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 Financial sector is getting more importance in the present scenario. The 
financial institutions are growing at a larger pace. This has its impact on the banking 
sector as well. So the banks are in need to gain the confidence of customers to grow 
and retain them. The study focuses on analysing the influence of socio demographic 
variables on customer confidence and overall quality of the services of the bank. It 
concludes that gender has no impact on gaining the customer confidence but the other 
variables of the study has significant influence on attaining customer confidence and 
overall service quality. 
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Introduction 

One of the areas of the economy that has received much attention in recent 
times is the financial sector. Within the broad ambit of the financial sector, it is the 
banking sector that has been the focus of academia and policymakers alike. With 
concerns about financial stability coming to the forefront, it is being increasingly 
realized that promoting healthy financial institutions, especially banks, is a crucial 
prerequisite for rapid and inclusive growth. In the last few years, banking as a 
function, has come full circle. With the current change in the functional orientation of 
banks, the entire purpose of banking has been redefined. Therefore, not surprisingly, 
the banking sector in India is passing through challenging yet exciting times. A major 
challenge in banking is attracting customers and retaining them. A large number of 
research papers have identified customer satisfaction as an indispensable and essential 
action for customer loyalty, retention, behavioral intention, market share and 
profitability.  

Review of literature 

MohaAsri Abdullah et al. (2014) examined the determinants of retail bank 
customer satisfaction in New Zealand through the survey of their perception about the 
banks service quality. The five dimensions of service quality were initially analyzed 
in relation to customer satisfaction using the structural equation modeling technique 
but three were eventually used. The three factors specified to determine customer 
satisfaction in retail banking were found to be both practically and statistically 
significant. The implication is that the core, the enabling and the relational aspect of 
service quality must be taken care of by the banks to satisfy their customers in order 
to retain their loyalty. Dr. Jyoti Agarwal (2012) analyzed clearly shows that there 
exists wide perceptual difference among Indian (public sector) banks regarding 
overall service quality with their respective customers, when compared to Private 
sector banks. Whereas the said perceptual difference in private banks is narrow.  

Abstract 
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Dr.Snehalkumar H. Mistry (2013) found that a customer gives highest 
impotence to reliability dimension. Within that reliability dimension they give more 
focus on how banks fulfill their promise and how they show interest to do work. It 
also found that a customer gives second importance to responsiveness of bank 
employees. This provides evidence that the SERQUAL dimensions are useful tool to 
predict over all service performance of banks. Jayaraman Munusamy (2010) focused 
on the measurement of customer satisfaction through delivery of service quality in the 
banking sector in Malaysia. Mohammed Belal Uddin and Bilkis Akhter (2012) 
observed that they also have indirect influence on customer satisfaction through 
perceive value, i.e. perceived value has mediating role between quality, charge 
fairness and satisfaction. Bank managers are recommended to formulate operations 
and marketing strategies that focus on desires of customers to enhance level of 
satisfaction. 

Mubbsher Munawar Khan and Mariam Fasih (2014) found that service quality 
and all its dimensions have significant and positive association with customer 
satisfaction and customer loyalty. Anber Abraheem Shlash Mohammad and 
ShireenYaseen Mohammad Alhamadani (2011) found that service quality is an 
important antecedent of customer satisfaction. Fatemeh Bozorgi Gerdevishe et al. 
(2013) found that there is significant relationship between quality services and 
customer satisfaction. Santhi Appannanet al. (2013) reveal that the service quality 
dimension (independent variables) of attentive, flexibility, communication, 
friendliness and responsiveness are positively and significantly influencing the 
dependent variables (customer’s perception). Ghalib Sanjuq (2014) shows that, in the 
retail banking sector, the servqual model remains an effective way of measuring 
customer satisfaction. Because customer value is an asset to organizations, 
organizations must ensure that they provide the right products and services, supported 
by the right promotion, at the right time for their customers. 
Objectives of the Study 

1) To analyse the customer satisfaction about assurance given by the bank 
employees to the customers. 

2) To explore the customers views on the empathy of the bank employees on 
customers. 

