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ABSTRACT 

  Quality in servicing customer is a significant marketing build for banks, but 

idiosyncrasies in the description of service quality and customer satisfaction, as well as in 

adapting current instruments to assess them in the global banking industry, include main 

constraints to reinvestigate and practice. This paper conceptualises the quality of banking 

services based on the perception of 11,936 customers of a main Indian bank. Five drivers of 

banking service quality are expanded and argued to be a proxy for customer satisfaction: (1) 

business and financial dealings, (2) customer alliance, (3) information technology, (4) 

branch, and (5) image. The resultant structure is expected to serve bank executives when 

making strategic decisions on how to address their customer. 

KEYWORDS: Customer satisfaction, Customer alliance, Measuring, Quality of banking 

services. 

 

 

INTRODUCTION 

The search for high levels of quality in delivering services has a tradition in industry 

(Zeithaml et al., 1990).  According  to Parasuraman et al., (1985), service  quality  was  a  

focus immediately  after  the  concern on  improving the  quality of  goods  emerged, and  
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services are  certainly  increasingly  significant in the global financial system concerning the 

contribution in  the  GNP  and  occupation  formation. For  example Information Technology 

(IT) plays an significant role  in  this,  since  it  changes  the  financial system  into one  that  

is  based  on  services  (Fitzsimmons  & Fitzsimmons, 2000). 

  Rivalry has obliged service organisations to look for an effective way to differentiate in 

the market and augment the likelihood of customer satisfaction. Strategic quality 

management in services is so improving in industry, and this  includes  the  banking  segment  

(Soteriou  & Stavrinides,  2000;  Bhat,  2005;  Bexley,  2005).  

  Though, service quality in banks was not forever targeted when looking for the 

mediating factors towards financial accomplishment (Mukherjee et al., 2003), and financial 

institutions struggle to discover or expand instruments to assess the quality of their services 

(Bahia & Nantel, 2000; Bhat, 2005).  Delivering quality services is in fact an significant 

marketing strategy (Berry & Parasuraman, 1991; Ray et al., 2005; Voss et al., 2004), but 

problems in defining service quality  and  customer satisfaction,  as  well  as problems  in  

deploying  current  instruments  for measuring  such builds to exact circumstances, symbolise 

significant constraints for organisations to address their markets. In spite of, only by 

measuring levels of quality it is probable to create improvements (Gardner, 2001). 

  In this paper, we expand a structure to address the quality of banking services primarily 

in the Indian circumstance. The structure is based on a preliminary quanti-qualitative study 

carried out by a consultant firm with customers of the primary Indian bank in terms of 

number of customers.  The new approach empowered us to suggest five basic builds to assess 

the quality of banking services in India:  

1. Business and financial dealings,  

2. Customer alliance,  

3. Information technology,  

4. Branch,  

5. Image. 

 

   The paper is structured as follows: first, we establish the Indian banking segment; 

second, we briefly argue services management in banking and how to assess service quality 

by means of  two extensively  known  marketing  scales;  third, the reinvestigate 

methodology is presented, as well as the instrument expanded for measuring service  quality  

in  the  Indian  banking  segment;  fourth,  results  from  one  application  of  the instrument 

are argued, with special focus on five quality drivers; and fifth, we carry on to concluding 

remarks about the reinvestigate, specifically highlighting  insights  for the  Indian  banking 

industry. 

THE INDIAN BANKING SEGMENT 
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    The business surroundings marked by fierce rivalry and incessant changes in the 

alliance between companies and customers sets the scene for the Indian banking industry.  

According to the Indian coalition of banks (Febraban, 2010),  this  industry  was  considered  

in  the last  few  years  by  mergers  and  incorporations, by a reduce in the  number of 

personal national banks, and by the constancy in the number of personal foreign banks  

operating in India (see Table 1).  

TABLE 1: BANKS SORTED BY OWNERSHIP 

 2005 2006 2007 2008 2009 2010 Variation 

2009-2010 

Private national banks 105 95 87 88 88 84 -4.5% 

Private foreign banks 70 72 65 62 62 63 1.6% 

State banks 17 15 15 15 14 14 0.0% 

Total 192 182 167 165 164 161 -1.8% 

 

 Source; Febraban, 2010  

 In addition the constancy in the number of banks, the segment is incessantly improving 

accomplishment. The Basel-II index is well above the minimum recommended by the Central 

Bank of India (11%) and the global level (8%), in spite of the reduce from 24.3% to 22.3%. 

