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ABSTRACT 
The banking industry like many other financial service industries is facing a rapidly changing Market, new technologies, economic uncertainties, fierce competition, 

and especially more Demanding customers; and the changing climate has presented an unprecedented set of Challenges. Customer service is one integral part of 

any facet of banking and it defines future of any banking organization. In banking sector, the whole range of activity and generation of Income swivels around the 

customer. From a very comfortable and peaceful environment, now the Indian Banking Sector is characterized by stiff competition for the customer’s satisfaction 

and profit war between different banking groups i.e. (Private bank vs. Public Bank). This paper tries to analyze the comparative analysis of customer satisfaction 

among these two categories of banks – public and private sector banks using the list of service attributes based on SERVQUAL method. Present study seeks to assess 

the degree of perception of customers about quality services offered by banks – SBI (public sector bank), ICICI (private sector bank), in Raipur city of Chhattisgarh 

state.  

 

KEYWORDS 
public sector bank, private sector bank, customer satisfaction, assurance, reliability, responsiveness. tangible, empathy. 

 

INTRODUCTION 
iberalization and globalization of the banking sector has created an era of fierce competition, as a result of which service management and quality 

performance is expected to assume an increasing important role in these industries. Banks can become stronger and effective only if they come out with 

better customer service, quality, costs, and innovation. Today, customers have a wide choice of service providers and they would opt for only the best 

service providers in terms of quality, reliability, and profitability and who are at par with international standards. Therefore, the quality of service plays a dominant 

role and is a primary factor in ensuring the survival of the service provider in the global market. The whole focus is now concentrated on providing services to 

customer beyond his expectations. This study is just a small step in understanding the multi Dimensional construct of service quality and its implications in today’s 

competitive environment. 

 

MODERN APPROACH OF QUALITY MANAGEMENT 
In banking, quality means not just meeting but exceeding customer expectations. For this reason, service quality is viewed as an important aspect in the banking 

industry. Further, it is evident that over the years, bank customers’ perception of service quality has been changed tremendously over the years, bank customers’ 

perception of service quality has been changed tremendously. Today, quality includes a commitment towards continuous improvement and service relationships 

with customers. Also, the need for technology based services, new and improved product services, and e-services are also viewed as important aspects of banking 

service quality that supports improved and superior quality services provided to customer. Hence, these are the areas where banks have to focus upon in order to 

satisfy their customers.  

Following are four broad conceptual categories related to banking service quality:  

• Customer service quality.  

• Banking service product quality.  

• Online/e-service quality.  

• Automated service quality.  

CUSTOMER SERVICE QUALITY 

Banking is a high involvement industry. Customers, whether at the retail or corporate level have always been important for banks. Customer satisfaction is highly 

related with service quality as service quality improves the probability of customer satisfaction, this results in commitment, intent to stay (customer retention), 

creation of a mutually rewarding relationship (bond) between the service provider and the user, increased customer tolerance for service failure and positive 

word-of-mouth advertising about the organization. Banks now know that delivering quality service to customer is essential for success and survival in today’s 

global and competitive banking environment.  

In the era when intense competition is being greatly facilitated by technology, the need of providing adequate service quality will necessitate that banks have to 

focus attention on issues of improving, measuring and controlling their service quality and efficiency. Banking industries therefore should emphasize deeper 

penetration of the existing customer database. The data about customer needs and behavior enables organizations to identify today’s key customer, develop 

relations with tomorrow’s customers and estimate their future investment opportunities.  

BANKING SERVICE PRODUCT QUALITY 

The bank product quality is primarily associated with product variety and diverse features. Banking service product quality plays a significant role in determining 

customer’s perceptions of the overall banking service quality. Banks have increased emphasis on marketing a wide array of financial services in order to survive in 

the market due to tough competition. Bank customers wants variety of functions at one site and with ease like financial transactions, paying bills electronically 

and automatically, viewing their balance, monthly bank statements, purchasing shares and insurance, home loans with minimum rate of interest, purchasing cars 

and lands. Although banking service product quality is an intangible asset, it contributes to the competitive advantage in the banking industry. Therefore, it should 

be noted that continuously introducing and innovating the variety of banking service product quality to the current hi-tech customers can have unlimited access 

to financial information and enjoy a wider range of choices in selecting competitive products and financial institutions than ever before.  

ONLINE/INTERNET/E-SERVICE QUALITY 

The concept of e-service emerged from the growth of the internet and information systems. The growth in internet-based services has changed the way that banks 

and customers interact. E-service is conceptualized as an interactive information service that provides a means to organizations that can build its service offerings 

and develop a competitive advantage. The basic reason behind development of online services was the cost reduction and to delight customers through 

automation. Although firms gained efficiencies from online business/e-commerce/selling online, their failure to focus on customer needs and wants, resulted in 

L
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poor online service performance. Through this analysis it is concluded that the service quality features of internet/online banking which are critical for enhancing 

customer satisfaction such as the speed to download; content; design; interactivity; navigation; and security must be continuously improved.  