3) To find out the customers’ perception on overall service quality of the bank. 
Hypotheses of the Study  

Based on the objectives the following hypotheses are formulated.    
1) Socio-demographic variables don’t have significant influence on the assurance 

of the bank employees to the customers. 
2) Socio-demographic variables don’t have significant influence on the empathy 

of the bank employees towards the customers. 
3) Socio-demographic variables don’t have significant influence on customer’s 

perception of the overall service quality of the bank. 
Research Methodology 
 The present study is an empirical one which is based on primary and 
secondary data. In pursuance of the research objectives and the hypotheses, the 
following methodology was adopted for conducting the study. The objectives will be 
achieved through collection and analysis of primary data. The questionnaire has been 
finalised after conducting pilot study among the customers and the bank officials of 
public sector banks.  

The questionnaire contains different statements which relates to customer 
satisfaction mainly focussing on assurance, empathy and the overallservice quality of 
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the bank towards customers. Five-point Likert scales were used to examine the 
opinions of bank managers as well as its customers. 

The secondary data has been collected from various studies, journals and 
publications. The other information has been drained form district chief planning 
officer – West Godavari district, Bank Quest - the Journal of Indian institute of 
Banking & Finance, Magazines in the area of banking. The researcher has been 
collected RBI speeches, reports and occasional papers. The author also visited various 
university libraries to collect the secondary data. 
Sample Design 

Proportionate stratified sample method is used for the present study. Sample 
consists’ total 132 bank managers and 660 customers from total 16 public sector 
banks in West Godavari district. The bank branches are selected based on the each 
bank branch proportion to the total bank branches.  From the selected sample bank 
branches 5 customers taken from each branch for this study. 
Method of analysis 

The data has been analysedfor the present study with paramount care to attain 
accurate results. The data has been collected from various respondents which entered 
in to the computer by using IBM-SPSS 17.0 software. The primary data was tabulated 
and frequencies were interpreted.  

Customer opinions are ascertained on a five point scale.  Each option is 
assigned weights at the rate of five to ‘Strongly Agree’, four to ‘Agree’, three to 
‘Neutral’, two to ‘Disagree’and one to ‘Strongly Disagree’. By following this 
procedure total score and mean score are calculated to analyse the opinions of 
customers on different statements of customer satisfaction. 
Testing of Hypothesis: 

To test the formulated hypothesis t-test is used. The calculated value is 
compared with the table value at five per cent level of significance and the inferences 
were drawn. 

Table – 1: Respondents opinion on different statements 
S. 

No. 
Statement SD D N A SA 

Mean 
Score 

A. Assurance 

1 
The employees instil confidence in 
customers  

73 
(11.06) 

92 
(13.94) 

140 
(21.21) 

236 
(35.76) 

119 
(18.03) 

3.36 

2 
Customers feel safe in transactions 
with the bank  

67 
(10.15) 

86 
(13.03) 

152 
(23.03) 

238 
(36.06) 

117 
(17.73) 

3.38 

3 
The employees are consistently 
courteous with customers  

79 
(11.97) 

94 
(14.24) 

137 
(20.76) 

217 
(32.88) 

133 
(20.15) 

3.35 

4 
The employees have knowledge to 
answer customers’ questions  

59 
(8.94) 

86 
(13.03) 

158 
(23.94) 

231 
(35.00) 

126 
(19.09) 

3.42 

B. Empathy 

5 
The bank employees pays customers 
individual attention  

86 
(13.03) 

112 
(16.97) 

158 
(23.94) 

195 
(29.55) 

109 
(16.52) 

3.20 

6 
The bank has customers’ best 
interest at heart  

79 
(11.97) 

106 
(16.06) 

152 
(23.03) 

198 
(30.00) 

125 
(18.94) 

3.28 

7 
The employees understand 
customers specific needs  

62 
(9.39) 

103 
(15.61) 

129 
(19.55) 

221 
(33.48) 

145 
(21.97) 

3.43 

8 
My bank provider has operating 
hours and location convenient to all 
its customers  

53 
(8.03) 

86 
(13.03) 

125 
(18.94) 

238 
(36.06) 

158 
(23.94) 

3.55 

9 
The employees give off their 
personal attention  

79 
(11.97) 

108 
(16.36) 

127 
(19.24) 

203 
(30.76) 

143 
(21.67) 

3.34 

C. Customer Perception on Overall Service Quality 



Online International Interdisciplinary Research Journal, {Bi-Monthly}, ISSN 2249-9598, Volume-V, Issue-I, Jan-Feb 2015 Issue 

 
w w w . o i i r j . o r g                      I S S N  2 2 4 9 - 9 5 9 8  Page 196 

