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MODERN BANKING SERVICES: A STUDY ON CUSTOMER PERCEPTION AND BEHAVIOUR WITH SPECIAL
REFERENCE TO CENTRAL BANK OF INDIA

SUCHITRA
LECTURER
DEPARTMENT OF COMMERCE
ST. ALOYSIUS COLLEGE
MANGALORE

ABSTRACT

This paper is about to the check the customer satisfaction towards the use of modern banking services provided by the Central Bank of India. The satisfaction of
the customer especially in the service business had a great importance because the satisfaction of the customer directly linked with the customer loyalty or the
repetition of using the services the modern banking has provided. The reliability however has a moderate effect on satisfaction of the customer to use the modern
banking services. Providing the accurate and promised services at all time of transaction is more valuable to the customers. They demand the quality services as
modern banking service provider claim. The customer is preferred that the bank staff will be responsive enough to provide accurately and consistent services and
on time. Overall the factors have discussed above affect the satisfaction of the customer but the factors varying according to their effect level. The modern banking
service should focus on the on time delivery of their promised services along with quality and having a good relation with customer by providing accurate information
with responsibility and according to the need of the customer as it will prove benefited for the service provider in the long run and retain valued customer. As the
quality of the services provided by the modern banking improve continuously the customer satisfaction increases towards modern banking. The overall study shows
that the customers are willing to use the modern services like the online banking, ATM etc. they prefer the facility provided by the modern banking but some factors
like Responsiveness and reliability have effect their level of satisfaction. The satisfaction level of customer increase towards the use of modern banking services if
the bank provide more reliable services with quality they promised and on time.

KEYWORDS

banking services, Central Bank of India.

INTRODUCATION
he Indian banking industry has undergone a sea change in its operations since post independence. Furthermore liberalization, unwrapping up of the
economy in the 1990s and the government’s pronouncement to privatize banks by reduction in state ownership has culminated in the banking reforms,
based on the recommendations of the Narasimha Committee. After the entry barriers were lowered and the product lines blurred of banks and non-banks,
since the financial sector reforms, banks are carrying out their operations under competitive pressures originating from within the banking system, from non-
banking financial institutions and from the domestic and international capital markets. This has led the Indian banking industry to sail through difficult times. In
such trying times of mature and intense competitive pressures, it is very important that banks retain a loyal base of customers. In order to achieve this and improve
their market and profit positions, many retail banks are targeting their strategies and policies towards increasing the satisfaction levels of their customers and
building upon their loyalty through improved service quality.
Customer satisfaction is of great significance for most marketers and consumer researchers, be it for theoretical or for practical usage. It has become a corporate
goal as an ever increasing number of organizations are making every effort to improve the level of quality in their products and services. It is a well researched
fact that investments in customer satisfaction, customer relationships and service quality leads to profitability and market share. An element that strongly drove
the satisfaction of customers in the banking sector was the conviviality factor related to the features of a bank and the attributes of its personnel (Rust and Zahorik,
1993).
There is a rapid change in the needs, wants and the expectations of the customers. Hence, what would have pleased and amazed them a short while back, might
not satisfy them now at present (Richards & Jones, 2008). In today’s environment the customers becomes more demanding they wants the new technology and
more quick response of services. Customer satisfaction has a measure able impact on the customer retention, their purchase intention and the financial
performance of the firm. So in this dynamic and competitive environment many banks are seeking the new strategies that facilitate the online transactions and
sharing of information. One of these competitive strategies is the linking of the business of banks with the customers by the use of mobile phones and PDAs.
Mobile banking is the using of mobile devices to deliver communication, financial information, and customer’s transactions such as checking of account balances,
accessing the other banking services and products transferring funds at any time, from anywhere.
There are many benefits of mobile banking on both the customers and banks. The most of the services provided by the mobile banking includes receiving and
sending of messages, access of subscription and prepaid and instructions. In user’s SIM card the mobile banking applications installed which help in facilitate of
withdraws, deposits and the transfer of money between the two parties (Hernandez, 2011).
In today’s environment the satisfied customer are more loyal to the organization otherwise they switch to other organizations. So for the sake of this we are going
to use the explanatory variables that describe the different dimensions of a satisfied customer. In this study we check out the Customer Satisfaction through two
different ways. One of them is indirectly linked with the customer satisfaction through banking service quality. So the variables that are indirectly effect the
customer satisfaction are Responsiveness, Reliability, Security, Efficiency, Awareness and Cost while Trust and Ease of use are Variable that affect directly.

