodology 

The present study used Exploratory cum Descriptive research design. It is exploratory because, research wish to know the 
prevailing banking environment in the District of Tumkur. It is descriptive because, it analyze the level of satisfaction among the 
respondent according to age, gender and Occupation. Population of Tumkur district constitute the universe of the study, Account 
holder in any bank constitute survey population for the study and individual were use as sample unit for the study. 100 respondents 
were selected through purposive sampling method according to age, gender and occupation. The structure questionnaire which was 
frame specifically for the purpose used to collect the primary data. The questionnaire divided in two parts. Viz. Part A belongs to 
demographic information, Part B belong to customer’s satisfaction towards banking services. The statement are givenbelow 

 
 

Particulars SS S N DS SDS 
1.Deposit …. …..….. ….. ….. 
2.ATM ….    …..….. ….. ….. 
3. ECS (ElectronicClearingServices) ….    …..….. ….. ….. 
4.FundTransfer ….    …..….. ….. ….. 
5.Onlinebanking ….    …..….. ….. ….. 
6.Card ….    …..….. ….. ….. 
7.LoanServices ….    …..….. ….. ….. 
Further data were analysis with the help of frequency and chi –square test. 
 
Table 1: Demographic Profile of the Customers 
 

Sl.No Demographics Frequency Percent 
Gender 
1 Male 257 67% 
2 Female 129 33% 
Total 386 100% 
Age 
1 Less than 20 years 40 10% 
2 21-30 146 38% 
3 31-40 159 41% 
4 More than 41 years 41 11% 
Total 386 100% 
Level of Education 
1 No Formal Education 25 6% 
2 Primary School Level 41 11% 
3 High School level 66 17% 
4 Diploma/ Degree 189 49% 
5 Post-Graduation and above 65 17% 
Total 386 100% 
Occupation 
1 Student 58 15% 
2 Salaried 198 51% 
3 Business 83 22% 
4 Professional 37 10% 
5 Others 10 3% 
Total 386 100% 
Monthly Income 
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1 Less than 10,000 35 9% 
2 10,001-30,000 235 61% 
3 30,001-50,000 91 24% 
    
4 50,001 & above 25 6% 
Total 386 100% 

 
As seen in Table 1 out of the total respondents 67% were males and 33% females which implies that males were more than 

the females in the gender category of the respondents. 
 
As per the table among the total respondents,10% are less than 20 years of age, 38% are in the age group of 21-30, 41% are 

in the age group of 31-40, 11% of the respondents are above 41years of age, which implies that majority of the respondents are of age 
31-40 years and less than 20 years while least no. of respondents are above 41 years of age, which implies that most of the respondents 
who use banking services fall under the age group of 21-40 years of age. Furthermore, out of the total respondents 49 % are graduates 
and 17% out of total respondents possess a professional degree which implies that there is high literacy level among the respondents. 

 
With regard to employment status majority that is 51% of respondents are salaried and 22% represents the business and 

remaining 15% represents student community. The majority of the respondents 61% have income between 10,001-30,000, 24% earn 
monthly between 30,000- 50,000, 6% of them have income above 50,000 which implies that majority of respondents are employed 
lying in the income group of 10,001-30,000. 

 
Table 2: Type of Bank 
 

 Type of Bank 
Frequency Percentage Cumulative Percentage 

Public Sector Banks 157 40.67 40.67 
Private Sector Banks 171 44.30 84.97 
Foreign Sector Banks 58 15.03 100 
Total 386 100  

 
As seen in table 2 out of the total 386respondents 40.67% customers take services from Public sector banks where-as 44.30 

% respondents are customers of Private sector banks and 15.03% respondents avail service from foreign sector banks which reveals 
that customers rely on all three sector banks as the various retail bank services are concerned. 

 
Table 3: Nature of Services Availed 
 

 
Services 

Responses 
Frequency Percent Percent of Cases 

Phone Banking services 81 4.35% 20.98% 
Sales desk 45 2.41% 11.66% 
ATM’s 360 19.31% 93.26% 
Branch Banking 386 20.71% 100.00% 
Net banking 259 13.89% 67.10% 
Mobile Banking 290 15.56% 75.13% 
Relationship Manager 85 4.56% 22.02% 
SMS alerts 358 19.21% 92.75% 
Total 1864 100.00% 482.90% 

 
As per the above table out of 386 respondents all that is 100% avail the branch banking services, around 67.10% customers 

use Net banking, 15.56% use mobile banking and 93.26% are availing ATM services, which infers that a good ratio of customers is 
using technical facilities provided by banks. Hence the banks have a good scope in technological support services. 
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Table 4: Results of Factor Analysis 
Extraction Method: Principal Component Analysis 
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Table 5: Rotated Component Matrixa 

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization. 
 
