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Abstract: Satisfaction of customers is one of the things which most of the enterprises and organisations urge for.
A significant level of customer satisfaction is among the most critical indicators of the business’s future.
Customers who are satisfied are also loyal and this ensures a consistent cash-flow for the business in the future.
In addition, satisfied customers are often characterized as less-price sensitive and they are more partial to spend
more on the products they have tried and tested before. So measuring customer satisfaction enables an
organization to assess its performance and enables it to redesign its strategies. This paper discusses satisfaction
of customers with respect to banking sector. A sample of 130 customers has been used in Delhi city by means of
convenient sampling method. This study revealed that of customers are dissatisfied with most of the aspects of
banking sector.
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1. LITERATURE REVIEW

Albro’s (1999) study conducted in the context of U.S. banking sector customers revealed that ‘correcting errors
promptly’, ‘courteous employees’ and ‘professional behavior’ are the most noteworthy characteristics that results in
satisfaction. Moreover, customers rated provision of good, personal service are more important than convenience or
products. Wan, W.W., Luk C.L and Chow, C.W.C. (2005) in their study of Hong Kong consumers also supported this
view in their study. They also revealed in their study that companies that perform customers’ satisfaction surveys
periodically they are positively viewed more positively by consumers and are considered as the companies which care
about their customers.

Matzler and Renzl (2006) proposed that banking institution should be ‘customer driven’ in order to gain competitive
advantage which in turn is possible through exceeding the customer expectations. Institution can be customer oriented
if it concentrates on providing excellent customer satisfaction via enrichment of information systems of the banks or
good training procedure. It has been argued that the increase in customer services causes increase in cost of serving
the customers but at the same time it leads to firms achieving superior profitability. In short, satisfied customers
through word-of-mouth provide references to others meaning more business and more profitability. At the other end if
the banks fail in delivering the desired satisfaction then customers will not vacillate to switch. In the long run, serving
customer well pay off as revenue increases more than the increase in cost.

Service and satisfaction of customers are the differentiating factors for a firm. In a national survey of 814 banks
Albro’s (1999) argued that cross selling and up selling depends on the level of customer satisfaction. satisfaction
scores and customer’s repurchase intentions were found to be highly correlated. Customers strengthened the need on
the part of banks to go for ‘after banking’ i.e., to focus on their satisfaction in such a way so as to retain them
(Olorunniwoand Hsu, 2006 ; Spiteri and Dion, 2004).

This paper stressed on the importance of measuring customer satisfaction which in turn is helpful in overcoming the
weakness and development of sound strategies in banking sector. The objective of the customer satisfaction survey is
focused on the assessment of the critical satisfaction dimensions. It is not only important to measure customer
satisfaction in the banking sector but it is imperative to conduct such studies on longitudinal basis so as to measure
satisfaction of consumers over a period of time.

2. MEASUREMENT OF CUSTOMER SATISFACTION:

To gauge satisfaction of customers five dimensions i.e., personnel of the bank, products, image of the bank, service
and access have been used in the present study. The same dimensions were used in the study of Mihelis et al. (2001)
and Goel (2016).

Service: It ascertain consumer data regarding the complexity of service processes, the waiting time (queue, telephone,
etc.), and the information provided (delivering information in an comprehensible way, clarifying the service and other
significant factors, educating about new products, etc.).
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Products: This deals with the products and services offered (cost, variety, refund, special services, etc.) by the banking
sector.

Access: This measures branches location, inconveniences faced by consumers in the service system (strikes, damaged
ATMs, etc.) and network expansion of the banks.

Personnel of the bank: This measure embraces all the features about personnel (responsiveness, communication, skills
and knowledge and collaboration with customers, friendliness, etc.).

Image of the bank: Image of the bank is measured through the appearance of the banks, trustworthiness of the bank
(name, reputation), technological superiority as well as ability to satisfy customers' needs in future (Mihelis et al.,
2001).

3. RESULTS AND DISCUSSION:

The presented survey took place at various locations in the area of Delhi City using convenience sampling. The survey
was conducted during the period January — Feburary, 2017. More than 250 questionnaires were distributed but only
130 were found to be useful for the present study. A five point Likert scale (-2 to 2) was used for eliciting consumer
responses, with ‘-2’ standing for ‘very dissatisfied’ and ‘2’ for ‘very satisfied” with each of the statements.

Table 1
SERVICE | Mean | Standard Deviation
Level of Satisfaction with
Average waiting time 0.289 1.37
Process adopted for | 0.31 1.45
providing the services
Information received from | 0.11 1.41
the banks (new products,
account statement etc.)

Note: Responses were received on a 5-point Likert scale ranging from -2 to 2, where ‘-2’ stands for ‘Very
Dissatisfied” and ‘2’ for ‘Very Satisfied’.

Respondents reported ambivalent views about the waiting time for receiving the services, new products knowledge,
account statement etc., procedure adopted for delivering services (Table 1).

Table 2

IMAGE Mean Standard
Deviation

Level of Satisfaction with

Ability of the banks to satisfy future needs 0.21 1.39

Appearance of the banks -1.20 341

Trustworthiness of banks 1.55 0.91

Technological excellence of banks -0.80 0.84

Note: Responses were received on a S-point Likert scale ranging from -2 to 2, where ‘-2’ stands for ‘Very
Dissatisfied” and ‘2’ for ‘Very Satisfied’.

It can be inferred from Table that respondents are uncertain about satisfaction of their future needs, dissatisfied with
the appearance of the banks, technological excellence and most of the respondents are satisfied with trustworthiness of
banks.

Table 3

ACCESS Mean Standard
Deviation

Level of Satisfaction with

Bank's network (branches, ATMs etc.) 1.21 0.67

Location of the banks 1.38 0.97

Smoothness in the working of the service system (absence of | -0.88 1.41

damaged ATMs, strikes etc.)

