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CUSTOMERS’ SATISFACTION ON CORE BANKING: A STUDY WITH SPECIAL REFERENCE TO A
NATIONALIZED BANK IN THIRUNELVELI

BlIJU K
STUDENT
MS UNIVERSITY
TIRUNELVELI

D. DEVANDHIRAN
ACCOUNT ASSISTANT
RAJIV GANDHI NATIONAL INSTITUTE OF YOUTH DEVELOPMENT
(AN AUTONOMOUS ORGANIZATION OF MINISTRY OF YOUTH AFFAIRS & SPORTS, GOI)
SRIPERUMBUDUR
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RAJIV GANDHI NATIONAL INSTITUTE OF YOUTH DEVELOPMENT
(AN AUTONOMOUS ORGANIZATION OF MINISTRY OF YOUTH AFFAIRS & SPORTS, GOI)
SRIPERUMBUDU

ABSTRACT

The computerized environment of the branches paved the way for the development of core banking system (i.e) connecting branches through internet. The
customers are no longer forced to deal with banks during the limited hours when their branches are open for business. The system of core banking provides
various facilities to the customers such as ANYWHERE ANYTIME AND ANY BRANCH Banking. All the banks are opening their branches in cities urban area for
maximizing profit. Most of the branches in urban and semi-urban areas have been computerized and are connected with each other through networks. The
study of the core banking it to know fully it impact of core banking on the customers and the various benefits it has given to the customers in various ways. The
core banking serves on a wide range of objectives after computerization in branches. Time consuming problems and errors can be reduced to the bank’s customer
after implementation of core banking. This study tries to know in detail about the facilities availed from core banking branch. The primary data were collected
from the customers of a nationalized bank through e a questionnaire was prepare and 50 respondents were selected randomly .Result of the study is discussed in
this paper.

KEYWORDS

Core Banking ,Coustomer’s satisfaction.

INTRODUCTION

anking system occupies an important place in a nation’s economy. It plays a vital role in accelerating the rate of economic growth by mobilizing the

existing or potential savings and by making the disbursement of credit to commercial undertaking and priority areas.

Banking industry is marked by aggressive competition and ever changing customer demands. As a result, banks need to adopt themselves to the changing
environment. It is essential for the banks to adopt appropriate various strategies to merge as the preferred bank of customers. Timely introduction of various
products to suit the diverse needs of customers is a functional necessity to the banks. Technology gives the cutting edge to come out with customer centric
products and delivery channels in time.

Presently, the braches of banks are using software under distributed environment by having data servers at the branch itself. The branches are not able to give
round the clock service to the customers as the branches are closed after the business hours. To limited extent some branch customers are serviced through
ATM s based on the balances updated by the branches after the day end. This has necessitated the banks to go in for alternate technology Viz, the core Banking.

The implementation of core banking will facilitate to meeting the customers various needs, providing them the facilities they need at the right time, 24 hours a
day and 7 days a week. Thus core Banking is an integrated application that supports real time multi-Banking and Multi-Channel strategies. In early days, all the
banking activities were carried on buy the bankers manually. It involves a lot of clerical work (i.e) paper work. All the transaction were recorded in the account
books maintained by the bank for the purpose. The detail of every customer is recorded in those books and the bankers had to spend a lot time for verification
of the customer’s account. As a result, the customers had to wait for a long time. Thus it is a time consuming process.

POST CORE BANKING IMPLEMENTATION

Technology in banking has evolved substantially from the days of back office automation to today’s online, centralized and integrated solutions.

Ten years ago, most of the advanced banks had branch automation software with ‘online’ passbook printing facilities. At the branch level, banks were moving
away from product-specific counters and trying any-counter service for all products. Most of the time, the biggest incentive for using technology was to improve
internal housekeeping by virtue of automating interest applications, accruals, standing orders and processes. Many banks took the lead in branch
computerization, but this competitive advantage was not significant since it did not have significant impact on customer service. Also, banks could really not use
the infrastructure for introducing new products and services.

Then came the second wave of technology change in banking, when banks realized that they needed to move to centralized core banking solutions for offering
services such as anywhere banking. This was a significant change from the Indian perspective, since centralized core banking solutions required banks to invest
huge amounts of money towards building infrastructure. Once this infrastructure was in place, banks started venturing into newer opportunities in the area of
ATMs, debit cards and internet banking, which in turn raised the expectations from core banking solutions. Additionally, banks started diversifying their product
and service portfolios by offering mutual funds, insurance products and cash management services.

