ABSTRACT

Apartfrom attracting new potential customers, business organizations, these days, realize the importance ofretaining the existin
customers. Developing long-term relationship with latter, requires thefirms to ensure customer delight through quality servk
Hence, to have a competitive edge, companies/multinational companiesarefocusing on service quality. In this study, an attemptk
been made to analyze the desirability 0 11200 bank customers regarding the reputation, service, performance, pricing pattern an
location ofa bank and the service they actually perceive. Hence, presentpaper studies the perceptions ofbank customers regardin
the gap between desirability and availability ofbanking services in three bank groups, namely, public sector, private sector ani
foreign banks. Thestudy wasconducted in LudhianadistrictofPunjab in the month o fOctober;2008. Threebank branches workin
in Ludhiana district have been takenfrom respective bank groups. On the basis o ffive point Likert type scale, the study conclude
thatdesirability regardingall parameters is veiy high as compared to availably and hence, gap is widening. Various statistical tool
like average, standard deviation, co-efficientofvariation and weighted average scores has been used to compare the perceptionsa
customers regardingbanking services o fvarious banks. On the basis o fempirical analysis regarding perceptions o fbank customer
aboutdesirability'and availability o fbankingservices, the paper offers some recommendations to improve their services, reputatio)

in the market, technology, location and pricing pattern. The paper also highlights the problems that may arise while implementif
these measuresand recommendssolutions to remove!minimize these hurdles.

Keywords: Desirability, Availability o fBanking Services, Desirability -Availability Gap, Measures to Bridge - Widening Gap
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INTRODUCTION

New Economic Policy of 1991, globalization,
liberalization and deregulation have made
customers more concerned about their money
value and surrounding environment that leads to
high customer expectations from service
providers. They are also becoming increasingly
critical of service they experience. Therefore,
customer satisfaction is the prime driver of
marketing process. According to numerous
thinkers, customer is the fundamental reason for
the existence of business (Drucker, 1973; Levitt,
1983). Moreover, there is enough evidence that
the overall performance of a firm is linked with
customer satisfaction (Anderson, Fornell and
Lehmann, 1992). In fact, the superior
performance of world's largest and reputed
organizations like Ford, General Motors, Nestle,
Pepsi, Cola, Proctor & Gamble, GE, Microsoft, etc.
is largely attributed to the quality of
products/services they offer to their customers.

Banking being a service based sector is largely
affected by the quality of service offered.
Moreover, with the entry barriers relaxed, we can
notice increasing competition in the Indian
banking industry. The more focused private
sector banks, both domestic and foreign, are
spreading their wings in the urban areas and
metropolis aggressively. Innovative and
diversified products and sophisticated
information technology and better customer
relationship management practices are the
strengths which are providing edge to a bank over
others. In nutshell, assuring service quality to
clients seems to have become all the more
important for existence, growth and differential
advantage over their competitors for every bank
in India irrespective of their ownership pattern &
size. A review of recent literature, noticeably by
Leeand Hing (1995), Steven, et.Al (1995),John and
Tyas (1996), OhandJeong(1996), SeshaSai (1999),
Harsh (2001), Simla and Swain (2002) and
Mushtag (2003) suggests that customer
satisfaction isimportant because it directly linked
to return behaviour. Therefore, to achieve the
service excellence, banks must strive for 'Zero
defections’, retaining every customer that the
company can profitably serve. 'Zero defections'
require continuous efforts to improve the quality
ofthe service delivery system.

However, quality can not be improved unless it is
measured. Hence, service quality trends, today,
play an important role in service
organizations because excellent service
quality is not an optional competitive
strategy which may or may not be
adopted to differentiate one service
organization from another, but it
becomes essential to corporate

profitability and survival.
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CHEME OF PAPER

The present paper has been divided into six
sections. After the introduction, section Il
reviews some related studies. Section Il fixes
some research objectives, hypothesis,
highlights the research methodology and the
data base. Section 1V is devoted to the results
and discussion. Section V gives some recommendations to
enhance the service quality in banking industry, implications
of the study, limitations of the study and future areas for
comprehensive research and last section concludes the paper.

