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Abstract: 

Problems related to customer services and customer satisfaction have been given high priority by 

even the high level of policy planners and this is one of the most important issues discussed at all 

levels. Based on these issues, it will be worth knowing to study the performance of Nationalized 

Banks in terms of their marketing strategies, its working technology, and user-friendly services 

to increase the market share by vis-a-vis image building. 

 

1 INTRODUCTION:        

India has got a well developed banking system. Most of the banks in India were founded 

by Indian entrepreneurs and visionaries in the pre-independence era to provide financial 

assistance to traders, agriculturists and budding Indian industrialists. Indian banks have played a 

significant role in the development of Indian economy by inculcating the habit of saving in 

Indians and by lending finance to Indian industry. 

Banking means accepting for the purpose of lending or investment, of deposits of money 

from the public, repayable on demand or otherwise and withdrawable by cheques, draft, order or 

otherwise
1
. 

The commercial banking structure in India consists of: Scheduled Commercial Banks and 

Unscheduled Banks. Scheduled banks are those banks which are listed in the second schedule to 

the Reserve Bank of India Act, 1934.  The Banks satisfying the following conditions are only 

included in the second schedule. 

 a). that the Banks’ paid up capital plus free reserves are not less than Rs.5.00 lakh, 

and 

 b). that the affairs of the bank are not conducted to the detrimental interest of the 

depositors.  

The Reserve Bank also has powers to de-schedule a bank, when the abovementioned 

conditions are not satisfied.  Indian banks can be broadly classified into nationalized banks, 

public sector banks, private banks and foreign banks. 

                                                           
1
  Banking Regulation Act, 1949, Section 5(1)(b). 
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2. Nationalized Banks in India: 

Banking System in India is dominated by nationalized banks. The nationalization of 

banks in India took place in 1969 by Mrs. Indira Gandhi the then prime minister of India. The 

major objective behind nationalization was to spread banking infrastructure in rural areas and 

make available cheap finance to Indian farmers. Fourteen banks were nationalized in 1969 each 

having deposits of more than Rs.50 crore.  The fourteen banks are Central Bank of India, Bank 

of India, Punjab National Bank, Bank of Baroda, United Commercial Bank,  Canara Bank, 

United Bank of India, Dena Bank, Syndicate Bank, Union Bank of India, Allahabad Bank, 

Indian Bank, Bank of Maharashtra, Indian Overseas Bank.  

Before 1969, State Bank of India (SBI) was the only public sector bank in India. SBI was 

nationalized in 1955 under the SBI Act of 1955.  The second phase of nationalization of Indian 

banks took place in the year 1980.  Six more banks were nationalized viz., Andhra Bank, Punjab 

and Sind Bank, New Bank of India, Vijaya Bank, Corporation Bank, Oriental Bank of 

Commerce with deposits over 200 crores. 

 

3. Customer Satisfaction Vs Customer Retention: 

 Sasser (1990)
2
 describe the following model : 

 

 

 

 

The above diagram clearly describes a bank’s or firm’s profitability should depend on the 

customer retention followed by customer satisfaction.  A successful customer retention strategy 

for a company is to identify opportunities to meet the needs of the customer in a timely manner, 

ie., to satisfy the customer needs.   Customer retention is the effort carried out by a company to 

ensure that its customers do not switch over to the competitor products and services.  

                                                           
2
  Sasser, W., “Zero defections : “Quality comes to services”, Harvard Business Review, September 1990, 

P.101-111.    

Customer 

Satisfaction 

Customer 

Retention 

Bank (or) firm 

Profitability 
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4. OBJECTIVES OF THE STUDY: 

1. To study the performance of banking services in general and particular to 

nationalized Banks.  

2. To study the current account holders’ awareness on various services offered by 

the nationalized Banks. 

3. To analyse the factors influencing the current account holders of utilization of the 

services of nationalized Banks for retention. 

4. To identify the major problems faced by the current account holders of 

nationalized banks in the study area. 

5. To suggest better ways and means to improve the performance of the nationalized 

Banks. 

 

5. METHODOLOGY 

The validity of any research is based on the systematic method of data collection and 

analysis.  Both primary and secondary data were used for the present study.  The primary data 

was collected from eight hundred sample respondents from Erode District.  

5.a CHI-SQUARE TEST  

2
  =  



E

)EO( 2

 

with Degree of Freedom (D.F.)  =  (c-1) (r-1)  where, 

O = Observed frequency, E = Expected frequency,  

C = Number of Columns, r = Number of Rows. 

 

5.b MULTIPLE REGRESSION ANALYSIS  

The regression is a statistical relationship between two or more variables. When there are 

two or more independent variables, the analysis that describes such relationship is called as the 
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multiple regression. This analysis is adopted where there is one dependent variable that is 

presumed to be a function of two or more independent variables. In Multiple Regression, a linear 

composite of explanatory variables is formed in such a way that it has maximum correlation with 

an active criterion variable. The main objective for using this technique is to predict the 

variability of the dependent variable based on its co-variance with all the independent variables. 

