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Abstract 

ATM is convenient and time saving to use 

as it acts like“mini bank”providing cash to the 

needy customers at anytime, anywhere whenever 

and wherever there is an ATM counter. ATM 

means neither “avoids traveling with money” nor 

“any time money,” but certainly implies both. Slim 

ATM cards are fast replacing confounding 

withdrawal forms as a convenient way of getting 

your money from banks..The proposed study 

reveals that the customers are aware about the 

Cash withdrawalservices of ATMs. Balance 

enquiry service is ranked on second position on 

awareness scale. In the same manner customer 

prefer ATMs for withdrawal purpose while second 

preference is given to mini statement facility. The 

awarenesslevel about ATM services is very low to 

the rural customers.Automated teller machines 

(ATMs) were the first well-known machines to 

provide electronic access to customers.  

The present proposal of the studythis 

paper to find out the impact of ATM on customer 

satisfaction. This is a comparative study of two 

banks i.e. Private sector banks and Public sector 

banks in TamilNadu.  The objectives of the present 

research  to find out Whether  private sector banks 

or Public sector banks  are providing more 

satisfactory ATM service . To also find out the  

Empirical evidences to the  customers perception  

 

 

about Efficiency, Security and Responsiveness, 

Cost Effectiveness, Problem Handling and 

Compensation and Contact service related to ATM 

service  in both public and privates sector 

banks.This study mainly focuseson ATM Services, 

quality, Customer Satisfaction level of public and 

private sector banks.  

Keywords: ATM, Service quality, Brand 

perception, Perceived Value, Satisfaction, Public 

and Private Banks, TamilNadu. 

I. INTRODUCTION 

 In banking industry, e-services are 

revolutionizing the way business is conducted. 

Electronic based business models are replacing 

conventional banking system and almost of banks 

are rethinking business process designs and 

customer relationship management strategies. It is 

also known as e-banking, online banking which 

provides various alternative e-channels to using 

banking services i.e. ATM, credit card, debit card, 

internet banking, mobile banking, electronic fund 

transfer, electronic clearing services etc. however, 

as per Indian e-banking scenario ATM is most 

acknowledged than other e-channels.  

 The introduction of technology-enabled 

banking service delivery probably started off with 

HSBC bank introducing ATM for the first time in 

India way back in 1987. So the action in this field 

really got heated up during the last 10-12 years. On 
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27
th

June 1967 the first “Cash Machine” 

colloquially called as “Hole on the walls” and was 

described as “Mini-Banks” whichwas designed to 

allow customers access to cash 24 hours a day, 

outside of the restrictive opening times of banks.  

ICICI Bank Performance  

In India, ICICI bank was the first bank 

which offered this delivery channel, by kicking off 

its online services in 1996. Otherprivate sector 

banks like Citibank, IndusInd Bank and HDFC and 

Times Bank (now part of HDFC bank) started 

offeringinternet services in 1999. State bank of 

India launched its services in July 2001. Other 

public sector banks like Bank of Baroda, Allahabad 

Bank, Syndicate Bank and Bank of India, also 

rolled its services during the same time. Banks in 

India currently offers “Fully Transactional 

Websites” to their customers. The customers would 

conduct a variety of transactionsthrough internet 

banking facility which includes: account summary, 

details of historical banking transactions, funds 

transfer, loan applications, bill payments, cheque 

book request, cheque status enquiry, stop cheque 

request, credit card payments/statements, facilities 

to contact account managers, etc.  

History of ATM Services 

The history of ATM can be traced back to 

the 1960s, when the first ATM machine was 

invented by John Shepherd-Barron he was 

managing director of De La Rue Instruments. That 

machine used by Barclays Bank United Kingdom 

in 27 June 1967. The first bank to introduce the 

ATM concept in India was the Hong Kong and 

Shanghai Banking Corporation (HSBC) in the year 

1987 followed by Bank of India in 1988. 

According to R.B.I. annual report (2008-09) almost 

commercial banks are providing ATM facilities to 

its customers and to date 27,277 ATMs installed by 

public sector banks and 15320 ATMs installed by 

private sector banks in Tamil Nadu. 

Indian ATM Industry 

Indian ATM industry has seen explosive 

growth in recent times. ATMs represent the single 

largest investment in the electronic channel 

services for the Banks. In India, HSBC set the trend 

and set up the first ATM machine here in 1987. 

Since then, they have become a common sight in 

many of our metros. Automated Teller Machines 

(ATMs) have gained prominence as a delivery 

channel for banking transactions in India. Banks 

have been deploying ATMs to increase their reach.  