At present, every time banks decide to launch new services or products, new application software gets added to their data centre. This eventually means that
customer interaction is not really 100 percent uniform across products and services. Even banks that have invested huge amounts in CRM software are finding it
difficult to provide a unified view across all products and channels since different vendors have used different technologies.
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SCOPE OF THE STUDY

The present study was undertaken to analyze the favorable and unfavorable factors of core banking. The scope of the study is limited to the development in
banking sector after introducing the core banking. The study helps to the bank to recognize the customer expectations and provide effective service. It helps to
overcome the problem faced by the customers. The study helps the customers to satisfy and nd it helps for developing awareness to be created by the bank.

OBJECTIVES

»  Tofind out the awareness regarding the system of core banking among bank customer.

»  Tostudy in detail about the different delivery channels.

»  To make suggestions to improve the customer service through the delivery channels.

»  Toidentify the problem faced by the customers after the implementation of core banking.

METHODOLOGY

Primary data and secondary data were used for the study. The primary data were collected from the customers of a nationalized bank through e a questionnaire
was prepare and 50 respondents were selected random by for the purpose of analyzing the data statistical tools such as percentages, averages were applied.

TABLE 3.1: CUSTOMERS SATISFACTION ON CORE BANKING (FOR ALL RESPONDENTS)

Particulars No. of respondents | %
Not satisfactory 0 0
Satisfactory 30 60
Commercial 13 26
More convenient | 7 14
Total 50 100

Source: Primary data
The above table 3.1 tabulates the customers opinion on the satisfaction of core banking in Nationlaized bank. Out of the total respondents, Majority (i.e.) 60% of
the customers of nationalized bank are satisfaction about the core banking followed by 26% of the respondents who have expressed their convenience in
transacting with nationalized bank after networking of branch as it is easy to conduct their transaction in efficient way that is accurate and time saving. This
table reveals that the customers are fully “satisfied” and enjoy convenience with regard to networking of Nationlaized bank.

TABLE 3.2: CUSTOMERS SATISFACTION ON CORE BANKING (OCCUPATION WISE)

particulars No of respondents
Not Percentage | Satisfactory = Percentage | Convenient @ Percentage | More Percentage | Total | Percentage
satisfied Convenient
Employee 0 0 11 61 6 33 1 6 18 100
SHG 0 0 4 44 3 33 2 22 9 100
Professional 0 0 11 69 3 19 2 12 16 100
Businessman | 0 0 4 57 1 14 2 29 7 100

The above table3.2 indicates the customers opinion on core banking. Out of the total respondents, Majority (i.e.) 69% of the professional are satisfied with the
core banking operations of Nationalized bank. 57% of the business class and 44%of the SHG members are satisfied with the core banking system as it complies
with their requirement.

TABLE 3.3: CUSTOMERS SATISFACTION ON CORE BANKING (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)

particulars Not Percent | Satisfactory | Percentage @ Convenient | Percentage @ More Percentage | Total | Percentage
satisfied | age Convenient

Current a/c 0 0 4 44 1 12 4 44 9 100

Saving a/c 0 0 23 68 9 26 2 6 34 100

Recurring a/c 0 0 1 25 2 50 1 25 4 100

Fixed a/c 0 0 1 50 1 0 0 0 2 100

More than one a/c 0 0 1 100 0 0 0 0 1 100

The above table 3.3 reveals the opinion of account holders about core banking. Out of the total respondents, 44%of the current a/c holders are satisfied and
have mentioned that they enjoy more convenience with the core banking system functioning in the bank. 60% of the saving a/c holders are satisfied about core
banking system, operating in Nationlaized bank. 50% of the recurring account holders are expressed their convenience and 50% of the fixed account holders are
comfortable and convenient with regard to net working of the branches. Majority (i.e.) 100% of the more than one account holder have expressed that they are
satisfied about the core banking system.

TABLE 3.4: PREFERENCE OF MULTI SERVICES DELIVERY CHANNELS.