It is useful to predict the level of dependent phenomenon through Multiple Regression Analysis 

model, if the levels of independent variables were given. The Linear Multiple Regression 

problem is to estimate coefficients 1, 2, ….., j and 0 such that the expression, 

 

Y = 0 + 1 X1 + 2 X2 +……….+ j XK 

 

provides a good estimate of an individual Y score based on the X scores. 

 

5.c MULTI DISCRIMINANT ANALYSIS  

 

The model is represented as; 

Zi = 0 + 1 Xi1 +……+ j Xik 

where Xik is the i
th

 individual’s value of the k
th

 independent variable, j is the multiple 

discriminant coefficient of the k
th

 variable. Zi is the i
th

 individual’s multiple discriminant score.  

 

5.d HENRY GARRETT RANKING TECHNIQUE 

This technique was used to rank the problems faced by the customers in utilizing the 

services of Nationalized Banks. In this method, the respondents were asked to rank the given 

problem according to the magnitude of the problem.  The order of merit given by the respondents 

was converted into ranks by using the following formula. 

     100 (Rij – 0.5) 

 Percentage Position   =     

               Nj  
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The percentage position of each rank thus obtained is converted into scores by referring 

to the table given by Henry Garrett.  Then, for each factor, the scores of individual respondents 

were added together and divided by the total number of respondents for whom the scores were 

added.  These mean scores for all the factors were arranged in order of ranks and inference was 

drawn. 

 

6. LIMITATIONS OF THE STUDY: 

 The study suffers from the following limitations: 

1. Time is the major constraint in collecting the data from the respondents.  Most of the 

respondents are afraid to reveal the data like annual turnover, type of organization etc.  In 

case of doubt, a cross checking was made in order to avoid bogus or biased information. 

2. The study confined only fourteen nationalized banks which are nationalized in 1969.  

3. The market survey was conducted only in Erode of Tamil Nadu State.  Hence, the results 

arrived from the study may or may not be applied to other states.  Further, the survey 

method which was adopted for collecting the data in this study has its own limitations. 

 Hence, the generalization of the findings of the study is subject to these limitations. 

 

7. REVIEW OF LITERATURE: 

Srinivasan, K. L. (2000)
3
 in his thesis, “A Project on Housing Finance – How SBI can 

establish Leadership”, has concluded that simplification of the documentation process, careful 

and friendly approach systems and procedures good customer service and non insistence in 

collateral securities are the most important variables in the marketing of housing loan schemes 

by banks. 

Rajeshkumar Sood (2003)
4
 in his article entitled, “Housing Loan Portfolio of ASCBS 

Growth Drivers Associated Risk and Mitigation strategies”, has concluded that banks should 

review the housing loan portfolio at periodical intervals for capturing new markets and to avoid 

risk in the housing loan schemes.  

Hasbanbanu, S., and Jeya Shree, U., (2006)
5
 in their study entitled, “A Comparative 

Study on Factors Influencing Housing Loan Borrowers of Public and Private Sector Banks in 

                                                           
3
  Srinivasan, K.L., “A Project on Housing Finance - How SBI can establish leadership”, SBI, STC Perambur, 

2000.   
4
  Rajeshkumar Sood, “Housing Loan Portfolio of ASCB – Growth Drivers Associated Risks and Mitigation 

Strategies”, IBA Bulletin, June 2003.  
5
  Hasanbanu, S.,  and Jeya Shree, U., “A Comparative Study on Factors influencing Housing Loan 

Borrowers of Public and Private Sector Banks in Uthampalayam Taluk”, IBA Bulletin, June 2006.  
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Uthampalayam Taluk”, has concluded that Banks need to introduce more dynamic and 

innovative housing loan schemes and also need to focus on mass customization versus mass 

market. 

Neeru Maheswari (2005)
6
 in her study entitled, “A Framework for evaluating E-Business 

Models and Productivity Analysis for Banking Sector in India”, highlighted that banks can use 

the savings to increase their market share, attracting customers by paying higher interest rates on 

deposits or charging lower interest rates on loans. 

Kamakura, W.A., Ramaswami, S.N., and Srivastava, R.K., (1991)
7
 in their article 

entitled, “Applying latent trait analysis in the evaluation of prospects for cross-selling of 

financial services”, opined that the customers’ financial-need priorities and resource availability 

vary at different stages of his lifecycle, and as such influence the quantity and it sequence in 

which financial products and services are acquired. 

Naval Bajpai and Depak Srivastava (2003)
8
 in his study entitled “Role of Work 

Centrality in Indian Banks : A Comparative study in public and private sector banks”, stated that 

centrality of work can be sometimes interchangeably expressed as work commitment; work 

salience; critical life interest; work motivation. Since work-centrality is one of the important 

aspects of work culture, several factors seem to determine work centrality.  

  

8. FACTORS INFLUENCING THE UTILIZATION THE BANKING 

SERVICE: 

8.a CHI-SQUARE ANALYSIS  

 

8.1  AGE GROUP AND LEVEL OF SATISFACTION TOWARDS  

SERVICES OFFERED BY THE BANK 

S. 