ATM Great Services 

The ATMs facilitate a variety of banking 

transactions for customers; their main utility has 

been for cash withdrawal and balance enquiry. As 

at the end of October 2007, the number of ATMs 

deployed in India was 31,078. According to some 

estimates the total cash movement through ATMs 

across India was around Rs. 70,000 crore in FY 06. 

Clearly, industry watchers forecast a bright future 

for ATMs in India. While the ATM is a great 

service for customers, for the banks it means 

immense savings on the cost of operations. While a 

typical cash transaction carried out in a bank’s 

branch premise would cost Rs 40 that in an ATM 

will only cost Rs18translating into a cost saving of 

Rs. 22 per transaction. 

II. OBJECTIVES  

  To examine the impact customers’ satisfaction 

in ATM service provided by Public and private 

sector banks.  

  To analysis gap between expectation and 

perception of ATM service quality, brand 

perception and perceived value in ATM 

service of public and private sector banks.  

  To offer valuable suggestions to improve 

ATM service of both public and private sector 

banks.  

 Review of Literature  
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 Brownlie1 (1989) the study evaluated that 

recommended that some consumers have 

positive attitudes towards ATMs based on 

dominant perceptions of convenience/ 

accessibility/ ease of use. 

 Reichheld and Sasser (1990) the study evaluate 

that recognized the benefits that customer 

satisfaction delivers to a bank. For instance, 

the longer a customer stays with a bank the 

more utility the customer generates. This is a 

result of a number of factors relating to the 

time the customer spends with a bank. Without 

usage of technology the banking sector cannot 

provide customers with a satisfactory service. 

 Kaul Urvashi (2007) in his article, “ATM: The 

Power of Cash” explained the importance and 

benefits of ATM, the players in the Indian 

market and presented various statistical data 

concerning the growth of ATM. 

 Manager FSDNCR Corporation India Pvt. Ltd. 

(2008) in his article, “ATMs: Changing 

Fundamentals” stressed that he Indian ATM 

industry has seen explosive growth in recent 

times and Banks have committed to substantial 

capital outlays on ATM deployment, 

recognizing the significance of the 3 Ms – 

Maintenance, Monitoring and Management – 

of the ATMs to make the self service channel a 

reliable and profitable one. 

 Patricioet al. (2003) the study reveals that the  

customers will use different service delivery 

systems dependent on their assessment of each 

channel and how it contributes to the overall 

service offering. Hence service satisfaction 

will not merely be based on isolated service 

encounters and experiences but rather on the 

overall feelings of satisfaction. With automated 

teller machines networks already in place in 

most of the urban areas, the drive is now 

focused towards the rural areas where the use 

of automated teller machines is still 

uncommon. 

 Al-Hawari et al. (2006), the study analysis that 

compiled a list of five major items about ATM 

service quality that include convenient and 

secured locations, functions of ATM, adequate 

number of machines and user-friendliness of 

the systems and procedures. 

 Khatri & Yadav (2012) analyzed that most 

important factor which influence customer to 

use the ATM services is its convenience in use 

& availability of machines. 

 Singh & Komal (2009) found that Size of 

respective bank, year of establishment, & 

performance of bank are the major factors 

which are responsible for the customer 

satisfaction towards ATM service of banks. 

 Kumbhar (2011) observed that other than cost 

effectiveness of ATM service perception about 

all service quality dimensions is approximately 

same in public and private sector banks. 

Overall results shows that cost effectiveness of 

ATM service were core service quality 

dimension and it were significantly affecting 

on overall customer satisfaction in ATM 

service provided by commercial banks. 

 Komal and Singh (2009) had identified that 

customer satisfaction is one of the major 

factors measuring the performance of the 

banks. They examined the relationship 

between various ATM facilities, factors 

affecting the choice of ATM and its interplay 

with customer satisfaction. This study has 

analysed the customer satisfaction level in two 

terms, i.e. Material Customer Satisfaction 

(MCS) level and Abstract Customer 

Satisfaction (ACS) level. Customer satisfaction 

in material sense denotes the aggregate 

position of the banks in terms of fee charged, 
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frequency with which problems are faced and 

post-purchase behaviour of the customers.  

 Woodruff et al., 1983; Wafa et al., 2009, the 

study reveals it obtained „Value‟ of service 

also one of the most important factors affecting 

on customers satisfaction. There are close 

relationship between service value and 

customers satisfaction. Value may be 

conceptualized as arising from both quality and 

price or from what one gets and what one 

gives. Value increases as quality increases and 

as price/rent/charges or cost of transaction 

decreases. Therefore, in this study author has 

used three major dimensions e.g. service 

quality, brand perception and perceived value 

to assess customer satisfaction 

Hypothesis of the Study  

 Hypothesis 1: There is no relationship between 

the Quality of ATM service provided by public 

and private sector banks.  

