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ABSTRACT 

The economic performance of a country is measured in terms of its sectoral contribution. In recent 

times there has been a growing service sector worldwide and in the Indian context also this sector is gaining 

momentum in the various service industries that come under the ambit of service sector. In this regard, the 

contribution of financial sector is one among the highest. This indicates the growing demand for the services 

of banking and insurance sectors. This is due to the effect of the financial sector reforms which had resulted 

in the growing competition among the banks including public sector banks. In order to survive in the fierce 

competition faced by the domestic banks due to the entry of international players’ rapid innovation and 

introduction of new financial instruments, understanding enhancing customer’s needs and extensive use of 

information technology have become essential. However with the availability of similar technology among 

almost all the banks, it is felt that it is only through the provision of still better services to its customers, a 

bank can survive in the market. Customer service is a philosophy that affirms the professional commitment 

which believes in the ultimate satisfaction of customers’ wants. The above statement clearly indicates that 
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customer service is beyond spot transactions. Customers are not homogeneous in their behavioral pattern, 

attitude, needs and expectations. 
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Introduction 

Banking Sector in India has passed through different stages in tune with the economic and political 

policies of the successive governments. The banks were nationalized for providing the facility of easy 

finances aid to people with multifarious needs and demands. Accordingly, controlled mechanism started 

prevailing in the administration of banks, with more powers vested with the Government and Reserve Bank 

of India. This state of affairs along with the poor work culture of the employees, affected the delivery of 

expected services to the customers. The government started thinking on streamlining the functions of the 

banks to ensure the concept of financial inclusion under the new economic policy. The effect of 

globalization had a direct impact on the banking sector. It had to witness a paradigm shift and stunning 

revolution in its operation. Deregulation as a consequence of globalization concept led to disinvestment in 

public sector banks and entry of private sector banks both domestic and foreign.  

This is a new approach to the marketing of bank services. The emphasis here is on viewing the 

customer as a long term business relationship rather than confining attention to the particular transactions. 

Banks take on the role of all weather friends and establish a firm relationship so that the customers manage 

all their banking transactions with them. In relationship banking banks develop highly personalized 

relationships with the client group.  

The floodgate of economy was opened and the banking sector reforms became an urgent need since 

1991. The economic reforms marked the entry of private and foreign players with modern technology. It 

intensified the competitive ambience. “Technology-driven” products and services flooded the market. 

Economic and structural reforms on the basis of Narasimhan Committee Report brought a total change in 

the outlook of banking sector. ‘Anywhere Banking’ and ‘Any Time Banking’ got their entry into the 

functioning of banks. The usual patronage given to traditional banking gradually, made way for the entry of 

customized banking services like account opening, investment advisory services, photo credit cards, debit 

cards, Biometric, ATM, Smart Cards, Internet banking, tele-banking, EFT, NEFT, RTGS, Shared Payment 

Network System, digital payment system, tax advisory services, fixed deposits and bank assurance services. 
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Review  

Manuchehr Irandoust (2016)1 made a study titled, “Modelling Consumers' Demand for Organic 

Food Products: The Swedish Experience”, This paper attempts to examine a few factors characterizing 

consumer preferences and behavior towards organic food products in the south of Sweden using a 

proportional odds model which captures the natural ordering of dependent variables and any inherent 

nonlinearities. The findings show that consumer's choice for organic food depends on perceived benefits of 

organic food (environment, health, and quality) and consumer's perception and attitudes towards labelling 

system, message framing, and local origin. In addition, high willingness to pay and income level will 

increase the probability to buy organic food, while the cultural differences and socio-demographic 

characteristics have no effect on consumer behaviour and attitudes towards organic food products. Policy 

implications are offered. 

 

T. Mohanasoundari and A. Kalaivani (2016)2 in their study titled, “A Study on Consumers 

Preference towards Organic Products- in Tirupur District”, Organic is the one of the fastest growing 

agricultural markets due to consumer’s increased concern about their own health, the environment, and the 

reported crises and emergencies worldwide on food safety and environmental issues in recent decades. It has 

now became an alternative for an increasing number of consumers that are worried about the presence of 

chemicals residues and the negatives consequences on the environmental caused by chemical intensive 

production methods. To explore the potential market for customers, it is important to know how consumers 

relate issues of food quality and food system. The aim of this project is to educate in depth the behavioral 

process of customers with respect to organic food. 