The good results suggest the robustness of the segment, as well as the potential for increasing 

credit in the coming years. Another key feature of the segment in India is that there was a 

considerable improvement in the fulfilment of services, specifically in terms of enabling the 

electronic dealings.   

   In what comes to goods offered to the individual customer, there was an increase of 

4.3% in savings accounts (70.8 millions in total) and an increase of 5.4% in current accounts 

(95.1 millions in totals). Such an increase followed the evolution of credit in India, which was 

also expressive; certainly, the proportion between bank credits and the GNP grew from 27% 

to 31.3%, exceeding the 30% level for the first time since 1995. This expansion was the norm 

in all segments, but especially in those with higher legal guarantees, such as leasing (56.25%) 

and consigned credit (84.3%). Finally, social strata that were never established to the 

financial system were remarkably benefited. In order to incessantly improve quality, 

customer satisfaction polls are commonly performed in the Indian banking segment. In 2005, 

46.3% of banks performed some sort of data collection with such methods as focus groups 

and surveys. Moreover, customer support services are hope-fully effective in the segment 

(see Table 2). 
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TABLE 2: CUSTOMER SUPPORT 

 2010 2009 2008 

Number of telephone calls to customer support service 67,144,747 51,146,41

8 

31,800,219 

Proportion of complaints 2.2% 2.1% 2.9% 

Average waiting time on the phone until support begins 56 seconds 31 

seconds 

180 seconds 

Number of innovations introduced due to customer 

feedback 

278 110 185 

 

 Source; Febraban, 2010 

SERVICES MANAGEMENT IN BANKING 

   Mixed reinvestigate on banking service quality has been done over the last decade.  

While there is forever the supposition that institutionalisation plays an significant role in the 

comprehensive accomplishment of organisations (DiMaggio & Powell, 1983), quality is 

obligatory  for  a company to  achieve profits (Soteriou & Zenios, 1997), and it effectively 

symbolises the single most significant factor that mediates the selection of a bank by the 

prospecting customer (Bexley, 2005). 

   According to Bellini et al., (2005), banks must be reliable and understand the current 

and future needs of their customers, thus making customers believe that they are supported by 

the best financial managers available in the industry. In fact, among the most significant 

attributes for the perception of banking service quality, one discovers the effective fulfilment 

of services and related issues like the politeness of employees during front-end servicing. IT 

quite remarkably changed  the  financial  segment  (Currie  &  Glover, 1999), and the Internet 

in specific seems to be the new  channel  for  banks  (Mavri  &  Ioannou, 2006). IT reduced 

the contact between the bank and  the  customers,  and  by  having  lowered  the information  

costs,  it enabled  individuals  and companies to efficiently compare portfolios of investments 

between banks, and even invest directly.  

 

SCALES FOR SERVICE QUALITY 

   Most studies on service quality create use of the SERVQUAL structure (Parasuraman et 

al., 1985, 1988, 1993), which assess a customer’s perception of quality from comparing his or 

her expectations of an excellent service with the perception he or she has about the actual 

accomplishment of the same service. Then, if the perceived service matches or exceeds the 

expected service, that customer would be motivated to contact the service organisation again 

(Kotler & Armstrong, 2001).  SERVQUAL, though, suffers several criticisms (e.g., Cronin & 
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Taylor, 1992; Van Dyke et al., 1997), mostly for trying to generalise suppositions to any type 

of service and for addressing service quality by contrasting customer expectations with 

customer perceptions about  accomplishment which  commonly  poses validity problems in 

reinvestigate instruments (Peter et al,.1993). Cronin and Taylor (1992), on the other hand, 

expanded  the  SERVPERF  structure,  which is  based  on  the  supposition  that  a  service’s 

perceived  accomplishment would be  good predictor of quality. So, scores computed from 

differences like in SERVQUAL are discarded, which creates SERVPERF more efficient by 

reducing to half the items under analysis. Moreover, it is assumed that service quality 

precedes customer satisfaction, and that satisfaction strongly impacts the purchase intentions. 

