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ABSTRACT 

The present study analyses efforts undertaken by SBI and HDFC to know the 

preference of the customers. The customers are not satisfied with the services rendered by their 

respective banks. The study also provides suggestions of how the banking service can be 

improved. A comparison has been made with respect to the preferences and satisfaction of 

customers towards banking services like ATM, Internet Banking, Telephone Banking, Mobile 

Banking, Loan, Saving or Current Account and Credit Card. The required data was collected 

among 100 respondents. Independent T-Test was uses to find out the relationship within and 

between banks to achieve the objectives. It was found that the customers of HDFC prefers e-

banking because of its ATM, Internet Banking, Telephone Banking, Mobile Banking, Loan, 

Saving or Current Account and Credit Card. After analysing the result of the questionnaire, the 

study concludes that HDFC bank is providing innovative services compared to SBI. Majority of 

the respondents availed ATM facility. SBI banks need to provide innovative service to the 

customers about the use and benefits to the services provided by the bank.  
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I. INTRODUCTION 

Banking refers to the dealing of commercial banks with individual customers, both on liabilities 

and assets sides of the balance sheet. Fixed/current/saving accounts on the liabilities side, and personal, 

housing, auto and educational on the assets side, are the important products offered by banks. Banking is 

mass- market banking segment characterized by a large customer base and a large volume of transactions. 

There is a high level of co-operation between banks, retailers, customers and consumers in this segment. 

Banking has brought in a drastic make over in the overall banking scenario in India. The exceptional 

improvement in the banking system in India is a result of strong initiatives taken up by both the 

government and private companies.  
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 E-Banking is typically 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 and so. 

1.1 Models of Customer Satisfaction 

According to Philip Kotler (2016) loyalty has been defined as “a deeply held commitment to rebuy or re-

patronize a preferred service in the future despite situational influences and marketing efforts having the 

potential to cause switching behaviour”. 

TRADITIONAL ORGANIZATION CHART VS.MODERN CUSTOMER 

ORIENTED ORGANIZATION CHART 

 
Image projection banking institution among its clients is extremely important in the process of 

evaluating the quality of their services. The attributes deemed important by customers are the image of a 

strong and stable bank, safe and reliable. The less relevant banks related to the image of a friendly, 

modern and prestigious. 

1.2 Six Levels of Services 

According to Ron Kaufman, who is to be considered world authority in customer service, there 

are six levels of services that a company can provide to its external or internal customers, and the 

diagnosis obtained according to this hierarchy indicates the areas where improvements can be made. 

 

  The lowest level in terms of quality is the critical "Criminal" followed by the minimum ("Basic"), 

predictable ("Expected"), "Desired", "Surprising" and "Unbelievable", the latest being the highest level. 

The “Criminal” level does not meet all the company's standards for delivery of that service, and 

customers tend not to ever return to that company, whereas the "Basic" presupposes that the services 

offered by the company to be at least disappointing, but not so weak as to attract complaints from 
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customers. The next level, the "Expected", indicates that the services are not special and for that they 

don’t lead to customer loyalty, customers will come back to the company only if they have no other 

options.  

The “Desired” level indicates that you feel extraordinary when getting the service. As a client, 

you interact with a professional who shows you personalized offer of the newest on the market and 

wants to give you the best service. The "Surprising" level it is much better than the expected one. 

Namely, the need was anticipated, the company knew exactly what you wanted so it delivered a one-class 

service. The "Unbelievable” level it is met by only one company in the world.   

REVIEW OF LITERATURE 

2.1 Studies on Customer Satisfaction 

Bhaskara, Narasimha Rao and Viswanath (2000) conducted a study among 300 bank customers 

and 150 bank employees in Bangalore urban district with the objective of assessing and evaluating the 

needs of customers and the response of the process or the system, to the customer needs/services. Chi-

square and mean difference were used to test the 10 variables such as attitude on responsiveness, 

professional commitment, job knowledge, procedures, infrastructure, technology, etc. The study found 

that there is significant difference between what is there in practice and what is theoretically expressed at 

high significance levels. 

Sathya Swaroop Debasish (2001) The study revealed that foreign banks such as Citi Bank, HSBC, 

and Bank of America operating in Delhi provided better service quality, as compared to private sector 

banks such as ICICI, HDFC, Karur Vysya Bank; and public-sector banks such as SBI, Corporation Bank, 

PNB. Citibank, ICICI Bank and SBI were perceived to deliver better services in their respective banking 

sectors. The point of worry was that the public-sector banks, which accounted for over three-fourth of 

banking business in the country had failed to adequately satisfy their customers. 

2.2 Studies on E-Banking 

Krishnamoorthy, V. and R. Srinivasan (2013), studied customer perception on internet banking 

which serves as a tool for Customer Relationship Management (CRM). Data was collected from 154 

respondents who are exposed to Internet Banking. This study clearly indicates that banks are facing 

difficulty in retaining their existing customers, for which either they need to come up with innovative, 

customized products or they need to develop trust with their customers and maintain the relation with 

them. 

