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Abstract:Financial institutions like banks offered services to those who required them. There was little competition amongst 

banks, limited advertising by them, and little differentiation in the services offered by them. Technology has affected all areas of 

our lives. Fintech companies have changed the way people pay money. Expectations of modern consumers are changing. ATM 

machines dispensing cash, convenience of 24 hours access to banking services online have changed the way people bank. The 

entry of new banks and app driven mobile wallets will have a significant impact on the Indian Banking sector. This exploratory 

paper aims to study the services offered by banks and the ones most utilized by their customers. The unit of study was small and 

medium business enterprises availing the services of banks and a sample of 188 such respondents were surveyed in Mumbai and 

Thane areas through a questionnaire. Descriptive statistics followed by cross tabulation were studied to understand the variables. 

Banks have to change to adapt to the changing market needs. Banks will have to focus on sales and marketing to upsell and cross 

sell to existing customers as well as acquire new customers. 

 

Keywords:  Banking, financial services 

 

 

I. INTRODUCTION 

 

Banks are industry incumbents being challenged by the Fintech (financial technology) companies. The impact of the digital 

revolution has the capacity to drastically change the role of banks. Financial institutions like banks offered services to those who 

required them. There was little competition amongst banks, limited advertising by them, and little differentiation in the services 

offered by them. Technology has affected all areas of our lives. Fintech companies have changed the way people pay money. 

Expectations of modern consumers are changing. ATM machines dispensing cash, convenience of 24 hours access to banking 

services online have changed the way people bank. The entry of new banks and app driven mobile wallets will have a significant 

impact on the Indian Banking sector. This exploratory paper aims to study the services offered by banks and the ones most 

utilized by their customers to glean potential insights which help understanding and serve customers better. 

 

II. REVIEW OF LITERATURE 

 

Research studies have been conducted on how the banking system has grown in India. Banks are facing the challenges of 

changing customer needs , new regulations and creating more technological innovations for customers of banks (Anbalagan.G 

2017). Banks are facing both deregulation and the emergence of new forms of technology which has created highly competitive 

market conditions affecting consumer behaviour. Banks therefore must attempt to better understand their customers not only to 

anticipate but also to influence and determine consumer buying behaviour (Beckett. A et al., 2000). It is not feasible to tailor the 

services of retail banking customers to the preferences of each customer due to the costs and time involved. Segmentation helps to 

identify homogenous customer groups to achieve a better segmentation for an effective bank marketing strategy (Machauer. A et 

al., 2001). 

 

III. METHODOLOGY 

 

The unit of study was small and medium business enterprises availing the services of banks and a sample of 188 such 

respondents were surveyed in Mumbai and Thane areas through a questionnaire. Descriptive statistics followed by cross 

tabulation were studied to understand the variables. 

 

IV. FINDINGS AND DISCUSSION  

 

4.1 Location 

The locations broadly were spread across Mumbai and Thane. Within these cities in Mumbai the largest concentration was in 

Masjid area (18.6%) and in Thane main city (30.9%) (See Table 4.1.1) 
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4.2 Type of Business 

The survey was conducted across micro, small, medium, large enterprises and exporters & importers too. Small enterprises 

constituted the largest chunk (44.7%) (See Table 4.2) 

 

4.2.1 Crosstabulation 

Type of Business By Locationof interest to note is that all the importers surveyed are concentrated in Mumbai and all the large 

enterprises are located in Thane area (See Table 4.2.1).   

http://www.jetir.org/


© 2018 JETIR December 2018, Volume 5, Issue 12                                 www.jetir.org (ISSN-2349-5162) 

 

JETIRP006031 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 113 
 

 

4.3 Primary and Second Accounts 

State Bank of India (SBI) leads in the number of enterprises having a primary account (16.5%) and those having a second 

account (13.3%). This is followed by Axis bank. Those enterprises which do not have any second bank account stand at a 

substantial number (60.1%) (See Table 4.3 &4.3.1) 
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4.4.1 Crosstabulation 

Primary Account By Type of Business By Location of Business - MumbaiBank of Baroda leads in the overall number of 

primary accounts businesses have in Mumbai (15%). Medium enterprises constitute the largest (22.2%) amongst these followed 

by Micro enterprises (18.2%). Kotak bank (11%) is next after Bank of Baroda and is followed by Bank of India (10%) and State 

Bank of India (10%). All large enterprises surveyed were in the Thane region (See Table 4.4 a). 

 

 
 

 

 

 

4.4.2 Crosstabulation 

Primary Account By Type of Business By Location of Business - ThaneState Bank of India leads in the Thane (23.9%) with 

ICICI bank (17%) and Axis (14.8%) in terms of the primary accounts held of businesses (See Table 4.4 b). 
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4.5 Services Most Availed By Businesses 

Net banking services (85.1%), Mobile banking service (74.5%), Domestic trade services (60.6%), followed by Bill collection 

(40.4%) are most used by businesses (See Table 4.5). 

