VoLuME No. 1(2011), Issue No. 3(MAY)

I SSN 2231-1009

) |

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION AND MANAGEMENT

CONTENTS

Sr. No. TITLE & NAME OF THE AUTHOR (S) Page No.

1. OPTIMIZATION OF THE ENROLMENT SYSTEM OF UNIVERSITY/COLLEGE X USING SIMULATION MODEL 1
MA. TEODORA E. GUTIERREZ

2. JOB QUALITY INDICATORS INTEGRATION WITH JCM DIMENSIONS 5
RABIA MUSHTAQ & DR.RAHAT HUSSAIN BOKHARI

3. GAP ANALYSIS OF SERVICE QUALITY AMONG BANKS 9
DR. IQBAL & NYMPHA RITA JOSEPH

4. A STUDY ON THE ORGANISATIONAL CLIMATE WITH SPECIAL REFERENCE TO THE EMPLOYEES OF SALALAH COLLEGE OF 16
TECHNOLOGY
DR. M. KRISHNA MURTHY, S. IBRAHIM KHAN & S. VARALAKSHMI

5. BACKGROUND OF IMF & IMPACT OF FINANCIAL CRISIS IN ARGENTINA 22
SHAHZAD GHAFOOR & UZAIR FAROOQ KHAN

6. EFFICIENCY-PROFITABILITY RELATIONSHIP IN PUBLIC, PRIVATE AND FOREIGN SECTOR BANKS OPERATING IN INDIA 32
DR. VIDYA SEKHRI & MR. AMIT VARSHNEY

7. CONSUMER BEHAVIOUR AND PREFERENCES TOWARDS MOBILE PHONE AND IT’S ACCESSORIES — A BEHAVIORAL STUDY 42
T. RAJASEKAR & DR. MALABIKA DEO

8. EFFECTIVENESS OF CARGO HANDLING IN VISAKHAPATNAM PORT TRUST — A CASE STUDY 48
DR. D. M. SHEABA RANI & DR. K. HARI HARA RAJU

9. A STUDY ON SUPPORT OF ERP SYSTEMS FOR MARKETING IN COIMBATORE BASED INDUSTRIES 55
S. MOHANAVEL & DR. SUDHARANI RAVINDRAN

10. CUSTOMER SWITCHING IN MOBILE INDUSTRY - AN ANALYSIS OF PRE-PAID MOBILE CUSTOMERS IN AP CIRCLE OF INDIA 63
DR. V. MALLIKARJUNA, DR. G. KRISHNA MOHAN & DR. D. PRADEEP KUMAR

11. LOCATION INTELLIGENCE, THE MERGING OF GEOGRAPHIC INFORMATION SYSTEMS (GIS) AND BUSINESS INTELLIGENCE (BI) 67
DR. VINOD N. SAMBRANI & DR. M. S. SUBHAS

12, MANAGEMENT OF NON-CONVENTIONAL ENERGY: THE MISSION OF NEDCAP 70
M. MADHAVI & N. RAMANUJA

13. RISK MANAGEMENT STRATEGIES AND PRACTICES USING MARKOWITZ THEORY AT KARVY STOCK-BROKING LIMITED 75
RAAVI RADHIKA, K. BHAVANA RAJ & DR. SINDHU

14, EMPLOYEES’ EMPOWERMENT THROUGH TRAINING SYSTEM IN BANKING SECTOR: AN EMPIRICAL ANALYSIS (WITH SPECIAL 82
REFERENCE TO SELECTED BANKS IN RURAL ODISHA)
DR. IPSEETA SATPATHY, D. LITT., DR. B.C.M.PATNAIK & CHINMAYA KUMAR DAS

15. PERFORMANCE OF SUSTAINABLE LOGISTIC PRACTICES OF SMES IN DELHI 85
SANJEEV KUMAR, SOMNATH CHATTOPADHYAYA & VINAY SHARMA

16. ENHANCING TEACHING IN RURAL INDIA BY TECHNOLOGY INTERVENTION 90
DR. SANGEETA SHARMA & POONAM VYAS

17. RETURN MIGRATION TRENDS OF SOFTWARE PROFESSIONALS AND ITS IMPACT ON SOCIO-ECONOMIC DEVELOPMENT OF 92
INDIA
DEEPTI GUPTA & DR. RENU TYAGI