   According  to  Teas  and  De Carlo  (2004), though,  SERVPERF  is  more  effective in  

predicting perceived value and purchase intentions, while  SERVQUAL  performs  better  in  

predicting  customer satisfaction. Our study adopts SERVPERF to address the quality of 

banking services, like Al-Hawari, Hartley, and Ward (2005) did to assess the quality of 

automated banking services, and differently from procedures to understand service quality 

according to bank ownership. Some reinvestigate outlooks  (e.g.,  Soteriou  &  Zenios,  1997) 

conceptualize  service quality  as  exhibiting objective attributes along with perceptual ones, 

like waiting times, incident duration, and credit approval rates, but we are interested solely in 

the subjective interpretation of customers about bank accomplishment, irrespective of 

attributes being somehow considered elsewhere directly measurable or not. More on service 

quality structures can be found in Chowdhary and Prakash (2005), and an interesting 

chronology of service quality reinvestigate is available in Bexley (2005). 

THE REINVESTIGATE 

   The development of the model for studying the quality of banking services started with 

marketing reinvestigate performed by a consultant firm hired by the most prestigious Indian 

bank. By the time this paper was  written, the bank  had 24 million  customers  with  financial  

applications, some US$63 billion  in deposits,  approximately 15,000  branches  in  India  and  

other  countries, 42,000 ATMs, and 87,000 employees (Torres & Kischinhevsky, 2006). 

    The consultants identified theoretical quality indicators for banking services. They were 

also responsible for applying a survey questionnaire to customers of that Indian bank 

dispersed over the whole country, as well as for formatting the answers in an SPSS™ 

database.  This paper performed:  

 The theoretical structure for service quality in the banking segment,  

 The validation and improvement of the questionnaire, and  

 The analysis of the data collected by the consultant firm. 

   Data collection performed by the consultants gathered 11,936 valid questionnaires 

(completely answered and with no typos).  Before  data  collection,  though, the  following  

methodological procedures  have  been  performed  (here  only briefly presented for the 

reader to know how the first version of the instrument was expanded by the consultants): 



 

 

JBFSIR                           Volume 1, Issue 4 (July, 2011)               ISSN 2231-4288 

Sri Krishna International Research & Educational Consortium 

http://www.skirec.com 

 - 49 - 

1. Several focus groups with people carefully selected to create emerge relevant 

attributes to be included in the instrument. 

2. Content  analysis  of  the  writings  from the previous step, in order to sort the 

attributes and  to  format  them  into more  appropriate technical terms. 

3. Pre-test of the attributes as a questionnaire with 800 customers. 

4. Adjustments to the instrument, which grouped together 43 structured questions about 

the perceived accomplishment of banking services, answers given on a nominal     

five-point Likert scale from “I totally disagree” to “I totally agree.” 

   So,  perceived  service  accomplishment is  defined by the degree  to  which  the  

customer assesses  the  service  as  effective  or  not.  Demographic data were also collected 

for the customer profile (age, gender, region of the country, etc.), in order to build clusters of 

customers within the population.  Finally, one exact question to assess each customer’s 

comprehensive satisfaction with the bank was included; it was assessed by a five-point Likert 

scale from “totally unsatisfied” to “totally satisfy.” 

  From the consultants’ database of answers, I initially performed a literature review on 

service quality, customer satisfaction, and the banking segment, in order to effect build 

validation of the instrument (Churchill, 1979; Boudreau et al., 2001). Five factors were 

identified as key for assessing the services of a bank (some theoretical sources clearly rooted 

their exhortations in the SERVQUAL structure):  

 Business and Financial Transactions (B&FT), that is, attributes of the ultimate 

purpose of the bank, that of collecting financial resources from customers, making 

investments, and distributing financial benefits to customers and shareholders (e.g., 

Castro, 1997; Neuberger, 1998; Mukherjee et al., 2003). 

 Customer alliance, that is, attributes of the alliance between the bank and its 

customers for service fulfilment (e.g., Castro, 1997; Martins, 1996; Soteriou & 

Zenios, 1997; Mukherjee et al., 2003). 

 Branch  (Brn),  that  is,  attributes  of  the physical  surroundings  where  services  are 

performed, like comfort and ease of access (e.g., Lovelock, 1996; Castro, 1997; 

Soteriou & Zenios, 1997; Mukherjee et al., 2003). 

 Information  technology  (IT),  that  is,  how technology supports customers in their 

needs in  services  (e.g.,  Drucker, 2000;  Lovelock,  1996;  Mukherjee  et  al., 2003; 

Al-Hawari et al., 2005). 

 Image (Img), that is, how the bank presents itself to society (e.g., Horovitz, 1987; 

Compton, 1991). 