Note: Responses were received on a S-point Likert scale ranging from -2 to 2, where ‘-2’ stands for ‘Very
Dissatisfied’ and ‘2’ for ‘Very Satisfied’.
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It can be seen from Table that respondents are satisfied with the banks network judged through branches and ATMs,
location of the banks but dissatisfied with smoothness in the working of the service system measured through absence
of damaged ATMs, strikes etc.

Table 4

PERSONNEL Mean Standard
Deviation

Level of Satisfaction with

Friendliness of the personnel with the customers -0.55 0.98

Ability of the personnel to understand and satisfy | -0.98 1.31

the needs of the customers

Responsiveness of the personnel -1.21 1.25

Knowledge and skills of the personnel -0.18 1.61

Note: Responses were received on a 5-point Likert scale ranging from -2 to 2, where ‘-2’ stands for ‘Very
Dissatisfied” and ‘2’ for ‘Very Satisfied’.

Table indicates that most of respondents are dissatisfied with the Friendliness, responsiveness, awareness and skills to
satisfy the needs of the customers.

Table 5
PRODUCTS Mean Standard
Deviation
Level of Satisfaction with
Charges of various products and services provided | -0.12 0.91
Interest rate provided -0.45 0.56
Variety of the offered products and services -0.98 1.67

Note: 1. Responses were received on a 5-point Likert scale ranging from -2 to 2, where ‘-2’ stands for ‘Very
Dissatisfied’ and ‘2’ for ‘Very Satisfied’.
2. Banks’s special products (factoring and leasing etc.) dropped because majority of consumers did not
answer this item.

Consumers reported their dissatisfaction with products and services offering charges, interest rate provided, and
assortment of services provided by banks. It can be clearly seen from above Table that respondents are dissatisfied
with this aspect of banks.

4. CONCLUSION:

In modern world, service sector plays noteworthy role along with manufacturing and other sectors. One of the vital
sectors of an economy to perform well is banking sector. Bank is considered as the “lifeblood” of an economy. Due to
financial liberalization and deregulation competition among banks has increased. The Indian banking has witnessed a
sea change in the wake of various reforms and industry is facing stiff competition and advancement in technologies.
Every banker tries to provide superior services to keep their customer satisfied. It can be easily concluded from the
survey that majority of the consumers are dissatisfied with the various dimensions of banking sector.

It can be concluded that respondents are satisfied with the banks network judged through branches and ATMs,
location of the banks, trustworthiness of banks. On the other hand, consumers are dissatisfied with products and
services offering charges, interest rate provided, and assortment of services provided by banks, friendliness,
responsiveness, awareness and skills to satisfy the needs of the customers, smoothness in the working of the service
system measured through absence of damaged ATMs, strikes etc., appearance of the banks, technological excellence.
Respondents reported ambivalent views about the waiting time for receiving the services, new products knowledge,
account statement etc., procedure adopted for delivering services. These findings offer a great opportunity to the
banking sector to reorient their strategies in the favour of consumers and win their confidence in the long run.

In future longitudinal research covering wider geographical area and covering other aspects like e-banking can be
conducted.

REFERENCES:
1. Albro, Walt. (1990): Dear Credit-Card User: Please Stay Loyal ...(Brief Article). Bank Marketing,
31(12), p. 9.

2. Deschamps, J.P., Nayak, P.R. (1995): Product Juggernauts: How Companies Mobilize to Generate a Stream of
Market Winners. Boston: Harvard Business School Press.

Available online on - WWW.IJIRMF.COM Page 249



INTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD ISSN - 2455-0620 Volume - 3, Issue - 6, June - 2017

3. Edosomwan, J.A. (1993): Customer and Market-Driven Quality Management. Milwaukee, WI: ASQC Quality
Press.

4. Gerson, R.F. (1993): Measuring Customer Satisfaction. Menlo Park, CA.

5. Goel, P. (2015): Customer Satisfaction Measurement in the Private Sector Banks. Vidyawarta, 6(10), pp. 36-
40.

6. Hill, N. (1996): Handbook of Customer Satisfaction Measurement. Aldershot, UK: Gower Press.

7. Lien, T. and Yu-Ching, C. (2006): The Determinants of Customer Loyalty: An Analysis of Intangible Factors
in Three Service Industries. International Journal of Commerce and Management, 16(3/4), pp. 162-177.

8. Matzler, K., Wurtele, A. and Renzl, B. (2006): Dimensions of price satisfaction: a study in the retail banking
industry. International Journal of Bank Marketing, 24 (4), pp. 216-231.

9. Mihelis, G., Grigoroudis, E., Siskos, Y., Politis, Y., Malandrakis, Y. (2001): European Journal of Operational
Research, 13, pp. 347 - 360.

10. Olorunniwo, F. and Hsu, M.K. (2006): A Typology Analysis of Service Quality, Customer Satisfaction and
Behavioral Intentions in Mass Services. Marketing Service Quarterly, 16(2), pp. 106-123.

11. Spiteri, J.M.and Dion, P.A. (2004): Customer Value, Overall Satisfaction, End-User Loyalty, and Market
Performance in Detail Intensive Industries. Industrial Marketing Management, 33, pp. 675-687.

12. Wan, W.W.N., Luk, C.L. and Chow, C.W.C. (2005): Customers Adoption of Banking Channels in Hong
Kong. International Journal of Bank Marketing, 23, pp. 255-272.

13. Wild, R. (1977): Concepts for Operations Management. New York: Wiley.

14. Wild, R. (1980): Operations Management: A Policy Framework. New York: Pergamon Press.

Available online on - WWW.IJIRMF.COM Page 250