18. RECRUITMENT PROCESS OUTSOURCING: KEY CHALLENGES AND OPPORTUNITIES FOR INDIAN TALENT 97
TADAMARLA.ANUPAMA & INUMULA.KRISHNA MURTHY

19. INDUCTION AND ITS IMPACT ON WORK PERFORMANCE AND EMOTIONAL INTELLIGENCE 101
RASHMI SHAHU

20 A STUDY OF FACTORS INFLUENCING PURCHASE DECISION FOR CELL PHONES 106
DR. ARTI GAUR, MS. SUMAN GHALAWAT & MS. MEENAKSHI AZAD

21 STATISTICAL ANALYSIS OF ASSESSING AWARENESS OF COMPUTER TECHNOLOGY AMONG ECONOMICS RESEARCH 112
STUDENTS
D. AMUTHA

22 CONSUMER PERCEPTION TOWARDS mCRM INITIATIVES OF INDIAN RETAILERS 115
SWATI SINGH & SANJEEV KR. SINGH

23 A COMPARATIVE STUDY OF CUSTOMER PERCEPTION AND EXPECTATION: PUBLIC SECTOR BANKS AND PRIVATE BANKS 120
NAVEEN ARORA

24 EXPLAINING CONSUMER ACCEPTANCE OF INTERNET BANKING SERVICES IN INDIA 126
MANORANJAN DASH, DR. MADHUSMITA DASH & DR. SURIYA KUMAR MISRA

25 IMPACT OF INFORMATIONAL FLOW ON STOCK RETURNS: EMPIRICAL EVIDENCE FROM NATIONAL STOCK EXCHANGE 130
A. SHANKER PRAKASH
REQUEST FOR FEEDBACK 134

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

Listed at: Ulrich's Periodicals Directory ©, ProQuest, U.S.A. as well as in Cabell's Directories of Publishing Opportunities, U.S.A.

Circulated all over the world & Google has verified that scholars of more than sixty-six countries/territories are visiting our journal on regular basis.

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA
WWW.ijrcm.org.in




VoLuMmE No: 1(2011), I ssue No. 3(MAY) I SSN 2231-1009

CHIEF PATRON
PROF. K. K. AGGARWAL
Chancellor, Lingaya’s University, Delhi

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

PATRON
SH. RAM BHAJAN AGGARWAL
Ex. State Minister for Home & Tourism, Government of Haryana
Vice-President, Dadri Education Society, Charkhi Dadri
President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

ADVISORS
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR

PROF. R. K. SHARMA
Dean (Academics), Tecnia Institute of Advanced Studies, Delhi

CO-EDITOR.

MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

EDITORIAL ADVISORY BOARD
DR. AMBIKA ZUTSHI
Faculty, School of Management & Marketing, Deakin University, Australia
DR. VIVEK NATRAJAN
Faculty, Lomar University, U.S.A.
DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. PARVEEN KUMAR
Director, M.C.A., Meerut Institute of Engineering & Technology, Meerut, U. P.
PROF. H. R. SHARMA
Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G.
PROF. MANOHAR LAL
Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
DR. ASHISH JOLLY
Professor, Department of Computer Science & Engineering, Chitkara University, Rajpura, Punjab
DR. ASHWANI KUSH
Head, Computer Science, University College, Kurukshetra University, Kurukshetra
DR. BHARAT BHUSHAN
Head, Department of Computer Science & Applications, Guru Nanak Khalsa College, Yamunanagar

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

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



VoLuMmE No: 1(2011), I ssue No. 3(MAY) I SSN 2231-1009

DR. VIJAYPAL SINGH DHAKA
Head, Department of Computer Applications, Institute of Management Studies, Noida, U.P.
DR. KULBHUSHAN CHANDEL
Reader, Himachal Pradesh University, Shimla, Himachal Pradesh
DR. SAMBHAVNA
Faculty, I.I.T.M., Delhi
DR. MOHINDER CHAND
Associate Professor, Kurukshetra University, Kurukshetra
DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. VIVEK CHAWLA
Associate Professor, Kurukshetra University, Kurukshetra
DR. SAMBHAV GARG
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana
DR. SHIVAKUMAR DEENE
Asst. Professor, Government F. G. College Chitguppa, Bidar, Karnataka
DR. BHAVET
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana

ASSOCIATE EDITORS

PROF. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida
PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.

