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ABSTRACT 

 Banking sector in India is facing a rapidly changing market. In today’s competitive environment 

relationship marketing is critical to banking corporate success. Banking is a customer oriented services 

industry and Indian banks have started realizing that business depends on client service and the 

satisfaction of the customer. This is compelling them to improve customer service and build relationships 

with customers. The banking system occupies an important place in nation’s economy. It plays a pivotal 

role in the economic development of a country and forms the core of the money market in an advanced 

country. The commercial banks in India comprise of both Public sector as well as private sector banks.. 

Banks have to deal with many customers every day and render various types of services to its customer. 

It's a well known fact that no business can exist without customers. “In recent years, the banking industry 

around the world has been undergoing a rapid transformation. The deepening of technology has 

facilitated better tracking and fulfillment of commitments, multiple delivery channels for customers and 

faster resolution of mis co ordinations. Unlike in the past, the banks today are market driven and market 

responsive. The top concern in the mind of every bank's CEO is increasing or at least maintaining the 

market share in every line of business against the backdrop of heightened competition. With the entry of 

new players and multiple channels, customers (both corporate and retail) have become more discerning 

and less "loyal" to banks. This makes it imperative that banks provide best possible products and services 

to ensure customer satisfaction. To address the challenge of retention of customers, there have been 

active efforts in the banking circles to switch over to customer-centric business model. The success of 

such a model depends upon the approach adopted by banks with respect to customer data management 

and customer relationship management. Over the years, Indian banks have expanded to cover a large 

geographic & functional area to meet the developmental needs. They have been managing a world of 

information about customers - their profiles, location, etc. They have a close relationship with their 

customers and a good knowledge of their needs, requirements and cash positions. Though this offers 

them a unique advantage, they face a fundamental problem. The main objective of this study is to find 

the interrelationships between service quality attributes, customer satisfaction and customer loyalty 

banking sector, close relationship.  

KEY WORDS:  Service Quality, Customer Satisfaction, Customer Loyalty. 

 Indian Banking Industry is one of the largest in world there has been a great surge in efficient 

customer services. A highly satisfied and delighted customer is a very vital non-financial assest for the 

banks in the emerging IT era. The curtsey, accuracy & speed are like a crown factors for a bank. The 
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liberalization, privatization and globalization has ushered the customer relationship management in banks.  

The  process  of globalization  and  our  move  towards  global  standards  changed  the perception of 

customer service and the banking endeavor to serve the customer better, resulted in innovative banking 

services & products Banks  are looking for  more  and more interaction  with customers to build customer 

relationship banking. But to deliver an improved and in-depth  understanding  of  customers needs,  and 

fully  integrated customer  management  system is  required  along  with  complete transparency.   

 In the emerging market scenario, for survival and growth, it is critical for a bank to align its vision, 

mission, goals and objectives with customer’s satisfaction. 

LITERATURE REVIEW 

 Without a sound and effective banking system in India it cannot have a healthy economy. The 

banking system of India should not only be hassle free but it should be able to meet new challenges 

posed by the technology and any other external and internal factors. For the past three decades India's 

banking system has several outstanding achievements to its credit. The most striking is its extensive 

reach. It is no longer confined to only metropolitans or cosmopolitans in India. In fact, Indian banking 

system has reached even to the remote corners of the country. This is one of the main reasons of India's 

growth process. The government's regular policy for Indian bank since 1969 has paid rich dividends with 

the nationalization of 14 major private banks of India. Not long ago, an account holder had to wait for 

hours at the bank counters for getting a draft or for withdrawing his own money. Today, he has a choice. 

Gone are days when the most efficient bank transferred money from one branch to other in two days. 

Now it is simple as instant messaging or dials a pizza. Money has become the order of the day. The first 

bank in India, though conservative, was established in 1786. From 1786 till today, the journey of Indian 

Banking System can be segregated into three distinct phases. 

INDIAN BANKING SECTOR IN 2010 

 The last decade has seen many positive developments in the Indian banking sector. The policy 

makers, which comprise the Reserve Bank of India (RBI), Ministry of Finance and related government 

and financial sector regulatory entities, have made several notable efforts to improve regulation in the 

sector. The sector now compares favorably with banking sectors in the region on metrics like growth, 

profitability and non-performing assets (NPAs). A few banks have established an outstanding track 

record of innovation, growth and value creation. This is reflected in their market valuation. However, 

improved regulations, innovation, growth and value creation in the sector remain limited to a small part 

of it. The cost of banking intermediation in India is higher and bank penetration is far lower than in other 

markets. India’s banking industry must strengthen itself significantly if it has to support the modern and 

vibrant economy which India aspires to be. While the onus for this change lies mainly with bank 

managements, an enabling policy and regulatory framework will also be critical to their success. The 

failure to respond to changing market realities has stunted the development of the financial sector in 

many developing countries. A weak banking structure has been unable to fuel continued growth, which 

has harmed the long-term health of their economies. In this “white paper”, we emphasize the need to act 
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both decisively addressed, could seriously weaken the health of the sector. Further, the inability of bank 

managements (with some notable exceptions) to improve capital allocation, increase the productivity of 

their service platforms and improve the performance ethic in their organizations could seriously affect 

future performance. Customer satisfaction is one of the important outcomes of marketing activity 

