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Abstract- Today, banks like other service industries have realized the importance of customer satisfaction for survival 

and growth of their business. Since, all the banks offer more or less the same products with slight variation; it is only good 

customer service that can help the bank create the differential edge. Hence, providing customer satisfaction is essential 

for every bank so that they retain their existing customers and thus have a base of loyal customers which is of utmost 

importance for any service sector especially in this era of cut-throat competition. Customer satisfaction is a measure of 

how products and service quality by organizations meet the expectations of a customer.  With the changing scenario in the 

banking sector & the ever increasing number of banks, the expectation among customers are also increasing. Service 

quality is one of the main indicator of customer satisfaction. Service quality can be measured by using SERVQUAL 

Model which is based on FIVE dimensions namely Reliability, Responsiveness, Assurance, Empathy & Tangibles 

(RATER).  The primary data were collected with the help of structured questionnaire which was administered to a 

convenience sample of 200 respondents accessing banking services in Goa. Data analysis was done using appropriate 

statistical tools. This paper attempts to analyse the gap in service quality of public and private sector banks using 

SERVQUAL Model. Thus, this study tries to measure the effect of tangibility, reliability, responsiveness, empathy and 

assurance on customer satisfaction in the banking sector of Goa and to rank the banks chosen for the study based on their 

performance and customer satisfaction.  
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I. INTRODUCTION 

Bank plays a pivotal role in the economic growth of a country. It is a financial institution which lends money and 

accepts deposits. In India there was a radical change in the way banks operated after the introduction of  

Liberalisation, Privatisation and Globalisation(LPG) in 1991 . After de-regulating the banking sector, the Public 

bank which enjoyed monopoly for years and years in India had to offer better services to the public due to the stiff 

competition of private and foreign banks which entered the India banking sector after 1991 Banking reforms. Banks 

offer same product with minor variation, but what differentiates a bank from the other is the way those products are 

offered to the customers i.e. the service quality which leads to customer satisfaction which in turn leads to customer 

loyalty which is the key to success for any bank in the world. Thus customer satisfaction has become the focal point 

for any bank and the most powerful tool to face cut throat competition and to survive and make profits. 

Service quality can be defined as the difference between a customer’s expectations of service performance prior to 

the service encounter, and their perceptions of the service after it is received (Asubonteng et al., 1996). Service 

quality is recognized as a major factor responsible for gaining competitive advantage and maintaining satisfactory 

relationships with customers (Zeithaml and Bitner, 2000). Parasuraman et al., (1988) conceptualized a five-

dimensional model of service quality consisting of reliability, responsiveness, empathy, assurance, and tangibility. It 

is  a measurement instrument, known as SERVQUAL, which is a widely accepted standard for the measurement of 

service quality. According to this model service quality is a function of the difference between scores, the gap 

between expectations and perceptions. 

SERVQUAL includes five dimensions namely Relaibility, Assurance, Tangibility, Reliability, Empathy and 

Responsiveness (RATER) . 

In today’s world, Service quality plays a very important role for retaining existing customers which is very 

important taking into consideration the mushrooming of  banks everywhere which gives the customers a wide 

variety of options to choose from which offer superior service. Thus Banking nowadays is a customcr-driven 

market. Thus it is important to study the impact of service quality on customer satisfaction. In this context, this 

paper tries to analyse the impact of various service quality dimension on the overall satisfaction of customers. 

 

II. LITERATURE REVIEW: 

Success of a service provider depends on the high quality relationship with customers. According to (Parasuraman, 

1988) Service quality is defined as the overall evaluation of a specific service firm that results from comparing that 

firm’s performance with the customer’s general expectations of how firm in that industry should perform. 
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Ambuj Gupta and Brijesh Rawat (2009) in their paper titled “Banking Services Need Overhauling” highlighted that 

banking in India is going through pathbreaking changes due to which all the banks are facing stiff competition. 

Thus,  banks  have to focus on service quality as a tool to differentiate them from that of the competitors. 

Shirshendu Ganguli and Sanjit Roy(2011) in their paper identifies four generic service quality dimensions in the 

technology‐ based banking services – customer service, technology security and information quality, technology 

convenience, and technology usage easiness and reliability. It was found that customer service and technology usage 

easiness and reliability have positive and significant impact on customer satisfaction and customer loyalty. It was 

also found that technology convenience and customer satisfaction have significant and positive impact on customer 

loyalty. 

Justin Paul et.al.,(2015) to examine the impact of various service quality variables on the overall satisfaction of 

customers and compare the private and public sector banks using a sample 500 respondents in India; 250 of which 

were customers of private sector banks, and 250 of which were customers of public sector banks. Researchers found 

out that components of service quality that are positively associated are not the same in public sector banks as they 

are in private sector banks. 