DR. ASHOK KUMAR

Head, Department of Electronics, D. A. V. College (Lahore), Ambala City

ASHISH CHOPRA

Sr. Lecturer, Doon Valley Institute of Engineering & Technology, Karnal

SAKET BHARDWAJ
Lecturer, Haryana Engineering College, Jagadhri

TECHNICAL ADVISORS

AMITA
Lecturer, E.C.C., Safidon, Jind

FINANCIAL ADVISORS
DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

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



VoLuMmE No: 1(2011), I ssue No. 3(MAY) I SSN 2231-1009

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining
to recent developments & practices in the area of Computer, Business, Finance, Marketing,
Human Resource Management, General Management, Banking, Insurance, Corporate
Governance and emerging paradigms in allied subjects. The above mentioned tracks are
only indicative, and not exhaustive.

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after
preparing the same as per our submission guidelines duly available on our website under
the heading guidelines for submission, at the email addresses, info@ijrcm.org.in or
infoijrcm@gmail.com.

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

L COVERING LETTER FOR SUBMISSION:

Dated:
The Editor
IJRCM
Subject: Submission of Manuscript in the Area of (Computer/Finance/Marketing/HRM/General Management/other, please specify).
Dear Sir/Madam,
Please find my submission of manuscript titled * ’ for possible publication in your journal.

| hereby affirm that the contents of this manuscript are original. Furthermore It has neither been published elsewhere in any language fully or partly,
nor is it under review for publication anywhere.

| affirm that all author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name(s) as co-author(s).

Also, if our/my manuscript is accepted, |/We agree to comply with the formalities as given on the website of journal & you are free to publish our
contribution to any of your journals.

Name of Corresponding Author:
Designation:

Affiliation:

Mailing address:

Mobile & Landline Number (s):
E-mail Address (s):

2. _: Manuscript must be in English prepared on a standard A4 size paper setting. It must be prepared on a single space and single
column with 1” margin set for top, bottom, left and right. It should be typed in 12 point Calibri Font with page numbers at the bottom and centre of
the every page.

3. _: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

4. _: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in 12-point Calibri Font. It must be centered underneath the title.

5. _: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain background, aims,
methods, results and conclusion.

6. _: Abstract must be followed by list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated
by commas and full stops at the end.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

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

iv



VoLuMmE No: 1(2011), I ssue No. 3(MAY) I SSN 2231-1009

~

© ®

_: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before
each heading.

_: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.
_: The main text should be in a 8 point Calibri Font, single spaced and justified.

_: These should be simple, centered, separately numbered & self explained, and titles must be above the tables/figures. Sources of
data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

_: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

_: The list of all references should be alphabetically arranged. It must be single spaced, and at the end of the manuscript. The author (s)
should mention only the actually utilised references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing.
The author (s) are supposed to follow the references as per following:

All works cited in the text (including sources for tables and figures) should be listed alphabetically.

Use (ed.) for one editor, and (ed.s) for multiple editors.

When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.
Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports,
working papers, unpublished material, etc.

For titles in a language other than English, provide an English translation in parentheses.
Use endnotes rather than footnotes.

The location of endnotes within the text should be indicated by superscript numbers.

Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio," Ohio State University.

Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David
Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.

Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban
Economics, Vol. 21, No. 1, pp. 83-104.

Chandel K.S. (2009): "Ethics in Commerce Education." Paper presented at the Annual International Conference for the All India Management
Association, New Delhi, India, 19-22 June.

Kumar S. (2006): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

Kelkar V. (2009): Towards a New Natural Gas Policy, Economic and Political Weekly, Viewed on February 17, 2011
http://epw.in/epw/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

