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INTRODUCTION

Quality is our best assurance of customer allegiance, our strongest defense against
foreign competition and only path to sustained growth and earnings (Welch, 1992). The
above few lines amply signify the importance of quality in corporate sector. In the past,
tremendous emphasis was laid on product quality and service quality was a neglected
area (Hauser and Clausing, 1998). However, in modern time, with increasing scope of
service sector, difficulty in establishing a clear-cut quality differentiation in the product,
more demanding customers and cut –throat competition, quality in service sector has
assumed a special significance. The frames of today’s market environment are, to a large
extent, determined by global trends in all the industries. In the 90’s, globalisation
penetrated into the different markets in India including financial services.

In fact, competition became quite fierce thereafter particularly amongst
commercial banks. Because of growing competition, banks have been subject to
considerable disruption in their traditional ways of doing business (Shankar, 2004). The
banks have started attaching importance to customers’ satisfaction to enlarge the volume
of their commercial activities and profitability. The present study is essentially a
periscope on selected banks regarding their endeavour to impart quality services to their
customers.

State Bank of India (SBI) is a nationalized bank while Housing Development
Financial Corporation (HDFC), is in private sector. The study has been restricted to main
branches of these two banks located at the twin cities viz; Thanesar and Kurukshetra.
Thanesar branch of SBI came into existence in June 1959 and it is the largest bank in the
district in terms of deposits and number of customers. Its deposits stood at over Rs. 100
crore and the customers exceeding 25,000 during the year 2005-06. Because of increased
competition the bank started providing ATM facilities in 2002 and Net banking in 2004.
HDFC, Kurukshetra came into existence in 2003 and during the same year it succeeded
in attracting more than 1,000 customers. The bank earned a profit of over Rs. 1 crore in
2005-06 in comparison to a profit of Rs. 4.5 crore earned by SBI during the same period.

OBJECTIVES

Major objectives of this study are:
 To know the prevailing customers’ service practices of commercial banks in small

cities/towns.
 To know the perception of customers regarding the quality of services being

provided by their respective banks.
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 To test whether there is significant difference between public and private banks
regarding quality of services.

 To give some practicable suggestions to enhance the satisfaction level of
customers.

RESEARCH METHODOLOGY

To compare the quality of services being rendered by two banks a survey of 500
customers (400 SBI and 100 HDFC) has been conducted. The data have been collected
with the help of a structured questionnaire drafted using five pointer Likert scale. The
customers have been approached personally on random basis. Their responses have been
processed and analysed with the help of various statistical techniques such as Weighted
Average Score (WAS), percentage score and t-test. WAS, an indicator of performance of
the concerned bank on a particular parameter of service quality, if lies between 1 to 2
indicates good performance of the bank, in between 0 to 1 fair performance, in between 0
to –1 poor and in between –1 to –2 very poor performances on the said parameter.

RESEARCH THRUST

The focus of the study has been on examining the following parameters of service
quality (Gupta):

1. Reliability: Ability to perform the promised service dependably and accurately.
2. Assurance: Ability of the employees to convey trust and confidence.
3. Tangibles: Appearance of physical facilities, equipments, personnel and

communication material.
4. Empathy: Ability to provide caring and individualized attention to customers.
5. Responsiveness: Willingness to help customers and provide prompt service.

HYPOTHESIS

Researchers have taken the hypothesis that there is no significant difference in the quality
of the services of the concerned bank.

FINDINGS
The responses from respondents are summarized and explained with the help of relevant
tables.

Reliability

Reliability is the ability to perform the desired service dependably and accurately. It
creates greater confidence among the customers. How the customers of the two banks
rate their bank on different dimensions of reliability is explained with the help of Table 1:
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Table 1: Customer Perception Towards Reliable Services

DIMENSIONS OF
RELIABILITY

WAS, SBI WAS, HDFC MAXIMUM
WAS

Ability to keep promise 0.96 0.28 2.0
Concern for problem solving 0.24 0.94 2.0
Performing the service right the
first time

(-) 0.24 0.24 2.0

Providing the service at the time
agreed on

0.24 0.68 2.0

Keeping error free records 1.80 1.22 2.0
Source: Customer Survey

Table 1 depicts mixed response of the respondents of the two banks under study
on reliability aspect. Both the banks are doing very well in terms of keeping error free
records. SBI, Thanesar is doing fairly well in its ability to keep promise while HDFC,
Kurukshetra is found more prominent in its concern for solving the problems of its
customers. The concern area for SBI, Thanesar is performing the service right at the first
time. Negative WAS is a testimony to this fact. Its customers complained that they have
to visit the concerned employee of the bank time and again to get the work done. SBI,
Thanesar must do something concrete on this aspect to enhance the quality of its services.

Assurance

Another important aspect of service quality is ability of the employees of service
organization to create trust and confidence. The performance of the banks under study on
this aspect is explained with the help of Table 2.