SECTION - 11

EVIEW OF LITERATURE

For identifying the research gap sought to be
bridged by the study, the existing literature on
the subject is being reviewed in the following
manner.

Bolton and Drew (1988); Zeithaml (1998)
perceived quality is an important measure in influencing the
consumers' value perception and in affecting the intention to
purchase products or services.

Buzzle and Gale (1987) revealed that in the long-run, the most
important single factor affecting a business firm's
performance is the quality of its products and services, relative
to those ofits competitors.

Chandler (1989) distinguishes between delight and
satisfaction by saying that while delight provides unexpected
value (equating costs with benefits) or unanticipated
satisfaction, satisfaction (whatever is the level,
low/moderate/high) is a static phenomenon that focuses on
known situations.

Flango Regasamy and Kumar Vijaya (2005) compared the
service quality & customer satisfaction among private public
& foreign banks in India with the help of a well-structured
questionnaire. The study included various parameters
pertaining to quality of customer services in terms of banking
personnel, convenient working hours, web-based services,
error free value added services & efficient grievance redressal
mechanism etc. Factor analysis & one-way ANOVA were used
as statistical tools. It was observed that foreign & new
generation Private Sector banks are serving the customers
better as compared to public sector commercial banks.

Ghodeshwar (2000) stresses upon the importance of
understanding the customer expectation properly and
delivering actual performances that exceed that expectation
so as to make them delighted customers.

Gurney (1999), customer delight is an opportunity, provided
employees are trained to take up these opportunities and are
empowered to act on them as the customers want service
workers to be efficient, helpful and pleasant.

Gronroos (1982) had identified two service quality
dimensions, viz., functional quality and technical quality.
Functional quality represents the perception of the mannerin
which the services are delivered. Technical quality or outcome
quality on the other hand, represents the outcome of the
service act orwhat the customer receives in the end (Brady and
Cronin, 2001).

Heskett, et al. (1990) observed that across awide range of
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business, the pattern is the same: the longeraocnp
a customer, the more money it stands to meke. T
poor quality, on the other hand, relates to ti
responsiveness to the customer, dissatisfied a
complaints and adverse word-of-mouth comm
and dissatisfied employees (Crosby, 1979; Goodh
1986).

Ilham Vimi and Khan Mohd. (2008) investigated 1
dimensions & studied the differences in pere
customers with respect to services provided by f
Banks. Factor Analysis was used to study the e
dimensions leading to customer satisfaction. et
that customers had maximum satisfaction tonad
channel banking facilities of ICICI bank &least s
withPNB.

Nash and Nash (2003) emphasized that custorr
results in long-term profitability and loyl
customers. Delighting the customers by taking the
leaves a memorable impression on them, whichth

talks about from time to time by becoming
customers.

Lewis (1991) service quality is considered asanee
well the service delivered matches customer's exp
providing the customer with what he wants, when!
and at acceptable cost, within the operating constr;
business. Providing a better service than the
expects.

Levitt (1981) proposed that customers use appe
make judgments about realities. The less tangible:
the more powerful shall be the effect of packa
judging that product.

Ngobo (1999) treats delight and 100 percent ¢
equally for initiating managerial efforts attenpti
retaining old customers. He opines that customerc
not be worth the efforts of the marketers becal
certain threshold point, the effect of satisfaction
increases at a decreasing rate and the firm stops |
benefits of customer satisfaction in terms ofloyalty.

Oliver, Rust andVarki (1997) contended that deligh
higher level of satisfaction, is the key to the more e
of loyalty and loyalty-driven profit. They rightly |
that customer delight is qualitatively diffe
satisfaction, as it is found to have' near zero
repurchase intention and, hence, one must entert
as agoal apart from satisfaction.