\'
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories

WWWw.ijrcm.org.in



VoLuMmE No: 1(2011), I ssue No. 3(MAY) I SSN 2231-1009

A COMPARATIVE STUDY OF CUSTOMER PERCEPTION AND EXPECTATION: PUBLIC SECTOR BANKS AND PRIVATE
BANKS

ASST. PROFESSOR
JAGRAN INSTITUTE OF MANAGEMENT
KANPUR

ABSTRACT

This paper examines the customers’ expectations and their perceptions related to various services offered by banking industry. Customer satisfaction being the
top priority across all industries, we find the determinants of service quality and performance in Banks. Being service industry there may be a big difference
between expected and perceived service quality. Expectation of the customers with regards the service can vary based on a range of factors such as prior
experience, personal needs and what other people may have told them. The quality of service is determined on five dimensions which are: Reliability,
Responsiveness, Assurance, Empathy and Tangibles (Appearance of physical facilities, equipment etc.). SERVQUAL method is used to find the gap between
expected and perceived service quality. Customers of Public Sector Banks and Private Banks are the target population for the research, while sampling frame
includes customers of Public Sector and Private Banks in Kanpur. Some non-users of banking services are also included to understand their expectations of Banks’
service quality and what can pull them to be users. To minimize the sampling error and bias all the demographic segments have been included in sample size. The
findings and results of the paper may be useful for PSU and Private Banks to improve their service quality, while emerging managers may also get the idea of the
same for their future prospects in industry.

KEYWORDS

Customer, Bank, Services, Satisfaction, Quality.

INTRODUCTION
t is important to meet customers’ expectations for all the sectors across various industries. Quality of the product/ service plays vital role in this process.
Meeting customers’ expectations results satisfied customers, while a quality beyond customers’ expectations leads to delighted customers. Measurement
of customers’ expectations and their perception of quality is more difficult in service industry. Unlike product where there are specific specifications such
as length, depth, width, weight, colour etc. a service can have numerous intangible or qualitative specifications. Different people may have different
expectations based on their prior experience, personal needs and what other people may have told them. As perceptions are always considered relative to
expectations and expectations are dynamic, perceptions may also shift over time —from person to person and from culture to culture. What is considered quality
service or the things that satisfy customers today, may be different tomorrow. Same is true for banking industry. Understanding of the customers’ expectations
and their perception about a particular bank can be the game-changer for banks. This understanding may easily determine the strategic determinants of service
quality and performance in a bank.
A bank may have different facilities in branches at different locations according to the expectations of people of that particular place.
Use of technology and increase in customer touch point through ATMs, Internet and Mobile Banking is also playing a crucial role in banking sector. Besides this
the tangibles, various service charges and trust may also be the factors to be considered by the prospective and existing customers.

OBJECTIVE

1. To measure the customers’ expectations and their perception of service quality across Public Sector and Private Banks.
2 To determine the gap between expected and perceived service quality in Public Sector and Private Banks.

3. Tofind out the strategic determinants of service quality and performance in a bank.

4 To determine the factors which can pull non-users of banking services to the banks.

LITERATURE REVIEW

SERVICE QUALITY AND BANKS

Christopher Lovelock and Jochen Wirtz (2006) explained the relationship between service quality and service productivity. A key challenge for any service
business is to deliver satisfactory outcomes to its customers in ways that are cost-effective for the company. If customers are dissatisfied with the quality of a
service, they won’t be willing to pay very much for it or even to buy it at all if competitors offer better quality. Low sales volumes and/or low prices mean less
productive assets.

According to Valarie A Zeithaml, Mary Jo Bitner, Dwayne D Gremler and Ajay Pandit (2008) customers hold different types of service expectations: (1) desired
service, which reflects the customers want; (2) adequate service, what customers are willing to accept; and (3) predicted service, what customers believe they
are likely to get. While service quality, the customer’s perception of the service component of a product, is a critical determinant of customer satisfaction, in
case of a pure service, service quality may be the most critical determinant of satisfaction. They mentioned the service encounters or “moments of truth” as the
building blocks for both satisfaction and quality. Service encounter is an opportunity to build perceptions of quality and satisfaction. So it is important to manage
the evidence of service in each and every encounter.

Harsh V. Verma (2009) also confirmed that in services, quality is not objective, rather it is perceived. Quality in services is based on customer’s judgment of
superiority on intangible dimensions. He describes a framework which views quality in services as made up of two dimensions of technical and functional quality.
Technical quality refers to the outcome while functional or process quality refers to the quality of process through which the outcomes are transferred to the
customer.

Parasurman, Zeithaml and Berry (1985) however listed ten determinants of service quality, which were further regrouped into five dimensions: reliability,
responsiveness, tangibles, assurance and empathy.

In the process of evaluation of customer satisfaction R. Srinivasan (2004) mentioned that customer satisfaction and service quality assessments are
complementary. Evaluation of satisfactions made after each service transaction will help revise customer’s overall service quality evaluation of the firm’s
performance. He stated that customer satisfaction is associated with benefits of repeat sales, more frequent sales, increased sales per transaction, positive
word-of-mouth communications, and insulation from price competition and pleasant work environment for employees. Thus customer satisfaction can be
translated to customer retention.