Table2: Customer Perception towards Service Assurance

DIMENSIONS OF
ASSURANCE

WAS, SBI WAS, HDFC MAXIMUM
WAS

Behaviour of the employees to
impress customers and instill
confidence

(-) 0.26 0.24 2.0

Customers feel safe and confident
while transacting with the
employees

0.24 0.66 2.0

Employees are friendly and
courteous

(-) 0.04 1.18 2.0

Employees possess knowledge to
answer question of customers

1.20 1.14 2.0

Source: Customer Survey

Table 2 reveals the employees of SBI, Thanesar are found wanting regarding their
behaviour with the customers. Negative WAS on two dimensions of Assurance amply
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proves the above claim. However, fairly high WAS on knowledge front suggests that
employees of both the banks do possess the required knowledge to solve the queries of
their customers. Here it is necessary to point out that merely possessing knowledge does
not bring the desired quality in services unless and until it is supplemented by nice
behaviour. The bank must apprise its employees that there is no substitute of good
behaviour to keep the customers intact.

Tangibles

Customers also evaluate the quality of services on tangibles like appearance of physical
facilities, equipments, personnel and communication materials. The opinion of the
customers of the two banks is explained with the help of Table 3.

Table 3: Customer Perception towards Tangibles

DIMENSIONS OF
TANGIBLES

WAS, SBI WAS, HDFC MAXIMUM
WAS

Modern looking equipments 0.56 0.64 2.0
Visually appealing physical
facilities

0.52 0.60 2.0

Appearance of the employees
including dress code etc.

0.04 0.68 2.0

Visually appealing material and
tools associated with services

0.68 0.68 2.0

Source: Customer Survey

Table 3 reveals that WAS in case of both the banks on tangibles front is by and large
satisfactory. Further investigation revealed that SBI, Thanesar has made significant
improvements in physical facilities, equipments etc. in recent times. Some of the old
customers of the bank revealed that prior to competition from private banks things were
not in proper order and the facilities were not at all catchy. Thus, healthy competition is
desirable as it paves way for quality services.

Empathy

Customer care and individualised attention help the business to stay competitive. The
success of big business houses is nothing except the story of constant care of their
customers. These few lines amply highlight the importance of sharing the feelings of the
customers. How the two banks fare on this front is explained with the help of Table 4.

Table4: Customer Perception Towards Empathy

DIMENSIONS OF
RELIABILITY

WAS, SBI WAS, HDFC MAXIMUM
WAS

Paying attention to each customer
individually

0.04 0.28 2.0

Convenient opening hours 0.24 0.26 2.0
Keeping customers interest at 0.30 0.22 2.0
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heart
Understanding specific needs of
the customers

0.24 0.66 2.0

Source: Customer Survey

Table 4 depicts positive WAS on each of the dimensions of empathy in case of both the
banks. However, it does not mean that banks under study are doing extremely well on
empathy. As a matter of fact, WAS is just positive and there is a lot of scope for further
improvement on this front. This is true in case of both the banks.

Responsiveness

Responsiveness, as a matter of fact, signifies willingness of the service provider to help
customer and provide prompt service. Taking utmost care of customers, giving due
attention to their requests and quick disposal of their queries, complaints and problems
are some of the parameters to judge the efficiency of an organization. The performance of
the two banks on responsiveness front is explained with the help of Table 5.

Table 5: Customer Perception towards Responsiveness

DIMENSIONS OF
RESPONSIVENESS

WAS, SBI WAS, HDFC MAXIMUM WAS

Employees tells exact time of
service delivery

0.06 0.14 2.0

Employees gives prompt service
to customers

0.14 0.22 2.0

Employees are always willing to
help customers

(-)0.06 0.18 2.0

Employees are never busy to help
customers immediately

(-) 0.24 (-)0.20 2.0

Source: Customer Survey

Table 5 makes it quite clear that both the banks are found wanting in providing time
bound services to their customers. Negative or very low WAS is a testimony to this fact.
Here it is necessary to point out that the justice delayed, in fact, is justice denied. Thus,
necessary steps should be taken by both the banks to dispose off all the matters in time to
create necessary confidence among customers.

TEST OF SIGNIFICANCE
H0: There is no significant difference in the quality of the services of the concerned banks.
Level of Significance: 5 per cent
Test Statistics: t-test
The findings are incorporated in Table 6
Table 6: Testing of Hypothesis
Calculated value of t 1.37
Tabulated value of t 1.96
Result Hypothesis Accepted
Source: Customer Survey
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Decision
Table 6 makes it clear that calculated value of t is less than tabulated value of t at 5 per
cent level of significance and hence hypothesis is accepted.
Interpretation
t-test has shown that there is no significant difference in the quality of services being
provided by the selected banks. It is in fact what was observed during the study.

CONCLUSION

To sum up, it is said that there is a positive relationship between quality of the services
being provided by the banks and customers’ satisfaction. It is evident from the fact that
customers have assigned more weights to those attributes where they think that their bank
is relatively doing well. Further, the commercial banks in small cities or towns might be
lagging much behind their counterparts in big or metropolitan cities but increasing
competition has certainly forced them to think in terms of quality services.
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