Verma (2003) observed that customers get cklig
they interact with customer-oriented staff, but
only senses, serves and satisfies customer's identi
whereas delight is one level above such an orients
state where the customer feels happy or elated at
provision, which drives his or her commitment
Further, it occurs when the customer is pleasantly:
response to an experienced disconfirmation
expected product performance. It provides an
value or unanticipated satisfaction (Chand
Delighters include friendliness, courtesy, cor
problem-solving and personalization, which are
as most essential elements of service quality
(employee politeness, respect, friendliness and

DIAS TECHNOLOGY REVIEW = VOL. 6 No.2 = OCTOBKI



CUSTOMER SERVICES IN BANKS AT CROSSROADS: AN EMPIRICAL ANALYSIS

consideration), prompt customer-oriented recovery

mereceet, personalization, going beyond the call of duty

gattreway helps provision and customization also delight
| asnEs

Witisker (1991) points out that delight is the only key to
anidintoday's competitive world.
Research Gap

Trereviewof literature exhibits that no comprehensive study
Fesbeen conducted regarding the gap between desirability
ad availability of banking services, their reputation,
tedrdagy, pricing pattern and location of the bank. The
peststudy is directed to know the extent of gap between

dsirdhility and availability of banking services and some
I recommendations are prepared to bridge this gap in

1 conppetitiveera.
SECTION - 111
BJECTIVES & RESEARCH METHODOLOGY
Objectives

= Tostudythe perceptions ofbank customers
regarding the desirability of banking
services.
| = Tostudythe perceptions ofbank customers regarding the
availabilityof banking services.
= Toexplore the gap in the perceptions of bank customers

of these banks regarding the desirability and availability
ofbanking services.

ResearchMethodology

Inthe light of aforesaid objectives and hypothesis, an
instrument was developed to collect information on
desirability of bank customers regarding reputation, services,
technology, pricing pattern and location of a bank. Similarly,
informationis collected regarding the availability ofabove said
asects.

pe present study was conducted in the Ludhiana district of
Punjabin October, 2008. The study is restricted to three banks
with one each from the public sector, private sector and
foreighbanks. The public sector bank taken for study is State
Sakof India (SBI), which is the largest bank in India. The
aivetesector bank is ICICI bank. It is one of the leading banks
nthe private sector and it has been rated the best bank in
ens of service quality by a recent survey of Money Outlook,
oreign bank is Citi bank. The sample of the study comprises
20 bank customers. For data collection, the respondents
‘ere selected with the help of an abridged list of random
umbers. All important demographic characteristics like age,
iucation and profession of the respondents are taken into
msideration. y

kert type five point scale was used to know the desirability
id availability of the banking services. Various statistical
ethods like percentage, standard deviation, coefficient of
riation and weighted average score were used to compare
eresults. Table 1is showing the parameters ofthe study.
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Table 1: Parameters of Study

1 Service Simple &short Procedure
Co-operative Staff
2 Reputation Excellent Credit Rating
Strong Financial Position
Performance Security Service Speed
Technology ATM
Smart Cards
I-banking
M-banking
Tele-banking
5 Price Pattern Minimum Opening Account
Minimum Service Charges
Location Near to Important Place
Overall-

Satisfaction

DataBase
Field Survey conducted in the month of October, 2008 at
Ludhianadistrict of Punjab.

SECTION - IV

SOCIO-ECONOMICPROFILE OF CUSTOMERS

In the present study, the main focus of analysis is on service
quality in banking industry. Opinions of three bank group
customers have been calculated separately. The total sample
survey of 1200 customers has been taken into consideration
(Table2).

Table 2: Socio-Economic Profile of Customers

Number
Group N=1200 %

Bank Type

e G-l 400 33.33

< G-l 400 33.33

* G-l 400 33.33
Present Age

s Upto 25 296 24.67

© 26-35 476 39.67

© 36-45 220 18.33

© 4555 168 14

* Above 55 40 3.33
Occupation

®  Service 380 31.67

© Business 304 25.33

€ Industry 272 22.67

o Agriculture 16 1.33

* Professional 16 1.33

© Others 212 17.67
Education

* Matriculate 116 9.67

°  Graduate 408 34

9 Post Grad. 444 37

9 Professional 232 19.33

Total 1200 100

Note: G-I: Public Sector Banks, G-II: Private Sector, G-III:
Foreign Banks
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Further these respondents are equally divided into three bank
groups i.e. Public Sector Banks (G-l), Private Sector Banks (G-
II) & Foreign Banks (G-IllI). Among these customers, 37 per
cent customers are post-graduate & similarly 40 per cent are
the youngsters. Service class and business class dominates in
the respondents. The sampled respondents are divided as per
the pattern mentioned inTable 2.