 Hypothesis 2: There is no relationship between 

the Brand perception in ATM service provided 

by public and private sector banks.  

 Hypothesis 3: There is no relationship between 

the Perceived value in ATM service provided 

by public and private sector banks. 

 Hypothesis 4: There is no relationship between 

the Overall customer satisfaction in ATM 

service provided by public and private sector 

banks. 

Scope of the Study 

The present study is of analytical and 

exploratory nature. Accordingly, the use has been 

made of primary as well as secondary data. To 

know the impact of ATM services provided by 

private sector banks and public sector banks  have 

been  collect the data from customers using ATM 

services. 

 

 

Research Methodology 

The secondary data have been collected 

mainly from RBI monthly bulletins, Financial 

Express political weekly, various newspapers and 

other literature available in the field. To analyze the 

data, various statistical techniques such as average, 

std. deviation and normal distribution have been 

used as per the requirement of the data. F test has 

also been used to analyze the variances. 

 A five point Likert scale ranging from 

strongly agrees to strongly disagree was adopted as 

the scale for the statements in the questionnaire and 

method of data collection was through personal 

mode. The survey questionnaire has been designed 

using 27 statements related to service quality 

dimensions i.e. Accessibility(3),Convenience(4), 

Efficiency(4), Responsiveness(4), Security & 

Privacy(5), Reliability(5). Analysis of the study is 

done with the help of the relevant statistical tools 

like Cronbach‟s alpha reliability test etc. The data 

has been analysed by using SPSS software. 

Limitation of the Study 

This study provides better guidelines for 

bank managers and policy makers to enhance 

customers’ satisfaction via service quality of ATM.  

 The study cover ATM Services provided by 

only Indian Bank not cover any other kind of 

Bank. 

 The study areas cover only Tamil Nadu 

because time and money constrains.  

 The study cover only customer satisfaction a 

services and facilities and safety provided by 

the Indian bank.  

III. FINDINGS  

 54% of the respondents belong to the age 21-

30 years they got highly satisfied using ATM 

services. 

 56%of the respondents are male they got 

highly satisfied using ATM services. 
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 60% of the respondents belong to the married 

they got highly satisfied using ATM services. 

 50% of the respondents are post graduate they 

got highly satisfied using ATM services. 

 30% of the respondent’s income level is 5000-

10000 they got highly satisfied using ATM 

services. 

 66% of the respondents banking needs is 

important they got highly satisfied using ATM 

services. 

 78% of the respondent’s type of account is 

saving account they got highly satisfied using 

ATM services. 

 66% of the respondent’s banker fulfills all our 

facilities they got highly satisfied using ATM 

services. 

 42% of the respondents are know the stock 

exchange in no our bank they got highly 

satisfied using ATM services. 

 74% of the respondents are available core 

banking facility in our bank they got highly 

satisfied using ATM services. 

 64% of the respondents the banker charging 

the amount is not maintain the minimum 

balance in the account they got highly satisfied 

using ATM services. 

IV. SUGGESTIONS 

 ATM is very essential for the modern life due 

to advancement in technology.  

 ATM is available in the entire place required 

by them. Regarding the denominations 

majority of the customers agreed that ATM 

provides denominations specified by them.  

 Indian Bank ATM services provided by which 

had sufficient money compare to other banks. 

The Indian Bank reduced operational problems 

in the ATM.  

 The most important features of ATM is to 

provide privacy in transactions.  Nearly 48% of 

the customers agreed that they are highly 

secured with this feature. 

 Majority of the customer felt that they are 

highly secured for the secret password given at 

the time of acquiring the ATM card.  

 It also provided highly secured with the special 

video camera facility provided by their 

respective banks.  

 Regarding the maximum withdrawal limit of 

the ATM nearly 45% of the customers are 

satisfied with this limitation. 

V. CONCLUSION 

 The Bank plays an important role in 

servicing its customers.  Banks are able to capture 

the minds of the customers by providing variety of 

modern and marketing services. The researcher is 

has been identified that almost all the customers are 

accepting the ATM as a useful and modern tool for 

dispensing cash due to advancement in technology. 

However, not sufficient work has been done in 

TamilNadu with regard to ATM service and 

customer satisfaction issues. The study  focus on 

the to find out the  Empirical evidences on 

customers perception about Efficiency, Security 

and Responsiveness, Cost Effectiveness, Problem 

Handling and Compensation and Contact service 

related to ATM service in both public and privates 

sector banks. These studies mainly focus on 

valuable empirical evidences of ATM service 

perception in Tamil Nadu banking system. This 

study also find out which bank providing more 

satisfactory ATM service as compared to public 

sector banks or private sector banks. 
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