  Tina Vukasovic (2015)3 made a study titled, “Attitudes towards organic fruits and 

vegetables”, Organic food market is very challenging in Europe and developing rapidly with different rates 

between western and eastern part. Consumers have raised great interest to healthy and tasty diet with high 

nutritional compounds, confidence in food safety, environmental and animal welfare concern and also 

sustainability. The objective of this paper is to gain knowledge about attitudes toward organic fruits and 

vegetables among European Union (EU) consumers. Results indicated that organic buyers tend to be 

younger and higher educated than those who do not buy them. In addition, consumers’ trust in the 

authenticity of the goods and price are also issues. According to the research results an important task for 

the producers will be to increase consumers’ knowledge of what an organic product is and how to 

                                                           
1 Manuchehr Irandoust, “Modelling Consumers' Demand for Organic Food Products: The Swedish Experience”, International 

Journal of Food and Agricultural Economics, Vol. 4, No. 3, 2016, pp. 77-89. 
2 T. Mohanasoundari and A. Kalaivani, “A Study on Consumers Preference Towards Organic Products- in Tirupur District”, JSR 

- International Journal of Scientific Research, Vol.5, No.3, 2016, pp.628-630. 
3 Tina Vukasovic, “Attitudes towards organic fruits and vegetables”, Agricultural Economics Review, Vol.16, No.1, 2015, pp.20-

34. 
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differentiate it in the marketplace. Along with knowledgeable and educated consumers, consumption could 

be raised on another level. 

Objectives 

1.  To study on customer’s preference and perception towards innovative financial services. 

2.  To study on preference and prospects of banking services 

3.  To analysis the factor motivating for using banking services. 

 Scope of the study  

This study is mainly concerned with the customer perception and preference towards innovation 

financial service Comparative Study on Public and Private Sector Banks in Palayamkottai. The researcher 

makes an attempt to study the socio- economic background of the customers in tirunelveli, the problems 

faced by financial service in commercial banks, identification of innovation financial services Comparative 

Study on Public and Private Sector Banks in Palayamkottai.  

Hypothesis of the Study  

Based on the objectives of the studies the following null Hypothesis was formed. 

 1. There is no significant relationship between the age of the respondents and their level of 

satisfaction. 

 2. There is no significant relationship between the educational qualification of the respondents and 

their level satisfaction. 

 

 

 Research Methodology 

 Designing suitable methodology and selection of analytical tool is important for a meaningful 

analysis of any research problems. This selection is denoted to the statement of the methodology, Date were 

collected from both primary data and secondary data were collected from the annual credit plan of the lead 

bank scheme, sampling procedure, Method of analysis and tools for a analysis. Sampling Design: There are 

10 banks, which include four public sector banks, four private sector banks and two other categories‟ of 

banks under lead bank scheme in Tirunelveli District. For the purpose of collecting primary data from the 

beneficiaries, The 150 beneficiaries are selected under convenient sampling method.  
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Sample design:  

The research has selected the convenience sampling methods. The researcher has chosen 150 

customers on innovation financial service in commercial banks were from the population as per the 

convenience of the researcher. 

SERVICE QUALITY GAP 

This section discusses the customers’ service quality gap measured for each of the service items under the 

five broad dimensions 

Service Quality Gap In All Sample Banks: 

Tangibility Dimension 

Tangibility dimension consists of the following factors: 

1. Printing passbook and statement of account 

2. Supportive to tax file 

3. Innovative Retail Banking services are cyber risk free. 

4. Save money as of no need to travel to branch 

5. Use of modern technology in services 

6. ATMs are conveniently located and provide fast service 

In the Table an attempt has been to discuss the perceived and desired levels of average scores and the 

resultant service quality gap of 150 respondents of the sample banks that arises in the case of the tangibility 

dimension. 

Service Quality Gap in the Banks: Tangibility Dimension 

Description of factor on Tangibility Perceived level Desired  level            Gap 

Score CV Score CV Score CV 

Nearness to Residence /office 13.62 -1.66 -129.3 13.62 -1.66 -129.3 

Friendliness of bank personnel 14.5 -2.3 -45.3 14.5 -2.3 -45.3 

Working place compulsion 15.2 2.03 -56.2 15.2 2.03 -56.2 

Convenience 15.6 1.02 -56.2 15.6 1.02 -56.2 

Rate of Return 4.6 5.03 -55.2 4.6 5.03 -55.2 

Good will of the bank 5.2 6.01 -25.3 5.2 6.01 -25.3 
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Source : Computed from Primary Data 

Table shows that in the case of the perceived level of service quality on tangibility dimension. 