LITERATURE REVIEW

Customer satisfaction: Satisfaction can be reflected as a feeling of pleasure when a person attains his or her wants, goals or motivation (Boonlertvanich, 2011).
Customer satisfaction can be defined as a feeling of customers by using a service or product (Metawa and Almossawi, 1998). Customer satisfaction is key factor of
customer’s desires for future purchase (Mittal & Kamakura, 2001). Customer satisfaction considered as an essential factor of long-term behaviour of customers
(Ndubisi,0, 2004).

Banks are providing new innovative techniques of satisfying customers, such as online system and internet banking, telephone and call centre. The two important
elements of banks which effect the overall satisfaction of customers are competitiveness and ease. So in order to increase the efficiency of the organization it is
necessary to measuring the customer satisfaction (Parasuraman, Zeithmal& Berry, 1988).

The satisfaction of the customer especially in the service business had a great importance because the satisfaction of the customer directly linked with the customer
loyalty or the repetition of using the services the modern banking has provided (Ravichandran et al., 2010). Customer satisfaction is much vital in internet based
companies. Good quality products and services are demanded by customers and if they don’t get the desired services they can easily move away towards another
option. All the online businesses are compelled to isolate and focus customer’s need for their satisfaction (Kadir, Rahmani, & Masina, 2011).  All the customers
who are using electronic and wireless banking services for their routine transaction may find modern banking according to their way of living and preferences.
Subsequently if all modern banking firms want to catch the attention and retain customers, they must give importance and attention to the individual customer’s
way of living and his liking and disliking (Lin, 2011).
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Perception of service quality is related to feelings and attitudes experienced during the service provided by banks. A customer forms his/her own perceptions of
the services based on his/he experiences (Gale, 1994)

Many studies have examined the relationship between service quality and customer loyalty (Bloemer et al., 1998; and Ganesan, 2007), complaint (Yavas et al.,
2004) and customer trust (Eisingerich and Bell, 2008). Some of the major facilitators of service quality that emerged from the literature include customer loyalty,
customer commitment and customer trust.

Ananthakrishnan G. (2005) described customer’s services in the banks. The discriminating customer’s expectations have begun to change in terms of quality and
service. With the advent of computers and ATMs, the gap between the customers and the banking personnel is widening. Unless a change of heart occurs, even
the largest banks will find it hard to survive on their assumed false glory. Banks which take care to see the reality and react early will survive and prosper, while
those who continue the traditional path will find their market share eaten away.

A study conducted by Mishra A. K. examined the reasons for the satisfaction of the customers with the services rendered by the Urban Cooperative Banks. The
author described that, urban cooperative banks are operating in a more competitive environment and therefore, the need to take care of customer requirements
has become more important. The branches of UCBs must cater to the betterment of the customers. They should also improvise on their own image, customer
satisfaction and their profits. Uppal R. K. described that in the post-LPG (Liberalization, Privatization and Globalization) era and Information Technology (IT) era,
transformation in Indian banks is taking place with different parameters and the curves of banking services are dynamically altering the face of banking, as banks
are stepping towards e-banking from traditional banking. The paper empirically analyzes the quality of e-banking services in the changing environment. With
different statistical tools such as weighted average method and ranking, the paper concludes that most of the customers of e-banks are satisfied with the different
e-channels and their services, but the lack of awareness is a major obstacle in the spread of e-banking services. The paper also suggests some measures to make
e-banking services more effective in the future.

SIGNIFICANCE OF THE STUDY
In the current trend, customer satisfaction plays a major role in all parts of the services. This research work is used to predict the over-all customer satisfaction
and dissatisfaction with modern banking services with special reference to Central Bank of India.

OBIJECTIVES OF THE STUDY
In this paper an attempt is made to analyse the customer perception and behaviour towards modern services provided by the banking sector. A case study on
modern banking services of Central Bank of India has been taken to analyse the customer reaction towards banking services.

MATERIALS AND METHODOLOGY

The relevant data for the study has been collected from both primary and secondary sources. A large part of the analysis is exclusively based on the primary data.
SAMPLE AND SAMPLE SIZE

The sample of the study involved 50 customers of the bank. The respondents were selected through random sampling though effort was made to cover as many
aspects of consumer perception and behaviour in modern banking.

SCOPE OF THE STUDY

The study is specific to Mangalore. It relates to consumer perception and behaviour towards the modern services provided by the Central bank of India in
Mangalore. The study confines the different factors affecting consumer satisfaction and modern services provided by the bank.