Particulars Not Percentage | Satisfactory | Percentage | Convenient | Percentage | More Percentage @ Total | Percentage
satisfied Convenient

ATM 0 0 23 58 12 30 5 12 4 100

Mobile 0 0 1 100 0 0 0 0 1 100

banking

Tele banking 0 0 1 100 0 0 0 0 1 100

Internet 0 0 2 50 1 25 1 25 4 100

banking

More than 0 0 3 75 0 0 1 25 4 100

one

Table 3.4 highlights the Customer preference towards multi services delivery channels. Out of the total respondents, Majority (i.e.) 100% of the customers are
satisfied about the mobile banking as most of the customers prefer to adopt the mobile banking services in the near future. 58% of the customers are satisfied
with the ATM and 50%of the customers are satisfied about internet banking.75% of the customers are satisfied about more than one service. The following table
highlights the fact that ATM and telebanking is the most used banking services by the customer.

TABLE 3.5: CUSTOMERS OPINION ON BANKING CHARGES (FOR ALL RESPONDENTS)

Particulars | No of respondents | percentage
Yes 30 60

No 20 40

total 50 100

Source: Primary data

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 147

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3(2012), Issue No. 5 (MAY) | SSN 0976-2183

Tables 3.5 pinpoint the opinion on banking charges. Out the total respondents, Majority (i.e.) 60% of the sample respondents have expressed the banking
charges are reasonable while 40% of sample respondents are of opinion that the charges on banking services are not reasonable and they have to pay excessive

charges.

TABLE 3.6: CUSTOMERS OPINION ON BANKING CHARGES (OCCUPATION WISE)

Particulars yes | percentage no @ percentage @ Total | percentage
employee 9 50 9 50 18 100
SHG 7 78 2 22 9 100
professional 8 50 8 50 16 100
Businessman | 6 86 1 14 7 100

Source: Primary data
Table 3.6 pinpoints the opinion of the customer towards the banking service charges. Out of the total respondents Majority (i.e.) 86% of the Business class have
mentioned the charges are reasonable in the bank and 50% of the employees have expressed the charges are reasonable. 78% of the SHG members and 50% of
the professionals have expressed the banking charges are reasonable while 14% of the Business class have expressed the banking service charges are not
reasonable.
TABLE 3.7: CUSTOMERS OPINION ON BANKING CHARGES (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)
Particulars | yes | Percentage | no | percentage | toal | percentage

Current a/c 8 89 1 11 9 100
Saving a/c 20 59 14 | 41 34 100
Recurring a/c 2 50 5 50 4 100
Fixed a/c 0 0 2 50 2 100
More than one a/c 0 0 1 100 1 100

Source: Primary data
Table 3.7 highlights the opinion of account holder on banking charges. Out of respondents, Majority (i.e.) 89% of the current account holders have stated that
the chargers on banking services are reasonable. Which 59% of the saving account holder and 50% of recurring account holders have indicate that charges on
banking service are reasonable. 50% of the fixed account holders are of opinion that the charges on banking services are not reasonable.

TABLE 3.8: TIME TAKEN FOR SANCTIONING LOAN (FOR ALL RESPONDENTS)

Particulars | No of respondent | Percentage
Yes 27 56
No 25 46

Source: Primary data
The table 3.8 highlights the customer’s opinion on the time taken for sanctioning the loan. Out of the total respondents, Majority (i.e.) 56% of the sample
respondents are of opinion that the time taken for sanctioning the loan is not reasonable because the formalities is more so the time taken is more.

TABLE 3.9: TIME TAKEN FOR SANCTIONING LOAN (OCCUPATION WISE)

Particulars yes | percentage = No | percentage | total | percentage
employee 9 50 9 50 18 100
SHG 7 78 2 22 9 100
professional 8 50 8 50 16 100
Businessmen | 3 43 4 57 7 100

Source: Primary data
Table 3.9 shows that the customers opinion about the time taken for sanctioning the loan. Out of the respondents, Majority (i.e.) 78% of the SHG members and
50% of the employee have motioned that the time taken for sanctioning the loan is reasonable. 57% of the business class has stated that the time taken for
sanctioning the loan is lengthier. Business class feels that the formalities are more for obtaining the loan so the processing time is taken more.

TABLE 3.10: TIME TAKEN FOR SANCTIONING LOAN (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)

particulars Yes | percentage | No  percentage | Total | percentage
Current a/c 4 44 5 56 9 100
Saving a/c 20 59 14 | 41 34 100
Recurring a/c 3 75 1 25 4 100
Fixed a/c 0 0 2 100 2 100
More thanone a/c | 0 0 1 100 1 100

Source: Primary data
Table 3.10 tabulates the customer opinion on time taken for sanctioning the loan. Out of the total respondents, Majority (i.e.) 75%of the recurring accounts
holders and 59%of the saving a/c holders have stated that the time taken is reasonable for sanctioning the loan. 56%of the current account holder have
expressed the time taken is not reasonable for sanctioning the loan. This is because the most of the current account holders are business people so the process
of time taken is more.