“Printing passbook and statement of account, brochures and pamphlets” constituted the highest service of all 

the sample banks with a value of (4.20 The next highest tangible factor is “ATMs are conveniently located 

and provide fast service” which has a score of (4.1). It is followed by the “The banks atmosphere was very 

pleasant” (3.42), “Save money as of no need to travel to branch”(3.2), “Innovative Retail Banking services 

are cyber risk free” (3.6) and “Use of modern technology in services” (3.2).  

Service Quality Gap in Reliability Dimensions VS factors motivating  

1. To save time and energy 

2. To reduce transaction cost 

3. To protect environment 

4. Mandatory 

5. Convenient to use 

6. To reducing carbon foot print 

7. No Queue 

8. Better customer service 

9. More number of services 

10. Time restriction for transaction 

In Table it is attempted to discuss issues in the case of the perceived and desired levels of average score and 

the resultant service quality gap that arises in the case of the reliability dimension of the 100 respondents of 

all sample banks. 

Service Quality gap in the Banks: Reliability Dimension 

Service Quality Gap in the Banks: Reliability Dimensions 

Description of factor on 

Reliability 

Perceived  level Desired  level            Gap 

Score CV Score CV Score CV 

Nearness to Residence /office 4.61 13.62 -1.66 13.62 -1.66 -129.3 

Friendliness of bank personnel 2.13 14.5 -2.3 14.5 -2.3 -45.3 
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To protect environment 1.2 15.2 2.03 15.2 2.03 -56.2 

Convenience 11.2 15.6 1.02 15.6 1.02 -56.2 

Necessity 5.1 4.6 5.03 4.6 5.03 -55.2 

No Queue 2.3 5.2 6.01 5.2 6.01 -25.3 

Rate of Return 2.6 2.5 5.3 5.6 -9.6 -5.6 

Better customer service -1.66 13.62 -1.66 -129.3 -1.66 13.62 

More number of services -2.3 14.5 -2.3 -45.3 -2.3 14.5 

Good will of the bank 2.03 15.2 2.03 -56.2 2.03 15.2 

Source : Computed from Primary Data 

Table shows that in the case of the perceived level of service quality on tangibility dimension. “Take control 

of my finances at any time” constituted the highest service of all the sample banks with a value of (6.56). 

The next highest tangible factor is “Take control of my finances at any time” which has a score of (6.3). It is 

followed by the “No time restriction (3.42), “Control over transactions financial”(3.2), “Convenience in bill 

payment” (3.6) and “Developed privacy policy” (3.2). 

Service Quality Gap in All Banks: Responsiveness Dimension 

The perceived and desired levels of average score and the resultant service quality gap of all customers in 

the case of the responsiveness dimension of all the banks are shown in Table  

The responsiveness dimension consists of the following factors  

1. Complaints and queries are rectified without any delay 

2. Latest schemes, financial products and financial services are being informed to the customer 

3. Easy to access any information at anytime/anywhere 

4. Provides up-to-date information 

5. Website updated regularly 

6. Fast transaction service 

7. Bank shows promptness in feedbacks about inquiry 

8. Proper action in case of wrong online transaction and customer inquiry 

9. Delivers emails to their customers on regular basis about new updates and related service 
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Service Quality Gap in Banks: Responsiveness Dimension  

Description of factor on Responsiveness Perceived  

level 

Desired  level            Gap 

Score CV Score CV Score CV 

To save time and energy 6.61 -

129.3 

-4.66 13.62 -1.66 13.62 

To reduce transaction cost 1.13 -45.3 -1.3 14.5 -2.3 14.5 

To protect environment 2.2 -56.2 103 15.2 2.03 15.2 

Mandatory 3.2 -56.2 1.02 15.6 1.02 15.6 

To reducing carbon foot print 3.1 -55.2 2.03 4.6 5.03 4.6 

No Queue 3.3 -25.3 5.01 5.2 6.01 5.2 

Convenient to use 5.6 -5.6 3.3 5.6 -9.6 5.6 

Better customer service -1.66 13.62 -1.66 -

129.3 

-1.66 -129.3 

More number of services -1.3 14.5 -2.3 -45.3 -2.3 -45.3 

 

Table shows that in the case of the perceived level of service quality on tangibility dimension. 