No. 
Age  

No. of 

Respondents 
% 

Ave 

rage 

Range 
S.D 

Min Max 

                                                           
6
  Neeru Maheswari, “A Framework for evaluating E-Business Models and Productivity Analysis for Banking 

Sector in India”, Birla Institute of Technology & Science, Pilani, Paradigm, Vol.IX, No.1, Jan-June 2005. 
7
  Kamakura, W.A., Ramaswami, S.N., and Srivastava, R.K., Applying latent trait analysis in the evaluation 

of prospects for cross-selling of financial services, International Journal of Research in Marketing, 

Vol.8(4), 1991, pp.329-349. 
8
  Naval Bajpai and Deepak Srivastava, “Role of Work Centrality in Indian Banks : A Comparative study in 

Public and Private Sector Banks”, ICFAI Journal of Organizational Behaviour, Vol.4, October 2003.      
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1. Below 25 years 67 8.4 83.2 58.0 96.0 9.1 

2. 26-40 years 414 51.8 86.1 63.0 105.0 8.5 

3. Above 40 years 319 39.9 90.6 62.0 105.0 10.3 

 Total 800 100.0     

 From the analysis, it is concluded that the above 40 years aged respondents have 

perceived the maximum level of satisfaction in utilizing the banking services offered by the 

commercial banks in the study area.  

8.1.1 AGE GROUP AND LEVEL OF SATISFACTION TOWARDS  

SERVICES OFFERED BY THE BANK (TWO-WAY TABLE) 

S. 

No. 
Age 

Level of Satisfaction 
Total 

Low Medium  High 

1. Below 25 years 

24 

(14.7) 

24 

(8.0) 

19 

(5.7) 
67 

2. 26-40 years 

91 

(55.8) 

203 

(67.4) 

120 

(35.7) 
414 

3. Above 40 years 

48 

(29.4) 

74 

(24.6) 

197 

(58.6) 
319 

 Total 163 301 336 800 

 

It is noted from the table  that the percentage of high level of satisfaction towards banking 

services is at its highest (58.6) among the above 40 years aged respondents and the same is at its 

lowest (5.7) among the below 25 years aged respondents.  On the other hand, the percentage of 

low level satisfaction towards banking services measures is at its highest (55.8) among the 26-40 

years aged respondents and its lowest (14.7) is among the below 25 years aged respondents.  

8.1.2 AGE GROUP AND LEVEL OF SATISFACTION TOWARDS SERVICES 

OFFERED BY THE BANK (CHI-SQUARE TEST) 
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Factor 

Calculated 
2
 

Value 
Table Value D.F Remarks 

Age  94.149 13.277 4 
Significant at  

1% level 

 

From the analysis, it is concluded that there is close a relationship between age of the 

respondents and level of satisfaction towards services offered by the bank. 

8.2 SEX AND LEVEL OF SATISFACTION TOWARDS SERVICES OFFERED BY THE 

BANK 

S. 

No. 
Gender  

No. of 

Respondents 
% 

Ave 

rage 

Range 
S.D 

Min Max 

1. Male  699 87.4 87.9 58.0 105.0 9.9 

2. Female  101 12.6 86.2 69.0 96.0 6.7 

 Total 800 100.0     

 

From the analysis, it is concluded that the male respondents have perceived the maximum 

level of satisfaction in utilizing the banking services offered by the commercial banks in the 

study area.  

8.2.1 SEX AND LEVEL OF SATISFACTION TOWARDS SERVICES  

OFFERED BY THE BANK (TWO-WAY TABLE) 

S. 

No. 
Gender  

Level of Satisfaction  
Total 

Low Medium  High 

1. Male  

148 

(90.8) 

243 

(80.7) 

308 

(91.7) 
699 

2. Female  

15 

(9.2) 

58 

(19.3) 

28 

(8.3) 
101 
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 Total 163 301 336 800 

 

It is observed from the table that the percentage of high level of satisfaction towards 

banking services is at its highest (91.7) among the male respondents and the same is at its lowest 

(8.3) among the female respondents.  On the other hand, the percentage of low level of 

satisfaction towards banking services measures is at its highest (90.8) among the male 

respondents and its lowest (9.2) is among the female respondents.  

 

8.2.2 SEX AND LEVEL OF SATISFACTION TOWARDS SERVICES  

OFFERED BY THE BANK (CHI-SQUARE TEST) 

Factor 

Calculated 
2
 

Value 
Table Value D.F Remarks 

Sex 19.386 9.210 2 
Significant at 1% 

level 

 

From the analysis, it is concluded that there is a close relationship between sex of the 

respondents and level of satisfaction towards services offered by the bank. 

8.3 BUSINESS CHANNEL AND LEVEL OF SATISFACTION  

TOWARDS SERVICES OFFERED BY THE BANK 

S. 

No. 