10 
My bank always delivers excellent 
overall service  

59 
(8.94) 

92 
(13.94) 

95 
(14.39) 

255 
(38.64) 

159 
(24.09) 

3.55 

11 
The services offered by my bank are 
of high quality  

73 
(11.06) 

86 
(13.03) 

106 
(16.06) 

257 
(38.94) 

138 
(20.91) 

3.46 

12 
My bank delivers superior service in 
every way  

73 
(11.06) 

93 
(14.09) 

102 
(15.45) 

261 
(39.55) 

131 
(19.85) 

3.43 

Source: Survey 
Note: Figures in the brackets indicate percentage to total 

Table-1 portrays the options given by the respondents on different statements 
to ascertain the satisfaction on the services provided by the banks. It can be observed 
from the analysis that the mean score for all the statements lies between 3.2 and 3.6. 
The mean score is comparatively higher for Customer Perceived Overall Service 
Quality followed by the assurance and empathy the employees. This indicates that the 
respondents are more satisfied with the Customer Perceived Overall Service Quality 
than the assurance and empathy. 
Hypothesis: 1 

Socio-demographic variables are not significantly influence the assurance of 
the bank employees towards the customers. 
Table – 2: Mean scores of Assurance, SDs obtained by the beneficiaries 
belonging to different groups and their respective t/F values 
Sl. 
No. 

Variable Group N Mean Standard 
Deviation 

‘t / F’-
Value 

1 Gender 
Male 475 13.61 4.84 

0.864 
Female 185 13.25 5.02 

2 Religion 

Hindu 383 13.12 5.01 

2.498 
Muslim 106 13.66 4.97 
Christian 99 14.49 4.28 
Any other 72 14.04 4.71 

3 Caste 

SC 108 13.40 4.38 

20.741** 
ST 40 9.53 5.26 
BC 244 14.41 4.89 
OC 256 13.73 4.43 
Any other 12 4.75 1.54 

4 Marital Status 

Married 462 13.47 4.94 

2.771* 
Unmarried 112 14.38 4.16 
Widow 40 13.10 5.41 
Widower 33 11.30 5.43 
Divorced 13 14.31 4.53 

5 Age 

Below 20 46 15.63 5.06 

5.151** 
21-30 191 13.61 5.05 
31-40 251 12.67 5.00 
41-50 119 14.40 4.09 
50 Above 53 13.30 4.50 

6 
Educational 
Qualification 

Illiterate 38 15.58 5.72 

4.604** 
Below 10th 103 13.04 3.13 

10th / SSC 138 14.11 4.83 
Intermediate 145 13.54 5.13 
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Graduation 119 14.05 4.64 
P G 98 11.58 5.69 
Other 19 14.00 3.59 

7 Occupation 

Farmer 251 15.32 3.52 

36.971** 
Employee 145 12.57 4.48 
Professional 125 14.66 4.84 
Student 99 9.32 5.71 
Other 40 12.40 4.38 

8 Income-Group 

Below 5000 277 14.08 4.82 

7.547** 
5001-10000 238 13.76 4.95 
10001-15000 66 13.48 4.62 
15001-20000 53 10.47 4.71 
Above 20000 26 11.54 3.46 

 
Table-2 provides the information related to the assurance of the bank 

employees.The t-value for gender category is 0.864, which is not significant at 0.05 
level. It highlights that there is no significant difference of opinion on assurance of 
bank employees with respect to Gender. 

The F-value for religion category is 2.498, which is not significant at 0.05 
level. It can be observed that there is no significant difference of opinionon the 
assurance of the bank employees among different religions. The F-value for caste 
category is 20.741, which is significant at 0.01 level. It can be noted that there is a 
significant difference of opinion on the assurance of the bank employees based on the 
caste category.  

The F-value for marital status category is 2.771, which is significant at 0.05 
level. It can be concluded that there is a significant difference of opinion on the 
assurance of the bank employees based on the marital status of the respondents. The 
F-value for age-group category is 5.151, which is significant at 0.01 level. It can be 
observed that there is a significant difference of opinionamong various age-groups of 
respondents. 