Rotation Converged In 13 Iterations 

From the above table the loading of the factors can be observed. The loading on factors can be positive or negative. The 
Higher the loading the more important is the factor. According to the suggestions of statistician, anything above 0.44 could be 
considered salient; the increased loading becomes more vital in determining factor. All the higher loadings in the table are positive. 
The exploratory factor analysis extracted 7 factors with Eigenvalues greater than 1, which accounted for 80.66 percent of variance in 
the data. The results are presented in table. Most of the factor loadings were greater than 0.60, implying a reasonably high correlation 
between extracted factors and their individual items.     The factors derived represent the different elements of customer experiences, 
which form the underlying factors from the original 33 scale response items given. Referring to the Table, Factor 1 having variance 
31.842% represents the elements of the positive outlook of the customers towards the bank and is therefore labeled as ‘POSITIVE 
OUTLOOK’.  These elements are the Trust in the bank, Positive perception, loyalty towards the bank, positive word of mouth, 
customer’s willingness towards long term relationship towards the bank. Factor 2 with a variance of 17.295% has all the 
statementsrelatedtotheconvenientandlocationandconvenientservicesprovidedbytheemployeesworkinginthebank and therefore has been 
termed as ‘CONVENIENCE’. The elements were the convenient location, multiple branches, individual attention paid by bank as well 
as its employees, willingness of employees to help the customers, courteous and empathic behaviour of employees and the promptness 
in making the promises, its clear-cut objective is to attract its customers and build a brand(image) of the bank. The statements that load 
into factor 3, having variance 9.845% all were concerned with the responsible attitude of bank towards the customers in providing 
timely services and thus was abbreviated as ‘RESPONSIVENESS’. The elements were sincere interest shown by bank in solving the 
problems, providing timely services, making up the promises made by the bank. Factor 4 having variance 8.651% consisted of the 
Technological functions provided by banks and has been named as ‘TECHNOLOGICAL SUPPORT’. The elements factored were, 
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the phone account facilities, internet facilities, speed, good reputation and convenient operating hours. Factor 5 having variance equal 
to 5.136 % was a summation of the elements that are related to the appealing infrastructure and physical environment and hence was 
termed ‘AMBIENCE. The elements were appealing infrastructure, neat and clean environment, sufficient ATMs in the town. Factor 6 
with a variance of4.597% consisted marketing initiative taken by banks and was termed as “MARKETING SUPPORT SERVICES” 
comprising the appealing marketing materials used by the bank. Factor 7 having variance 3.294% was related to the knowledge of 
bank employees so that they can guide customers correctly hence abbreviated as“PROFESSIONALISM”. 

 
An attempt was made to know how far advertising of the product influence customers in paying an extra premium for the 

product. The study reveals that 15.8% respondent is of the opinion that its influence to a great extent for paying the extra premium. 
25.5% respondent is of the opinion that its influence to some extent. 35.7% indicated that it influences to a considerable extent in 
paying an extra premium for the product. Remaining 23% indicated to a little extent in paying the extra premium for the sake of 
advertising. However, it is significant to note that all the respondent feel that advertising influence the customer in paying an extra 
premium for the product but with varying extent. 

 
Table 6: Mean of Different Elements of Customer Experience Promoting Customer Satisfaction 
 

 
As is evident from the mean ratings of various elements of customer experience promoting customer satisfaction indicates 

that marketing support services provided by banking organization scored the highest mean among all income group of respondents. 
 
However technological support was rated highest as compared to all elements in the higher income group respondents. 