AUTOMATED/TECHNOLOGY SERVICE QUALITY 

Automated service quality is defined as the customer’s overall evaluation of the excellence of services provided through electronic networks such as the internet, 

ATM, and telephone banking. Customer evaluation of automated service option and their intention to use a particular option are directly affected by their 

perception of the attributes associated with that option. The overall customer perception of automated service quality can be established through the quality of 

every automated delivery channel. Many researchers have identified ATM, internet, and telephone banking as the principal automated delivery channels for retail 

banking. Overall, the need for technology to support superior service quality is viewed as very important factor for managing total quality in the banking sector. 

 

REVIEW OF LITERATURE 
Kandampully, (1998)1 in his article, focused that the customers at the time of service delivery interact closely with the service providers and got an inside 

knowledge of the service organization. This knowledge gave them an opportunity to critically assess the services provided and the service provider. Thus service 

quality plays an important role in adding value to the overall service experience. Also customers seek organizations that were service loyal i.e. aim to provide 

consistent and superior quality of service for present and long term and organizations aiming for this are bound to get customers. 

Baldinger and Rubinson (1996)2 in their article, perceived that customer loyalty was concerned with the likelihood of a customer returning, making business 

referrals, providing strong word-of-mouth references and publicity. Loyal customers were less likely to switch to a competitor due to price inducement, and these 

customers made more purchases compared to less loyal customers. However, customers who were retained may not always be satisfied and satisfied customers 

may not always be retained. Customers may be loyal due to high switching barriers or the lack of real alternatives; customers may also be loyal because they were 

satisfied, thus wishing to continue with the relationship. 

Yogeshwari Phatak and Naseem Abidi (2000)3 in their article studied the gap between a client’s expectation and perception of the quality of services. The study 

was based on primary data collected with the help of questionnaires in addition to secondary data. Both private and nationalized banks were included in this 

study. This paper was an attempt to analyze the shortfalls in delivering quality services by banks and possible ways to improve service quality. 

Royne, M. (1996)4 in his article, provided the initial direction in determining the proper SQ attributes to focus on promotional efforts when banks have a target 

market at least partially defined by gender and age. Further, gender and age were not the only characteristics on which marketing efforts should be based. 

Therefore, other segmentation variables, such as psychographics, geographies and benefits sought must be considered when developing marketing and advertising 

strategies. 

Zeithaml and Bitner (1996)5 in their article, suggested that a customer relationship with a company was strengthened when that customer made a favourable 

assessment about the company’s service quality and weakened when a customer made negative assessment about the company’s service quality.  

East (1997)6 in his article, opinionated that the quality of services offered would determine customers’ satisfaction. For this reason, research on customers’ 

satisfaction was often closely associated with the measurement of quality.  

 

OBJECTIVES  
1. To make a comparative analysis of the degree of customer’s perception of TQM services rendered by public and private sector banks. 

2. To determine the degree of perception of customers regarding the TQM services rendered by the banks taken up for study. 

3. To ascertain the extent of customer’s satisfaction regarding up gradation of TQM practices by banks in maintaining customer’s loyalty. 

 

RESEARCH METHODOLOGY 
HYPOTHESIS OF THE STUDY 

H0: There is no significant difference in the application of TQM elements among SBI &ICICI Banks. 

H1: There is significant difference in the application of TQM elements among SBI &ICICI Banks. 

RESEARCH TOOLS 

The collection of information is basically from two sources: 

Primary data have been collected with the help of a structured questionnaire addressed to the customers of the selected service organizations. A structured 

questionnaire is administered to various target groups. The present study is based on primary data. The customers of the selected organizations included in the 

sample have been chosen on the basis of the judgment and convenience of the researcher.  

Secondary data has been gathered from the published annual reports of selected companies and various published and unpublished government reports, 

magazines, newspapers etc 

SAMPLE SIZE 

The total sample size of the study is 100. To meet up with the objectives of study 100 customers were selected as sample unit. So, the questionnaires were filled 

by 100 respondents which were structured with questions of demographic profile, services level and dimension in which derives satisfaction to the customers. To 

carry out the study in more accurate convenience random sampling method was selected. 

RESEARCH TECHNIQUE 

Parasuraman et al., (1988, 1991) developed SERVQUAL instrument to measure the dimensions of service quality that is frequently used by researchers. This study 

applied five dimensions of service quality that are explained as under: 

• Reliability: This dimension shows the consistency of services towards performance and dependability. 