Business 

Channel 

No. of 

Respondents 
% 

Ave 

rage 

Range 
S.D 

Min Max 

1. Wholesale 132 16.5 83.9 62.0 105.0 10.1 

2. Retail 203 25.4 84.6 58.0 101.0 7.9 

3. Both 465 58.1 90.1 64.0 105.0 9.4 

 Total 800 100.0     
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It is highlighted from Table the level of satisfaction perceived by the respondents who 

have wholesale business in utilizing the banking services offered by the commercial banks was 

ranged between 62 and 105 with an average of 83.9. The level of satisfaction perceived by the 

respondents who have retail business in utilizing the banking services by the commercial banks 

ranged between 58 and 101 with an average of 84.6.  On the other hand, the level of satisfaction 

perceived by the respondents who have both wholesale and retail business in utilizing the 

banking services ranged 64 and 105 with an average of 90.1. From the analysis, it is concluded 

that the respondents who have both wholesale and retail business have perceived the maximum 

level of satisfaction in utilizing the banking services offered by the commercial banks in the 

study area.  

 

8.3.1 BUSINESS CHANNEL AND LEVEL OF SATISFACTION TOWARDS SERVICES 

OFFERED BY THE BANK  

(TWO-WAY TABLE) 

S.No. Business Channel 
Level of Satisfaction 

Total 
Low Medium  High 

1. Wholesale 

38 

(23.3) 

61 

(20.3) 

33 

(9.8) 
132 

2. Retail 

42 

(25.8) 

128 

(42.5) 

33 

(9.8) 
203 

3. Both 

83 

(50.9) 

112 

(37.2) 

270 

(80.4) 
465 

 Total 163 301 336 800 

 

It is identified from the table the percentage of high level of satisfaction towards banking 

services is at its highest (80.4) among the respondents who are doing both wholesale and retail 

business and the same is at its lowest (9.8) among the respondents who are doing wholesale only. 

The percentage of medium level of satisfaction towards banking is at its highest (42.5) among 
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the respondents who are doing retail business only and its lowest (20.3) is among the respondents 

who are doing wholesale.  On the other hand, the percentage of low level of satisfaction towards 

banking services measures is at its highest (50.9) among the respondents who are doing both 

wholesale and retail business and its lowest (23.3) is among the respondents who are doing 

wholesale business. 

 

8.3.2 BUSINESS CHANNEL AND LEVEL OF SATISFACTION TOWARDS SERVICES 

OFFERED BY THE BANK  

(CHI-SQUARE TEST) 

Factor 
Calculated 

2
 

Value 

Table 

Value 
D.F Remarks 

Business 

Channel 
135.868 13.277 4 

Significant at 1% 

level 

 

It is observed from the above table that the calculated chi-square value is greater than the 

table value and the result is significant at 1% level.  Hence, the hypothesis, “Business channel of 

the respondents and level of satisfaction towards services offered by the bank are not 

associated”, does not hold good.  From the analysis, it is concluded that there is a close 

relationship between Business channel of the respondents and level of satisfaction towards 

services offered by the bank. 

8.4 ANNUAL TURNOVER AND LEVEL OF SATISFACTION  

TOWARDS SERVICES OFFERED BY THE BANK 

S. 

No. 
Annual Turnover 

No. of 

Respondents 
% 

Ave 

rage 

Range 
S.D 

Min Max 

1. Below 10 lakhs 227 28.4 82.3 58.0 103.0 9.2 

2. 10-20 lakhs 142 17.8 85.9 63.0 103.0 9.5 

3. 21-30 lakhs 202 25.3 91.9 71.0 105.0 6.9 

4. Above 30 lakhs  229 28.6 90.4 67.0 104.0 9.4 

 Total 800 100.0     
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It is observed from Table the level of satisfaction perceived by the respondents who 

belongs to the range of below 10 lakhs of annual turnover in utilizing the banking services 

offered by the commercial banks was ranged between 58 and 103 with an average of 82.3.  The 

level of satisfaction perceived by the respondents who belongs to the range of 10 to 20 lakhs of 

annual turnover in utilizing the banking services by the commercial banks ranged between 63 

and 103 with an average of 85.9.  The level of satisfaction perceived by the respondents who 

belongs to the range of 21 to 30 lakhs of annual turnover in utilizing the banking services by the 

commercial banks ranged between 71 and 105 with an average of 91.9.  On the other hand, the 

level of satisfaction perceived by the respondents who belongs to the range of above 30 lakhs of 

annual turnover in utilizing the banking services ranged 67 and 104 with an average of 90.4.  

From the analysis, it is concluded that the respondents who belongs to the range of 21 to 30 lakhs 

of annual turnover have perceived the maximum level of satisfaction in utilizing the banking 

services offered by the commercial banks in the study area.  