TABLE 3.11: SERVICES QUALITY (FOR ALL RESPONDENTS)

Particulars | No of respondent | percentage
Yes 41 82
No 9 18

Source: Primary data
Table 3.11 reveals the customers opinion on the quality of improvement of core banking system. Out of the total respondents, Majority (i.e.) 82% of the sample
respondents have mentioned that the core banking system has improved the quality of service. 18% of the sample respondents have expressed their opinion
that the core banking system has not improved the quality of services.

TABLE 3.12: SERVICES QUALITY (OCCUPATION WISE)

Particulars Yes | Percentage | No | Percentage | Total | Percentage
Employee 15 83 3 17 18 100
SHG 8 89 3 17 18 100
Professional 11 69 5 31 16 100
Businessman | 7 100 0 0 7 100

Source: Primary data

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 148

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3(2012), Issue No. 5 (MAY) | SSN 0976-2183
Table 3.12 classifies the customer opinion on quality of services. Out the total respondents, Majority (i.e.) 89% of the SHG and 83% of the employees have
expressed that core banking system has improved the quality of service. 17% of the employees and 17% SHG members have expressed that the core banking
system has not improved the quality of services. The employee and SHG approach the banks regularly to conduct their transaction therefore they have realized
the benefit of core banking.

TABLE 3.13: SERVICES QUALITY (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)

particulars Yes | Percentage @ No Percentage | Total | Percentage
Current0 a/c 9 100 0 0 9 100

Saving a/c 27 79 7 21 34 100
Recurring a/c 3 75 1 25 4 100

Fixed a/c 1 50 1 50 2 100

More thanone a/c | 1 100 0 0 1

Source: Primary data
The table 3.13 pinpoints the customer’s opinion on the services quality. Majority (i.e.) 100% of the current account holders have stated their opinion about core
banking has improved the quality of service. 79% of the saving account holders have mentioned the core banking system has improved the quality of service.
50% of the fixed account holders have expressed that core banking system has not improved the quality of banking services

TABLE 3.14: RELATIONSHIP WITH THE BANKER (FOR ALL RESPONDENTS)
particulars | No of respondent | Percentage
Yes 40 80

No 10 20

Source: Primary data

Table 3.14 shows that the customers opinion on the relationship with banker. Out of the total respondents, Majority (i.e) 80% of the sample respondents have
expressed that they have good relationship with banker and 20% of the sample respondents have expressed that they have not maintained the good
relationship with their banker.

TABLE 3.15: RELATIONSHIP WITH THE BANKER (OCCUPATION WISE)

Particulars Yes | Percentage | No | Percentage | Total Percentage
employee 14 78 4 22 18 100
SHG 9 100 0 0 9 100
professional 11 69 5 31 16 100
Businessman | 6 86 1 14 7 100

Source: Primary data
Table 3.15 classifies the opinion of the customers on relationship with banker. Out of the total respondents, Majority (i.e.) 100% of SHG members and 78% of
employees have expressed their opinion that they maintained a good relationship with the bankers as they meet their customers needs and requirements
immediately. 31% of the employees have expressed that their relationship is not good with banker.

TABLE 3.16: RELATIONSHIP WITH THE BANKER (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)

particulars Yes | Percentage @ No | Percentage | Total | Percentage
Current a/c 9 10 0 0 9 100

Saving a/c 27 79 7 21 34 100
Recurring a/c 3 75 1 25 4 100

Fixed a/c 1 50 1 50 2 100

More thanone a/c | 1 100 0 0 1

Source: Primary data
Table 3.16 tabulates the customer’s opinion about relationship with banker. Out the total respondents, Majority (i.e.) 79% of the of the saving account holder
have expressed their opinion about the customer maintain the good relationship with banker through core banking system. 50%of the fixed account holder has
not maintained the good relationship with banker through core banking system.