• Tangibles: It shows the physical aspects of the services as physical facilities, appearance of personnel and Tools & equipment used for provision of services. 

• Responsiveness: It reflects the willingness or readiness of employees to provide quick services to customers. 

• Assurance: This dimension indicates the employees’ knowledge, courtesy and their ability to incorporate trust and confidence. 

• Empathy: This dimension shows the magnitude of caring and individual attention given to customers. 

RESEARCH DESIGN 

Descriptive research study was conducted to achieve the objective. Primary data was collected from Raipur area. Sampling size was 50 customers of each bank 

who use the services for banking purpose. Questionnaire was designed to get the data systematically. Respondents has to choose on option of each statement 

measured on five-point scale, where strongly disagree =1, disagree=2, neutral=3, agree=4, strongly agree=5.  

 

DATA ANALYSIS AND INTERPRETATION 
 

TABLE 1: DEMOGRAPHIC PROFILE OF RESPONDENTS OF SBI 

Gender No. Of respondent Age No. Of respondent Income  No. Of respondent Profession No. Of respondent 

Male 33 15-30 21 Below 20000 12 Service  15 

31-40 15 20000-50000 25 Businessman  0 

Female 17 41-50 12 50000-above  10 Non-working  5 

Above 50 2 None  3 Student  10 

Total 50 Total 50 Total 50 Total 50 
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TABLE 2: DEMOGRAPHIC PROFILE OF RESPONDENTS OF ICICI 

Gender No. Of respondent Age No. Of respondent Income  No. Of respondent Profession No. Of respondent 

Male 30 15-30 10 Below 20000 10 Service  10 

31-40 23 20000-50000 15 Businessman  25 

Female 20 41-50 17 50000-above  20 Non-working  3 

Above 50 0 None  5 Student  12 

Total 50 Total 50 Total 50 Total 50 

Above tables show the demographic profile of both SBI and ICICI banks. To constitute the study 100 respondents are considered (50 of SBI and 50 of ICICI), so that 

perception towards Service Quality can be measured. It includes classification Gender wise, Age wise, Income wise, Profession wise distribution. 

 

TABLE 3: SATISFACTION LEVEL TOWARDS RELIABILITY IN SBI BANK 

Parameters to judge Reliability Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Sincere in solving problem 3 7 20 15 5 

Providing service as promised 5 5 15 21 4 

Maintaining error free record 1 3 15 25 6 

Providing service at the promised time 5 6 20 18 1 

 

TABLE 4: SATISFACTION LEVEL TOWARDS RELIABILITY IN ICICI BANK 

 Parameters to judge Reliability Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Sincere in solving problem 5 5 10 20 10 

Providing service as promised 2 4 12 24 8 

Maintaining error free record 3 6 15 20 6 

Providing service at the promised time 4 4 19 20 3 

Reliability: SBI in table shows that they fall below the expectations of their customers in delivering quality services, whereas ICICI is greater than the perceptions 

of their customers in this dimension. 

TABLE 5: SATISFACTION LEVEL TOWARDS RESPONSIVENESS IN SBI BANK 

Parameters to judge Responsiveness  Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Providing prompt service to customer 2 8 20 15 5 

Keeping customer informed about the service 3 8 20 13 6 

Willing to help customer 8 10 15 10 7 

Always ready to respond to customer request 6 12 10 15 7 

 

TABLE 6: SATISFACTION LEVEL TOWARDS RESPONSIVENESS IN ICICI BANK 

Parameters to judge Responsiveness   Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Providing prompt service to customer 3 7 15 20 5 

Keeping customer informed about the service 4 12 14 14 6 

Willing to help customer 2 5 18 16 9 

Always ready to respond to customer request 3 3 16 20 8 

Responsiveness: SBI shows that the bank is far below the perceptions of their customers on the said dimension when compared with ICICI. The data analysis of 

this dimension shows that SBI is falling below the perceptions of their customers on communicating to the customer regarding performance of service, employees 

providing prompt services and willingness to help customers. 