8.4.1 ANNUAL TURNOVER AND LEVEL OF SATISFACTION TOWARDS SERVICES 

OFFERED BY THE BANK  

(TWO-WAY TABLE) 

S.No. Annual Turnover 
Level of Satisfaction 

Total 
Low Medium  High 

1. Below 10 lakhs 

73 

(44.8) 

123 

(40.9) 

31 

(9.2) 
227 

2. 10-20 lakhs 

35 

(21.5) 

64 

(21.3) 

43 

(12.8) 
142 

3. 21-30 lakhs 

11 

(6.7) 

66 

(21.9) 

125 

(37.2) 
202 

4. Above 30 lakhs 

44 

(27.0) 

48 

(15.9) 

137 

(40.8) 
229 

 Total 163 301 336 800 
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It could be noted from the table the percentage of high level of satisfaction towards 

banking services is at its highest (40.8) among the respondents whose annual turnover is above 

30 lakhs and the same is at its lowest (9.2) among the respondents whose annual turnover is 

below 10 lakhs.  The percentage of medium level of satisfaction towards banking is at its highest 

(40.9) among the respondents whose annual turnover is below 10 lakhs and its lowest (21.3) is 

among the respondents whose annual turnover is  in between of 10 to 20 lakhs.  On the other 

hand, the percentage of low level of satisfaction towards banking services measures is at its 

highest (44.8) among the respondents whose annual turnover is below 10 lakhs and its lowest 

(6.7) is among the respondents whose annual turnover is in between of 21 to 30 lakhs.  

 

8.4.2  ANNUAL TURNOVER AND LEVEL OF SATISFACTION TOWARDS SERVICES 

OFFERED BY THE BANK  

(CHI-SQUARE TEST) 

Factor 

Calculated 
2
 

Value 

Table 

Value 
D.F Remarks 

Annual 

Turnover 
160.244 16.811 6 

Significant at 1% 

level 

It could be identified from the above table that the calculated chi-square value is greater 

than the table value and the result is significant at 1% level.  Hence, the hypothesis, “Annual 

turnover of the respondents and level of satisfaction towards services offered by the bank are not 

associated”, does not hold good.  From the analysis, it is concluded that there is a close 

relationship between Annual turnover of the respondents and level of satisfaction towards 

services offered by the bank. 

 

8.b  PERCENTAGE ANALYSIS 

8.5 TYPE OF BUSINESS  

S.No. Type of business 
No. of 

Respondents 
Percentage 

1. Textile 224 28.0 
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2. Turmeric 99 12.4 

3. Oil 69 8.6 

4. Hotels & Restaurants 57 7.1 

5. Educational institution 42 5.3 

6. Automobiles 134 16.8 

7. Hardware sales & service 78 9.8 

8. Software development 15 1.9 

9. Others specify 82 10.3 

 Total 800 100.0 

 

It is identified from the above analysis that 28.0 percentage of the respondents are 

engaged in textile business, 12.4 percentage of the respondents are engaged in turmeric business, 

8.6 percentage of the respondents are engaged in oil business, 7.1 percentage of the respondents 

are having hotels and restaurants business, 5.3 percentage of the respondents are running 

educational institution, 16.8 percentage of the respondents are having automobile shops, 9.8 

percentage of the respondents are doing hardware sales and service, 1.9 percentage of the 

respondents are concentrated software development and  10.3 percentage of the respondents are 

doing some other business.  It could be identified from the above analysis that majority of the 

respondents are engaged in textile business.  

 

8.6 PERIOD OF AWARENESS  

S.No. Opinion  
No. of 

Respondents 
Percentage 

1. Below 10 years  276 34.5 

2. 10-20 years 367 45.9 

3. Above 20 years 157 19.6 

 Total 800 100.0 
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It is cleared from the above analysis that 34.5 percentage of the respondents aware about 

the nationalized banking service for below ten years, 45.9 percentage of the respondents aware 

about the nationalized banking service for ten to twenty years and remaining 19.6 percentage of 

the respondents aware about the nationalized banking service for above twenty years.  It could be 

identified from the above analysis that majority of the respondents aware about the nationalized 

banking service for ten to twenty years.  

 

8.7 RESPONDENTS OPINION TOWARDS FACILITIES  

OFFERED BY THE BANK  

S.No. Opinion 
Weighted 

Score 
Rank 

1. Parking facility  3191 IX 

2. Arrangements of seat 3304 IV 

3. Distance of bank from ground floor 3366 II 

4. Water facility  3282 V 

5. A/C and fan facility  3313 III 

6. Identification of processing of work  3031 XIII 

7. Building appearance  3264 VI 

8. Interior decoration  3263 VII 

9. Location of the bank  3259 VIII 

10. Availability of staff assistance 3158 XI 

11. Customer relation strategy  3158 X 

12. Provision of information  3078 XII 

13. Safety & security  3467 I 

 

The above table reveals the facilities offered by the banks in the study area.  It could be 

found from the analysis that the respondents are satisfied the facility “Safety and Security” which 

ranked first by the sample respondents and scored as 3467 points.  It is followed by the second 
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and third facilities offered by the banks are “Distance of bank from ground floor” and “A/C and 

fan facility” which scored as 3366 and 3313 points.  The respondents ranked as fourth and fifth 

facilities are “Arrangements of seat” and “Water facility” which scored as 3304 and 3282 points.  

Further the sixth and seventh rank are occupied by the factors “Building appearance” and 

“Interior decoration” which scored as 3264 and 3263 points. The facilities “Location of the 

bank”, “Parking facility” and “Customer relation strategy” are ranked as eighth, ninth and tenth 

respectively by the selected sample respondents which scored as 3259, 3191 and 3158 points.  