The F-value for educational qualification category is 4.604, which is 
significant at 0.01 level. It indicates that there is a significant difference of opinion 
among respondents based on level of education. The F-value for occupation category 
is 36.971, which is significant at 0.01 level. It indicates that there is a significant 
difference of opinion on the assurance of the bank employeesamong respondents with 
regard to their occupation.The F-value for income category is 7.547, which is 
significant at 0.01 level. It indicates that there is a significant difference of opinion on 
the assurance of the bank employees among respondents with regard to income group. 
Hypothesis: 2 

Socio-demographic variables are not significantly influence the empathy of 
the bank employees on customers. 
Table – 3: Mean scores of Empathy, SDs obtained by the beneficiaries belonging 
to different groups and their respective t/F values 
Sl. 
No. Variable  Group N Mean 

Standard 
Deviation 

‘t / F’-
Value 

1 Gender  
Male  475 16.89 6.13 

0.661 
Female  185 16.54 6.40 

2 Religion  Hindu 383 16.27 6.32 2.715* 
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Muslim 106 17.01 6.41 
Christian 99 18.09 5.48 
Any other 72 17.47 6.01 

3 Caste  

SC 108 16.79 5.60 

20.044** 
ST 40 11.85 6.72 
BC 244 18.02 6.22 
OC 256 16.90 5.62 
Any other 12 5.92 1.78 

4 Marital Status  

Married 462 16.77 6.25 

3.034* 
Unmarried 112 17.81 5.36 
Widow 40 16.28 6.80 
Widower 33 13.73 6.88 
Divorced 13 18.15 5.98 

5 Age  

Below 20 46 19.76 6.58 

6.343** 
21-30 191 16.96 6.34 
31-40 251 15.67 6.37 
41-50 119 18.06 5.13 
50 Above 53 16.04 5.52 

6 
Educational 
Qualification  

Illiterate 38 19.53 7.17 

4.395** 

Below 10th 103 15.93 3.79 
10th / SSC 138 17.41 5.96 
Intermediate 145 16.82 6.53 
Graduation 119 17.66 6.07 
P G 98 14.58 7.34 
Other 19 17.21 5.06 

7 Occupation  

Farmer 251 19.10 4.47 

35.467** 
Employee 145 15.38 5.79 
Professional 125 18.08 6.09 
Student 99 11.60 7.12 
Other 40 16.25 6.13 

8. Income -Group 

Below 5000 277 17.56 6.03 

8.287** 
5001-10000 238 16.99 6.33 
10001-15000 66 17.09 6.02 
15001-20000 53 12.70 5.87 
Above 20000 26 14.35 4.32 

Table-3 provides the information related to the empathy of the bank 
employees on customers.The t-value for gender category is 0.661, which is not 
significant at 0.05 level. It can be observed that there is no significant difference with 
respect to Gender in the opinion on the empathy of the bank employees on customers. 

The F-value for religion category is 2.715, which is significant at 0.05 level. It 
highlights that there is a significant difference of opinion on the empathy of the bank 
employees towards customers based on religion. The F-value for caste category is 
20.044, which is significant at 0.01 level. It can be noted that there is a significant 
difference of opinion on the empathy of the bank employees based on caste category. 

The F-value for marital status category is 3.034, which is significant at 0.05 
level. It indicates that there is a significant difference of opinion on the empathy of the 
bank employees based on marital status.The F-value for age-group category is 6.343, 
which is significant at 0.01 level. It indicates that there is a significant difference of 
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opinion on the empathy of the bank employees based on age-group of the 
respondents.  

The F-value for educational qualification category is 4.395, which is 
significant at 0.01 level. It indicates that there is a significant difference of opinion on 
the empathy of the bank employees based on the educational qualification of the 
respondents. The F-value for occupation category is 35.467, which is significant at 
0.01 level. It indicates that there is a significant difference of opinionon the empathy 
of the bank employees among respondents with respect to their occupation.The F-
value for income group category is found to be 8.287, which is significant at 0.01 
level. It highlights that there is a significant difference of opinion on empathy of the 
bank employees among respondents with regard to their income. 
Hypothesis: 3 

Socio-demographic variables does not significantly influence the overall 
service quality of the bank towards customers. 
Table – 4: Mean scores of Customer Perceived Overall Service Quality, SDs 
obtained by the beneficiaries belonging to different groups and their respective 
t/F values 
Sl. 
No. 