TABLE3.17: FACILITIES OF NETWORKING (FOR ALL RESPONDENTS)

Particulars No of respondent | percentage
Enquiries 8 16

Cash payments 10 20

Cheque deposited 20 40

Cash deposited in linked branch 10 20

Cheque deposited in linked branch | 2 4

Source: Primary data
Table3.17 tabulates the customer’s opinion on facilities of networking. Out of the total respondents, Majority (i.e.) 40% of the respondents have mentioned
that have deposited a cheque or cash for credit in to their account. 20% of the sample respondents have obtained the cash payment out of his account by
offering a cheque and another 20%of the respondents have deposit the cash into account of some other person who has account an interlinked.16% of sample
respondents were made enquiries about the balance.

TABLE 3.18: FACILITIES OF NETWORKING (OCCUPATION WISE)

Particulars Enquiries | % | Cash % | Cheque % Cash deposited in % | Cheque deposited in % | Total %
payments deposited linked branch linked branch

Employee 5 28 | 3 17 3 17 | 6 33 1 5 | 18 100

SHG 0 0 4 44 | 4 44 | 1 12 | 0 0 9 100

Professional 3 18 | 2 12 | 8 50 | 2 13 | 1 7 1 100

Businessman | 0 0 1 14 5 71 | 1 15 0 0 7 100

Table 3.18 Pinpoints the customer’s opinion on the facilities of networking. Out of the total respondents, Majority (i.e.) 71 % of the business class and 50%of
the professional 44% of the SHG members have deposited a cheque or cash for credit into their account. 33% of the employees have deposited the cash into
account of some other person who has account in an interlinked the branch.
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TABLE 3.19: FACILITIES OF NETWORK (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)

Particulars Enquiries | % Cash % Cheque % Cash deposited % Cheque deposited = % | Total | %
payments deposited in linked branch in linked branch

Current a/c 1 12 0 0 4 50 3 38 0 0 8 100

Saving a/c 6 17 7 21 13 38 6 18 2 6 | 34 100

Recurring a/c 1 25 2 50 1 25 0 0 0 0 4 100

Fixed a/c 0 0 1 33 1 33 1 34 0 0 3 100

More than one a/c 0 0 0 0 1 100 | O 0 0 0 1 2

Table 3.19 highlights the opinion of the customers on the facilities of network. Out of the total respondents, Majority (i.e) 100% of the recurring account of
holders have deposited a cheque or cash for credit into their accounts and 50%of recurring a/c holder has obtained cash payment out of their account by
offering a cheque. 50% of the current account holders and 38% of the saving account holder have deposited a cheque or cash for credit into their account.

TANBLE 3.20: FUTURE EXCEPTIONS (FOR ALL RESPONDENTS)

Particulars No of respondent | Percentage
Reasonable cost 13 26
Expected neither technique intervention nor quality services | 21 42
Security 16 32

Source: Primary data
Table 3.20 reveals that the opinion of customers on future expectations. Out of the total respondents, Majority (i.e.) 42% of the sample respondents have
mentioned that they would like operate their banking transactions in a core banking environment which is free from neither technical intervention such as
computer connecting and 32% of the samples respondents expect the bank will provide security. 26% of the sample respondents have stated reasonable charges
have to be imposed on their banking transaction.

TABLE 3.21: FUTURE EXCEPTIONS (OCCUPATION WISE)

Particulars Reasonable cost | % Expected neither technique intervention nor quality services | % security | % | Total %

employee 5 28 9 50 4 22 | 18 100
SHG 2 22 | 5 56 | 2 22 | 9 100
professional 4 25 | 3 19 |9 56 @ 16 100
Businessman | 2 29 4 59 1 14 7 100

Source: Primary data
The table 3.21 reveals that the customer opinion about the expected customer. Out of the total respondents, Majority 59% of the businessman and 56% of the
SHG and 50% of employees have mentioned that they would like operate banking transactions in a core banking environment which is free is from technical
intervention such as computer connection. And 56% of the professionals are expect the bank will provide security.

TABLE 3.22: FUTURE EXCEPTIONS (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)

particulars Reasonable cost = % Expected neither technique intervention nor quality services | % | security % | Total | %
Current a/c 1 13 6 75 1 12 | 8 100
Saving a/c 7 21 13 38 | 14 41 | 34 100
Recurring a/c 4 100 | O 0 0 0 4 100
Fixed a/c 0 0 2 67 |1 33 | 3 100
More thanonea/c | 1 100 | O 0 0 0 1 2

Source: Primary data
Table 3.22 tabulates the customer’s opinion on the expectations in the future. Out of the total respondents, Majority (i.e.)100% of the more than one account
holders expect that the bank will provide the better quality of service at reasonable cost. 75% of the current a/c holders and 67% of the fixed account holders
have mentioned that they would like to operate their banking transaction in a core banking environment which is free from technical intervention such as
computer connectivity. 41% of the saving account holders expect that they would like to operate in environment free from security problem.