ESULTS AND DISCUSSION

Perceptions of Bank Customers Regarding
the Desirability of Banking Services

Regardingthe services ofabank, 75.67 per cent

customers want that the various procedures of

a bank should be simple and easy because in a
country like India, majority of customers are illiterate or less
educated (Table 3). They are unable to understand the various
intricacies of procedures to avail any banking service.
Therefore, it is necessary that the procedure to open a new
account, issue of ATM, Debit/Credit card, etc. should be
simple, short and easy. Further, same percentage of customers
desired that the bank employees should be co-operative and
polite. They desired that the bank employees should serve
them with smile on their face.

Regarding the reputation of a bank, 83 per cent and 64.33 per
cent respondents responded that they will go for abank which

has strong financial position and excellent credit fadi
compared to other banks. Now-a-days, banks are po
uncountable services to their customers. But w
availability of products, high speed service is alsods
Nearly 74 per cent customers desired that the barks
provide high speed services because it directly affect
satisfaction. Banks have provided their customers tre
of any time and anywhere banking. But the sar
customers' assets availing these services is ds
responsibility of banks. About 74.33 per cent astores
desired the security oftheir assets and identity.

Present age is a e-age. In this age customers hawea
more conscious and demanding. They go for a$
provider who provides services well equipped with

technology?. E-banking represents this e-age. Eld
provides services through various e-channels like ATV
cards, internet banking, mobile banking, etc. Nearly8
cent of respondents desired that all banks whetheritis

or private should provide the facility of ATM cards. Im
for smart cards, majority of respondents (57.50 per catl
shown their desirability-- Nearly 63 per cent, 59 percental
per cent customers have desired internet, mobile an
banking services in their banks. Regarding the pricingp
of banks, 72 per cent customers highly desired that tre

should keep minimum amount for opening an account

Table 3: Perceptions Regarding Desirability of Banking Services

Parameters Ab.Unnec. Unnec.
Service
= Simple &short 2.33 0.67
Procedure
= Co-operative Staff 2.67
Reputation
= Excellent Credit Rating - 0.33
* Strong Financial Position 1.67 0.33
Performance
= Security 1.67 2
= Sendee Speed 1.67 1.67
Technology
e ATM 1.33 0.33
e Smart Cards 0.33 1.33
= I-banking - 1
= M-banking 2 1.67
= Tele-banking 0.67 4
Price Pattern
* Min. Opening .0.33 1.67
Account
< Min. Service 1.33 2
Charges
Location A
= Near to Important Place - 2
Overall-Satisfaction 2 1.33

Somewhat Desirable Highly Dis. WS
4.33 17 75.67 163
3.67 18 75.67 167

9 26.33 64.33 1% -
1.33 13.67 83 17
3.33 18.67 74.33 e

3 20 73.67 162
4.33 6.67 87.33 178
6.17 34.67 575 148

7 29.33 62.67 151

6 31.33 59 14
10.33 28.33 56.67 13%
5.67 20.33 72 12

14 22.67 60 138

13 33.67 51.33 8=

7 21.67 68

Note: Ab.Unnec.-Absolutely Unnecessary, Dis.-Desirable, Satisf.-Satisfaction
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CUSTOMER SERVICES IN BANKS AT CROSSROADS: AN EMPIRICAL ANALYSIS

S Y

kepminimum charges for products and services offered.
Aunttre location of the bank 85 pc customers opined that
ks particularly, ATM machines should be near to
~inpotart place like hospitals, schools, colleges, shopping
Ir @asetc.

f Qad satisfaction of a customer from his bank is very
ei reesaybecause it directly affects the reputation of a bank,
e Antd9.67 pc customers are satisfied by the overall services,
perforraceand service quality ofthe bank.

D @

Ine of all parameters under study WAS is greater than one
j Wnidindicates that bank customers have shown high desire
dntthese services in their banks.

