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Abstract- Banking sector is growing day by day. Retail banking provides services like credits, deposits, loans, educational 

loans to small businesses which are increasing day by day and the public and private sector has increased the service 

quality according to the needs of the customers. HDFC and SBI banks provide various services which have more positive 

effect on the customers and provide good finance facilities to them. Retail banking refers to the consumer-oriented 

services offered by commercial banks. Retail banking provides financial services for families and small businesses. The 

three most important functions are credit, deposits, and money management. These banks offer consumers credit to 

purchase homes, cars, and furniture. These include mortgages, auto loans, credit cards and various types 

of loans and investment services relating to retirement and educational planning. Retail banks also provide a safe place 

for people to deposit their money. This Research includes 60 samples studied through random sampling to analyze the 

perceptions of common public about the quality of services provided by public and private sector banks.  

Keywords: Consumer-Oriented, Customer Perception, Retail Banking. 

 

I. INTRODUCTION 

Retail banking refers to the dealings of commercial banks with individual customers, both on liabilities and assets 

sides of the balance sheet. Fixed, Current and Savings Accounts on the liabilities side; and mortgages, loans (e.g., 

personal, housing, auto, and educational) on the assets side, are the important products offered by Banks. 

Retail banking refers to provision of banking services to individuals and small business where the financial 

institutions are dealing with large number of low value transactions. This is in contrast to wholesale banking where 

the customers are large, often multinational companies, governments and government enterprise, and the financial 

institution deal in small numbers of high value transactions 

The concept is not new to banks but is now viewed as an important and attractive market segment that offers 

opportunities for growth and profits. Retail banking and retail lending are often used as synonyms but in fact, the 

later is just the part of retail banking. In retail banking all the needs of individual customers should be cared of in a 

well-integrated manner.  

The market today gives us a challenge to provide multiple and innovative contemporary services to the customer 

through a consolidated window as so to ensure that the bank’s customer gets “Uniformity and Consistency” of 

service delivery across time and at every touch point across all channels. The pace of innovation is accelerating and 

security threat has become prime for all electronic transactions. High cost structure rendering mass-market servicing 

is prohibitively expensive.  

Present day tech-savvy bankers are now looking more at reduction in their operating costs by adopting scalable and 

secure technology thereby reducing the response time to their customers so as to improve their client base and 

economies of scale. 

The solution lies to market demands and challenges lies in innovation of new offering with minimum dependence on 

branches – a multi-channel bank and to eliminate the disadvantage of an inadequate branch network. 

 

II. MEANING OF RETAIL BANKING 

2.1 Retail banking 

Retail banking refers to the consumer-oriented services offered by commercial banks. Retail banking provides 

financial services for families and small businesses. The three most important functions are credit, deposits, and 

money management. These banks offer consumers credit to purchase homes, cars, and furniture. These 

include mortgages, auto loans, credit cards and various types of loans and investment services relating to retirement 

and educational planning. The resultant consumer spending drives nearly 70% of the U.S. economy. In this way, 

they provide extra liquidity to the economy. 

Credit allows people to spend future earnings now. Retail banks also offer small business loans to entrepreneurs. As 

the small companies grow, they provide 65% of all new jobs. Retail banks also provide a safe place for people 

to deposit their money. Savings accounts, certificates of deposit, and other financial products offer a higher return 

than stuffing money under a mattress. The Federal Deposit Insurance Corporation insures most of these deposits. 

Retail banks allow you to manage your money with checking accounts and debit cards. That means you don't have 
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to do all your transactions with dollar bills and coins. All of this can be done online, which has become an added 

convenience. Today’s retail banking sector is characterized by three basic characteristics: 

Multiple products (deposits, credit cards, insurance, investments and securities); 

Multiple channels of distribution (call centre, branch, Internet and kiosk); and 

Multiple customer groups (consumer, small business, and corporate) 

Thus, Retail banking is typical mass-market banking where individual customers use local branches of larger 

commercial banks. Services offered include: savings and checking accounts, mortgages, personal loans, debit cards, 

credit cards etc. 

 

2.2 HDFC Bank 

HDFC Bank was incorporated in August 1994. As of March 31, 2018, the Bank had a nationwide distribution 

network of 4963 branches and 12,635 ATM's in 2,727 cities/towns. HDFC Bank is a leading Indian retail bank. 

Innovative products and smart banking solutions make us the banker of choice for millions of users each day. With a 

nationwide network of 4,963 branches, 12,635 ATMs and 240,000+ merchants (point-of-sale) accepting HDFC 

Bank credit and debit cards, it continue to redefine banking convenience. 