METHODOLOGY
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This study is based on a survey conducted in Kanpur (Uttar Pradesh) during July - September 2010. The Primary data was collected using Judgment (Purposive)
sampling as the respondents were selected on the basis of judgment to include all demographic segments. The theoretical foundation of the study is based on
various secondary sources such as texts on Service Quality, articles, quality magazines, article features and published papers.

For the purpose of study, a questionnaire was designed on 7 point numerical scale, where ‘1’ represents strongly disagree and ‘7’ represents strongly agree and
respondents were asked to respond to the statements in the SERVQUAL model. Questionnaire consisted of 21 questions related to the five dimensions of service
quality in which the customers of various banks responded against their expectations and perceptions while nonuser only rated their expectations as they don’t
have any perception regarding service quality. Questionnaire also consisted of five questions in which the respondents allocated weightage to five dimensions of
service quality according to their importance for them. The questionnaire was designed in English as well as in Hindi to get the fair response from all
demographic segments. To find some more facts related to service quality in banking industry, the respondents were also asked to comment on the service
quality of banks.

Public sector banks and Private banks operating in Kanpur form the sampling frame of the study. Four public sector banks — State bank of India, Bank of Baroda,
Central Bank of India and Punjab national bank and two Private banks — HDFC bank and ICICI Bank were selected for the study.

ANALYSIS

250 questionnaires were distributed, out of which 215 were used. 110 customers belonged to Public sector banks and 70 belonged to Private banks while 35
respondents were non-users of banking services. The demographic details of the respondents are represented in table 1.

DEMOGRAPHIC PROFILE

TABLE 1 SHOWS THE DEMOGRAPHIC PROFILE OF THE RESPONDENTS

Bank type Public Sector | Private | Non Users | Over all
Sex

Male 77.78% 57.14% | 20.00% 61.86%
Female 22.22% 42.86% | 80.00% 38.14%
Marital Status

Single 33.64% 42.86% | 40.00% 37.68%
Married 66.36% 57.14% | 60.00% 62.32%
Age

Under 30 yrs 30.00% 28.57% | 40.00% 31.16%
30-40yrs 18.18% 28.57% | 20.00% 21.86%
41 -50yrs 18.18% 14.28% | 20.00% 17.21%
Above 50 yrs 33.64% 28.58% | 20.00% 29.77%
Profession

Student 3.64% 14.28% | 30.00% 11.63%
Services 44.54% 28.57% | 10.00% 33.49%
Businessman 37.27% 42.86% | 20.00% 36.28%
House wife 14.55% 14.29% | 40.00% 18.60%
Annual Income

Below Rs.1,50,000 62.73% 42.86% | 48.57% 53.95%
Rs.1,50,000-Rs.3,00,000 | 30.00% 28.57% | 11.43% 26.51%
Rs.3,00,001-Rs.5,00,000 | 3.64% 24.28% | 31.43% 14.88%
More than Rs.5,00,000 3.63% 4.29% 8.57% 4.66%

SERVQUAL MEASURES

The respondents of public and private sector banks were asked to evaluate the quality of services provided by the respective banks on various SERVQUAL scale
items.

PUBLIC SECTOR BANKS

The results for Public Sector banks are summarized in Table 2.

TABLE 2: RESPONSE FROM CUSTOMERS OF PUBLIC SECTOR BANKS

Dimension Statement | Expectation Score | Perception Score | Gap Score | Average Gap for Dimension
Tangibles 1 6.6 5.9 0.7 0.75
2 6.3 585 0.8
3 6 5.4 0.6
4 5.9 5 0.9
Reliability 5 6 5 1 14
6 6 4 2
7 6 4 2
8 6 5 1
9 6 5 1
Responsiveness | 10 6 4 2 2.125
11 6 4 2
12 6 4 2
13 6.5 4 2.5
Assurance 14 6 5 1 0.975
15 6 5.5 0.5
16 6 5 1
17 6.3 4.9 14
Empathy 18 5.8 4.1 1.7 1.725
19 6.1 4.3 1.8
20 5.7 4 1.7
21 6.1 4.4 1.7
Total Average Gap score: 6.975
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The results for weights among various dimensions of service quality in public sector banks according to their importance for respondents are summarized in

