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Abstract 

Marketing is essential resource for success 

of organization. Marketing helps the 

product to reach the people right time in a 

right place. It assists customers to know 

about product in market, features and 

specifications of product and the place 

where the customers can get the products. 

According to banking services marketing 

assists the customers to know the various 

features and details about bank, interest 

levels, deposits details, loan, insurance 

policies and various features about bank. 

After well knowing about banks makes to 

open new account, do all financial 

transactions and realizing various features 

and specialties in banking services. This 

study is concerned about marketing of 

banking services in chennai district. . It is 

absolutely essential to have a positive 

attitude and willingness to serve customer. 

Providing quick service to customer is the 

need of the hour. It is necessary to provide 

requisite information to the customer and 

guide the members of the public. 

Introduction 

Banks in India have been offering the mass 

bank products since their inception. They 

are providing usual deposit products and 

lending products in common, such as 

savings bank, current account, term 

deposits, recurring deposits as well as cash 

credit and term loans. The banks in the 

past did not find any attention in the Indian 

Economy because of low level of 

economic activities and meager business 

prospects. The needs, requirements, hopes 

and aspirations of the masses remained 

neglected till the dawn of independence in 

1947. After attaining independence, the 

development underwent rapid changes. 

The State Bank of India initiated the first 

major step in the direction of marketing in 

1947, dividing the customer on the basis of 

activity carved over four major segments. 

They are (i) institutional, (ii) small 

industries and small business, (iii) 

Agriculture and (iv) Personal service 

segments. The customer service in banks 

requires a general behaviour of the staff. It 
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is absolutely essential to have a positive 

attitude and willingness to serve customer. 

Providing quick service to customer is the 

need of the hour. It is necessary to provide 

requisite information to the customer and 

guide the members of the public. 

Importance of the study 

A sound banking system is a sine quo non 

for accelerating the process of economic 

development of a country.. Banks and 

economic development are intertwined and 

inseparable to each other. Banking 

organizations occupy a key position in the 

economic development of a country. They 

constitute the core of country's financial 

structure and money supply. The bankers 

are lending, investing money on other 

activities, which facilitate the process of 

production, distribution and consumption. 

The banks encourage investments and help 

capital formation by mobilizing savings 

and lending those funds to prospective 

entrepreneurs and industrial ventures. Dr. 

Manmohan Singh (2005), Prime Minister 

of India says, "The financial system of a 

country has a crucial role to play in the 

mobilization of savings and their 

allocation to the most productive uses if it 

is to serve as an essential adjustment to 

economic growth". 

Statement of the Problem 

Banking is essentially service-oriented 

industry and it has to sustain itself on its 

service. The survival and growth of banks 

do not depend on its size of funds. Rather, 

they depend on their ability to provide 

quantitative service and marketing 

strategies to their customers on a sustained 

basic. In the long run, banks build long-

term mutually beneficial relationship with 

their customers. Many banks may not have 

the proper waiting hall and seating 

arrangement for their consumers. 

Especially in rural areas the customers 

may not have any idea about the services 

offered by the banks. Today, the Indian 

banking sector viewed about the virtual 

banking concept. But, in reality many 

branches of a bank may not have the 

consumer redressal forum, and the attitude 

of the banking employees not yet changed. 

With the help of nationalization of banks, 

the Indian Government was able to 

achieve the "More banking" concept but 

not yet reached the main object of "Best 

Banking" concept. Even today, many of 

the banks are not functioning on par with 

the international standards. Hence, the 

present study attempts to micro level 

analysis on marketing of services by 

commercial banks in Chennai District. 

Scope of the study 

Marketing occupies a very significant 

place. Traditionally it was felt that the 

customers would accept whatever product 

or service is offered to them. The 
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producer/service provider was concerned 

about his profit and no attention has been 

given to the customers to choose any 

product/service but, now with all-round 

awakening, the focus has shifted from the 

producer to the customer. The producer 

cannot afford to produce or introduce 

according to his liking. He has to keep in 

mind the needs of the customers. Even 

now, many people in India are not having 

any bank account. The reason is that, the 

banking personnel do not properly educate 

them. Hence, this study will give the bird's 

eye view on various aspects relating to the 

origin of banking concept to the modem 

trends in the banking sectors. Moreover an 

attempt has been made to analyze the 

various services provided by the banks in 

detail. 

Objectives of the study 

1. To assess the existence of banking 

services from the point of view of bank 

officials 

2. To measure the level of satisfaction of 

selected commercial banks in relation to 

banking services as perceived by sample 

customers 

3. To identify various special services 

rendered by commercial banks. 

4. To offer suggestions for overall 

improvements in banking services in India 

to satisfy customers.  