TABLE 3.23: BENEFITS OF NETWORKING (FOR ALL RESPONDENTS)

Particulars No of respondents | percentage
Quick transfer of funds | 30 60

Low transaction cost 15 30
Reduced error 4 8

More than one 1 2

Source: Primary data
The table 3.23 tabulates the customer opinion about the advantage of networking. Out of the total respondents, Majority (i.e.) 60%of the sample respondents
have expressed that they have enjoyed the quick transfer of funds after the bank has been networked, 30% of sample respondents have expressed that they are
enjoying the advantage of low transaction cost. 8% of the sample respondents have expressed that errors are considerably reduced after networking the
branches. 2% of the sample respondents have mentioned that they have benefited by more than one advantage after networking of the branches.

TABLE 3.24: BENEFITS OF NETWORKING (OCCUPATION WISE)

Particulars Quick transfer of fund | % Low transaction cost | % Reduced error | % More thanone % @ Total %

employee 10 56 6 33 |2 1 | 0 0 18 100
SHG 9 100 | O 0 0 0 0 0|9 100
professional % 44 7 44 | 1 6 1 6 | 16 100
Businessman | 4 57 2 29 |1 14 0 2 7 100

Source: Primary data
Table 3.24 pinpoints the opinion of customers on the advantage of networking. Out of the total respondents, Majority (i.e.) 100% of SHG members and 57%of
business class and 56% of the employee have mentioned that the prevailing system has helped them to transfer their funds speedily. 44%of the professionals
have expressed that the transaction cost is low.
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TABLE 3.25: BENEFITS OF NETWORKING (FOR DIFFERENT TYPE OF ACCOUNT HOLDER)

Particulars Quick transfer of fund | % Low transaction cost | % Reduced error | % Total %

Current a/c 1 13 6 75 1 12 | 8 100
Saving a/c 7 21 13 38 | 14 41 | 34 100
Recurring a/c 4 100 | O 0 0 0 4 100
Fixed a/c 0 0 2 67 |1 33 | 3 100
More thanone a/c | 1 100 | O 0 0 0 1 100

Source: Primary data

The table 3.25 reveals the customer opinion about the advantages of networking. Out of the total respondents, Majority (i.e.) 100% of the more than one
account holders have expressed that the quick transfer of funds is possible after networking. 100 % of the recurring account holders have mentioned the
transaction cost is low .75%of the current account holder have stated the fund are quickly transferred and the 21% of the saving a/c holders have mentioned the
funds are quickly transferred.

TABLE 3.26: TIME TAKEN FOR VARIOUS TRANSACTION UNDER CORE BANKING

Sl. No. | Particulars Pre & Post Computerization | % Post Computerization & Core Banking | %

1. Deposit of Cash 17.8 45.3 12.02 55.9
2. Withdraw of Cash 19.6 5.7 8.9 47

3. Purchase of draft 18.02 48.5 8.2 42.9
4, Issue of fixed depository receipts | 18.56 48.15 | 10.2 51.04
5. Transfer of funds 20.32 51.05 | 9.86 50.6
6. Encashment of draft 18.8 49 9.76 51.6

Source: Primary data

Table 3.26 indicates the customer opinion about the core banking 55.9% of the respondents, 50.05%of the sample respondents and 50.6%of the sample
respondents have expressed that deposit, of cash issue of fixed deposit receipt, encashment of draft taken approximately 20 minutes after networking of the
bank. While during the pre computerization era the customers have to wait for considerably longer duration and during post computerization era, the customers
have to wait for nearly 30 minutes.

This table reveals that after of networking of branches the waiting time of customers have been reduced to greater extent and the issue of fixed deposit receipt
deposit of cash and encashment of draft are done speedily.

FINDINGS

1.

Majority (i.e.) 60% of the customers of nationalized bank are satisfaction about the core banking followed by 26% of the respondents who have expressed
their convenience in transacting with nationalized bank after networking of branch as it is easy to conduct their transaction in efficient way that is accurate
and time saving.