Personal banking solutions from HDFC Bank offer smart features and benefits to ensure that one make the most of 

their relationship with the bank. Its retail banking products and services are designed to meet the end-to-end needs of 

all types of users. From zero balance savings accounts to customized salary accounts, flexible home and personal 

loans to 360 NRI Banking services, HDFC Bank is for everybody. 

HDFC Bank is preferred because it offers the entire banking experience under one roof. Amazing offers, customized 

solutions, minimum paperwork and quick turnaround times are some of the hallmarks of HDFC Bank that has made 

it the banker of choice in India. HDFC Bank Limited is an Indian banking and financial services company 

headquartered in Mumbai, Maharashtra. It has 94907 employees and has a presence in Bahrain, Hong Kong and 

Dubai. HDFC Bank is India’s second-largest private sector lender by assets. It is the largest bank in India by market 

capitalization as of February 2016. It was ranked 69th in 2016 BrandZTM Top 100 Most Valuable Global Brands. 

 

2.3 State Bank of India (SBI) 

State Bank of India (SBI) is an Indian multinational, public sector banking and financial services company. It is 

a government-owned corporation with its headquarters in Mumbai, Maharashtra. As of 2018-19, it had assets 

of US$460 billion and more than 24,000 branches, including 191 foreign offices spread across 36 countries, making 

it the largest banking and financial services company in India by assets. The company is ranked 216th on 

the Fortune Global 500 list of the world's biggest corporations as of 2018.The bank traces its ancestry to British 

India, through the Imperial Bank of India, to the founding, in 1806, of the Bank of Calcutta, making it the oldest 

commercial bank in the Indian Subcontinent. Bank of Madras merged into the other two "presidency banks" in 

British India, Bank of Calcutta and Bank of Bombay, to form the Imperial Bank of India, which in turn became the 

State Bank of India in 1955. Government of India owned the Imperial Bank of India in 1955, with Reserve Bank of 

India (India's Central Bank) taking a 60% stake, and renamed it the State Bank of India. In 2008, the government 

took over the stake held by the Reserve Bank of India. 

State Bank of India is a banking behemoth and has 23% market share in deposits and loans among Indian 

commercial banks. 

 

III. LITERATURE REVIEW 

Angur (et. al.) (1999) in their study entitled as “Service Quality in the Banking Industry: An Assessment in a 

Developing Economy” examined the applicability of alternative measures of service quality in the banking Industry 

in India. Data were gathered from customers of two major banks in the retail banking industry (a leading public 

sector bank and a leading private sector multinational bank). The results suggested that the service quality concept in 

the retail banking of India as one of the developing economy is a multidimensional construct of service quality.  

Bhayani, S.J. (2003) in his study entitled as, “Empirical Study on Retail Banking Awareness” has focused on the 

Retail Banking Awareness by conducting a survey on 200 customers having their current accounts with private 

banks, nationalized and cooperative banks in Rajkot city of Gujarat. The main objectives of his study was to 

compare the services provided by different private sector banks in the Rajkot City and also to know the customers 

awareness about the services provided and how often they utilized these services. The study concludes that in India, 

due to various factors like illiteracy etc, the IT awareness of the customers was still very low. That’s why the banks 

needed to put major efforts towards educating the customers for building up an IT savvy customer base”.  

Manoj Kamar Joshi (2008) in his article entitled as “Customer Service in Retail Banking in India” deals with the 

service aspects of banks in retail banking. It attempts to highlight that customer service of high standard and quality 
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implemented through the use of modern technology helps banks to succeed in the competitive world of retail 

banking. Banks should also provide comprehensive information to the borrowers with regard to the fees / charges 

levied while processing the loans. Banks, by standardizing the procedures, shall make the customer’s visit to banks 

hassle free and direct them to the right officials to save the customers from making time-consuming enquiries.  

Gronroos (1984) in his study entitled as, “A service Quality model and its marketing implication” defined service 

quality as a perceived judgment which is resulting from an evaluation process, where customers compare their 

expectations with the service they perceived to have received. According to him service quality issues could be split 

into technical quality (what is done) and functional quality (how it is done).  

Lori S. Cook & Rohit Verma (2002) in the study entitled as, “Exploring the Linkages between Quality System, 

Service Quality and Performance Excellence: Service Providers Perspective”, explore the linkages between quality 

system, employee service quality culture, and performance excellence in the banking industry operating in a 

turbulent business environment. Properly conducted quality culture and strategic consensus assessment has the 

potential of informing a service organism of its current position and possible area of improvement. The purpose of 

the study was to assess the service employees’ perception of an organization’s quality management system on 

service quality and on operational performance.  