 

Methodology: 

Primary data are collected by the 

investigator among 2 lakhs account holder 

of Banks in Chennai, sample of 300 

respondents are interviewed. The 

respondents are interviewed either at the 

gate or in their residence. Secondary data 

were collected from books, journals, 

periodicals like Journal of Indian Institute 

of Bankers, journals of Indian Institute of 

Banking and Finance, PNB Monthly 

Review, RBI monthly Bulletin, Business 

today, India Today, Business & Economy 

and dailies like The Economic Times, 

Times of India, The Business Line, The 

Hindu, The Financial Express, and The 

Indian Express and Websites.  

Selection of Sample 

There are 189 banks in Chennai District. 

Out of these 30 banks are selected at 

random giving weight age to all areas 

namely urban, semi urban and rural areas 

that is 14 banks from urban area, banks 

from semi urban area and the remaining 

banks from rural area are considered. 

Period of Study 

The study Period is 2001 to 2006. All 

relevant information in connection with 

this research is restricted to this period 

only. 

Limitations of the study  

Some respondents are not interested to 

give the fruitful information about the 
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function of the bank; some respondents are 

argumentative and asked about the 

practical use of answering the questions; 

some respondents expressed their non-

interest during the interview; some 

respondents are not having any idea about 

the services provided by the banks; the 

main sources of error variance was the 

individual differences, time differences, 

guessing, lapse of memory, bias of 

respondents, mood of the respondents, 

character of the respondents, involvement 

of the respondents. But an effort has been 

made to remove all these errors to bring 

this research fruitful. 

Review of literature 

Rajendra Singh (2006) has stated that the 

need of cross selling. Cross selling. It has 

been acknowledged as a logical marketing 

approach to expand retail segments. In a 

digitally enabled environment, the entire 

bank can maintain a common repository of 

customer data and tag them for all 

relationships that a customer has with the 

bank. This allows the organization to get a 

360' view of its entire customer base. 

Research studies reveal that selling 

products and services to the existing 

customers is five times cheaper than 

brining in a new customer. 

State Bank of Saurashtra (2005) in its 

press release has stated the SBS has 

achieved 100 per cent computerization 

with the implementation of core-banking 

solution in all its branches. This is the first 

public sector bank having all its 424 

branches enabled, under Real Time Gross 

Settlement facility. SBS announced 

'anywhere banking' in all its branches as 

core banking now connects them. The 

bank has a network of 175 ATMs, which is 

part of around 6,000 ATMs of the State 

Bank group. 

Table -1  

Eigen values 

Function Eigen value % of variance Cumulative % Canonical correlation 

1 

2 

.433 

.144 

75.1 

24.9 

75.1 

100.0 

.550 

.354 

 First 2 canonical discriminant functions were used in the analysis. 

The Eigen value is 0.433 and it is shown in Table A. This is a superior function. It is to be 

noted that Eigen Value is the ratio of 'between groups' to 'within group' sums of squares. 

Canonical correlation is +0.550 and it is shown in Table A. Correlation measures the extent 

of association between the discriminant scores and groups. The square of this correlation is 

0.550 which indicates that (0.552) 30.25 per cent of the variable in the dependent variable is 

explained or accounted for in this model. 
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Table -2 

 Wilks' Lambda 

Test of functions Wilks’ Lambda Chi-square df Sig. 

1 through 2 

2 

.610 

.874 

29.423 

7.184 

16 

7 

.048 

.410 

 

Wilk's 'y' or 'U' statistics calculated is 0.610 and it is shown in Table B. It is the ratio of the 

'within group' simi of squares. Its value normally varies between 0 and 1. Large values of 'y' 

(near 1) indicate the group means do not seem to be different. Small values of 'y' (near 0) 

indicate the group means to be different. In this case the Wilk's 'y' is 0.610 which is near to 1. 

This shows that the group means seem to be different to higher extent in the case of higher 

level satisfaction and lower level satisfaction. Chi-Square value is 29.423 and the degree of 

freedom is 16. The table value of chi-square at 5 per cent level of significant is 26.3 at 16 

degree of freedom. As the calculated Value is more than Table Value, the hypothesis is 

rejected. This also proves that the group means are significantly different in the case of higher 

level satisfaction and lower level satisfaction. 