Perceptions of Bank Customers Regarding the Availability of
‘arkingServices

Athoch 92.67 pc respondents desired simple and short
procedure of banks but only 48.33 pc customers responded
tretbanks have short and easy procedures (Table 3). Further

dnilaly 82.67 pc customers are of opinion that banks should

only 51.34 pc customers are satisfied from bank employees.
Regarding the reputation of banks, 79.67 pc customers
responded that their banks have strong financial position in
the market. To study the performance ofabank, we have taken
security and service speed ofabank and for the availability of
both parameters 70 pc and 69.66 pc customers respectively
agree. Every customer wants that his bank should be
technically sound. Regarding the availability of ATMs, smart
cards, I-banking, M-banking and Tele-banking 84.34, 49.33,
43,40.33 and 39.66 pc customers respectively agree. Regarding
the price pattern of a bank, except 64 pc and 44.66 pc
customers, all other complained that banks have adopted
high pricing pattern. Nearly 77 pc customers are satisfied by
the location of banks. Although majority of customers Ere
satisfied by the overall services ofbanks but this majority is not
sufficient to keep the banking industry on top in service level.
Weighted average score in case of all parameters is less than
one except location and financial position ofthe banks which
indicates that except these two parameters, customers are
dissatisfied by the banking services.

Table 4: Perceptions Regarding Availability of Banking Services

Parameters Not at all Not Avail.
Service
» Simple & short Procedure 0.33 20.67
= Co-operative Staff 1.00 16.33
Reputation
= Excellent Credit Rating 3.33 9
* Strong Financial Position - -
: Performance
I * Security * 0.67 6.33
¢ Sendee Speed 4.67 3
Technology
* ATM 2 4.67
= Smart Cards 18 12.33
" I-banking 9.33 9
= M-banking 17.33 13
= 5 Tele-banking 17.33 15.67
Price Pattern jfe
= Min. Opening Account T 12.33
« Min. Service Charges 2.67 28.33
Location
= Near to Important Place - 4.33
= Overall-Satisfaction - 7.33

Jote: Avail. - Available, Satisf.-Satisfaction
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Some what Avail. Highly Avail. WAS
30.67 37 11.33 0.38
31.33 36.67 14.67 0.48
13.33 38 36.33 0.95
20.33 30 49.67 1.29

23 51.67 18.33 0.81
18.67 56.33 17.33 0.79
9 34.67 49.67 1.25
20.33 29 20.33 0.21
38.67 23.33 19.67 0.35
29.33 28 12.33 0.05
27.33 26.33 13.33 0.03
22.67 45 19 0.69
24.33 29.33 15.33 0.26
19 40.33 36.33 1.09
31.33 43.67 17.67 0.72
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Perceptions Regarding the Gap between Desirability and
Availability of Banking Sendees

Regarding simple & short procedure and co-operative staff,
average gap is 1.247 and 1.257 respectively which indicates
that customers are less satisfied by the services ofbanks which
need to be improved (Table 5). To judge the reputation of a
bank we have taken excellent credit rating and strong financial

position ofthe bank. In both the cases, average gapis
0.467 which indicated that customers are less satis!
both the parameters of reputation. Security is the maj
that attracts acustomer to join an organization butin
average gap is 0.797 which shows that customers
secure with banks. Similar is the case with service spe
average gap is 0.837.

Table 5: Perceptions Regarding the Gap between Desirability and Availability of Banking Services

Parameters Average

Service

= Simple &short Procedure 1.247

= Co-operative Staff 1.257
Reputation

= Excellent Credit Rating 0.587

= Strong Financial Position 0.467
Performance

= Security 0.797

= Service Speed 0.837
Technology

- ATM 0.53

= Smart Cards 1.25

= |-banking 1.187

= M-banking 1.387

= Tele-banking 1.337
Price Pattern

= Min. Opening Account 0.933

= Min. Service Charges 1.117
Location

= Near to Important Place 0.257

= Overall-Satisfaction 0.807

Source: Field Survey Results. .