Kamble (2008) in his study entitled as, “Perceived level of Bank Service Quality in Banking Sector” investigated the 

dimensions of the service quality banking services in private and public sector banks using BSQ an instrument 

specifically designed for banks. He found that the public and private sector banks have different perceptions of 

receiving service quality, private banks are perceived to be better on the dimensions of effectiveness, access and 

tangibility whereas, the public sector banks are perceived better on the dimensions of price reliability.  

H.Emari & S. Iranzadeh (2010) in the study entitled as, “Determining the Dimension of Service Quality in Banking 

Industry: Examining the Gronroos’s Model in Iran”, was to determine the dimensions of service quality in the 

banking industry of Iran. The study empirically examines the European perspective (i.e. Gronroos’s model) 

suggesting that service quality consists of three dimensions, technical, functional and image. This research is an 

applied research and the results of the study showed that in case of a banking service the overall service quality is 

influenced more by a consumer’s perception of technical quality than functional quality.  

Mallika Kumar & Aftab Khan (2010) in the study entitled as “Service Quality Analysis of Cooperative Banks” 

identifies ten factors in the choice of the Cooperative Bank, gives an insight into members perception about the 

Cooperative Bank Service Quality (CBSQ), ranks overall factors influencing customer satisfaction with cooperative 

banks service, and assess the importance of each of these. The study compares the different heirs of rural credit 

cooperatives on these dimensions and draws important conclusions and policy implication for their sustainability in 

the competitive environment. 

Tantakasem & Lee (2005) in their study entitled as “Service Quality and the Customer Satisfaction Chain in the 

Retail Banking Industry”, attempt to create a better understanding of the relationship between different types of 

service quality attributes and customer satisfaction by focusing on the retail banking industry in Thailand. The study 

finds that there are three types of quality attributes that affect customer satisfaction: (1) basic factors (2) 

performance factor, and (3) excitement factors, and that these factor will vary in their impact on customer 

satisfaction.  

Suresh Chandar, Rajendran & Anantharaman (2002) in their study entitled as, “Determinant of Customer Perceived 

Service Quality - A Confirmatory Factor Analysis Approach” aspired to develop an empirical model of service 

quality with a specific focus on the banking sector. The students identify the critical factor of service quality from 

the customer’s perspective and proposed the 5 critical factors of service quality from the customer’s perspective i.e. 

human elements or service delivery, core services or service product, systematization of service delivery, tangibles 

(services scrapes), and corporate social image. These factors resulted from modifying the original SERVQUAL 

instrument, by adding or reducing other related factors.  

 

IV. OBJECTIVES OF THE STUDY 

 The main objectives of this study are:  

1. To know the concept of Retail Banking in India. 

2. To make comparative analysis and interpretation of the service quality according to the   

     perception of the customers in the private sector banks and public sector banks.  

3. To study the ATM service quality of SBI and HDFC. 

4. To study the perception of the customers towards the various services provided by the     

    HDFC and SBI. 
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V. RESEARCH METHODOLOGY 

5.1 Research Plan  

The research study is exploratory in nature. The established objectives will be kept in mind during the study.  The 

study was more in the form of descriptive design to analyze the attitude of respondents towards the retail banking 

services. 

 

5.2 Data Collection: 

The finding of the study is based upon the information collected through primary data i.e. information will be 

collected from respondent with the help of questionnaire and some secondary sources of data. 

 

5.3 Mode of Data Collection 

The study will be based on Primary and Secondary data which includes: 

 

5.3.1 Primary Data 

The Primary Data will be collected through the direct personal interviews with technical   marketing persons of the 

concerns and also from the customers which are taken services from the Banks. 

 

5.3.2 Secondary Data 

Secondary Data will be collected from books and journals which are related to the various banking service. 

 

5.4 Measurement Technique: 

A structured questionnaire will be prepared for this purpose to obtain information from the respondents. Much care 

been taken to select questions about the subject, the questionnaire will be of Likert Scale Type and Closed Ended 

Questionnaire. 

Sample Size, Design & Method 

Due to shortage of time and resources only 60 Samples are taken: 

60 customers of public and private banks in Sirsa District of Haryana State. 

(HDFC Bank and SBI Bank) 

Random and Convenient Sampling methods of probability technique are used o collect the samples.  

 

5.5 Hypothesis 

Null Hypothesis (H0): There is no significant difference between the quality of services provided by public and 

private sector banks. 

Alternate Hypothesis (H1): There is a significant difference between the quality of services provided by private and 

public sector banks. 

 

Analysis of Perception of Customers towards the Service Quality  

Sr. No. Variables Male mean score Female mean score 

1 Tangibility 2.35 2,56 

2 Reliability 2.69 2.72 

3 Responsiveness 2,79 2.80 

4 Assurance 2.63 2.632 

5 ATM services 2.65 2.56 

 Total 10.32 10.712 

 

T-test for Tangibility on the basis of banks. 