Table -3 

Standardized Canonical Discriminate Function Coefficients 

 Function 

1 2 

Quick service .566 -.308 

Courtesy extended .562 -.149 

Lesser formalities .069 .533 

Customer friendly .988 .287 

Good will .114 -.457 

Liberal loan .228 .033 

Nearness .196 .760 

Management -.241 .215 

Standardized Canonical Discriminant Function Coefficients are used as the multipliers when 

the variables have been standardized to a mean of 0 and a variance of 1 and this is shown in 

Table C. In this case, Discriminant function coefficient for quick service is 0.566; courtesy 

extended is 0.562; lesser formalities is 0.069; customer friendly approach is 0.988; goodwill 

of the bank is 0.114; liberal loan is 0.228; nearness to customer is 0.196 and better 

management s -0.241. It is to be noted that coefficient is highest for customer friendly 

approach and least for better management aspects. 
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Table -4 

Unstandardized Canonical Discriminant Function Coefficients 

 Area 

Urban Semi urban Rural 

Quick service 1.249 1.846 1.757 

Courtesy extended 2.632 3.188 3.222 

Lesser formalities 2.313 2.174 2.565 

Customer friendly 3.333 4.142 4.676 

Good will 2.182 2.440 2.141 

Liberal loan 2.021 2.179 2.254 

Nearness 2.207 2.064 2.747 

Management .156 -.133 -1.77E-02 

(constant) -20.129 -24.345 -28.111 

Fisher's linear discriminant functions 

Structure Matrix is given in Table D. 

Unstandardised Canonical Discriminant 

Function Coefficient shown in Table E 

confirms that the constant is -20.129; 

quick service (1.249); courtesy extended 

(2.632); lesser formalities (2.313); 

customer friendly approach (3.333); 

goodwill of the bank (2.182) liberal loans 

(2.021); nearness to customer (2.207) and 

better management (0.156) in urban areas. 

In semi urban areas, the constant is -

24.345; quick service (1.846); courtesy 

extended (3.188); lesser formalities 

(2.174); customer friendly approach 

(4.142); goodwill of the bank (2.440) 

liberal loans (2.179); nearness to customer 

(2.064) and better management (-0.113). 

In rural areas, the constant is -28.111; 

quick service (1.757); courtesy extended 

(3.222); lesser formalities (2.565); 

customer friendly approach (4.676); 

goodwill of the bank (2.141) liberal loans 

(2.254); nearness to customer (2.747) and 

better management (-0.0177). 

Linear Model of Discriminant Function 

Analysis can be shown as follows:  

FOR URBAN AREA: (Higher 

importance for Customer friendly 

approach and courtesy extended)  

D = 1.249 XI + 2.653 X2 + 2.313 X3 

+3.333 X4 + 2.182 X5 + 2.021 X6 + 2.207 

X7+ 0.156X8-20.129 

FOR SEMI URBAN AREA: (Higher 

importance for Customer friendly 

approach and courtesy extended)  

D = 1.846 XI + 3.188 X2 + 2.174 X3 + 

4.142 X4 + 2.114 X5 + 2.179 X6 + 2.064 

X7 -0.113X8-24.345 

FOR RURAL AREA: (Higher 

importance for Customer friendly 

approach and courtesy extended)  

D = 1.757 XI + 3.222 X2 + 2.565 X3 + 

4.676 X4 + 2.141 X5 + 2.254 X6 + 2.747 

X7- 
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0.017X8-28.111  

Where D = Discriminant Score Function;  

XI = Quick service;  

X2 = Courtesy extended;  

X3 = Less formalities;  

X4 = Customer friendly approach;  

X5 = Goodwill of the bank  

X6 = Liberal loan;  

X7 = Nearness to customers and  

X8 = Better Management.  

The present chapter highlights Bank 

Officials Opinion on customer services. It 

stresses the demographic characteristic of 

bank officials such as sex, age, area, 

occupation, educational qualifications. 

Like that their opinion on service 

providing activities such as quick services, 

courtesy, formalities, customer friendly 

approach, goodwill of the bank, liberal 

loan, ability to manage and hindrance 

existing on overcrowding, rigid 

formalities, non availability of physical 

infrastructure, location disadvantages are 

also discussed. Hence this chapter gives a 

view on the problems and prospects of 

banking services from bank officials' point 

of view. The next chapter deals with 

customers' perception of banking services. 

Suggestions and conclusion  

The staff of banks in rural area must be 

trained to deal with the customer in a 

friendly manner. Proper training must be 

given to rural area bank officials for 

improving good will of the bank. Officials 

in the semi urban and rural area are 

advised to provide loans liberally to 

customers. Semi urban and rural area bank 

officials are dissatisfied with the 'slow 

services' provided to customer. Hence, 

efforts must be taken to speed up the 

customer services in this area. Non 

availability of infrastructure in urban, semi 

urban and rural area is to be solved by 

providing the necessary furniture and 

equipment to satisfy the customer. The 

conventional services mode of the bank 

must be changed to improve service mode. 
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