Table 3.
TABLE 3: WEIGHTS OF VARIOUS DIMENSIONS FOR PUBLIC SECTOR BANKS
Features Points
1. The appearance of the bank’s physical facilities, equipments, personnel and communication materials. | 14
2. The bank’s ability to perform the promised service dependably and accurately 23
3. The bank’s willingness to help customers and provide prompt service. 24
4.  The knowledge and courtesy of the bank's employees and their ability to convey trust and confidence. | 27
5.  The caring individual attention that bank provides its customers. 12
Total: 100
Weighted SERVQUAL Gap scores for Public Sector Banks are calculated as Table 4
TABLE 4: CALCULATED WEIGHTED SERVQUAL GAP SCORES
SERVQUAL Dimension | Score from Table 2 | Weights from Table 3 | Weighted Gap Score
Tangibility 0.75 0.14 0.105
Reliability 1.4 0.23 0.322
Responsiveness 2.125 0.24 0.51
Assurance 0.975 0.27 0.264
Empathy 1.725 0.12 0.207
Total Weighted Gap score: 1.408
PRIVATE SECTOR BANKS
The results for Private Sector banks are summarized in Table 5.
TABLE 5:RESPONSE FROM CUSTOMERS OF PRIVATE SECTOR BANKS
Dimension Statement | Expectation Score | Perception Score | Gap Score | Average Gap for Dimension
Tangibles 1 7 6.3 0.7 0.65
2 6.3 5.8 0.5
3 6.7 6 0.7
4 6.3 5.6 0.7
Reliability 5 6 4 2 1.8
6 6 4
7 6 4 2
8 6 5 1
9 6 4 2
Responsiveness | 10 6 5 1 1.813
11 5 3 2
12 6 4 2
13 6.25 4 2.25
Assurance 14 6 5 1 0.975
15 6.4 5.6 0.8
16 6.4 5.1 1.3
17 6.7 5.9 0.8
Empathy 18 6.3 4.6 1.7 1.7
19 6 5.1 0.9
20 6.4 4 2.4
21 5.9 4.1 1.8
Total Average Gap score: 6.938

The results for weights among various dimensions of service quality in private sector banks according to their importance for respondents are summarized in

Table 6.

TABLE 6: WEIGHTS OF VARIOUS DIMENSIONS FOR PRIVATE SECTOR BANKS

Features Points
1. The appearance of the bank’s physical facilities, equipments, personnel and communication materials. 12
2. The bank’s ability to perform the promised service dependably and accurately 26
3. The bank’s willingness to help customers and provide prompt service. 25
4.  The knowledge and courtesy of the bank's employees and their ability to convey trust and confidence. 26
5.  The caring individual attention that bank provides its customers. 11
Total: 100
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Weighted SERVQUAL Gap scores for Private Sector Banks are calculated as Table 7

NONUSERS

TABLE 7: CALCULATED WEIGHTED SERVQUAL GAP SCORES

SERVQUAL Dimension

Score from Table 5

Weights from Table 6

Weighted Gap Score

Tangibility 0.65 0.12 0.078
Reliability 1.8 0.26 0.468
Responsiveness 1.813 0.25 0.453
Assurance 0.975 0.26 0.254
Empathy 1.7 0.11 0.187
Total Weighted Gap score: 1.44

The nonuser respondents were asked to evaluate the service quality of banks on the basis of their expectations. As they don’t use any bank’s services, fulfillment

of their expectations can pull them to use banking services.

The results for nonuser respondents are summarized in Table 8.

The results for weights among various dimensions of service quality for Nonusers according to their importance for respondents are summarized in Table 9.

TABLE 8: RESPONSE FROM NONUSER RESPONDENTS

Dimension Statement | Expectation Score | Average Expected Score for Dimension
Tangibles 1 6.2 6.075
2 6
3 6
4 6.1
Reliability 5 6.9 6.8
6 7
7 6.8
8 6.5
9 6.8
Responsiveness | 10 6.8 6.85
11 L
12 7
13 6.6
Assurance 14 6.7 6.775
15 6.7
16 6.9
17 6.8
Empathy 18 6.4 6.125
19 6.1
20 6
21 6

TABLE 9: WEIGHTS OF VARIOUS DIMENSIONS FOR NONUSERS

Features Points
1. The appearance of the bank’s physical facilities, equipments, personnel and communication materials. 17
2. The bank’s ability to perform the promised service dependably and accurately 23
3. The bank’s willingness to help customers and provide prompt service. 26
4. The knowledge and courtesy of the bank's employees and their ability to convey trust and confidence. 22
5.  The caring individual attention that bank provides its customers. 12
Total: 100