Quyet et.al., (2015) examined a model for testing the quality of deposit services in the banking industry. The results 

indicates that the five SERQUAL factors can be used to test banking services based on the whole system. According 

to the results, all five factors were positively related to customer satisfaction. However, reliability had only partial 

support, indicating a need to improve reliability for VCBs wishing to be more competitive in the market. 

Anjalika and Priyanath(2018) in their study revealed that there is a significant positive relationship between tangible 

and customer satisfaction as well as responsiveness and customer satisfaction of both public and private banks. It 

was also found that, assurance has a low positive relationship with customer satisfaction regarding private banks, 

while there was no relationship between assurance and customer satisfaction regarding public banks. Also, empathy 

and reliability indicated a low positive relationship between customer satisfaction regarding public banks while 

these two dimensions did not indicate any significant relationship with customer satisfaction regarding private 

banks. Thus, this study found that customer satisfaction regarding the service quality of public banks is higher than 

that of private banks. 

 

III. OBJECTIVES OF THE STUDY: 

To analyse the influence of demographic variables and its effect on customer satisfaction in banks.  

To compare customer satisfaction in private sector banks namely HDFC bank, ICICI bank and Axis Bank.  

To rank the selected banks based on their performance and customer satisfaction  

 

IV. METHODOLOGY : 

The SERVQUAL model was used to develop a questionnaire. The questionnaire had 24 items for 5 dimensions of 

service quality. The target population included current customers of the selected banks for the study. The survey was 

conducted in North Goa of three private banks with the sample of 300 customers as respondents using random 

sampling technique. The data collected has been analyzed using frequency distribution and percentages. Data have 

been analyzed by presenting it in the form of tables and charts. Aggregate points scaling method is used, wherein 

variables are rated 2 to -2 and aggregated scale of the same is calculated but using the following formulae.  

 
 

4.1 Analysis Of Data 

Sr. No.  Characteristics NO. OF RESPONDENTS Total % 

   HDFC AXIS ICICI   

1. Age Below 25 32 35 40 107 35.6 

  26 to 40 45 47 35 127 42.3 

  41 to 60 19 15 22 56 18.6 

  61 and above 4 3 3 10 3.3 

        

2. Occupation Occupation      

  House maker 2 8 8 18 6 

  Govt. Employee 22 4 18 44 14.6 

  Business 16 18 26 60 20 

  Private employees 33 52 9 94 31.3 

  Student 22 13 34 69 23 
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  Professional 5 5 5 15 5 

        

3. Monthly 

Income     

  

  

Less than 15000 32 39 40 

 

111 

 

37 

  15000-30000 46 37 36 119 39.6 

  30000-45000 12 13 14 39 13 

  more than 45000 10 11 10 31 10.3 

        

4. Type of 

Account Saving Account 70 80 78 

 

228 

 

76 

  Current Account 9 6 9 24 8 

  Fixed Account 17 9 9 35 11.6 

  Recurring Deposit 

Account 4 5 4 

 

13 

 

4.3 

        

5. How long you 

been customer 

of the bank     

  

  Less than 1year 21 23 20 64 21.3 

  1-5 year 55 50 49 154 51.3 

  more than 5 year 24 27 31 82 27.3 

        

6. How 

frequently do 

you visit the 

bank Daily 2 11 24 37 

 

 

      12.3 

  Twice a week 22 22 20 64 21.3 

  Once a week 22 13 14 49 16.3 

  Fortnightly 15 10 6 31 10.3 

  Monthly 39 44 36 119 39.6 

        

7. What is 

purpose of 

opening Bank 

Account      

 

  To Safeguard 

money and 

valuable 27 56 65 148 

 

49.3 

  To Issue Cheque’s 

& collect cheque’s 28 11 8 47 

 

15.6 

  To transfer money 

to diff. places 11 10 8 29 

 

9.6 

  To draw salary and 

pension 28 15 9 52 

17.3 

  To earn interest 6 8 10 24 8 

*Source: Consumer Survey 

 

With reference to the above table it is observed that 42.3% of the respondents are within the age group of 26-40 

years. While 35.6% of respondents are below the age of 25years whereas 18.6 % of respondents are in the age group 

of 41-60 years. Very few respondents that is a mere 3.3% of the respondents were above the age of 61years. Thus it 

shows that very few senior citizens have their accounts in private banks. Incase of  occupation, 31.3% of the 

respondents  work in private companies. 23% of the respondents belong to the student category, 20% of the 

respondents surveyed were entrepreneurs. 5% of the respondents were professionals and few of the respondents 
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(6%) were homemakers. This indicates that employees working in private companies prefer private banks for their 

banking needs. The result indicates that majority (39%) of the respondents in all the 3 banks have an annual income 

of 15000-30000, followed by 37% of the respondents having annual income of Rs.15000 or less. Around 13% of the 

respondents have annual income of 30,000 – 45000 while only 10.3% of the respondents have an annual income of 

more than 45000. Majority of the respondents have saving account (76%) followed by 11.6% respondents holding 