(Oliver, 1980; Surprenant and Churchill, 1982; File and Prince (1992) argued that the customers who are 

satisfied tell others about their experiences and this increases WOM advertising. In this way, banks can 

increase customers. Spreng et al, 1996; Mick and Fournier, Hackett et al (1997) argued that profit and 

growth are stimulated primarily by customer loyalty and loyalty is a direct result of customer 

satisfaction. In the competitive banking industry, customer satisfaction is considered as the essence of 

success. Caruana (2000) developed a meditational model that links the service quality and service loyalty 

via customer satisfaction and applied this model in the retail banks in Malta. The results appear to prove 

the links between service quality, customer satisfaction and customer loyalty. According to Hofstede 

(2001), most of the Asian cultures (like India, Pakistan) are collectivist [People in the collective cultures 

discriminate in groups (relatives, institutions and organizations) and out-groups]. In this case, word of 

mouth (WOM) advertisements are important for the banks.Prabhakaran (2003) mentioned that the 

customer is the king. High customer satisfaction is important in maintaining a loyal customer base. To 

link the service quality, customer satisfaction and customer loyalty is important. Kumar et al (2009) 

stated that high quality of service will result in high customer satisfaction and increases customer loyalty 

and Naeem and Saif (2009) found that customer satisfaction is the outcome of service quality.  

CUSTOMER SATISFACTION 

 “Customer satisfaction, a business term, is a measure of how products and services supplied by a 

company meet or surpass customer expectation. It is seen as a key performance indicator within business 

and is part of the four of a Balanced Scorecard. In a competitive marketplace where businesses compete 

for customers, customer satisfaction is seen as a key differentiator and increasingly has become a key 

element of business strategy” . According to Oliver (1980), the customer satisfaction model explains that 

when the customers compare their perceptions of actual products/services performance with the 

expectations, then the feelings of satisfaction have arisen. Any discrepancies between the expectations 

and the performance create the disconfirmation. The working of the customer's mind is a mystery which 

is difficult to solve and understanding the nuances of what customer satisfaction is, a challenging task. 

This exercise in the context of the banking industry will give us an insight into the parameters of 

customer satisfaction and their measurement. This vital information will help us to build satisfaction 

amongst the customers and customer loyalty in the long run which is an integral part of any business. 

The customer's requirements must be translated and quantified into measurable targets. This provides an 

easy way to monitor improvements, and deciding upon the attributes that need to be concentrated on in 

order to improve customer satisfaction. We can recognize where we need to make changes to create 

improvements and determine if these changes, after implemented, have led to increased customer 

satisfaction. It serves to link processes culminating purchase and consumption with post purchase 

phenomena such as attitude change, repeat purchase, and brand loyalty (Surprenant and Churchill, 1982). 
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This definition is supported by Jamal and Nasser (2003) and Mishra (2009)."If you cannot measure it, 

you cannot improve it." - Lord William Thomson Kelvin 1824-1907.  

The Need to Measure Customer Satisfaction 

 Satisfied customers are central to optimal performance and financial returns. In many places in the 

world, business organizations have been elevating the role of the customer to that of a key stakeholder 

over the past twenty years. Customers are viewed as a group whose satisfaction with the enterprise must 

be incorporated in strategic planning efforts. Forward-looking companies are finding value in directly 

measuring and tracking customer satisfaction (CS) as an important strategic success indicator. Evidence 

is mounting that placing a high priority on CS is critical to improved organizational performance in a 

global marketplace. With better understanding of customers' perceptions, companies can determine the 

actions required to meet the customers' needs. They can identify their own strengths and weaknesses, 

where they stand in comparison to their competitors, chart out path future progress and improvement. 

Customer satisfaction measurement helps to promote an increased focus on customer outcomes and 

stimulate improvements in the work practices and processes used within the company. 