 
Results 

Table 1: Number of Bank Branches in Tumkur District 
Name of Bank No. of 

Branches 
Total Name of Bank No. of 

Branches 
Total 

Rural Urban Rural  
Axis Bank 00 03 03 Indian Bank 00 01 01 
ICICI Bank 00 04 04 HDFC 02 02 04 
Equitas Small Finance 
Bank Ltd 

00 01 01 Dena Bank 00 01 01 

Corporation Bank 00 01 01  Gramin Bank 03 06 09 
AU Small Finance 
Bank Ltd 

00 01 01 Syndicate Bank 00 02 02 

Vijaya Bank 01 01 02 Union Bank of India 00 03 03 
SBI 02 11 13 Allahabad Bank 00 01 01 
Indusind Bank Ltd. 01 01 02 IDBI 01 01 02 
PNB 04 05 09 Bank of Baroda 00 02 02 
OBC 01 04 05 Central Bank of India 00 01 01 
Bank of India 00 01 01 Andhra Bank 00 01 01 
Indian Overseas Bank 00 01 01 Bank of Maharashtra 00 01 01 
Canara Bank 00 02 02     
Total 45 Total 28 

(Source: Compiled from website http://ifscfinder.com/city/rewari/) 
 

Table 2: Customer Satisfaction towards Banking Services According to Gender 
Services Gender SS S N D SD Total Chi Square Value Result 
 
Deposit 

Male 30 17 03 00 00 50  
.106>0.05 

 
Not Sig. Female 26 24 00 00 00 50 

Total 56 41 03 00 00 100 
 Male 35 13 00 02 00 50   
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ATM Female 36 12 01 00 01 50 .399>0.05 Not Sig. 
Total 71 23 01 02 01 100 

 
Fund transfer 

Male 19 25 06 00 00 50  
.701>0.05 

 
Not Sig. Female 19 26 04 01 00 50 

Total 38 51 10 01 00 100 
 
ECS 

Male 02 10 37 01 00 50  
.996>0.05 

 
Not Sig. Female 02 09 38 01 00 50 

Total 04 19 75 02 00 100 
 
Online Banking 

Male 25 21 04 00 00 50  
.711>0.05 

 
Not Sig. Female 22 25 03 00 00 50 

Total 47 46 07 00 00 100 
 
Card Services 

Male 14 25 09 02 00 50  
.043<0.05 

 
Sig. Female 13 35 02 00 00 50 

Total 27 60 11 02 00 100 
 
Loan 

Male 10 18 17 05 00 50  
.014<0.05 

 
Sig. Female 08 33 08 01 00 50 

Total 18 51 25 06 00 100 
(Source: Primary data collected through questionnaire in September 2017) 

Table 2 reveled that there is no significance difference between male and female respondents regarding deposit, ATM, 
Electronic clearing services, fund transfer and online banking services, it means both groups i.e are equally satisfied with banking 
services. Whereas, there is a significance difference between male and female respondents in regards card services (Debit card, credit 
card etc.) and loan services provided by the bank at 95 % level of significance. As far as card services and loan facilities are concerned 
female respondents are more satisfied than the male respondents. 

Table 3: Customer Satisfaction towards Banking Services According to Age 
Services Gender SS S N D SD Total Chi Square value Result 
 
Deposit 

Below 30 36 18 01 00 00 55  
.300>0.05 

 
Not Sig. 31-50 18 21 02 00 00 46 

Above 50 02 02 00 00 00 04 
Total 56 41 03 00 00 100 

 
ATM 

Below 30 40 14 01 00 00 55  
.584>0.05 

 
Not Sig. 31-50 29 09 00 02 01 46 

Above 50 02 02 00 00 00 04 
Total 71 25 01 02 01 100 

 
Fund Transfer 

Below 30 23 26 06 00 00 55  
.804>0.05 

 
Not Sig. 31-50 13 23 04 01 00 46 

Above 50 02 02 00 00 00 04 
Total 38 51 10 01 00 100 

 
ECS 

Below 30 04 10 40 01 00 55  
.417>0.05 

 
Not Sig. 31-50 00 07 33 01 00 46 

Above 50 00 02 02 00 00 04 
Total 04 19 75 02 00 100 

 
Online Banking 

Below 30 29 23 03 00 00 55  
.676>0.05 

 
Not Sig. 31-50 10 21 04 00 00 46 

Above 50 02 02 00 00 00 04 
Total 47 46 07 00 00 100 

 
Card Service 

Below 30 24 26 04 01 00 55  
.004<0.05 

 
Sig. 31-50 03 30 07 01 00 46 

Above 50 00 04 00 00 00 04 
Total 27 60 11 02 00 100 

 
Loan 

Below 30 11 27 12 05 00 55  
.375>0.05 

 
Not Sig. 31-50 05 23 12 01 00 46 

Above 50 05 01 01 00 00 4 
Total 18 51 25 06 00 100 

(Source: Primary data collected through questionnaire in September 2017) 
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Table 3 revealed that there is no significance difference among the respondent according to different age group in regards 