Fixed Deposit account, some respondents have current account i.e. 8% and very few respondents hold Recurring 

Deposit account (4.3%). 51.3% of the respondents are associated with the bank for 1-5 years, 27.3% of the 

respondents are the customers of the bank for more than 5 years and the remaining 21.3% are availing the bank 

services for less than one year. Out of all the 300 respondents surveyed, 39.6% of the respondents visit the bank 

monthly, 21.3% visit twice a week and 16.3% visit once a week, 12.3% visit the bank daily whereas only 10.3% of 

the Respondents visit the fortnightly. Majority of the respondents have opened the account to safeguard their money 

& valuables i.e. 49.3%. Purpose to draw salary and pension is 17.3%,which is given second preference followed by 

15.6% the purpose to issue cheques and collect cheque. 9.6% of people open their account to transfer money to 

different places, whereas the purpose of opening an account by few respondents (8%) is to earn interest on deposits. 

                                                            

4.2   Measuring Customer Satisfaction From Service Quality Dimensions 

DIMENSIONS   STATEMENT   HDFC ICICI AXIS  

         BANK BANK BANK  

         

1. Reliability Bank Employee serve within   a 

132 123 119 

 

 

specific time as promised. 

   

       

         

 Bank Employees show sincere     

 interest  in Solving customer 113 97 92  

 problems.           

      

 Bank employees perform the service 

109 96 82 

 

 

right the first time. 

     

         

         

 Bank  employees provide on time 

107 100 81 

 

 

service. 

       

           

 

        

 Records,  receipts given by  postal 

102 95 77 

 

 

employees are error free. 

   

       

      

2.Assurance Bank employees instill confidence in 

103 113 72 

 

 

customers. 

       

           

      

 Customers   feel   safe   of   their     

 transactions  which  they had with 155 112 127  

 Bank.            

         

 Bank Employees are consistently 

117 108 89 

 

 

courteous with customers. 

   

       



International Journal of Engineering, Applied and Management Sciences Paradigms (IJEAM) 

Special Issue- CIMAESS 2019 175 ISSN 2320-6608 

      

 Bank  employees  have  the  required     

 Knowledge to answer customers 120 95 88  

 questions.           

      

3.Tangibility Modern looking equipments in Bank. 124 120 73  

      

 Visually appealing physical facilities 

119 94 77 

 

 

in Bank. 

       

           

      

 Neat and professional appearance of 

127 94 93 

 

 

employees. 

      

          

         

 Visually appealing signage like     

 name, leaflets, deposit/withdrawal 118 98 87  

 slips.            

          

 Bank Has convenient sitting and 

101 99 98 

 

 

waiting arrangements. 

    

        

             

 

4. Empathy Bank Employees give personal/ 

104 88 82 

 

 

individual attention. 

  

      

         

 Bank provides convenient working 

108 105 91 

 

 

hours to all customers. 

  

      

       

 Bank has caring employees.  95 99 97  

      

 Bank employees keep best interest of 

103 90 81 

 

 

customers at heart. 

   

       

      

 Bank employees understand specific 

104 100 74 

 

 

needs of its customers. 

  

      

        

5. Responsiveness Bank Employees inform  customers     

 exactly   when services will   be 114 114 84  

 performed.        

         

 Bank Employees provide prompt 

118 92 86 

 

 

service to customers. 
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 Bank employees are  always  willing 

116 104 82 

 

 

to help customers. 

   

       

      

 Bank employees are never too busy 

103 84 82 

 

 

to respond to customers. 

  

      

        

 Bank Employees inform  customers     

 about new  &  attractive  schemes  & 98 67 91  

 give suggestions.       

          

The study found that: 

 

4.2.1. Reliability 

According to the study HDFC bank has the highest average score in case of reliability that is 563 as compared to 

ICICI and Axis bank which have average score of 511 and 451. The respondents feel that HDFC bank is more 

reliable at par excellence than the others. 

 

4.2.2. Assurance 

HDFC bank has exceptionally higher average score in terms of assurance which they offer to customers compared to 

ICICI bank at 431 and Axis bank at 376. The customers feel that assurance provided by HDFC bank is much better 

than the other private banks covered in the study. 

 

4.2.3. Tangibility 

The average score of HDFC bank was again high as compared to others with an average score of 505 against ICICI 

bank and Axis bank at 428. 