 When buyers are powerful, the health and strength of the company's relationship with its customers 

– its most critical economic asset – is its best predictor of the future. Assets on the balance sheet – 

basically assets of production – are good predictors only when buyers are weak. So it is no wonder that 

the relationship between those assets and future income is becoming more and more tenuous. As buyers 

become empowered, sellers have no choice but to adapt. Focusing on competition has its place, but with 

buyer power on the rise, it is more important to pay attention to the customer. Customer satisfaction is 

quite a complex issue and there is a lot of debate and confusion about what exactly is required and how 

to go about it. This article is an attempt to review the necessary requirements, and discuss the steps that 

need to be taken in order to measure and track customer satisfaction. 

Service Quality and Customer Satisfaction 

 There is a great deal of discussion and disagreement in the literature about the distinction between 

service quality and satisfaction. The service quality school view satisfaction as an antecedent of service 

quality - satisfaction with a number of individual transactions "decay" into an overall attitude towards 

service quality. The satisfaction school holds the opposite view that assessments of service quality lead 

to an overall attitude towards the service that they call satisfaction. There is obviously a strong link 

between customer satisfaction and customer retention. Customer's perception of Service and Quality of 

product will determine the success of the product or service in the market. If experience of the service 

greatly exceeds the expectations clients had of the service then satisfaction will be high, and vice versa.. 

In the service quality literature, perceptions of service delivery are measured separately from customer 

expectations, and the gap between the two provides a measure of service quality. 
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Expectations and Customer Satisfaction 

 Expectations have a central role in influencing satisfaction with services, and these in turn are 

determined by a very wide range of factors lower expectations will result in higher satisfaction ratings for 

any given level of service quality. This would seem sensible; for example, poor previous experience with 

the service or other similar services is likely to result in it being easier to pleasantly surprise customers. 

However, there are clearly circumstances where negative preconceptions of a service provider will lead 

to lower expectations, but will also make it harder to achieve high satisfaction ratings – and where 

positive preconceptions and high expectations make positive ratings more likely. The expectations theory 

in much of the literature therefore seems to be an oversimplification.  

OBJECTIVES 

1. Analyzing what is relevant to a successful and banking relationship, so that banks can achieve 

and maintain customer satisfaction in the new climate. 

2. Identifying and commenting in what we see as the key actions that bank must take to retain and 

expand their customer ease in this challenging and increasingly sophisticated market. 

  The main objective of this research is on the interrelationships among service quality, customer 

satisfaction and customer loyalty in the banking sector. Therefore, the sample for this study was selected 

from the bank customers. 

METHODS OF DATA COLLECTION 

In case of data collection there are two types of data i.e. primary data and secondary data. 

Primary Data 

 Information obtained from the original sources by researcher is called primary data. In this study 

primary data was collected using a Questionnaire and Interview with experts. 

Secondary Data 

 Secondary data was collected from various reference books, websites and newspaper articles. 

Sampling Segments: Customers, Bankers, Industry expert. 

Sample Size: 100 respondents 

Data collection procedures 

 Data were gathered from the banking customers .A set of questionnaire distributed to bank 

customers. Five post graduate students (interviewers) administered the survey. They administered the 

survey during two weeks period in July and August, 2011, between 25th July to 7th August, 2011. The 

first part of the questionnaire consists of the general information of the respondent. Service quality 

attributes were used in the second part, which is the independent variable of this research. The third part 

of the questionnaire explains the customer satisfaction and this is the independent/dependent variable of 
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this research. The final part consists of customer loyalty and this is the dependent variable of this 

research. The interviewers explained each part of the questionnaire to the respondents.  

 Based on the 100 sample bank customers, the percentage of male and female respondents are 77 and 

23 respectively, which shows the male dominancy of bank customers. In the whole sample, 53% of 

respondents fell in the age range of 21-30, and 32% fell in the range of 31-40. In terms of qualification, 

the respondents are almost equal and that is, Undergraduate (31%), Graduate (33%), and Post Graduate 

(35%). 63% of respondents are service holder and 43% of respondents earn more 

H1a0: There is no correlation between tangibles and customer satisfaction in the Banking sector. 

 In the table, it can be seen that the correlation (r) of tangibles is 0.491 and the Significant level is 

0.01 (p�.01). The table shows that the p-value is 0.000, which is Less than 0.01. We therefore reject the 

null hypothesis, and concluded that there is a medium positive (r = .491) relationship between tangibles 

and customer satisfaction in the banking sector  

Reliability 

H1ba: There is a positive correlation between reliability and customer satisfaction in the banking 

sector.  

H1b0: There is no correlation between reliability and customer satisfaction in the banking sector  

 The table shows that the correlation (r) is 0.488 for reliability and the p-value is 0.000, which is less 

than the significant level (0.01). Therefore, the null hypothesis is rejected  and concluded that reliability 

and customer satisfaction is positively (medium) related in  the banking sector . 

Responsiveness 

H1ca: There is a positive correlation between responsiveness and customer satisfaction in the  banking 

sector. 