PROFILE OF CENTRAL BANK OF INDIA

Central Bank of India (CBI) is one of the oldest commercial bank of India and reportedly is the first truly Indian bank which was totally owned and established by
Indian without any foreign help. Sir Sorabji Pockhanawala was the founder of the bank, who had always dreamt of establishing a thoroughly Indian Bank, who was
so happy and excited about the project that he reportedly termed the CBI as “Property of nation and the country asset”. He also added that CBI lives on people’s
faith and regards itself as the peoples own bank.

In the year 1969 the bank was nationalized by the Govt of India. CBI claims to be the first bank to be conferred with the national award for excellence in macro
and small enterprises lending for the year 2007-08.The bank entered a partnership with Kotak Mahendra Assets Management Company in December 2008, under
which all the Kotak mutual fund products will be made available in CBI branches.

CBI offers a host of banking services to its customers including regular banking services such as deposit and loans, international banking services and other services
including central card, electronic cards, debit cards, No frills savings deposit account under the name cent Bachat khata, and finance options for domestic and
international tours under the name cent safar. CBI has a strong presence in the country with over 3000 branches and more than 250 extension counters nationwide
as of April 2009. The head quarters of the bank located in Mumbai, the financial capital along with 16 other zonal offices established in cities, namely Agra,
Ahmadabad, Bhopal, Chandigarh, Chennai, Guwahati, Hyderabad, Kolkatta, Luchnow, Nagpur, New Delhi, Patna and Pune.

Further in line with the guidelines from Reserve Bank of India and also the Government of India, Central Bank has been playing an increasingly active role in
promoting the key thrust areas of agriculture, small scale industries as also medium and large industries. The Bank also introduced a number of Self Employment
Schemes to promote employment among the educated youth. Among the Public Sector Banks, Central Bank of India can be truly described as an All India Bank,
due to distribution of its large network in 27 out of 28 States as also in 4 out of 7 Union Territories in India. In view of its large network of branches as also number
of savings and other innovative services offered, the total customer base of the Bank stood at over 25 million account holders & which is one of the largest in the
banking industry. Customers' confidence in Central Bank of India's wide ranging services can very well be judged from the list of major corporate clients such as
ICICI, IDBI, UTI, LIC, HDFC as also almost all major corporate houses in the country. Central Bank of India was conferred with the 1st Award under National Awards
for Excellence in MSE Lending based on its outstanding performance in lending to Micro and Small Enterprises during the year 2007-08.IT Enabled Financial
Inclusion at Hoshangabad which will bring the financial services to the door steps of those who are living in remotest parts of the country. The Bank will deliver
deposit, loan and other financial services by engaging Business Correspondent, who will use hand-held mobile devices and issue Smart Cards to the customers. In
order to develop rural entrepreneurship, the Bank launched a Rural Development and Self Employment Training Institute (Rudest) at Hoshangabad. This is
providing intensive entrepreneurship training to the rural youth, to enable them to take to vocational activities. The Bank has already set Rudest at Kota and
Muzaffarpur.A Financial Literacy and Credit Counseling Centre - Centsahyog was launched at Vadkun in Thane District. This will provide free counseling to the
villagers on the various banking products, both deposits and loans and also counciling to distressed borrowers, irrespective of whether they are bank's clients or
not.

ANALYSIS, INTERPRETATION AND FINDINGS

MODERN BANKING

This study will provide the basic concepts related modern banking services and prove that modern banking services is useful for banks in term of customer
satisfaction. Banking also improved Due to the adaptation of modern banking elements. Electronic banking also an important element of modern banking that
was introduce in the mid of 1990. After that it was become the more important. So, modern banking is the only cause of customer motivation and satisfaction due
to quick response, security, reliability and speedy transactions of modern banking services. The development of innovative technology in the banking provides the
superior services to the customers. ATM, online and mobile banking are the modes of modern banking and these are helpful to maintain the customer loyal. Some
studies stated that only the improvement in the banking services is the only cause of user’s satisfaction .As we know that services industry is totally changed due
to the innovative technologies and only the organization who adapt these innovative changes in their services cause the customer satisfaction. The main reason
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behind this; the innovation in technology enhances the customer expectations. So customers are demanding according their exceptions. Due to this reasons
banking also improved their services to meet the customer’s expectations .ATM was the first innovation in the modern banking services; by these modern
techniques banks are become able to serve the customer’s after the banking hours. So, the main reasons behind these developments in the services are to maintain
the customer loyal. User can use these services without any hesitations anywhere at any time.