The factors “Availability of staff assistance” and “Provision of information” are ranked as 

eleventh and twelfth position which scored as 3158 and 3078 points. Finally, the respondents 

opined the factor “Identification of processing of work” which scored as 3031 points.  It is found 

from the analysis that the facilities are “Safety and Security” and “Distance of bank from ground 

floor” occupied as top ranks and “Identification of processing of work” got last rank.      

 

8.c  I.HENRY GARRETT RANKING TECHNIQUE 

8.8 REASONS FOR SELECTING THE SERVICES  

OFFERED BY THE PARTICULAR BANK  

S.No. Reasons  
Total 

score 

Mean 

score  
Rank  

1. Fast and Better service 40633 50.8 V 

2. Bank image 53189 66.5 I 

3. Easy Accessibility 43999 55.0 III 

4. Hi-Tech service 35056 43.8 VII 

5. Facilities i.e OD and CC 36165 45.2 VI 

6. Nearness of us 44751 55.9 II 

7. Convenient timing 31935 39.9 IX 

8. Safety & security 42910 53.6 IV 

9. Friendly staff 32203 40.3 VIII 
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 It could be observed that the current account holders who are maintaining their current 

account in this particular bank for the reason of “Bank image” with Garrett score of 53189 

points were recorded for bank. It is followed by the second and third rank occupied by the 

reasons “Nearness of them” and “Easy Accessibility” with Garrett scored as 44751 and 43999 

points.  The fourth and fifth reasons are “Safety & security” and “Fast and better service” with 

Garrett scored as 42910 and 40633 points.  The sixth and seventh reasons are “OD and CC 

facilities” and “Hi-tech service” with Garrett scored as 36165 and 35056 points.  The eighth and 

ninth problems are “Friendly staff” and “Convenient timing’ with Garrett scored as 32203 and 

31935 points.  From this analysis, it is inferred that the current account holders who preferred 

nationalized banks by the major reasons are “Bank image” and “Nearness of them”.   

 

8.c .II PROBLEMS FACED BY THE RESPONDENTS 

The common problems faced by the selected sample respondents in the study area was 

studied.  For purpose of this study, the problems such as Charges are high, Minimum balance is 

high, Interest rates are high, Poor service, Inconvenient timing, Processing time is long, 

Accessibility problem, Staff negligence are chosen.  Henry Garrett ranking method was 

employed to ascertain the ranking of the problems.  The details are furnished in the following 

table no. 5.45. 

 

8.9 PROBLEMS FACED BY THE RESPONDENTS  

S.No. Problems  
Total 

Score  

Mean 

score  
Rank  

1. Charges are high 6860 54.0 III 

2. Minimum balance is high 6351 50.0 VII 

3. Interest rates are high 6737 53.0 V 

4. Poor service 7709 60.7 I 

5. Inconvenient timing 6685 52.6 VI 

6. Processing time is long 6825 53.7 IV 

7. Accessibility problem 5995 47.2 VIII 

8. Staff negligence 7575 59.6 II 
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It could be observed from the above table that the problem “Poor service” was ranked 

first by the respondents with a Garrett score of 7709 points.  It is followed by the problem of 

“Staff negligence” with the Garrett score of 7575 points. The problem “Charges are high” and 

“Processing time is long” was ranked in the third and fourth place with a Garrett score of 6860 

and 6825 points. The respondents faced the fifth and sixth problems are “Interest rates are high” 

and “Inconvenient timing” with the Garrett score of 6737 and 6685 points. The respondents 

faced the seventh and eighth problems “Minimum balance is high” and “Accessibility problem” 

with the Garrett score of 6351 and 5995 points.  From the analysis it is inferred that poor service 

and staff negligence are the prime issues highlighted by the respondents.  

 

8.d  MULTIPLE REGRESSION ANALYSIS 

 In order to measure the interdependence of independent factors and their level of 

satisfaction towards services, the results were subjected to multiple regression analysis.  The 

results of multiple regression analysis are shown in below table. 

 

8.10 MULTIPLE REGRESSION ANALYSIS 

 

Sl. 

No. 
Variables 

Un-standardized 

coefficients 

Standardized 

coefficients 
t Sig. 

B 
Std. 

Error 
Beta 

 (Constant) 1.091 0.120  9.086  

1 Age 0.097 0.024 0.119 4.029 1% 

2 Sex 0.073 0.033 0.100 2.243 5% 

3 Educational 

Qualification 
0.077 0.028 0.076 2.782 1% 

4 Business Channel 0.085 0.028 0.089 3.050 1% 

5 Annual Turnover 0.327 0.023 0.556 13.996 1% 

6 Business Experience -0.032 0.022 -0.060 -1.458 NS 
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7 Type of organization -0.070 0.027 -0.085 -2.592 1% 

8 Level of awareness -0.013 0.013 -0.029 -1.030 NS 

9 Period of using -0.066 0.054 -0.036 -1.222 NS 

 

R-Value 
R

2
 -

Value 

Degree of 

freedom – V1 

Degree of 

freedom – V2 
F Value Significance 

0.946 0.894 9 790 743.558 1% Level 

* Significant at 5% Level   ** Significant at 1% Level  

 

  Thus from the above analysis the following observation could be made. The level 

of satisfaction towards services offered by the nationalized banks is positively associated with 

their Age, Sex, Educational qualification, Business channel, Annual turnover, and Business 

experience, Type of organization and Level of awareness in the study area. 