H1c0:  There is no correlation between responsiveness and customer satisfaction in the banking sector  

 It can be observed in the table that the correlation (r) of responsiveness is 0.493 and the p-value is 

0.000, which is less than 0.01. Therefore, the null hypothesis is rejected and it can be concluded that 

responsiveness is positively (medium) related to customer satisfaction in the  banking sector . 

Assurance 

H1da: There is a positive correlation between assurance and customer satisfaction in the banking 

sector  

H1d0:  There is no correlation between assurance and customer satisfaction in the banking sector  

 The table shows that there is a large positive correlation between assurance and ustomer satisfaction 

in the banking sector where p�0.01 

 (p=0.000) and r=0.526. So, the null hypothesis is rejected. 
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Trust and satisfaction 

Finding: In India, the credit crisis has had minimal impact on customer confidence in the banking 

industry, and customers’ confidence inthe industry appears to have grown in the past12 months. The 

majority of customers are also very satisfied with the service they get from their banks. 

Statistic: 80% say their trust in banks has increased in the past 12 months, and 20% say their confidence 

has not changed. 65% score their bank four or five out of five when asked about their degree of 

satisfaction. 

Main bank relationship 

Finding: Indian customers tend to bank with multiple providers. 

Statistic: 90% of Indian customers bank with more than one bank, and 45% bank with three or more 

providers. 

Product holdings 

Finding: Indian customers tend to hold a high number of products with their main bank. 

Statistic: The average customer holds 3.1products with the main bank, compared with a global average 

of 2.9. 15% of customers hold one product with the main bank, and 20% hold five or more. 

Reasons for attrition 

Finding: Despite generally high levels of satisfaction with banks, Indian customers are generally leaving 

their main bank because of poor service. 

Statistic: 48% of customers who decided to leave their main bank did so because of general levels of 

service quality, while 35% cited product and service offerings. 

Personalized service 

Finding: Out of all the countries we surveyed, Indian customers are the most satisfied with the level of 

personalized attention they receive from their main bank, and the majority are willing to pay extra for 

independent financial advice. 

Statistic: 80% consider the level of personalized attention their bank offers to be good or very good. 

48% would not pay for independent financial advice, but 45% would do so for high-end investments, and 

a further15% would pay for independent advice on all their investments. 

Channel experience 

Finding: Customers in India are very satisfied with branches, internet banking and ATMs, and are more 

satisfied than most with mobile banking. 
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Statistic: 85% are satisfied with the branch experience, 80% are satisfied with ATMs and78% are 

satisfied with internet banking. 60%are satisfied with mobile banking – the highest percentage in our 

survey. 

 Impact of the crisis on trust levels in financial institution. How has your confidence towards the 

banking industry changed over the past 12 months. 

 In India, the credit crisis has had minimal impact on customer confidence in the banking industry 

and customer‘s confidence in the industry appears to have grown in the last 12 months. The majority of 

the customers are also very satisfied with the service they get from their banks. 

 Stat: 75% say their trust in banks has increased in the last 12 months and 17% say their confidence 

has not changed.68% score their bank four or five out of five when asked   about their degree of 

satisfaction. 

AGENCIES: TAGS: CUSTOMERS, BANKS INDIAN BANKS CUSTO MER EXPECTATIONS . 

Posted sun April 2011. 

 A survey farm global consultancy firm Ernst and young has found that majority of retail customers 

is satisfied with the countries banking system and that trust has increased after its state handling of the 

2008 global crisis. Unlike many other countries, India was less affected by the meltdown, mainly an 

account of conservative banking policies followed by the reserve bank of India. According to the survey, 

a new era of customer expectation 75% of the retail banking customers in India said that their trust in 

banking industry grow in 2010.indians have the highest level of trust and satisfaction in their banking 

industry. The credit crisis has had minimal impact on customer confidence in the Indian banking 

industry, the survey said. It surveyed more than 20500 global retail banking customers of which 1000 

respondents were from India. The objective of the survey was to gauge what drives customer relationship 

with this banks. 