So,  

1. The services of a bank  

2. Are offered to its customers  
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3. In physical branches  

4. Supported by the information technologies, and  

5. The services are made known to the community by the image gradually expanded 

within a group of customers and other people.   

   These discovering and suppositions adequately symbolize the main components of a 

banking service. Exploratory  factor  analysis  was  performed in  order  to  address  build  

validation the degree  to  which  the  instrument  assess  the implied concepts (Churchill,  

1979; Boudreau et al., 2001).  Prior  to  extracting  factors,  the  Kaiser-Meyer-Olkin (KMO) 

assess of  sampling adequacy for factor  analysis  was applied  to  the answers, and the 

present case (11,936 accomplishment perceptions on 43 indicators) reached the excellent 

0.976 level (within a 0-to-1 range). Another preliminary test performed was Bartlett’s Test of 

Sphericity (BTS), which checks whether the correlation matrix approximates the identity 

matrix, unveiling correlations among items. To a significance level of 1% (p<0.01), the null 

hypothesis of non-existing significant correlations among items was rejected. 

   The next step was to conceptually analyse the instrument. After pre-test, the instrument 

consisted of 43 questions, meaning that 43 variables should be scrutinised in the attempt of 

grouping them into key conceptual factors. The result was that the five factors expanded from 

the literature review were also found in the conceptual grouping of items but some items 

happened to seem irrelevant, and as such they should be tried in further tests. With the five 

conceptual factors in hand, Principal Component Analysis (PCA) was performed in order to 

assess the mathematical correlation among  items, thus  verifying  the  plausibility  of 

reducing the 43 original items to only five the five factors. There would be, of course, as 

many components  as  the  original  items,  but  only  the components  explaining  the  largest  

amount  of the  total  variance  of  the  assess  would  be considered as principal components. 

A criterion for setting an acceptable level for explaining the total variance by a principal 

component would be that this component should explain at least what would be expected 

from  it in terms of  explanation if  all  items  had  the  same  statistical  power for  the  assess. 

That is,  if  is  the  number of items, then the  last principal component should explain,  at  the  

very  least,  100/n%  of  the  total variance, thus exhibiting an eigenvalue equal to or greater 

than 1. This principle can be deployed when the number of items ranges from 20 to 50 (Hair 

et al., 1998), which was our case (43). 

When extracting the principal components from the 43 questions and applying the 

orthogonal  rotation  Varimax  to  help  discriminate  the variables  in  each  component,  six  

components emerged and not the five previously identified in the conceptual stage. 

Nevertheless, PCA and Varimax are mathematical procedures not sufficient for building the 

factors; in fact, the reinvestigateer’s subjective judgment plays a significant role in this 

regard, thus being his or her responsibility to ultimately decide on the whole set of factors 

and items. In addition the analyst’s subjective interpretation, it is common to have items with 

low correlations with some or even with all factors, this being another reason for moving 

items across factors or excluding them. 
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   So, items not theoretically coherent with the component to which they were 

mathematically correlated were assessed again. The first process was to check their loads in 

other components with which they had stronger theoretical ties, in a way that they could join 

those other factors if their loads were not really low; or it was even assumed that an item 

could be deleted from the analysis if it could not be moved from one component to another. 

Numerous extractions of principal components were performed each time  moving  some  

items  across  factors until 10  items  were  considered  useless  for  the questionnaire. At each 

removal of items from the instrument and subsequent new calculation of principal 

components, KMO and BTS tests were performed. For the final instrument with 33 items in 

Table 3, the values for both tests were respectively 0.969 and a significance level of 1%, 

indicating adequacy for factor analysis. 