Variable  Group N Mean  Standard 
Deviation 

‘t / F’-
Value 

1 Gender  
Male  475 10.50 3.70 

0.712 
Female  185 10.27 3.85 

2 Religion  

Hindu 383 10.11 3.83 

2.92* 
Muslim 106 10.55 3.80 
Christian 99 11.25 3.28 
Any other 72 10.88 3.60 

3 Caste  

SC 108 10.52 3.40 

21.815** 
ST 40 7.23 4.06 
BC 244 11.07 3.73 
OC 256 10.63 3.34 
Any other 12 3.58 1.16 

4 Marital Status  

Married 462 10.41 3.75 

3.19* 
Unmarried 112 11.15 3.13 
Widow 40 10.05 4.27 
Widower 33 8.64 4.29 
Divorced 13 11.08 3.75 

5 Age  

Below 20 46 12.20 3.90 

5.113** 
21-30 191 10.46 3.85 
31-40 251 9.84 3.82 
41-50 119 11.06 3.16 
50 Above 53 10.23 3.41 

6 
Educational 
Qualification  

Illiterate 38 11.74 4.30 

4.388** 

Below 10th 103 10.03 2.54 
10th / SSC 138 10.70 3.59 
Intermediate 145 10.48 3.89 
Graduation 119 11.07 3.59 
P G 98 8.99 4.45 
Other 19 11.26 2.64 

7 Occupation  
Farmer 251 11.86 2.56 

42.354** 
Employee 145 9.75 3.46 
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Professional 125 11.35 3.57 
Student 99 6.98 4.33 
Other 40 9.65 3.71 

8. Income- Group 

Below 5000 277 10.82 3.64 

8.924** 
5001-10000 238 10.69 3.76 
10001-15000 66 10.62 3.77 
15001-20000 53 7.92 3.49 
Above 20000 26 8.65 2.59 

Table-4 provides the information related to the customer perceived overall 
service quality.The t-value for gender category is 0.712, which is not significant at 
0.05 level. This shows that there is no significant difference of perception on overall 
service quality with respect to Gender. 

The F-value for religion category is 2.92, which is significant at 0.05 level. It 
indicates that there is a significant difference of perception on overall service quality 
based on religion. The F-value for caste category is 21.815, which is significant at 
0.01 level. It can be concludedthat there is a significant difference of perception 
among the respondents based on caste. 

The F-value for marital status category is 3.19, which is significant at 0.05 
level. It highlights that there is a significant difference of perception on overall service 
qualityamong the respondents based on marital status. The F-value for age-group 
category is 5.113, which is significant at 0.01 level. This shows that there is a 
significant difference of perception on overall service quality among various age-
groups of respondents. 

The F-value for educational qualification category is 4.388, which is 
significant at 0.01 level. It indicates that there is a significant difference of perception 
on overall service quality among the respondents based on the level of education. The 
F-value for occupation category is 42.354, which is significant at 0.01 level. It 
indicates that there is a significant difference of perception on overall service quality 
among respondents with regard to their occupation. The F-value for income group 
category is 8.924, which is significant at 0.01 level. It can be found that there is a 
significant difference of perception among the respondents with regard to their range 
of income. 
Conclusion: 

In the fast changing world, the financial institutions are playing a prominent 
role in the development of the economy. Among these financial institutions, the banks 
are the key institution to deliver the majority of the financial services. So, the banks 
has to gain the trust and confidence of the customers to identify their needs and serve 
them in a better way.The study has analysed the opinions of respondents on assurance 
of the bank employees, empathy of bank employees and overall service quality of the 
bank. It has resulted in the following: 

 
Table-5: Results of Hypothesis Testing 

S. 
No. Variables Hypothesis – 1 Hypothesis – 2 Hypothesis – 3 

1 Gender Accepted Accepted Accepted 

2 Religion Accepted Rejected Rejected 

3 Caste Rejected Rejected Rejected 
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4 Marital Status Rejected Rejected Rejected 

5 Age Rejected Rejected Rejected 

6 
Educational 
Qualification 

Rejected Rejected Rejected 

7 Occupation Rejected Rejected Rejected 

8 Income Rejected Rejected Rejected 

 
It can be concluded from the analysis that there is no significant difference of 

opinion on the assurance of bank employees with respect to Gender and religion, 
whereas there is no significant difference of opinion on the empathy of bank 
employees towards the customers with respect to Gender, while there is no significant 
difference of perception on overall service quality of the bank with respect to Gender. 
There is a significant difference among all other variables under study.The banks have 
to concentrate on service-differentiation based on the requirements of different 
categories of the customers to satisfy them. 
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