 

4.2.4. Empathy 

HDFC bank again has the highest average in terms of empathy service provided by them as compared to ICICI bank 

at 461 and Axis bank at 425. The respondents feel that the empathy service provided by HDFC bank is much better 

than the other banks covered in the study. 

 

4.2.5. Responsiveness 

The study found the HDFC bank responds much better with the score of 549 as compared to ICICI at 462 and Axis 

bank at 425. This shows that the HDFC bank is much more responsive than ICICI bank and Axis bank. 

According to the study HDFC bank is the clear winner. Thus HDFC bank provides highest customer satisfaction as 

compared to the other private banks taken up in the study. Thus the above table shows that HDFC Bank ranks 

highest in all the 5 dimensions of service quality i.e. Reliability, Assurance, Tangibility, Empathy and 

Responsiveness. This gives a clear indication that HDFC Bank performance is at par excellence as compared to 

ICICI & AXIS bank. 

 

4.3 Rankings 

STATEMENT HDFC BANK ICICI BANK AXIS 

   BANK 

    

1. RELIABILITY 563 511 451 

    

2. ASSURANCE 497 431 376 

    

3. TANGIBILITY 589 505 428 

    

4. EMPATHY 514 482 425 
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5. RESPONSIVENESS 549 461 425 

    

Total 2712 2390 2105 

    

The result of the analysis revealed that HDFC Bank is excelling in five dimensions i.e. 

 

Reliability, assurance, tangibility, empathy and responsiveness. 

The above table indicates that HDFC Banks offers one of the best services and therefore the customer satisfaction is 

highest in HDFC Bank followed by ICICI and AXIS Bank. 

According to our study HDFC Bank emerged as the No.1 Bank with an average score of 2712. Thus as per our 

analysis HDFC bank provides highest level of customer satisfaction. 

 

V. FINDINGS AND CONCLUSION: 

Increasing competition in the banking sector has become a big challenge for Indian banks but it also provides 

thoughtful opportunities to develop the banking business as per international standards. Technology has taken the 

banking industry by storm and has bought development in all banks. It is essential for banks today to introduce E-

banking, M-banking to survive in the market and to face stiff competition under the emerging environment and to 

introduce innovative ways to exploit the opportunities and to face the challenges in the Banking sector. 

The service quality of HDFC Bank is better in case of Responsiveness because of the fact that they are focusing 

more on offering prompt services to their customers; Employees are willing to help customers to the extent of filling 

up the customers forms, informing about new services offered by the Bank & giving valuable suggestions to the 

customers. Overall HDFC Bank responsiveness dimension of service quality is the highest as compared to other 

private banks taken up for this study i.e. ICICI, AXIS & HDFC Bank. Incase of Reliability, HDFC Banks scored 

highest showing that customers rely more on the HDFC Bank as far as their savings & money is concerned. The 

study also shows that HDFC Bank has advanced & hi-tech equipments its physical facilities are visually appealing 

and their bank personnel are well groomed compared to ICICI , AXIS and Hence it can be concluded that HDFC 

Banks. Service quality dimension of Tangibility is much higher than that of the other private banks selected for this 

study. In case of Assurance HDFC bank appears to be having more positive response than AXIS & ICICI customers 

as customers of HDFC bank feel confident and safe while transacting with the bank. Moreover employees of HDFC 

bank proved to be more courteous with respondents, and have indepth knowledge about banking functions. Thus 

Assurance dimension of service quality is better in HDFC bank as compared to AXIS or ICICI bank. In case of 

Empathy as dimension of service quality is highest in HDFC bank as compared to ICICI & AXIS bank as HDFC 

bank has taken steps to satisfy its customers by having operating hours which deemed to be convenient to its 

customers thus keeping the clients best interest at heart & understanding their needs. Thus the score of Empathy 

dimension of service quality of HDFC bank is higher compared to the other 2 banks chosen for the study.  

This shows that HDFC bank is better service provider in almost all of the service quality dimensions namely 

Reliability, Responsiveness, Tangibility, Empathy & Assurance leading to maximum customer satisfaction with 

average score of 2712 compared to ICICI bank with an average score of 2390 followed by bank with an average 

score of 2105 .Thus looking at the average score, scored by the banks taken up for study  it can be concluded that the 

customers of the HDFC bank are more satisfied with the services offered by them as compared to ICICI bank and 

AXIS bank.  

Customer satisfaction is the key to survival competition & to emerge as the top most Banks. Thus banks must 

continuously measure and improve their services in order to provide customer satisfaction which will ultimately lead 

to customer loyalty which is the need of the hour and is especially true in case of banking industry as it can’t 

differentiate itself in terms of the products offered to the customer but can do so in the way these products and 

services are delivered to them thus creating a niche for themselves in the industry.  
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