TABLE 3: EXPLORATORY FACTOR ANALYSIS 

Item B& 

FT 

CR IT Brn Img 

It is a bank where you can easily get a loan .47     

There is a private room where you can do business with the 

manager 

.47     

You can make all sorts of banking transactions using the call centre .48     

The bank invests automatically the money in your current account .55     

The bank helps you decide what to do with your money .56     

It is the bank with the lowest tariffs .57     

The bank has managers who know your needs .58     

The more you use the bank, the less you pay tariffs .60     

The manager gets in touch with you to monitor and inform about 

investments and loans 

.65     

You can use the overdraft checking account during some days 

without paying interest 

.68     

All customers are serviced equally  .42*    

The security force is trained to service customers politely  .49    

You are proud of owning  an account in the bank  .62    

The branch’s personnel is informed and competent  .64    

The bank is trustworthy  .65    

The employees are polite and courteous  .66    

Statements are simple and easy to understand   .40   

It is easy to use the bank through the Internet   .44   

The bank has exclusive ATMs   .48   

It is easy to get checks at the branch   .53   

ATMs inside the branch are easy to use   .56   

You can make all sorts of transactions with the ATMs   .60   

The bank has exclusive ATMs to print checks   .64   

The branch has enough tellers for the customers    .39*  

The branch has enough space for the customers in its parking lot    .46*  

The branch displays appropriate directions for the customers    .46  

The branch’s security doors work well and enable customers to get 

in and out easily 

   .49  

The branch offers seats, water, coffee, and air-conditioner     .54  

The branch is spacious    .57  
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The bank provides a complete portfolio of products and services     .40 

The bank  acts closely to the community, helping people to solve 

problems 

    .46* 

The bank advertises its products and services     .50 

The bank sponsors sport activities, live shows, and theatre plays     .76 

 

*Item moved between factors due to conceptual reasons 

While the final factors present a conceptually  valid  structure  and  the  tests  for  

sample adequacy show that the database  is  appropriate for factor analysis, the  10 items 

excluded led to a situation where only three components out of the five in Table 3 had 

eigenvalues higher than 1, with statistical power of only 39.13% of the total variance. 

Though, if all the five components expanded conceptually are included, the explanation 

amounts to 45.07%, with the two less  powerful components  presenting  eigenvalues  close  

to  1 (0.988 and 0.97). We believe that this procedure does not harm in any way the 

generalization of discovering; on the contrary, it puts together the theoretical factors and the 

first five principal components statistically extracted. 

Finally, in order to address the instrument’s reliability, Cronbach’s alpha was assessed 

the higher the value, ranging from 0 to 1, the higher the reliability that can be assigned to the 

set of assess. Nevertheless, it is difficult to set minimum  levels  for  the  alpha,  since such  a 

value  is highly  dependent  on the nature of  the  reinvestigate (Hoppen et al.,1996); we 

assume that values starting from 0.6 or 0.7 are acceptable (Hair et al., 1998). If this is the 

case, the current instrument is reliable numbers were 0.92 for the whole instrument, and 

between 0.61 and 0.84 for each factor (see Table 4). 

 

TABLE 4: CRONBACH’S ALPHAS FOR THE FACTORS 

Factor Cronbach’s Alpha 

Business and Financial Transactions 0.84 

Customer Relationship 0.79 

Information Technology 0.71 

Branch 0.70 

Image 0.61 

Questionnaire 0.92 

 

RESULTS 

    While ownership matters for bank accomplishment, mainly when contrasting the 

efficiency of personal and state banks (Bonin et al., 2005) and given that our reinvestigate 

was carried out with customers of a single bank, I believe that the discovering can be 

amplified to some extent for the whole segment at least in India. The main reason for this is 

that, beyond the significant sample of almost 12,000 respondents, many interviewees were 
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also customers of other banks with different ownerships, thus being able to subjectively 

compare accomplishments. 

  The descriptive analysis showed that the comprehensive satisfaction of the bank’s 

customers with the services was 3.87 (scale ranging from 1 to 5). In what comes to the       

top-two-box index (Marr & Crosby, 1993), which deals with the percentage of satisfied or 

totally satisfied respondents concerning the comprehensive perception, a level of 75.4% was 

reached. The average accomplishment perceived by the customers for the five factors ranged 

from 3.39 to 4.26 (also on a 1-to-5 scale), with 3.96 symbolising the instrument’s average 

score (see Table 5).  

 

TABLE 5: PERFORMANCE OF THE FACTORS 

Factor Performance 

Information Technology 4.26 

Customer Relationship 4.21 

Image 4.03 

Branch 3.91 

Business and Financial Transactions 3.39 

Questionnaire 3.96 

 

   While these are not directly comparable scales, it is interesting to note that, from the 

customer’s ability to use a five-point scale, the bank’s average  accomplishment  in  services  

looks similar to the comprehensive satisfaction with the same services; if service  

accomplishment is truly a proxy for service quality,  and if service quality precedes  customer 

satisfaction,  the  results  are theoretically supported by SERVPERF. The accomplishment of 

each factor in Table 5 reflects the sum of the average accomplishment of each of its items. In 

terms of information technology (see Table 6), emphasis is put on the bank’s exclusive  

ATMs  (4.46)  and  the  ease  in  using them (4.46),  as  well as on  the simplicity  of the 

account  statements  (4.44).   