2. Majority (i.e.) 69% of the professional are satisfied with the core banking operations of Nationalized bank .

3. Majority (i.e.) 100% of the more than one account holder have expressed that they are satisfied about the core banking system

4.  Majority (i.e.) 100% of the customers are satisfied about the mobile banking as most of the customers prefer to adopt the mobile banking services in the
near future.

5. Majority (i.e.) 60% of the sample respondents have expressed the banking charges are reasonable while 40% of sample respondents are of opinion that
the charges on banking services are not reasonable and they have to pay excessive charges.

6.  Majority (i.e.) 86% of the Business class have mentioned the charges are reasonable in the bank and 50% of the employees have expressed the charges are
reasonable.

7. Majority (i.e.) 89% of the current account holders have stated that the chargers on banking services are reasonable. Which 59% of the saving account
holder and 50% of recurring account holders have indicate that charges on banking service are reasonable

8.  Majority (i.e.) 56% of the sample respondents are of opinion that the time taken for sanctioning the loan is not reasonable because the formalities is more
so the time taken is more.

9.  Majority (i.e.) 78% of the SHG members and 50% of the employee have motioned that the time taken for sanctioning the loan is reasonable. 57% of the
business class has stated that the time taken for sanctioning the loan is lengthier. Business class feels that the formalities are more for obtaining the loan
so the processing time is taken more.

10. Majority (i.e.) 75%of the recurring accounts holders and 59%of the saving a/c holders have stated that the time taken is reasonable for sanctioning the
loan.

11. Majority (i.e.) 82% of the sample respondents have mentioned that the core banking system has improved the quality of service. 18% of the sample
respondents have expressed their opinion that the core banking system has not improved the quality of services.

12. Majority (i.e.) 89% of the SHG and 83% of the employees have expressed that core banking system has improved the quality of service

13.  Majority (i.e.) 100% of the current account holders have stated their opinion about core banking has improved the quality of service.

14. Majority (i.e) 80% of the sample respondents have expressed that they have good relationship with banker and 20% of the sample respondents have
expressed that they have not maintained the good relationship with their banker.

15. Majority (i.e.) 100% of SHG members and 78% of employees have expressed their opinion that they maintained a good relationship with the bankers as
they meet their customers needs and requirements immediately

16. Majority (i.e.) 79% of the of the saving account holder have expressed their opinion about the customer maintain the good relationship with banker
through core banking system.

17. Majority (i.e.) 40% of the respondents have mentioned that have deposited a cheque or cash for credit in to their account

18. Majority (i.e.) 71 % of the business class and 50%of the professional 44% of the SHG members have deposited a cheque or cash for credit into their account

SUGGESTIONS

Based on the finding of the study, the following suggestions were made with a view to improved the customer service for which a view to improve the
customer’s service in the core banking environment.

1.

With a view to save the valuable time of the customers, the staffs should try to complete the transactions as quickly as possible. For this purpose, the bank
management should arrange training programs for their staffs

Core banking supports real time mult — banking and mult — channels strategies. The system was introduced with a view to make the branch customer as
the bank customers. So the bank should bring about this mind set change in the bank employees. The banks have to focus on quality of services and also
the banks should. Try to charge a reasonable service charge.

The banks introduced Mult-Service delivery channels among which the ATM is commonly used by the customer. There is lack of awareness towards phone,
mobile and net banking, the banks and the bank employees should create awareness about these channels so that the customers can very well make use
of it.
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4.  The major problems faced by the employees of the bank are connectivity problems and power failure problem. To over come these problems the branches
should set up a preventive measure.

5. Errors may occur due to a number of sources such as development and amendment of computer programs, simple errors in data entry by terminal
operator’s etc.These errors may affect the completeness and accuracy of transactions. The bank should a mechanism to ensure error free service to
customers.

6.  The branch is in rural area have been computerized but they are not connected through the core banking system. The management should take steps to
introduce this glorious system in rural areas also.

7.  There is need for considerable and continuous up gradation o human recourse skills and fie tuning of human resource management strategies with a view
to enhancing the level of knowledge, sharpening skills and also to instill the necessary attitude and work culture.

To conclude a personal touch is required to be added in its technological services for the bank which will be the key differentiator which will distinguish bank

from the other banks. In this competitive world, it is a mandatory for banking equip themselves with effective strategy to attract and retain customer
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