 The banking industry in mature markets has witnessed a wholesale and ongoing shift in confidence, 

and never before has loyalty management and personal customer attention been such an issue for the 

sector. In contrast, the emerging markets now offer huge opportunities for banks looking to expand 

internationally, as most have felt less of an impact from the credit crisis and instead have a growing 

middle class of customers looking to diversify their bank relationships. Rebuilding trust is a challenge for 

individual banks and for the industry as a whole, in particular across mature markets. Negative customer 

perceptions of the disruption banks have caused to the wider economy, through the under-capitalized and 

over-leveraged practices that led to the credit crisis continue to prevail. In recent years, we have seen that 

being profitable is not enough. The role that banks play in supporting the wider economy has been 

highlighted, and a wide variety of stakeholders are now demanding a more responsible banking industry 

if there is to be a restoration of customer confidence. 
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 In evaluating the survey findings, three key areas of focus for banks:  

• Rebuilding customer confidence 

• Preventing customer attrition  

• Enhancing the customer experience through service quality and use of remote channels 

 In today's globally competitive and highly regulated environment, managing risk effectively while 

satisfying an array of divergent stakeholders is a key goal of banks and securities firms. The Center 

works to anticipate market trends, identify the implications and develop points of view on relevant 

industry issues. Ultimately, it enables us to help you meet your goals and compete more effectively.  By 

2012, most banks will be retail and commercial banking institutions serving regional or local markets. 

Some big banks with strong regional franchises will divest loss-making divisions and instead focus on 

their core markets and customer segments. We anticipate that many European players may eventually fall 

into this category.  

 Indeed, soundness and solvency, balanced with generating returns, are the banking industry’s new 

imperatives. And we believe that most commercial banks in developed markets will settle for lower risk 

and moderate growth in their quest to achieve high performance by 2012. We estimate that at least  

30 percent of the banks’ cost base will be variable by 2012, as successful banks use alliances, shared 

services and sourcing to manage noncore capabilities more competitively. For example, shared services 

arrangements with telecommunications companies and energy utilities could improve economies of scale 

(for both partners) and lower costs.  

 Product innovations like so-called green mortgages, which offer discounts for energy-efficient 

homes, will address consumers’ growing environmental and social concerns; surveys indicate, for 

instance, that customers are prepared to pay a premium for products and services that help cut carbon 

emissions. These and similar customer- and community-focused product initiatives will not only create 

new income streams but also provide banks with the opportunity to build and improve customer 

relationships.  

 For example, microfinance (providing financial services to low-income customers and small- and 

medium-size enterprises, mostly in the developing world) is a low-volatility lending model with limited 

risk that more banks are likely to adopt. Currently, between 50 percent and 80 percent of adults in many 

developing countries have inadequate access to financial services, along with up to 10 percent of the 

population in developed economies, according to The World Bank. So the extension of services to the 

bottom of the pyramid represents a market with significant growth potential. 

 Another example of an emerging new business: Islamic banking, the provision of financial products 

and services in compliance with Sharia law, which prohibits charging interest. The Asian Development 

Bank estimates that the combined global value of Islamic assets held by governments (including 

sovereign wealth funds), financial institutions and individuals is approaching $1 trillion and growing at 

an annual rate of 10 percent to 15 percent.  
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Global consolidation  

 By 2012, the world’s banks will be managing profitability and growth under significantly higher 

capital, risk, liquidity and balance sheet constraints. They will also be competing with some strong 

emerging-market players—banks from Brazil, Russia, China and India that have performed better during 

the current crisis and that will leverage the higher growth of their domestic and regional markets over the 

next three years to consolidate their strengths.  

 To be successful, all players will need to redefine their business scope—bolstering core businesses 

and finding optimal exit strategies for the rest. This will demand exceptional post-merger integration 

skills for the next three years and beyond (see sidebar). 

 Beyond 2012, we foresee a fundamentally reconfigured banking industry: an environment of 

technology-enabled banking “ecosystems,” where non-bank players and peer-to-peer networks will 

compete with mainstream providers to service the needs of ever more demanding consumers. The high 

performers will be those that can overcome the immediate challenges and maximize the opportunities 

presented by the dramatically changed banking landscape of 2012.  

 In the more distant future, the new banking virtues—sustainable profitability, renewed customer-

centricity and a more realistic approach to risk—will be more important than ever.  

Area   2008       2012      

Capital   • Lower capital ratio   • Higher capital ratio  

   

• Low cost of 

equity   • Higher cost of equity  

    • Securitized assets     • On-balance sheet assets  

Risk   • Low market / credit risk premiums • Higher risk premiums  

   • Basel II Accords, International • Counter-cyclical provisions  

   Accounting Standards—pro-cyclical • Regulated risk derivatives  

    • Innovation in risk derivatives        

Assets   • High leverage / rapid expansion • Lower leverage    

   • Off balance sheet / innovation • Higher risk premiums / returns  

    • Low yield / ROA     • Transparency    

Liabilities • Reliance on wholesale funding • Focus on retail deposits  

    • Low cost of retail deposits   • Wholesale funding costs rising  

Liquidit

y   • High market liquidity   • Higher liquidity reserves  

    • Low average cost of funds   • Counter-party risk focus  

Return on equity • Thin capital / high leverage   • Higher capital / lower leverage  

   • High performers (20-25%)  • High performers (10–15%)  

Growth model • Leverage based     

• Reputation and capability based, 

core 
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            capabilities substantially strengthened 

 

*  Pro-cyclical: The regulatory system magnifies the impact of the business cycle by allowing capital 

requirements to fall in periods of economic growth and strong credit quality, and rise when credit 

quality deteriorates. Counter-cyclical: The regulatory system requires banks to hold capital or make 

additional provisions against default in good times to protect against losses in bad times. 