“Complaints and queries are rectified without any delay” constituted the highest service of all the sample 

banks with a value of (6.62). The next highest tangible factor is “Latest schemes, financial” which has a 

score of (3.3). It is followed by the “Proper action in case of wrong online transaction and customer inquiry 

(5.6), “Delivers emails to their customers on regular basis about new updates and related service”(-1.3). 

Service Quality Gap for All Dimensions 

The customers’ service quality gap between their perceived and desired levels of satisfaction of 

public sector banks in the area can be seen vide table 

Service Quality Gap for All Dimensions  

S.No Dimension  Total 

Score 

Average Standard Coefficientof Variation 

1  

2  

3  

4 

 5 

Tangibility 

Reliability 

Responsiveness 

Empathy 

Assurance 

8.76  

7.91 10.59 

11.02 

10.18 

5.49 

 5.00  

5.18  

7.10 

 6.27 

62.67  

63.21  

48.91  

64.43  

61.59 

62.67  

63.21  

48.91  

64.43  

61.59 

Source: Computed from primary data 
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Table shows a dimension wise analysis and indicates that the highest average among all dimensions 

was found in the case of empathy with a score of 11.02.The next highest average was found in the case of 

responsiveness with 10.59.This was being followed by assurance with a score of 10.18. Financial aspect 

took up the last position with a score of 7.91 and tangibility with a score of 8.76. 

An analysis of the standard deviation indicates that the highest among all dimensions was found in 

the case of empathy with 7.10.The next highest standard deviation was observed in the case of assurance 

with 6.27 followed by tangibility factor 5.49. The lowest standard deviation among all dimensions was 

found in the case of reliability aspect with 5.00 followed by responsiveness factor with 5.18. 

An analysis of coefficient of variation of the dimension indicates that the highest variation among all 

dimensions was found in the case of empathy factor with 64.43 percent. This was followed by the reliability 

dimension with 63.21 per cent. Responsiveness aspect had the least variance of 48.91 per cent and 

proceeded by tangibility with 62.67 per cent. 

FINDINGS: 

  1. Reliability dimension entails consistency of overall performance and dependability. For this 

reason, it is able to be said that service providers honour their promises. Specifically, this involves accuracy 

in billing and resolving the complaints within the designated time. Of the five aspects, customer feedback 

has revealed that the largest gap exists in ‘providing services as per the committed timeframe as is evident 

from the highest mean difference value of -1.80. 

2. Assurance is the freedom from any risk and doubts, also service providers are expected to be the 

experts of the services they deliver, which involves customer faith over correct usage charges, 

confidentiality of the call details, profile and documents and availability of updated information with the 

customer service staff. For assurance, the major gaps perceived by the customers exists in ‘Customer service 

gets support from organizations -1.30’, ‘Customer service staff can be trusted -0.59’, ‘Customer feel secured 

while dealing -0. 

 3. The important factors motivating for using banking services among the male customers are more 

number of services and to protect environment and their respective mean scores are 4.3331 and 4.3111 and 

among the female customers, to protect environment and more number of services and their respective mean 

scores are 4.3333 and 4.2333  

4. The important factors motivating for using green banking services among the customers who are 

in the age group of below 25 years are to protect environement and mandatory and their respective mean 

scores are 4.4400 and 4.2800, among the customers who are in the age group of 25-35 years, to reduce 

transaction cost and more number of services and their respective mean scores are 4.2923 and 4.2769. The 
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important factors motivating for using green banking services among the customers who are in the age 

group of 35-45 years are to protect environment and more number of services and their respective mean 

scores are 4.2889 and 4.2667, among the customers in the age group of 45-55 years, to protect environment 

and more number of services and their respective mean scores are 4.3000 and 4.3000 and customers who are 

in the age group of above 55 years are to protect environment and more number of services and their 

respective mean scores are 4.8000 and 4.8000. 

CONCLUSION: 

Persistently weak economic condition in the global and domestic markets have perhaps been the 

single most important reason for moderate growth in recent times rather than availability of finance should 

not be a constraint considering India‟s‟ attractive as a major investment destination for global investor 

community. They should visits each branch of the participating bank, at least once in a month; during his 

visits he should guide the branch manager in removing bottlenecks and The Bank officials should consider 

the power of the repayment of the beneficiaries before sanctioning the loan. 
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