Variables Tangibility male  Tangibility female  

Mean 2.348214286 2.564516129 

Variance 0.172867063 0.237365591 

Observations 28 31 

HypothesizedMean Difference 0 

 Df 57 

 t Stat -1.83923368 
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P(T<=t) one-tail 0.035545598 

 t Critical one-tail 1.672028889 

 P(T<=t) two-tail 0.071091196 

 t Critical two-tail 2.002465444   

 

From the figures we find out; 

The value of the P is greater than the value of 0.05 that shows the null hypothesis will accepted i.e. there is no 

significant difference between tangibility of services provided by Public and Private Sector Banks. 

The mean of the tangibility male and female is lies between the class intervals 1.5-2.5, that shows the groups 

satisfied from the tangibility services of the banks. 

 

T-test for Reliability services on the basis of banks 

Variables Reliability Male  Reliability Female  

Mean 2.692857143 2.725 

Variance 0.30957672 0.399354839 

Observations 28 32 

Hypothesized Mean Difference 0 

 Df 58 

 t Stat -0.209515793 

 P(T<=t) one-tail 0.417389898 

 t Critical one-tail 1.671552763 

 P(T<=t) two-tail 0.834779796 

 t Critical two-tail 2.001717468   

From the above calculated date we can say that; 

The value of the P is greater than the value of 0.05 that shows the null hypothesis will, accepted i.e. both Public and 

Private Sector Banks are reliable in providing services to the customers. 

The mean of the reliability male and female is lies between the class intervals 2.5-3.5, that shows the groups are 

neither satisfied nor dis-satisfied from the reliability services of the banks. 

 

T-test for Responsiveness on the basis of banks 

Variables Responsiveness Male B Responsiveness Female B 

Mean 2.794642857 2.8046875 

Variance 0.44469246 0.345703125 

Observations 28 32 

Hypothesized Mean Difference 0 

 Df 54 

 t Stat -0.06148938 

 P(T<=t) one-tail 0.475598248 

 t Critical one-tail 1.673564907 

 P(T<=t) two-tail 0.951196496 

 t Critical two-tail 2.004879275   

From the above table we can say that; 

1. The value of the P is greater than the value of 0.05 that shows the null hypothesis will, accepted i.e. both Public 

and Private Sector Banks are equally responsive towards the customer complaints. 

2. The mean of the responsiveness male and female is lies between the class intervals 2.5-3.5, that shows    the 

groups are neither satisfied nor dis-satisfied from the responsiveness services of the banks 
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T-test for Assurance services on the basis of banks; 

Variables Assurance Male  Assurance Female 

Mean 2.633928571 2.6328125 

Variance 0.428158069 0.38703377 

Observations 28 32 

Hypothesized Mean Difference 0 

 Df 56 

 t Stat 0.006744137 

 P(T<=t) one-tail 0.497321483 

 t Critical one-tail 1.672522304 

 P(T<=t) two-tail 0.994642966 

 t Critical two-tail 2.003240704   

This table shows that; 

1.  The value of the P is greater than the value of 0.05, which shows the null hypothesis will accept i.e. both Public 

and Private Sector Banks are assured to be trusted upon. 

2.  The mean of the assurance male and female is lies between the class intervals 2.5-3.5, that shows    the groups are 

neither satisfied nor dis-satisfied from the assurance services of the banks. 

 

T-test for ATM services on the basis of banks; 

Variables ATM Service Quality Male  ATM Service Quality Female  

Mean 2.654761905 2.5625 

Variance 0.506025867 0.53718638 

Observations 28 32 

Hypothesized Mean Difference 0 

 Df 57 

 t Stat 0.494153978 

 P(T<=t) one-tail 0.311548248 

 t Critical one-tail 1.672028889 

 P(T<=t) two-tail 0.623096496 

 t Critical two-tail 2.002465444   

 

From the above table 

1. The value of the P is greater than the value of 0.05, which shows the null hypothesis will accepted i.e. ATM 

services are good for both the banks just some exceptions for location and availability at some places. 

2.  The mean of the ATM services no. of male and female is lies between the class intervals 2.5-3.5, that shows the 

groups are neither satisfied nor dis-satisfied from the ATM services of the banks. 

 

VI. CONCLUSION 

Banking sector is growing day by day. Retail banking provide services like credits, deposits, loans, educational 

loans to small business etc. which are increasing day by day. Service Quality compatibility of the Public and Private 

sector banks is in equivalence as both the banks are quick responsive to the needs of the customers in a well defined 

and structured manner. The study concludes that both HDFC and SBI are equally efficient in providing services to 

the customers except some issues about the ATM services that should be improved to redefine the structure of 

banking.     
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