 

 

8.e DISCRIMINANT FUNCTION ANALYSIS  

 

I. GROUP MEANS (BETWEEN LOW & HIGH USER GROUPS)  

S. 

No. 
Factor 

LOW HIGH TOTAL 

Mean SD Mean SD Mean SD 

1 Age 1.615 0.768 2.409 0.796 2.114 0.867 

2 Sex 2.462 0.877 2.091 0.868 2.229 0.877 

3 Educational Qualification 2.538 1.854 4.000 1.345 3.457 1.686 

4 Business Channel 2.538 0.877 1.864 0.889 2.114 0.932 

5 Annual Turnover 1.692 0.480 1.909 0.684 1.829 0.618 

6 Business Experience 1.846 0.689 1.864 0.351 1.857 0.494 

7 Type of organization 1.231 0.439 1.591 0.503 1.457 0.505 
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8 Level of awareness 3.615 0.768 4.000 0.816 3.857 0.810 

9 Period of using 1.462 0.519 1.773 0.429 1.657 0.482 

 

The overall step wise D.F.A. results after all significant discriminators have been 

included in the estimation of discriminated function is given in the following table. 

 

II. SUMMARY TABLE BETWEEN LOW USER AND 

HIGH USER GROUPS 

Step Variable entered 
Wilk’s 

lambda 
Minimum D

2
 Significance 

1. 
Age 

0.798 1.620 * 

2. 
Annual turnover  

0.693 1.742 * 

3. 
Business experience 

0.603 1.789 * 

*  Significant  at 1% level  

**  Significant at 5% level  

The summary table indicates that the variable age entered in step 1,  Annual turnover 

entered in step 2 and variable business experience entered in the step 3.  The variables age, 

occupation and Income are significant at 1% level. All the variables are significant 

discriminator’s based on their Wilk’s Lambda and D
2
 value. The multivariate aspect of the 

model is given in the following table.  

 

III. CANONICAL DISCRIMINANT FUNCTION  

(BETWEEN LOW USER AND HIGH USER GROUPS) 

Canonical correlation Wilks Lambda Chi-square D.F. Sig 

0.743 0.713 18.267 3 
Significant at 

1% level 
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 The canonical correlation is 0.743 when squared is 0.552 that is 55% of the variance in 

the discriminant group can be accounted for by this model, Wilk’s Lambda and chi-square value 

suggest that D.F. is significant at 5% level.  

The variables given above are identified finally by the D.F.A. as the eligible 

discriminating variables. Based on the selected variables the corresponding D.F. coefficients are 

calculated. They are given in the following table. 

 

IV. DISCRIMINANT FUNCTION COEFFICIENTS  

(BETWEEN LOW USER AND  HIGH USER GROUPS) 

Age 0.799 

Annual Turnover 0.381 

Business Experience -0.651 

Constant -1.832 

 

Z  = - 1.832 

  + 0.799 ( Age )  

  + 0.381 ( Annual turnover ) 

  -  0.651 ( Business experience ) 

 

V. RELATIVE DISCRIMINATING INDEX 

(BETWEEN LOW USER AND HIGH USER GROUPS) 

 
Group 1 

Mean X1 

Group 2 

Mean X2 

Unstandardized 

dic. Coeff. (kj) 

Ij = ABS (Kj) 

Mean 

(Xjo – x ji) 

Rj = Ij / 

sum 

Ij  j*100 

Age 1.615 2.409 0.794 0.395 75.19 
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Annual 

Turnover 
1.692 1.909 0.217 0.121 22.96 

Business 

Experience 
1.846 1.864 0.018 0.010 1.85 

Total 0.526 100.0 

 

 

VI. CLASSIFICATION RESULTS  

(BETWEEN LOW LEVEL AND HIGH LEVEL GROUP) 

Actual group No. of cases 
Predicted group membership 

Group I Group II 

Group I (Low level) 358 
247 

69.0% 

111 

31.0% 

Group 2 (High level) 442 
139 

31.4% 

303 

68.6% 

 

Percent of grouped cases correctly classified  :  74.1%.  

 

The above table gives the results of the reclassification.  The function, using the variables 

selected in the analysis classified 74.1% of the cases correctly in the respective groups.  

It is found from the Discriminate Function Analysis was applied to the respondents based 

on the low user and high user. The following factors significantly discriminate the two user 

groups. They are  

1. Age ( at 1% level)  

2. Annual turnover (at 1% level) 

3. Business experience (at 1% level) 
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9. SUMMARY OF FINDINGS, SUGGESTIONS AND CONCLUSION: 

9.1 FINDINGS  

From the analysis the researcher found the following findings :- 

 It’s find that above 40 years respondents have perceived the maximum level (58.6) of 

satisfaction in utilizing the bank services and chi-square are prescribed close relationship 

between age of respondents and level of satisfaction towards serviced offered by the 

bank. 