TABLE 6: INFORMATION TECHNOLOGY 

Item Performance 

The bank has exclusive ATMs 4.46 

ATMs inside the branches are easy  to use 4.46 

Statements are simple and easy to understand 4.44 

It is easy to get checks at the branch 4.27 

You can make all sorts of transactions with the ATMs 4.18 

The bank has exclusive ATMs to print checks 4.16 

It is easy to use the bank through the Internet 3.84 

Factor 4.26 

 

On the other hand, Internet Banking (IB) (3.84) scored low. During the last two 

decades, the financial segment expanded greatly in terms of size, industry structure, and the 
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variety of consumer goods and services offered. IT has been responsible for maintaining 

banking  services  running  at  the  same  pace  or even  better  than  previously.  IB, on the 

other hand, faced some problems before becoming popular in India; issues about access, 

security, and user-friendliness were not addressed properly a few years ago, driving 

customers away. By means of technical improvements and huge investments in advertising, 

some problems were mitigated, and IB now seems to grow steadily. The indicators  of  trust 

(4.53)  best  accomplishment for the whole instrument  and employee politeness  (4.36)  had  

the  best  accomplishment  for customer alliance (see Table 7).  

TABLE 7: CUSTOMER RELATIONSHIP 

Item Performance 

The bank is trustworthy 4.53 

The employees are polite and courteous 4.36 

The branch’s personnel is informed and competent 4.28 

The security force is trained to service customers politely 4.24 

You are proud of owning an account in the bank 4.23 

All customers are serviced equally 3.62 

Factor 4.21 

 

High levels of trust may lead to high levels of customer loyalty, and the outer 

community (3.63) had low accomplishments. What seems interesting in these discovering 

unfolding the possibility of strengthening the customer alliance with the bank? Employee is 

that the business issues of the image the accomplishment is significant since employees 

include the front-end interface between many, if not most, customers and the bank; moreover, 

there are people who still prefer human interaction when transacting with the bank. Though, 

the impartiality in servicing averaged far lower (3.62) than the other indicators. This attribute 

should be worked out with care by the bank executives, given that it may cause disruptions in 

trust. 

  Concerning the bank’s image (see Table 8), the portfolio of goods and services and the 

advertisement policies are positively noteworthy (4.30), whereas both the sponsoring of 

sports and cultural activities and the alliance between the bank and self-service machines 

within third party and the outer community (3.63) had low accomplishments.  

 

TABLE 8: IMAGE 

Item Performance 

The bank provide a complete portfolio of products and services 4.30 

The bank advertises its products and services 4.30 

The bank sponsors sport activities, live shows, and theatre plays 3.88 

The bank acts closely to the community, helping people to solve problems 3.63 

Factor 4.03 
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What seems interesting in these discovering is that  the  business  issues  of  the  image the 

portfolio  of goods and  services  performed far  higher  than  the  actual  services  offered  (as 

argued below), what urges managers to align promises and offerings. 

    The branch (see Table 9) shows high levels for the security doors (4.35) and the internal 

signalling for customers (4.31), but the number of tellers (3.39) and the available space in the 

parking lot (3.23) averaged among the least performing indicators of the whole instrument.  

 

TABLE 9: BRANCH 

Item Performance 

The branch’s security doors work well and enable customers to get in and out easily 4.35 

The branch displays appropriate directions for the customers 4.31 

The branch is spacious 4.17 

The branch provides seats, water, coffee, and air-conditioner 4.00 

The branch has enough tellers for the customers 3.39 

The branch has enough space for the customers in its parking lot 3.23 

Factor  3.91 

     

Branch location, especially in big cities, is critical, since customers need to be served in a 

traffic efficient manner; in order to help solve this demand, Internet technologies facilities 

strategically located near workplaces and domiciles are an alternative. But a number of 

customers still need intense human interaction, and those perceive that the number of  tellers 

to service them is  not  enough unfortunately, the number of bank personnel continues to 

reduce due to the controversial efficiency imperative applied to the salaries. Facilities 

strategically located near workplaces and domiciles are an alternative. But a number of 

customers still need intense human interaction, and those perceive that the number of  tellers 

to service them is  not  enough unfortunately, the number of bank personnel continues to 

reduce due  to  the  controversial  efficiency  imperative applied to the salaries. Maybe 

surprisingly, the business and financial dealings (see Table 10) the bank’s raison d’être 

grouped some of the poorest indicators of all. Certainly, all items in this factor performed 

lower than the instrument’s average, while the pro-activity of the manager in updating the 

customer about his or her investments and loans (3.15) and using the overdraft checking 

account for some days without paying interests (2.63) were the worst performing indicators.  