Source: Accenture analysis 

CONCLUSION 

 In today’s competitive environment relationship marketing is critical to banking corporate success. 

Banking is a customer oriented services industry and Indian banks have started realizing that business 

depends on client service and the satisfaction of the customer. This is compelling them to improve 

customer service and build relationships with customers It's a well known fact that no business can exist 

without customers. Customer service, like any aspect of business, is a practiced art that takes time and 

effort to master. All we need to do to achieve this is to stop and switch roles with the customer. What 

would you want from your business if you were the client? How would you want to be treated? Treat 

your customers like your friends and they'll always come back. In short, the domestic economy is an 

increasing pie which offers extensive economies of scale that only large banks will be in a position to 

tap. With the phenomenal increase in the country's population and the increased demand for banking 

services; speed, service quality and customer satisfaction are going to be key differentiators for each 

bank's future success. Thus it is imperative for banks to get useful feedback on their actual response time 

and customer service quality aspects, which in turn will help them take positive steps to maintain a 

competitive edge. The competitive landscape It is clear from our research that enhancing individual 

customer relationships is critically important to future competitive success. In the wake of the credit 

crisis, banks need to continually review their strategies, business models and routes to market to ensure 

that they are responding to customer expectations.  

REFERENCES 

1. Ahmed, I., Nawaz, M.,Usman, A., Shaukat, M., Ahmad, N. and Iqbal, H. (2010) Impact of Service 

Quality on Customers' Satisfaction: Empirical evidence from telecom sector of Pakistan. 

Interdisciplinary Journal of Contemporary Research in Business. 1(12), 98-113. 

2. Al-hawari, M. (2008) The Influence of Traditional Service Quality Factors on Customer 

Satisfaction: A Practical Study within the Context of Australian Banking. The Business Review, 

Cambridge. 11(2), 114-119. 

3. Al-Wugayan, A. and Pleshko, L. P. (2010) A study of satisfaction, loyalty, and market share in 

Kuwait banks. Allied Academies International Conference. Academy for Studies in International 

Business. Proceedings. 10(1), 2-8. 



Global Banking Survey: A New Era of Customer Satisfaction with Reference to India 29

4. Amin, M. and Isa, Z. (2008) An examination of the relationship between service quality 

perception and customer satisfaction: A SEM approach towardsMalaysian Islamic banking. 

International Journal of Islamic and Middle Eastern Finance and Management. 1(3), 191-209. 

5. Anderson et al. (1998) Multivariate Data Analysis. 5th ed. London: Upper Saddle River. 

6. Angur, M. G., Nataraajan, R, and Jahera, J. S. (1999) Service Quality in the banking industry: an 

assessment in a developing economy. International Journal of BankMarketing. 17(3), 116-123. 

7. Arasli, H., Smadi, S.M., and Katircioglu, S. T. (2005) Customer Service Quality in the Greek 

Cypriot banking industry. Managing Service Quality. 15(1), 41-56. 

8. Athanassopoulos, A.and Iliakopoulos, A. (2003) Modeling customer satisfaction in 

telecommunications: assessing the effects ofmultiple transaction points on the perceived overall 

performance of the provider. Production and OperationManagement. 12(2), 224-245. 

9. Avkiran,K, N. (1994) Developing an instrument to measure customer service quality in branch 

banking. The International Journal of BankMarketing. 12(6), 10-19. 

10. Babakus, E. and Boller, G. (1992) An Empirical Assessment of the SERVQUAL Scale. Journal of 

BusinessResearch. 24(3), 253. 

11. Bahia, K. and Nantel, J. (2000) A reliable and valid measurement scale for the perceived service 

quality of banks. The International Journal of Bank Marketing. 18(2), 84. 

12. Balaji, M. (2009) Customer Satisfaction with IndianMobile Services. IUP Journal of Management 

Research. 8(10), 52-62. 

13. Baumann, C.; Burton, S.; Elliott, G.; and Kehr, H. (2007) Prediction of attitude and behavioural 

intentions in retail banking. The International Journal of Bank Marketing. 25(2), 102-116. 

14. Bedi, M. (2010) An integrated framework for service quality, customer satisfaction and 

behavioural responses in Indian Banking industry: a comparison of public and private sector 

banks. Journal of Services Research, 10(1), 157-172. 