 

TABLE 7: SATISFACTION LEVEL TOWARDS TANGIBLE IN SBI BANK 

Parameters to judge Tangible  Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Employees having a neat & professional appearance 2 3 18 20 7 

ATM Technically equipped 2 8 10 21 9 

Physical ambience of the office are up to mart 1 3 13 25 8 

ATM’s in sufficient numbers 2 2 12 30 4 

Internet banking services 7 10 20 10 3 

Modern-looking and innovative Equipments 3 6 17 18 6 

Overall impression of the office is satisfactory 1 5 15 20 9 

 

TABLE 8: SATISFACTION LEVEL TOWARDS TANGIBLE IN ICICI BANK 

Parameters to judge Tangible  Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Employees having a neat & professional appearance 1 5 20 19 5 

ATM Technically equipped  3 4 15 21 7 

Physical ambience of the office are up to mart 1 6 10 30 3 

ATM’s in sufficient numbers  2 3 15 25 5 

Internet banking services  2 2 19 25 2 

Modern-looking and innovative Equipments 1 2 10 29 8 

Overall impression of the office is satisfactory 2 7 15 17 9 

The data in Table-4 fetch to light the distinction in the perceptions of the banks—SBI and ICICI with their relevant customers on tangibles. The data tells that banks 

such as ICICI are exceeding the perceptions of their customers when compared to SBI. ICICI beats SBI in dimensions like on up to date up to date equipment, 

physical facilities available in a bank, neat appearance, materials in banks and internet facility. While SBI have outperformed ICICI regarding numbers ATM. 
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TABLE 9: SATISFACTION LEVEL TOWARDS ASSURANCE IN SBI BANK 

Parameters to judge Assurance   Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Employee in still confidence in customer 2 3 10 20 15 

Customer feel comfortable interacting with banks 2 5 15 18 10 

Employees are consistently courteous and polite 1 7 20 13 9 

Customer feel safe & secure in their transactions & dealing 2 3 10 30 5 

Employee can solve customer queries 1 3 15 21 10 

 

TABLE 10: SATISFACTION LEVEL TOWARDS ASSURANCE IN ICICI BANK 

Parameters to judge Assurance   Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Employee in still confidence in customer 5 5 10 20 10 

Customer feel comfortable interacting with banks 2 7 15 16 10 

Employees are consistently courteous and polite 3 5 16 17 9 

Customer feel safe & secure in their transactions & dealing  2 10 15 20 3 

Employee can solve customer queries 5 5 15 15 10 

Assurance: The perceptual variation between SBI and ICICI in table customers is low. The respondents of SBI and ICICI have given almost equal rating on assurance 

dimension to both the banks. The analysis illustrates that ICICI is greater than the perceptions of their customers as far as trust worthiness and courteous with 

customers. While SBI is performing better than ICICI in feeling safe in transacting with the bank and having sufficient knowledge in answering questions to the 

customers. 

TABLE 11: SATISFACTION LEVEL TOWARDS EMPATHY IN SBI BANK 

Parameters to judge Empathy  Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Employees give individual attention 3 10 15 16 6 

Employee understand the needs of customer 3 5 20 17 5 

Banks working hours are convenient to customer 5 15 15 10 5 

Employees give customers personal attention 5 8 15 15 7 

 

TABLE 12: SATISFACTION LEVEL TOWARDS EMPATHY IN ICICI BANK 

Parameters to judge Empathy  Number of Respondents 

Strongly  Disagree Disagree Neutral Agree Strongly Agree 

Employees give individual attention 3 10 15 16 6 

Employee understand the needs of customer 3 3 18 20 6 

Banks working hours are convenient to customer 1 2 15 25 7 

Employees give customers personal attention 0 3 21 17 9 

Customer’s level of satisfaction in case of the dimension empathy does not differ significantly between the public and private banks which implies that operating 

hours of the private and public banks are more or less same in convenience and employees desire to understand the customers does not differ much in the two 

types of banks. The data analysis shows that SBI banks stand away from their customers regarding delivery of quality services when compared with ICICI.  

 

SUGGESTIONS 
In order to improve service quality banks must consider following suggestions: 

• Staff should be knowledgeable about the services offered. 

• Staff should be more courteous towards their customers. 

• Staff members should apologies for mistakes. 

• Account should be handled carefully. 

• Customers‟ instructions should be carried out carefully. 

• Operation time should be reduced. 

• Complaint should be handled then and there. 

• Regarding complaint customers should receive follow up contact. 

• Name and address of customers should be handled carefully. 

• There should be a personal touch between the customers and staff. 

• Disagreements with the customers should be avoided. 

 

CONCLUSION 
To be successful in banking sector, banks must provide service to their customer that at least meets or better if exceeds their expectations, and the present study 

will provide some sort of guidelines to the policy makers (managers) of banks to take appropriate decision to improve the quality of services. Public sector banks 

like SBI fall much below the perceptions of their customers on all dimensions of service quality except Assurance. Private Banks such as ICICI bank are exceeding 

the perceptions of their customers, but they should try to provide services so as to assure the customers and give them confidence. Although overall both public 

and private sector bank customers are satisfied with their banks but due to wide difference of response, both public and private sector banks should concentrate 

on their weak areas in order to meet their customer expectations and this study provides sort of guidelines to managers of banks to take suitable decisions to get 

more satisfied responses from their customers. 
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