In case of smart cards, I-banking, M-banking and Tele-
banking, average gap is more than one which indicates that
customers are highly dissatisfied by these technical services of
banks. Although, in case of ATMs also, customers are less
satisfied but average gap in tﬁivs case is less than one. Pricing
pattern and location of banks are not exceptional cases. In
both cases, average gap is 0.933 and 0.257 respectively. Overall
customers are less satisfied with the available banking
services. Coefficient of variation indicates that there is
instability in the opinion of bank customers regarding
location of bank, availability of ATM cards, service speed,
excellent credit rating and overall satisfaction from abank. But
comparatively consistency is found in their opinions in case of
other aspects under study.

The present study vividly indicates that in the e-age,
customers have become more concerned about their time and
money and have become rpore demanding. They highly desire
excellent services with quality and at low service charges. But
the response of these customers regarding the availability of
excellent banking services is not satisfactory which has
created awider gap between the desirability and availability of
banking services.

36

SD Ccv

1.267 101.648
1.308 104.083
1.292 220.22
1.047 224.29
1.201 150.732
1.106 132.196
1.087 205.169
1.611 128.851
1.395 117.53
1.634 117.848
1.668 124.813
1.209 129.56
1.429 128.002
0.968 377.23
1.141 141.487

SECTION-V

ECOMMENDATIONS

The present paper attempts to give fd

recommendations for banks to bridge |

between the desirability and availab
banking services and to win the confidence ofnewcusi
and to retain their old and valuable customers:

Banks should Adopt Simple and Short Procedure

In a country like India, where majority of custone
illiterate or less educated, it is necessary that variou
procedures should be simple, short and easy. It will &
banks to win the confidence ofcustomers.

What type ofproblemswill arise?

= Problem of making simple and short procedu
divergent knowledge of customers in India.

= Problem of covering the important information reg
customers.

= Language problem

Solution

= Bank management should take the initiative to nal
banking procedures, like filling up a form, irstr.
booklet, etc. should be simple and short.

DIAS TECHNOLOGY REVIEW = VOL. 6 No.2 m OCTOBER-MARCI
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> Qlythe important and necessary information related to
awstorersshould be covered.

= Bankforrrs, instruction booklet, etc. should be in regional
languece.

kEnployessshouldbe of Co-Operative Nature

Aakemployeeis the representative ofthat bank. Customers
aege picture about bank after dealing with its employees
bagefor customers they are not dealing with a person but
witthebank.

Wittypeofproblemswill arise?

< Lakoftraining

= Prablemoftime
= Fertokeep the important information confidential

Sdutias

1 Banksshouldimparttraining to their employees

4 Al the important information like interest rate, credit

" limit, etc. should be displayed in the bank. It will help to
decrease customer queries and thus, employees can spare
noretime to serve customers.

= Frequent/continuous leave by bank employees should be
avoided, since itdisrupts the corporate work.

Brishouldhave Good Reputation inthe Market

Inthis competitive age, customers have many options.
Their area of choice is unlimited but for banks market is
limited. Therefore, to gain more customers, it is necessary
for all banks, whether it is public sector, private sector or
foreign banks, to have good reputation in the market.
Because customers will go for a bank that has good
reputation in terms financial position, credit facilities, etc.

olutios
Banksshould have strong financial position in the market.

Banks should provide more credit facilities to their
customerswith fewer formalities.

aksshould provide correct and speedy services

Generallyin case of public sector banks the time taken for
processing and sanctioning of loans is on high side
(ranging from 15 days to 2 months). But in this global age,
noone has time to wait. Therefore, banks should provide
speedy services to their customers. Further, some kinds of
mistakes like omitting entries, wrong debits/credits, over
printing in pass book sheets, wrong foreign exchange
calculations, etc. should be avoided by bankers.

ilutions v.V

Bank management should set minimum time limit for
completion of arequest.

Penalties should be levied on employees in case of
mistakes mentioned above.

nksshould Ensure Security to their Customers

Now-a-day, banks have facilitated their customers in
terms of many products and services. Therefore, the
security of their customers availing these facilities is also
the responsibility of that bank. A customer will prefer to
join only that bank which he consider as secure. Not so
long ago, when e-banking still gaining foothold in India,

STECHNOLOGY REVIEW = Vol. 6 No.2 m OCTOBER-MARCH 2010

IN BANKS AT CROSSROADS: AN EMPIRICAL ANALYSIS

there was a case of fraud in Europe, where a clerk had
siphoned off small change from different accounts and
transactions into his personal account, and this practice
had continued over several months before he was caught.
These types of news loose the confidence of customers in
banking industry. Therefore, banks should pay more
emphasis on the security oftheir customers.