15. Beerli, A., Martin, J. D., and Quintana, A. (2004) A model of customer loyalty in the retail 

banking market. European Journal of Marketing. 38(1/2), 253-275. 

16. Bei, L., and Chiao, Y. (2006) The determinants of customer loyalty: an analysis of intangible 

factors in three service industries. International Journal of Commerce andManagement. 16(3/4), 

162-177. 

17. International Trade & Academic Research Conference (ITARC) - London 2010. 

18. Bitner, M. (1990) Evaluating service encounters: the effects of physical surroundings and 

employee responses. Journal of Marketing. 54(2), 69. 



Dr.Suriyamurthi. S 30

19. Black, K. (2009) Business Statistics: Contemporary DecisionMaking. 6th ed. USA: John Wiley & 

Sons, Inc.  

20. Blodgett, J. and Wakefield, K. (1999) Customer response to intangible and tangible service 

factors. Psychology and Marketing. 16(1), 51. 

21. Bloemer, J., Ruyter, K. D. and Peeters, P. (1998) Investigating Drivers of Bank Loyalty: the 

complex relationship between image, service quality and satisfaction. The International Journal of 

BankMarketing. 16(7), 276. 

22. Bolton, R. and Drew, J. (1991) A MultistageModel of Customers' Assessments of Service Quality 

and Value. Journal of Consumer Research. 17(4), 375. 

23. Bowen, J. and Chen, S. (2001) The relationship between customer loyalty and customer 

satisfaction. International Journal of Contemporary Hospitality Management. 13(5), 213-217. 

24. Brown, T. J., Churchill, G. A. and Peter, J. P. (1993) Improving theMeasurement of Service 

Quality. Journal of Retailing. 69(1), 127. 

25. Butcher, K., Sparks, B., and O’Callaghan, F. (2001) Evaluative and relational influences on 

service loyalty. International Journal of Service Industry Management. 12(3/4), 310-327. 

26. Caruana, A. (2002) Service loyalty: The effects of service quality and the mediating role of 

customer satisfaction. European Journal of Marketing. 36(7/8), 811-828. 

27. Choudhury, K. (2008) Service Quality: insights from the Indian Banking scenario 

28. Cronin, J and Taylor, A. (1992) Measuring Service Quality: A Reexamination and Extension. 

Journal of Marketing. 56(3), 55. 

29. Cui, C. C., Lewis, B. R., and Park,W. (2003) Service quality measurement in the banking sector in 

South Korea. The International Journal of Bank Marketing. 21(4/5), 191-201. 

30. Devlin, J. (2001) Consumer evaluation and competitive advantage in retail financial services: a 

research agenda. European Journal of Marketing. 35(5/6), 639-660. 

31. Dick, A and Basu, K. (1994) Customer Loyalty: Toward an Integrated Conceptual Framework. 

Journal of the Academy of Marketing Science. 22(2), 99-113. 

32. Donio, J., Massari, P., and Passiante, G. (2006) Customer satisfaction and loyalty in a digital 

33. International Trade & Academic Research Conference (ITARC) - London 2010 

34. Duggirala, M.; Rajendran, C.; and Anantharaman, R.N. (2008) Provider-perceived Dimensions of 

total quality management in healthcare. Benchmarking. 15(6), 693-722. 

35. Eakuru, N., and Mat, N. (2008) The Application of Structural EquationModeling (SEM) in 

Determining the Antecedents of Customer Loyalty in Banks in South Thailand. The Business 

Review, Cambridge. 10(2), 129-139. 



Global Banking Survey: A New Era of Customer Satisfaction with Reference to India 31

36. Ehigie, B. O. (2006) Correlates of customer loyalty to their banks: a case study inNigeria. 

International Journal of Bank Marketing. 24(7), 494-508. 

37. Faullant, R., Matzler, K., and Fuller, J. (2008) The impact of satisfaction and image on loyalty: the 

case of alpine ski resorts. Managing Service Quality. 18(2), 163-178. 

38. File, K. M. and Prince, R. A. (1992) Positive word of mouth: Customer Satisfaction and buyer 

behaviour. International Journal of BankMarketing. 10(1), 25-29. 

39. Fogli, L. (2006) Customer Service Delivery. San Francisco: Jossey-Bass. 

40. Foss, B. and Stone, M. (2001) Successful customer relationship marketing. 1st ed. London: Kogan 

Page Limited. 

41. Fujun, L.; Hutchinson, J.; Li, D.; and Bai, C. (2007) An empirical assessment and application of 

SERVQUAL in mainland China’smobile communications industry. The International Journal of 

Quality & Reliability Management. 24(3), 244-262. 