TABLE 10: BUSINESS AND FINANCIAL TRANSACTIONS 

Item Performance 

There is a private room where you can do business with the manager 3.70 

It is a bank where you can easily get a loan 3.67 

You can make all sorts of banking transactions using the call centre 3.64 

The bank has managers who know yours needs 3.55 

The bank helps you decide what to do with your money 3.51 

The bank invests automatically the money in your current account 3.47 

It is the bank with the lowest tariffs 3.30 

The more you use the bank, the less you pay tariffs 3.29 
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The manager gets in touch with you to monitor and inform about investments and loans 3.15 

You can use the overdraft checking account for some days without paying interests 2.63 

Factor 3.39 

 

Interestingly, the best performing indicator the opportunity of talking personally with the 

manager scored below the average of all other factors (3.70). We believe that 

institutionalisation factors (DiMaggio & Powell, 1983) as revealed when comparing the 

accomplishment of the business issues of image and actual dealings, and some industry 

practices are among the reasons why the bank exhibits a healthy financial accomplishment 

not-withstanding its poor technical accomplishment. Multiple Regression Analysis (MRA) 

was carried out to show the influence of the factors on the customers’ comprehensive 

satisfaction with the services. While explaining somewhat poorly the dependent variable 

(r
2
=0.315; p<0.0001), the analysis enabled insights to be expanded for understanding that 

satisfaction. All five factors were significant for p<0.0001. 

MRA resulted in S=3.87+0.314a+0.408b+0. 

144c+0.128d+0.116e, Where; 

 S is the customers’ comprehensive satisfaction with the bank’s services,  

 a is the perceived accomplishment of the business and financial dealings,  

 b is the perceived accomplishment of customer alliance,  

 c is the perceived accomplishment of the information technology,  

 d is the perceived accomplishment of branches,  

 e is the perceived accomplishment of the image. 

Customer alliance is perceived as the factor with the highest impact on the 

comprehensive satisfaction (0.408), even if compared to the main purpose of the bank to 

perform business and financial dealings (0.314). This is in line with Angelis et al. (2005), 

who suggest that the technical features of bank goods declined in importance as compared to 

how the bank addresses customer care, and with Strandvik and Liljander (1994), for whom 

the alliance between banks and customers is very strong. For the surveyed bank, it is positive 

to see that the most valued factor operates at high accomplishment (4.21); on the other hand, 

the second factor in importance for satisfaction business and financial dealings is the worst in 

accomplishment (3.39), urging the bank’s executives to address this more carefully. 

   The fact that the IT is perceived to be the best in accomplishment (4.26) validates what 

Drucker (2000) says about the banking industry maybe being the most prominent in 

deploying IT. Though, being the third in importance for satisfaction (0.144) seems to be 

explained by the understanding that the bank customer does not see IT as a distinctive feature 

anymore, but a commodity more on the relation between IT and competitiveness can be 

found in Tan and Teo (2000). Donald  Feimberg  from the Gartner Group in Latin America  

even suggests that  IT  is  not  a tool  for the  bank,  but  the  bank itself (Febraban, 2002); 
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certainly, there is a general belief  that  information  systems  and  business processes  can  be  

arguably  taken  as  synonyms (Alter, 1996). 

   Finally, branch and image were the least relevant for the customers concerning the 

impact on satisfaction (0.128 and 0.116, respectively). The bank’s image, though, deserves 

special attention for having been  the third factor in  accomplishment (4.03);  nevertheless, 

the  effort  that the bank is making to promote its brand does not seem to influence  customer 

satisfaction  as intensively as other  factors do and  this  poses  issues  on prioritizing resource 

allocation.  

 

CONCLUSIONS 

   This paper argued starting from a preliminary study carried out by a consultant firm 

contracted by the most prestigious Indian bank.  As compared to that firm’s procedures, I 

applied a different theoretical outlook (SERVPERF instead of SERVQUAL) for interpreting 

the data collected in a survey on the perception of 11,936 customers about that bank’s 

services. I also built a compact theoretical model on banking services and performed mixed 

statistical procedures to understand the empirical data. 