 

 
 

4.5.1 Crosstabulation 

Location By Broad Categories of Services Availed / Not Availed Of the services most availed by businesses net banking, 

mobile banking, domestic trade and bill collection are used more by businesses located in Thane. Bank guarantee, letters of credit, 

home banking, export and import services are used more by businesses located in Mumbai (See Table 4.5.1). 
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4.6 Grading of Specific Services Offered By Banks 

Respondents were asked to identify Three Important services and of those One Most Important to them. To each choice 

offered to the question, the answer can be: A. Not Considered as Advantageous (0) B. Ticked as Advantage (1) C Ticked as 

Among the Three Important (2) and D. Ticked as the Most Important (3). To each question, any choice offered stood to gain a 

minimum of ‘0’and the maximum of ‘3’ from each respondent. If all respondents would have treated any one choice as the most 

important, that choice stood to score maximum score of Number of Valid responses X 3. Thus whatever score the choices offered 

got was divided by the maximum score for that question to arrive at percentage score. Debit cards (58.16%), Credit cards 

(41.13%), and Loans (39.01%) received the highest scores and are the specific services important to customers. Fintech (financial 

technology) companies have introduced new innovative digital technologies in the area of payments such as mobile wallets. The 

Government of India is also encouraging digital payments in lieu of cash. The demonetization exercise of the government has 

accelerated the pace of digital payments. Another threat to traditional banks is the payment banks allowed by the Reserve Bank of 

India (RBI) in operation since 2015. These banks can accept a restricted deposit uptoRs One lakh with both current and savings 

accounts being operated through these. Payments banks also offer services such as ATM cards, debit cards, net banking and 

mobile banking. Such new payment avenues create competition for banks that will have to transition from traditional to digital in 

order to stay ahead of the curve (See Table 4.6). 
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4.7 Crosstabulation 

Location By Top Five Important Specific Services Taking a granular view, Debit card (45.5%), Credit card (31.8%) and Loan 

services (13.6%) are most important to businesses located in Thane. Real Time Gross Settlement (RTGS) is the most important 

service to businesses located in Mumbai (See Table 4.7). 
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4.8 Crosstabulation 

Dedicated Relationship Manager By Level of Satisfaction By Location of Business In Mumbai a substantial number (19.7%) 

are neither satisfied nor dissatisfied with the dedicated relationship manager they have. This is a cause of concern considering the 

cost of providing such managers (See Table 4.8). 

 

 
 

Banks are digitizing especially with a focus on mass market retail banking. Commercial banking where customers deal with 

relationship managers are also amenable to digitization. According to Siam Commercial Bank SCB’s Head of New Business and 

Operating Models, Vish Jain 'about 70% of digital investments are going into retail which makes sense given the size of the retail 

customer base and the high cost of physical channels like branches and ATMs. Less attention has been paid to digitizing 

businesses that use relationship managers. There is an almost religious belief in the power of relationships and therefore, less 

belief in technology. Relationship Managers spend most of their time, and generate most of their profits, from 20% of their 

clients. While these clients get great advice, the other 80% are often neglected'.  

 

Because Relationship Managers expertise varies it results in customers receiving variable quality of advice. Digital can help 

ensure consistent engagement and a high quality of advice for all the bank’s commercial clients. As this study also shows that 

banks have different types of commercial banking clients ranging from small to large enterprises and who have varying needs 

digital processes can be used to serve them more effectively. 

 

4.9 Digital Banking  

 

Digital Banking as stated by Federation of Indian Chambers of Commerce and Industry (FICCI), may be viewed as adoption 

of various existing and emerging technologies by the banks, in concert with associated changes in internal operations as well as 

external relationships for providing superior customer services and experiences effectively and efficiently. Digitization of account 

opening, on boarding customers, value added content and functionalities such as digital document safekeeping, access to financial 

news, digital investing, personalized digital alerts, digital savings tools, online chat, and social media banking, the ability for the 

customer to design their own digital banking app (font sizes and accessibility of certain functions) improve customer 

convenience. Enhanced security, easy funds access, protection of identity from hacking, and reducing cyber security risks are all 

essential. 

 

V. MANAGERIAL IMPLICATIONS AND FURTHER RESEARCH 

 

Banks need to appraise the number and size of branches, their investments in digital technologies, train their workforce, 

segment customers better, and also be aware of security and technology challenges they face. Further research is required into 

how banks can take banking to the larger number of unbanked in the country to achieve financial inclusion for all.  
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VI. CONCLUSION 

 

The nontraditional entrants to the banking universe, such as financial technology companies that are competing with banks in 

the delivery of financial services are shaking up the banking industry. Banks need to disrupt their own business models and 

change. 
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