deposit, ATM service, ECS (Electronic clearing services), fund transfer, online banking and loan facilities is concerned. But there is 
significance difference in opinion among the respondents according to different age group in respect of card services provided by the 
bank, below 30 age group are more satisfied with this service at 95% level ofsignificance. 

 
Table 4: Customer Satisfaction towards Banking Services According to Occupation 

Services Occupation SS S N D SD Total Chi Square Value Result 
Deposit Business 09 03 00 00 00 12 .348>0.05 Not Sig. 
 Services 27 28 03 00 00 58   

Student 16 07 00 00 00 23 
Housewife 02 00 00 00 00 02 
Other 02 03 00 00 00 05 
Total 56 41 03 00 00 100 

 
 
ATM 

Business 10 02 00 00 00 12  
 
.041<0.05 

 
 
Sig. 

Services 40 16 00 02 00 58 
Student 18 04 01 00 00 23 
Housewife 01 01 00 00 00 02 
Other 02 02 00 00 01 05 
Total 71 25 01 02 01 100 

 
 
ECS 

Business 00 04 08 00 00 12  
 
.734>0.05 

 
 
Not Sig. 

Services 03 11 43 01 00 58 
Student 00 03 19 01 00 23 
Housewife 00 00 02 00 00 02 
Other 01 01 03 00 00 05 
Total 04 19 75 02 00 100 

 
 
Fund transfer 

Business 06 04 02 00 00 12  
 
.358>0.05 

 
 
Not Sig. 

Services 23 32 02 01 00 58 
Student 06 13 04 00 00 23 
Housewife 01 01 00 00 00 02 
Other 02 01 02 00 00 05 
Total 38 51 10 01 00 100 

 
 

Online banking services 

Business 06 05 01 00 00 12  
 
.137>0.05 

 
 
Not Sig. 

Services 29 27 02 00 00 58 
Student 11 10 02 00 00 23 
Housewife 00 02 00 00 00 02 
Other 01 02 02 00 00 05 
Total 47 46 07 00 00 100 

 
 
Card services 

Business 03 07 02 00 00 12  
 
.781>0.05 

 
 
Not Sig. 

Services 13 38 06 01 00 58 
Student 08 12 02 01 00 23 
Housewife 00 02 00 00 00 02 
Other 03 01 01 00 00 05 
Total 27 60 11 02 00 100 

 
 
Loan 

Business 04 04 04 00 00 12  
 
.696>0.05 

 
 
Not Sig. 

Services 09 33 13 03 00 58 
Student 03 11 06 03 00 23 
Housewife 01 01 00 00 00 02 
Other 01 02 02 00 00 05 
Total 18 51 25 06 00 100 

(Source: Primary data collected through questionnaire in September 2017) 
 

Table 4 revealed that there is no significance difference among the respondent according to different occupation in respect of 
deposit, ATM services, fund transfer, online banking, card services and loan services provided by the bank. Whereas, there is a 
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significance difference among the respondent according to different occupation as far as ECS is concerned at 95% level of 
significance. Servicemen are more satisfied than the other occupation‟s respondents as far as ECS is concerned. 

 
Conclusions 

Most of the respondents satisfied with the services provided by the bank like deposit services, ATM services, ECS, Fund 
transfer, online banking, card services and loan. According to gender female respondents are more satisfied with card services and 
loan than the male respondents, most of the respondents not aware about electronic clearing services. According to different age group 
below 30-year age group respondents are more satisfied about the services provided by the bank, in case of different occupation all 
category of respondents are satisfied with the services provided by the bank. Keeping in view of above it is suggested that bank should 
specifically public sector bank increase ATM service in small town and villages which helpful in financial inclusion of the rural India 
and cashless transaction. Further, there is also need to educate the people about the use of online banking, card services, use of ECS 
etc. 
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