Murari, Krishna (2014), measured the attitude of employees towards the adoption of information 

technology (IT)-based banking services among private sector banks of India. The study is conducted in 

four private sector banks of India from Bikaner and Jaipur regions of Rajasthan. The data are collected 

from 180 bank employees through structured questionnaire method out of which 129 employees replied 

to the questionnaire. Frequency percentage and ANOVA test is adopted as the statistical measure. A 

sample of only four private sector banks is taken into consideration. This paper explores the use of IT-

based banking services for research purposes on private banking. It will be of great value for researchers 

and professionals involved in IT-based banking services. 

2.3 Need for the Study  

The literature reviews relating to the result of Banking services and Facilities concept are deeply 

analysed from several perspectives. It is obvious that all the studies have attempted to analysed customers’ 

perception on Banking services with many different constructs. This was identified as research gap after a 

thorough review of literature. Hence, it is perfectly justified to study E-Banking in the context of core 

banking, awareness level of E-Banking products and satisfaction level of ATM, mobile banking, internet 

banking and phone banking services. In this direction, the research brings to limelight the customers’ 

perception on Banking services and facilities, a study with special SBI and HDFC in Chennai Study. 
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2.4 Statement of the Problem  

The present study is undertaken to analyze the problem is stated as to what extent the 

respondents are satisfied with the services provided by SBI and HDFC, understand the E-banking 

services of SBI and HDFC and compare the perception of customers towards quality of services 

provided by SBI and HDFC 

2.5 Objectives of the Study 

 To compare the perception of customers towards quality of services provided by SBI and HDFC. 

3.1 Scope for the Study 

A study analysed the perception of customers towards banking services provided by SBI and 

HDFC bank. The purpose of this study is to analyze the satisfaction level of the customers towards 

banking services like ATM, Internet Banking, Telephone Banking, Mobile Banking, Loan, Saving or 

Current Account and Credit Card.   

4.1 Research Methodology 

An analytical study has been undertaken to understand the perceptions of customers of SBI and 

HDFC. Primary data was collected by means of structured questionnaire comprising questions covering 

the service provided and other e-banking services provided by the banks. The study also used ssecondary 

data obtained from books, newspapers, magazines, journals and internet. The study was conducted at 

Chennai City. Data was collected from 100 respondents who are the customers of SBI and HDFC banks. 

50 respondents were from SBI and another 50 respondents were customers of HDFC. The study used 

MS EXCEL and SPSS 22.0 for analysis of data. Independent T-Test was performed on to understand the 

difference in the perception of customers towards ATM, Internet Banking Services, Mobile Banking 

Services, Loan, and Credit Card facilities by SBI and HDFC. 

ANALYSIS AND INTERPRETATION OF DATA 

5.1 Perception of Respondents towards ATM 

𝑯01:Thereisnosignificancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards ATM 

𝑯11:Thereisa significancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards ATM 

Table 1 

Independent T-Test on the perception about ATM 

 

Levene's Test for Equality of 

Variances 
t-test for Equality of Means 

F Sig. T Df 
Sig. (2-

tailed) 

ATM 

Equal variances 

assumed 
9.521 .002 4.382 598 .000 

Equal variances not 

assumed 
  4.382 591.91 .000 

Note: Values computed using SPSS 

Table 1, shows that the p value is (0.00) is lesser than the chosen significance level α = 0.05. 

Hence, the Null hypothesis, H01 is rejected. Thus, there is a significance difference in the customer 

perception towards ATM services provided by SBI and HDFC. 

Perception of Respondents towards Internet Banking  

𝑯02:Thereisnosignificancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards Internet Banking 
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𝑯12:Thereisa significancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards Internet Banking 

Table 2 

Independent T-Test on the Perception about Internet Banking 

 

Levene's Test for Equality of 

Variances 
t-test for Equality of Means 

F Sig. T Df Sig. (2-tailed) 

Internet 

Banking 

Equal variances 

assumed 
9.521 .002 

4.3

82 
598 .000 

Equal variances not 

assumed 
  

4.3

82 

591.91

6 
.000 

Note: Values computed using SPSS 

Table 2 shows that the p value is (0.00) is lesser than the chosen significance level α = 0.05. 

Hence, the Null hypothesis, H02 is rejected. Thus, there is a significance difference in the customer 

perception towards Internet Banking services provided by SBI and HDFC. 

Perception of Respondents on Mobile Banking 

𝑯03:Thereisnosignificancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards Mobile Banking 

𝑯13:Thereisa significancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards Mobile Banking 

Table 3 

Independent T-Test on the Perception about Mobile Banking 

 

Levene's Test for Equality of 

Variances 
t-test for Equality of Means 

F Sig. T Df Sig. (2-tailed) 

Mobile 

Banking 

Equal variances 

assumed 
13.897 .000 3.982 498 .000 

Equal variances 

not assumed 
  3.982 482.358 .000 

Note: Values computed using SPSS 

Table 3, shows that the p value is (0.00) is lesser than the chosen significance level α = 0.05. 

Hence, the Null hypothesis, H03 is rejected. Thus, there is a significance difference in the customer 

perception towards Mobile Banking services provided by SBI and HDFC. 