No organization can sustain the competitive advantage with the similar product and services over the time. So every organization have to change itself when the
changes are required, so modern banking are innovative technology and all the banking have to adopt these technology for the sake of fulfilment of customers
demands and also for sustain in the market.

Under this study effort is put to analyse the customer perception and behaviour towards modern banking services provided by the Central Bank of India. Data was
collected from 50 customers randomly through questionnaire. Collected data were presented in tabular form.

Table showing profile of the respondents:

TABLE 1
VARIABLE Frequency | Percentage
Total no. of Respondents 50 100
Gender: Male 20 40
Female 30 60
Total 50 100
Age Below 25years 5 10
26-35 years 30 60
36-45 years 10 20
46-55 years 2 4
Above 55 years 3 6
Total 50 100
Educational status SSLC 7 14
PUC 3 6
Graduate 10 20
Post graduate 30 60
Total 50 100
Occupational status Student 10 20
Working professionals | 30 60
Businessman 5 10
Housewife 4 8
Retired 1 2
Total 50 100
Income level Below 20,000 20 40
20,000-30,000 18 36
30,000-40,000 6 12
Above 40,000 6 12
Total 50 100
Mode of service used by the respondents | Internet banking 5 8
ATM 40 67
Mobile banking 15 25
Total 60 100

Source: Primary data
As per the above table compare to male female are more. They are around 60% of the total respondents. Around 60% of the respondents fall in the age group of
26-35 year. As per qualification post graduate are dominating compare to others. 60% of the respondents are professionals. Only 10% of the businessmen were
included even retired and housewives are brought into purview.
40% of the respondents earn salary below than Rs.20, 000. Out of 50 respondents almost 67% of them are using ATM facilities. Compare to other services like
internet and mobile banking, user of ATMs is more. When compare to mobile and internet banking customers frequently uses mobile banking to check their
account status. Ultimately we can say that one or other; customers are more comfortable in using modern banking services.
60% of the customers visit their branches at least once in a month but around 10% of the respondents are very lazy to visit the bank’s branch at least once in a
month. Others visit the bank frequently. Most of the respondents are having savings bank accountin the Central bank of India. One or other way they are connected
the account with online. They opine that banks staffs are very efficient and deals customers very friendly and eagerly. Customer’s uses the online facilities to pay
their insurance premium, transfer the fund, pay bills, print bank statement and to check balances frequently. Respondent’s prefers ATM cards to withdraw the
amount rather than withdrawing from the bank directly.
Respondents opine that Central Bank provides immense online services to its customers. Customer’s strongly prefers online banking services due to clear and
simple services and free transactions. Even some are interested in getting rewards like anmol rewards points offered by the Central Bank of India. Other intension
of using internet services is to avoid waiting in front of the counter, reduce distance to be travelled and inconvenient working hours of the bank.
But some of the customers opine that they are finding difficulties in using internet banking facilities due to difficulty in using online banking services, lack of
assistance and even some are bother about security of transactions and limited service. Some prefer to have human relation with banks.

CONCLUSION

This paper is about to the check the customer satisfaction towards the use of modern banking services provided by the Central Bank of India. The satisfaction of
the customer especially in the service business had a great importance because the satisfaction of the customer directly linked with the customer loyalty or the
repetition of using the services the modern banking has provided. The reliability however has a moderate effect on satisfaction of the customer to use the modern
banking services. Providing the accurate and promised services at all time of transaction is more valuable to the customers. They demand the quality services as
modern banking service provider claim. The customer is preferred that the bank staff will be responsive enough to provide accurately and consistent services and
on time.

Overall the factors have discussed above affect the satisfaction of the customer but the factors varying according to their effect level. The modern banking service
should focus on the on time delivery of their promised services along with quality and having a good relation with customer by providing accurate information
with responsibility and according to the need of the customer as it will prove benefited for the service provider in the long run and retain valued customer. As the
quality of the services provided by the modern banking improve continuously the customer satisfaction increases towards modern banking. The overall study
shows that the customers are willing to use the modern services like the online banking, ATM etc. they prefer the facility provided by the modern banking but
some factors like Responsiveness and reliability have effect their level of satisfaction. The satisfaction level of customer increase towards the use of modern
banking services if the bank provide more reliable services with quality they promised and on time.
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