Weighted scores for Nonusers of Banks are calculated as Table 10

TABLE 10: CALCULATED WEIGHTED SCORES FOR DIMENSIONS

SERVQUAL Dimension | Score from Table 8 | Weights from Table 9 | Weighted Average for Dimension Score
Tangibility 6.075 0.17 1.033

Reliability 6.8 0.23 1.564

Responsiveness 6.85 0.26 1.781

Assurance 6.775 0.22 1.49

Empathy 6.125 0.12 0.735

FINDINGS

1. Customers’ expectations of service quality in banks are high and perceived quality of service is quite lower across public and private sector banks.

2. There is a gap between expected and perceived service quality.
For Public sector banks the most prominent gap is in responsiveness dimension of the service quality
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While Private sector banks have the largest gap in reliability and responsiveness dimensions of service quality

Total gap is almost equal in both public and private sector banks.

3. Reliability, responsiveness and assurance are found out to be the most important dimensions across the public and private sector banks. Thus these are
determined to be the strategic determinants of service quality and performance in banks.

4. For nonusers of banking services responsiveness followed by reliability is determined to be the factors that can pull them to use banking services.

5.With the help of an open ended comment on service quality of banks, it is learnt that Passbook also plays an important role to bring in reliability in customers’
mind. This could be the reason for private sector banks to lag in reliability dimension of service quality as most of them don’t provide passbooks.

CONCLUSION

It is concluded that banks can use premium pricing for better experience of customers. This can be in the form of lower interest rates or higher service charges.
Generally customers do not look for interest rates while choosing a bank. Customers’ experience should be positive even when the branch is busy.

It is also concluded that for a better experience a customer is required to visit the branch, while through net, mobile banking, ATM etc. currently the banks are
trying to keep the customers away from the branch. Customers who are older or less well educated are also observed to prefer being served by a real person,
rather than a machine.

Parking facility is also found to be an important factor. It might not be looked for, while opening an account but if a customer feels parking problem in any
branch, the number of transactions with that branch decline.

RECOMMENDATIONS

Private sector banks are recommended to adopt passbook system which might be helpful to increase reliability.

Banks are recommended to see availability of free parking while choosing any location for a branch.

Free unlimited usage of ATM for other banks’ customers would increase footfall to any bank’s ATM. A bank can earn noninterest income by giving space at ATM
for advertising.

A bank can differentiate itself with weekend and extended working hours.
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ANNEXURE

1. QUESTIONNAIRE (CURRENT USERS)
We are conducting a research in various banks. An honest and complete response from you would help us to understand more about it. The information
provided by you will be completely confidential and shall be used for academic purpose only. Kindly answer the following questions and tick 1 if you strongly
disagree with the statement, tick 7 if you strongly agree with the statement, tick 2 for disagree, 3 for somewhat disagree, 4 if you feel neutral to the statement, 5
for somewhat agree and 6 for agree.
Expected Question Perceived

1 7 | 1. Excellent bank will have modern looking equipments. 1 7
1 7 | 2.The physical facilities at excellent bank will be visually appealing. 1 7
1 7 | 3. Employees at excellent bank will be neat in appearance. 1 7
1 7 | 4. Materials (e.g. brochures or statements) associated with the service will be visually appealing in an 1 7
excellent bank.

1 7 | 5. When excellent banks promise to do something by a certain time, they will do so. 1 7
1 7 | 6. When customers have a problem, excellent banks will show a sincere interest in solving it. 1 7
1 7 | 7. Excellent bank will perform the service right the first time. 1 7
1 7 | 8. Excellent banks will provide their services at the time they promise to do so. 1 7
1 7 | 9. Excellent bank will insist on error-free records. 1 7
1 7 | 10. Employees of excellent banks will tell customers exactly when service will be performed. 1 7
1 7 | 11. Employees of excellent banks will give prompt service to customers. 1 7
1 7 | 12. Employees of excellent bank will always be willing to help customers. 1 7
1 7 | 13. Employees of excellent bank will never be too busy to respond to customer’s requests. 1 7
1 7 | 14.The behavior of employees of excellent bank will instill confidence in customers. 1 7
1 7 | 15. Customers of excellent bank will feel safe in their transactions. 1 7
1 7 | 16. Employees of excellent banks will be consistently courteous with customers. 1 7
1 7 | 17. Employees of excellent bank will have the knowledge to answer customers’ questions. 1 7
1 7 | 18. Excellent bank will give customers individual attention. 1 7
1 7 | 19. Excellent bank will have operating hours convenient to all their customers. 1 7
1 7 | 20. Excellent bank will have employees who give customers personal attention. 1 7
1 7 | 21. Employees of excellent bank will understand the specific needs of their customers. 1