 Maximum level of satisfaction (87.9) is perceived by the male respondents for utilizing 

the banking services and chi-square also concluded close relationship between sex of 

respondents and level of satisfaction. 

 Mostly both wholesalers and retail business persons are highly satisfied (80.4) in utilizing 

banking services and chi-square are concluded that close relationship between business 

channel and  level of satisfaction  towards service offered by the nationalized banks. 

 Annual turnover range 21 – 30 are maximum level of satisfaction (71) in utilizing the 

banking services and chi- square is given the close relationship between annual turnover  

of the respondents and level of satisfaction towards services offered by the nationalized 

banks. 

 It informed that most of the respondents (28 %) are engaged in textile business and it is 

found that five to ten no. of employees are working in companies. 

 It identified that majority of respondents (5.9%) are aware about the nationalized banking 

service for ten to twenty years and it informs that most of the respondents (53.6%) are 

says that the bank maintaining its branch office at various places. It’s find that most of 

the respondents (58.7 %) are says bank have run maximum two branches. 

 It’s found that majority of the respondents (75.8%) opinioned that they can easily open a 

current account in the bank and it is found that most of the respondents (38.7%) are in 

opinion that they faced problem of need to produce more document while opening a 

current account in bank. 
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 It is found from the analysis that the facilities are “Safety and Security” and “Distance of 

bank from ground floor” occupied as top ranks and “Identification of processing of work” 

got last rank. 

 It could be identified from the analysis majority of the respondents are utilizing the 

services Cheque book facility and fast cheque clearance service. 

 It’s informed that the current account holders who preferred the nationalized banks by 

major reason and also get first two ranks are “Bank image” and “Nearness of them” 

 It’s clearly indicated that poor service and staff negligence are prime issues highlighted 

by the respondents and get first two ranks in problems faced by them. 

 The regression analysis stated that the level of satisfaction towards service offered by the 

bank is positively associated with their Age, sex, Educational qualification, Business 

channel, Annual turnover, Business experience, type of organization and Level of 

awareness mostly related in that area. 

 Discriminant function analysis classified the variables as 74.1% from the selected cases 

correctly in the respective groups.  It’s found from Discriminant function analysis applied 

to the respondents based on the low user and high user. The following factors 

significantly discriminate the two user groups. 

 Age (at 1% level) 

 Annual Turnover (at 1% level) 

 Business experience (at 1% level) 

 

9.2  SUGGESTIONS: 

 Bank will reduce the interest rate for Overdrafts facilities to their clients and it will be 

more helpful for business activities. 

 Nationalized banks reduces the interest rates in all loan for accessing the more clients and 

also more helpful to the customers. 
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 Bank will change the working timings for the satisfaction of the customers and the 

service of the bank is very helpful for them. 

 Nationalized banks introduced more schemes like pass sheets by mail, SMS services etc., 

and it will be more helpful for growth and competing the private banks. 

 Bank should allocate long service process in short form; this is more useful and also 

attracts the retaining customer in an easy manner. 

 Bank should provide more training to their employees for the purpose of customer 

relationship for retaining the customers. 

 It is recommended to the bank that they provide loan for current account holders with 

minimum formalities and it will increase the satisfactory level among the account 

holders.  

 All nationalized banks follow the same procedure in opening an account and all other 

services. 

 Bank will provide comfortable parking place to their customer and it will reach customer 

satisfaction in an effective manner. 

 Bank should change the suitable location in cities for saving the timing of the customers. 

 Bank should arrange meetings between staff members and customers in regular intervals 

and it will be more useful to collect their difficulties of customers and change the services 

of the bank in future. 

 Bank should update the recent technology, then only it can compete  the private and 

foreign bank in the modern globalization era 

 

9.3  CONCLUSION: 

Customers are the valuable asset for service organization particularly in banking sector, 

customer retention is a strategy to keep the bank on their customers through better services and 

to retain their revenue contribution, it will prevent the customers from their competitors. 

Customer retention is achieved only through effective services and schemes. This study state that 
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most of the customers are satisfied with bank image, safety and security procedures, cheque book 

facilities, staff negligence and processing time are the prime issues highlighted by customer is 

mostly dissatisfied and also lack of guidance about new schemes and services.   

In the global competitive era, most of the foreign bank and private banks introduce new 

innovative schemes and services for retaining their customer’s and also to attract new customers. 

So, nationalized bank must create the new retention strategies and new schemes and services for 

retaining their own customers, training programmes provide better service to their employees, 

nationalized bank are used advanced technologies for introduce new innovative strategy and 

techniques in their services to minimize the gap between staff’s and customers for providing 

better services to retain them. So, bank has to provide the services in an effective and efficient 

manner. The services of the bank will retrieve the customers to reach their highest peak of their 

goal.  
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