Solutions

Bank management should give strict instruction to their
employees not to disclose identity of their customers at
any cost.

Banks should Offer more Technical Advance Services

In today's fast changing environment, it is impossible to
isolate banking and technology from each other. In this e-
age, customers also have become more demanding.
Therefore, to remain in competition, it is necessary for all
bank groups (especially the public sector) to provide more
and more e-channels.

What type of problems will arise?

problem offinance
Solution

Investment in technology is like 'sow little reaps better'.
Therefore, banks should invest some part of their profits in
technology.

Banks should Keep Minimum Charges for their Products and
Services

Bank customers are of opinion that banks charge high prices
for their products and services. This impression is more for
private sector banks. Therefore, all banks, particularly the
private sector banks should work in this direction.

Solution

= Reduction in DD charges (by 50 percent) and interest rates
(ranging from 0.25 to 1 per cent) can be used as an effective
strategy to attract new customers and to retain old ones.
Apart from this, bank customers also consider the ledger
folio charges, godown inspection charges, L/C opening
charges, processing charges, etc., before opening an
account with the bank. Reduction in these charges
(ranging from 0.20 to 0.75 per cent) can also attract the
new customer towards the bank.

Banks should Locate Nearto ImportantPlace

While choosing a bank, customers also consider the location
of that bank. They will go for a bank which is easily accessible.
Therefore, it is necessary that banks should locate near to
important place like schools, colleges, hospitals, shopping
centers, etc.

Overall-Satisfaction

Overall satisfaction of a customer from his bank is very
necessary because this is the only factor that helps any
organization to increase its business because a delighted
customer will give you one more customer but an unhappy
customer will curtail your 10 customers,
i Thus, it is expected that if all bank groups add quality to their
| worktheirbusiness can further be multiplied because in the e-
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age, customers judge an organization not only by the number
of products offered by it but by the quality ofthat products and
services. Same is for banking industry because 'quality counts
in services too’.

IMPLICATIONS
The analysis vividly indicates a widening gap
between the desirability and availability of
banking services in banking industry. This gap
between desirability and availability is an
alarming bell for some banks, particularly, the
public sector banks. Because service quality is
very poor in banks and it is below the expectations of
customers. It is on the crossroads in the competitive
environment and this is the reason the customers are shifting
from public sector banks to new private sector and foreign
banks and the survival of public sector banks is in danger.
Therefore, the bridging of this gap is the need of the hour. The
analysis of this study is very useful for the banking industry as
well as for other organizations.

IMITATIONS
- Due to the problem of space, separate
analysis of responses gender-wise, age-
wise, occupation-wise and bank group
wise has not been shown in the paper.
- Due to the same reason, chiAtest is not
shown in the analysis.
Only three banks working in Ludhiana are taken due to
shortage oftime.

= Theanalysisisbased on the responses of customers.

UTURE COMPREHENSIVE RESEARL
DIRECTION
- Perceptions of bank employe
regarding banking products d
services.
- Perceptions of bank employees dt
bank management and their custormei
e Comparative study of perceptions of Indian ks
customers with the foreign bank customers regpid
banking services.

SECTOR-VI

ONCLUSION
With the steep rise in level of awareness a
expectations of the customers, their ds
regarding efficiency, service quality d
reputation of the bank have been alter
which has put pressure on the bank
(especially the public sector banks)
developing desired skills, sensitivity and perceptions
understand customer expectations and needs in the changi
scenario. Therefore, in order to achieve service excellencea
to bridge the widening gap between the desirability a
availability of banking services, banks need to think 'out-
the-box' where the box is a representation of all the testeda
tried things that always worked in the past. They have toth
outside the boundaries of current practices, produc
services, organizations and industries.
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