42. Garland, R. and Gendall, P. (2004) Testing Dick and Basu’s customer loyaltymodel. Australasian 

Marketing Journal. 12(3), 81-87. 

43. Gee, R.; Coates, G. andNicholson, M. (2008) Understanding and profitablymanaging customer 

loyalty. Marketing Intelligence and planning. 26(4), 359-374. 

44. Giese, L.and Cote, J. (2000) Defining Consumer Satisfaction. Academy of Marketing Science 

Review. 2000, 1. Gilmore, A. (2003) Services Marketing and Management. 1st ed. London: Sage 

Publications Ltd. 

45. Glaveli, N.; Petridou, E; Liassides, C.; and Spathis, C. (2006) Bank Service Quality: evidence 

from five Balkan countries. Managing Service Quality: Global Trends and Challenges in Services. 

16(4), 380-394. 

46. Gronroos, C. (2000) Service Management and Marketing: A Customer Relationship Management 

Approach. 2nd ed. West Sussex: John Wiley & Sons, Ltd. 

47. Gounaris, S. P., Stathakopoulos, V. and Athanassopoulos, A. D. (2003) Antecedents to perceived 

service quality: An exploratory study in the banking industry. The International Journal of Bank 

Marketing. 21(4/5), 168-190. 

48. Hair, J.; Black, W.; Babin, B.; Anderson, R.; and Tatham, R. (2007)Multivariate Data Analysis. 

6th ed. New Jersey: Pearson Education, Inc. 

49. Han, X.; Kwortnik, R.; and Wang, C. (2008) Service Loyalty: An integratedmodel and 

examination across service contexts. Journal of Service Research. 11(1), 22-42. 

50. Hassan, H. A., Tamimi, A., and Al-Amiri, A. (2003) Analysing service quality in the UAE Islamic 

51. banks. Journal of Financial Services Marketing. 8(2), 119-132. 



Dr.Suriyamurthi. S 32

52. Heskett et al. (1997) The Service Profit Chain. New York: The Free Press. 

53. Hofstede, G. (2001) Culture’s consequences: Comparing Values, Behaviours, Institutions, and 

Organizations acrossNations. 2nd ed. London: Sage Publications, Inc. 

54. International Trade & Academic Research Conference (ITARC) - London 2010 

55. Hsu, J., andHsu, C. (2008) The Relationships Between Service Quality and Customer Satisfaction 

in a Leading Chinese Web 2.0 Company. The Business Review, Cambridge. 11(1), 84-89. 

56. Jamal, A. and Naser, K. (2003) Factors influencing customer satisfaction in the retail banking 

sector in Pakistan. International Journal of Commerce and Management. 13(2), 29. 

57. Jamal, A. and Naser, K. (2002) Customer Satisfaction and Retail Banking: an assessment of some 

key antecedents of customer satisfaction in retail banking. The International Journal of Bank 

Marketing. 20(4), 146-160. 

58. Jabnoun, N., Hassan, H. A., and Tamimi, A. (2003) Measuring perceived service quality at UAE 

commercial banks. The International Journal of Quality & Reliability Management. 20(4/5), 458-

472. 

59. Johnston, R. (1997) Identifying the critical determinants of service quality in retail banking: 

importance and effects. The International Journal of BankMarketing. 15(4), 111-119. 

60. Kandampully, J. and Suhartanto, D. (2000) Customer loyalty in the hotel industry: the role of 

customer satisfaction and image. International Journal of Contemporary Hospitality Management. 

12(6), 346-351. 

61. Kassim, N. and Abdullah, N. A. (2010) The effect of perceived service quality dimensions on 

customer satisfaction, trust, and loyalty in e-commerce settings: a cross cultural analysis. 

Websites: 

1. Customer-centric Banking: http://www.iba.org.in/ibahenley.asp 

2.  History of Banking in India : 

 http://finance.indiamart.com/investment_in_india/banking_in_india.html 

3.  India Banking 2010: 

 http://www.mckinsey.com/locations/india/mckinseyonindia/pdf/india_banking_2 010.pdf 

4.  Indian banks face foreign 'attackers': 

 http://www.atimes.com/atimes/South_Asia/IL18Df02.html 

5.  Customer satisfaction: http://en.wikipedia.org/wiki/Customer_satisfaction 

6.  Measuring Customer Satisfaction in The Banking Industry: 

 http://www.indianmba.com/Faculty_Column/FC328/fc328.html 



Global Banking Survey: A New Era of Customer Satisfaction with Reference to India 33

7.  Customer satisfaction in Indian banking: a case of Yamuna Nagar District in 

 Haryana: http://findarticles.com/p/articles/mi_7058/is_1-2_17/ai_n28556199/pg_11/?tag= 

content;col1 

 