Listed below are the five sets of features pertaining to banks and the services they offer. We would like to know how much each of these sets of features is
important to the customer. Please allocate 100 points among the five sets of features according to how important it is to you. Make sure the points add up to
100.
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Features Points
1. The appearance of the banks physical facilities, equipment, personnel and communication materials.
2. The bank's ability to perform the promised service dependably and accurately

3. The banks willingness to help customers and provide prompt service.

4. The knowledge and courtesy of the bank's employees and their ability to convey trust and confidence.
5. The caring individual attention the bank provides its customers.

COMMENT
DEMOGRAPHIC PROFILE

AGE

GENDER MALE FEMALE

Marital Status | SINGLE MARRIED

Family Income | <1,50,000 | 1,50,000-3,00,000 | 3,00,001-5,00,000 | >5,00,000
(Annual)

Profession Student Services Business man Housewife
Bank Name:

Thank you for sharing your time with us.

2. QUESTIONNAIRE (NONUSERS)
We are conducting a research in various banks. An honest and complete response from you would help us to understand more about it. The information
provided by you will be completely confidential and shall be used for academic purpose only. Kindly answer the following questions and tick 1 if you strongly
disagree with the statement, tick 7 if you strongly agree with the statement, tick 2 for disagree, 3 for somewhat disagree, 4 if you feel neutral to the statement, 5
for somewhat agree and 6 for agree.

Question Expected
1. Excellent bank will have modern looking equipments. 1 7
2. The physical facilities at excellent bank will be visually appealing. 1 7
3. Employees at excellent bank will be neat in appearance. 1 7
4. Materials (e.g. brochures or statements) associated with the service will be visually appealing in an excellent bank. | 1 7
5. When excellent banks promise to do something by a certain time, they will do so. 1 7
6. When customers have a problem, excellent banks will show a sincere interest in solving it. 1 7
7. Excellent bank will perform the service right the first time. 1 7
8. Excellent banks will provide their services at the time they promise to do so. 1 7
9. Excellent bank will insist on error-free records. 1 7
10. Employees of excellent banks will tell customers exactly when service will be performed. 1 7
11. Employees of excellent banks will give prompt service to customers. 1 7
12. Employees of excellent bank will always be willing to help customers. 1 7
13. Employees of excellent bank will never be too busy to respond to customer’s requests. 1 7
14. The behavior of employees of excellent bank will instill confidence in customers. 1 7
15. Customers of excellent bank will feel safe in their transactions. 1 7
16. Employees of excellent banks will be consistently courteous with customers. 1 7
17. Employees of excellent bank will have the knowledge to answer customers’ questions. 1 7
18. Excellent bank will give customers individual attention. 1 7
19. Excellent bank will have operating hours convenient to all their customers. 1 7
20. Excellent bank will have employees who give customers personal attention. 1 7
21. Employees of excellent bank will understand the specific needs of their customers. 1 7

Listed below are the five sets of features pertaining to banks and the services they offer. We would like to know how much each of these sets of features is
important to the customer. Please allocate 100 points among the five sets of features according to how important it is to you. Make sure the points add up to
100.

Features Points
6. The appearance of the banks physical facilities, equipment, personnel and communication materials.
7.  The bank's ability to perform the promised service dependably and accurately

8.  The banks willingness to help customers and provide prompt service.

9. The knowledge and courtesy of the bank's employees and their ability to convey trust and confidence.
10. The caring individual attention the bank provides its customers.

COMMENT
DEMOGRAPHIC PROFILE

AGE

GENDER MALE FEMALE

Marital Status | SINGLE MARRIED

Family Income | <1,50,000 | 1,50,000-3,00,000 | 3,00,001-5,00,000 | >5,00,000
(Annual)

Profession Student Services Business man Housewife

Thank you for sharing your time with us.
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