Perception of Respondents on Loan 

𝑯04:Thereisnosignificancedifference in the perception betweenthecustomersofSBIand HDFCtowards 

Loan 

𝑯14:Thereisa significancedifference in the perception betweenthecustomersofSBIand HDFCtowards Loan 

Table 4 

Independent T-Test for Perception on Loan Servicing – Renewals And Penalty 

 
Levene's Test for Equality of Variances t-test for Equality of Means 

F Sig. T Df Sig.  (2- tail) 

Intimation correctly about the 

renewals, penalty and charges in 

the interest rate? 

Equal variances 

assumed 
20.86 .00 2.59 98 .011 

Equal variances 

not assumed 
  2.59 94.82 .011 

Note: Values computed using SPSS 
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Table 4, shows that the p value is (0.011) is lesser than the chosen significance level α = 0.05. 

Hence, the Null hypothesis, H04 is rejected. Thus, there is a significance difference in the customer 

perception towards Loan servicing on renewals and penalty provided by SBI and HDFC. 

Perception of Respondents on Credit Cards 

𝑯05:Thereisnosignificancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards Credit cards 

𝑯15:Thereisa significancedifference in the perception betweenthecustomersofSBIand  

HDFCtowards Credit cards 

Table 5 

Independent T-Test for Perception on Credit Card – Interest Rate Charged 

 

Levene's Test for Equality of 

Variances 

t-test for Equality of 

Means 

F Sig. T Df Sig. (2-tail) 

Is the credit card 

interest rate 

affordable 

Equal 

variances 

assumed 

3.84 .053 2.68 98 .00 

Equal 

variances 

not assumed 

  2.68 97.69 .00 

Note: Values computed using SPSS 

Table 5, shows that the p value is (0.00) is greater than the chosen significance level α = 0.05. 

Hence, the Null hypothesis, H05 is rejected. Thus, there is a significance difference in the customer 

perception towards Credit Card on satisfaction with the interest rate provided by SBI and HDFC. 

Perception of respondents on Overall Customer Satisfaction 

𝑯06:Thereisnosignificancedifference in the perception of respondents on Overall Customer  

Satisfaction 

𝑯16:Thereisa significancedifference in the perception of respondents on Overall Customer  

Satisfaction 

Table 6 

Independent T-Test on Overall Customer Satisfaction 

 

Levene's Test for Equality of 

Variances 

t-test for Equality of 

Means 

F Sig. T Df Sig. (2-tail) 

Overall as a customer 

are you satisfied with the 

services of the bank 

Equal 

variances 

assumed 

49.67 .00 2.97 98 .000 

Equal 

variances 

not 

assumed 

  2.97 68.75 .000 

Note: Values computed using SPSS 

Table 7, shows that the p value is (0.00) is lesser than the chosen significance level α = 0.05. 

Hence, the Null hypothesis, H06 is rejected. Thus, there is a significance difference in the Overall 

Customer Satisfaction on the services provided by SBI and HDFC. 
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II. RECOMMENDATIONS 

 ATM facility and location must be made available in all branches of these two banks. 

 Make the sites friendlier to make account transfers and e-payments in the internet banking 

facility. Create trust towards the customers while processing the online transactions. 

 Give the customers the confidence that there is security in the transactions. Also give them the 

reward point so that the customers feel satisfied in the bank they are dealing with. 

 Make the customers aware for every transaction been made towards e-banking services. 

 Frame the terms and conditions such a way that the customers may understand clearly about the 

loan.The bank may reduce the barriers in the loan process and reduce the time taken for 

processing the loan. 

 The bank may update by changes in the interest rate to the customers and about the renewals and 

penalty. 

 The banks should be computerized with updated technology and equipment’s. Module the 

changes of the customers information. 

 The banks should improve their overall services to increase the number of customers. They 

should recruit professionals to provide such services to satisfy the customers. 

III. CONCLUSION 

Based on this study, the opinion of the sample respondents among the bank customers the 

various aspects of e-banking services provided by SBI and HDFC sector banks are evaluated. Most of the 

services through e-banking performed by both SBI and HDFC banks are beyond the expectation of the 

customers. Similarly, the various services provided by both SBI and HDFC are more than adequate for 

customers. It is concluded finally that there is significant difference between SBI and HDFC in respect of 

both services provided and services performed via e-banking. On comparing the e-banking adoption 

frequency by customers on persuasion of bankers, the HDFC banks are working towards it compared to 

that of SBI bankers. 

Results also show that there is a significant difference between the customers’ perception about 

e-banking products and services provided by the SBI and HDFC banks, they are dissatisfied by the 

services offered by SBI banks in terms of quality and by HDFC banks in terms of cost. E-Banking is an 

innovative tool that is fast becoming a necessity. It is a successful weapon for banks to remain profitable 

in a volatile and competitive marketplace of today. Therefore, SBI banks need to gear up and improve in 

terms of latest technology adoption and offering variety of e-banking products with high quality of 

customer service, as per the expectations of their customers. HDFC banks need to bring down their cost 

and inform their customer in advance at the time of offering the products or services. 
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