The present study is original due to the validation of factors to address service quality in 

Indian banks:  

 Business and financial dealings,  

 Customer alliance,  

 Information technology,  

 Branch, and  

 Image.  

   An significant implication in the domain of quality in banking services is that the 

perceived accomplishment levels for the factors conveniently gauge the quality of services, 

with no clear need for contrasting between  perceived accomplishments and customer 

expectations (as in SERVQUAL). In terms of implications for management, it is worth noting 

that customer alliance is the most significant quality driver as perceived by the market, even 

if compared to the financial organisation’s utmost purpose of generating business and 

financial dealings. It is also meaningful that this most valued factor performed high in the 

surveyed bank. According to reports from the Indian  finance  newspaper  Gazeta  Mercantil 

(1999),  reinvestigate  expanded  by  the  Indian group with  17  Indian  banks  in  1998  

showed  that retail  banks were accustomed to losing  18%  of their customers per year, two-

thirds due to service problems.  Moreover,  employing  people  to  sell goods  and  services  

seems  to  be  much  more efficient than the deployment of any technology. All this deals 

with the relation between the bank and its customers. On the other hand, the second 

dimension in importance business and financial dealings needs a really careful analysis by the 

executives of the surveyed bank, given that it was the poorest factor in accomplishment. It 
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seems that the contrast between service levels and tariffs  may  be at  the  root  of  the  

problem and  this  is  exacerbated  for  customers  who  are coerced by their employers to 

have an account in the bank. Additionally, given the still unsolved problem  in  India of  

banks  not  easily granting credit  for  micro  and  small  enterprises,  as  well as  the  fact  that  

the  Indian  interest  rates  are the  highest  in  the  world which  contributes to  the  pandemic  

lack  of  monetary resources in the  population any difficulty  in getting  loans would  be  

naturally  perceived  as  an ineffective fulfilment of service. The fact that IT is perceived to 

be the best performing factor acknowledges the surveyed bank for its efforts in deploying 

high technology. Even in the poorest Indian regions, it is usual to see  the local communities  

making use of the bank’s  ATMs  and  even  the Internet  to  process their  banking  dealings.  

The effectiveness with which IT is being deployed by the bank may also have a positive 

effect on the assessment made by customers about the physical branches, given that IT and 

the Internet in specific is reducing the demand for the traditional channels for service 

fulfilment. Though, given that India still struggles against a blatant informational and digital 

divide, bank managers cannot ignore the threats to implementing most of the technology. The 

bank’s image deserves some reinterpretation for having been the third in accomplishment, but 

also the less influential on customer satisfaction. Certainly, the bank supports many          

high-profile activities, but it should be investigated further, whether this is regarded as 

appropriate or even necessary by the customers. I cannot conclude on this from the available 

database. 

Finally,  bank  managers  are  now safeguarded by  our  discovering  to  deploy  

SERVPERF  instead of  the  less  efficient  SERVQUAL  structure  to assess  the quality of 

services.  This  is not to say that SERVQUAL should be discarded, but that, according to 

previous suppositions in the literature confirmed in our reinvestigate, there is maybe a more 

economic  route to understand  how  the  customer assesses the fulfilment of  services  in  the  

banking segment. It is of importance to say that the suitability of the data for today’s analyses 

should be interpreted Cummings. Certainly, data on banking service accomplishment and 

customer satisfaction are expected to change as a result of the incessant improvements in the 

segment, the technological innovations, and the institutionalisation of a bank’s image. 

Moreover, the source of our data poses threats to the external validity of discovering, in the 

sense that since we had to start from an already accomplished survey, there was no room to 

add redundant questions that could otherwise test the respondents’ comprehension and 

coherence, and thus strengthen the constitution of the final factors. I suggest that the 

instrument as a whole be used and validated in other Indian and global banks, in order to be 

increasingly useful for measuring service quality in the segment. Since we normalised and 

translated the consultants’ instrument, it is of pressing need to verify its suitability for 

English-speaking nations. Additionally, an arresting theme for further reinvestigate is to 

understand the very nature of the drivers of accomplishment and satisfaction, in order to 

conclude on their transitoriness or not in explaining the banking services and for this to be 

achieved, one should first conclude on the role played by banks in current society. 
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