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Digital generation has upturned norms of communication, engagement, decision-making and transaction in 
Banking Sector. Marketing practitioners and scholars now become more accountable to justify marketing 
expenditure by adding more customers' value. Customer experience becomes a differentiating factor for public 
and private sector banks. Attempt has been made to assess and compare the performance of public and private 
sector banks in terms of customers' experience and customers' satisfaction  pertaining to Personnel, Products and 
Services offered, Facilitating services, Image, Network accessibility, Technological excellence of Banks. It has 
been found that public sector banks are not behind in providing new innovative services and products, customer 
centric approach by employees, strengthening image of bank, expanding accessibility, offering more augment 
services to the customers. It further indicate that private sector banks are losing its experience based core 
competitive area where they started with that leads to serious strategic challenge for private sector banks.
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Introduction

Marketing practitioners and scholars now become more 
accountable to justify marketing expenditure by adding more 
customers' value. The credibility of marketing is under suspect 
because of perceived lack of accountability that pose a serious 
question for marketing's standing in the firm. Advertising 
budgets are in declined as compared to other functions of 
management such as human resources, information 
technology, and general counsel functions. There are three 
challenges to the measurement of marketing productivity. The 
first challenge is relating marketing activities to long-term 
effects. The second challenge is the separation of individual 
marketing activities from other actions. Third, the use of 
purely financial methods has proved inadequate for justifying 
marketing investments: Nonfinancial metrics are also needed 

 Powell (Guy. R, 2012).
 Digital generation has overturned long held norms of 
communication, engagement, decision-making and 
transaction. The future of banking will be directed by 
generation young, educated, networked and independent 
thinking consumers, who want complete control over their 
decision, including those related to finance. It is very essential 
to generate customer experience at every customer touch point 
for a successful growth strategy. A good customer experience 
will drive customer acquisition and promote customer 
retention which translates into increased profit (Suresh 

Chandra Bihari, 2012). Because of intense competition there is 
decline in brand loyalty. The customers are switching over 
frequently to avail the better facilitates from other banks. 
Therefore it is very vital for Public and Private Sector banks to 
changes their marketing strategy with the help of customers' 
experience and customers' satisfaction data. Banks need to use 
customer's related data not only to design marketing strategy 
but also to assess the performance of their marketing efforts. 
Banks are under paramount pressure to relate their qualitative 
data with quantitative performance.

Customer Satisfaction from Marketing Productivity 
Perspective

Customer satisfaction data helps marketers to understand 
changing market perceptions.  These data create sensitivity 
towards customer centric approach and makes a positive 
reinforcement of company's good and services.

Customer satisfaction can be evaluated in terms of number of 
customers, or percentage of total customers, data regarding 
their experience with a firm, its products, or its services 
(ratings) exceeds specified satisfaction goals. The metrics 
related to customer satisfaction quantify an important 
dynamic. Loyal customers of any brands breed positive word-
of-mouth marketing, which is highly cost effective. Generally, 
customer satisfaction can be measured at the individual level 
and reported at an aggregate level along various dimensions. 
For example, many service providers ask customers to rate their 
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experience with its core services and other supplementary 
services in a holistic sense and about overall satisfaction “with 
your stay” (Paul W. Farris, 2011). 

Sales figure or market share indicate how well a firm is 
performing currently; on other hand customer satisfactions' 
data facilitate demand estimation and future reaction of 
customers. Many research studies focused on the relationship 
between customer satisfaction and firm's performance.  

Public V/s Private Sector Banks

The Indian banking can be broadly characterized as 
nationalized (government owned), privet banks and 
specialized banking institutions. The reserve bank of India 
performed a centralized body monitoring any discrepancies 
and shortcoming in the system. Nationalization of banks took 
place in 1969, the public sector banks or the nationalized 
banks have attained a prominent place and has since then seen 
tremendous progress. The Indian banking has finally taken up 
challenges under competitive dynamics scenario in India. 
Banking sector is successfully addressing the relevant issues to 
take on the multifarious challenges of globalization. More 
number of Banks employ IT solutions and they are perceived 
to be 'futuristic' and proactive players, capable of meeting the 
multifarious requirements of the large customer base (D. R. 
Joshi, 2012).

As competition strengthen with the advent of new private 
banks with technology advantage in the early 1990s the 
scenario started changing rapidly from the demand side and 
experience become key input. Technology enabled products, 
processes, channel, pricing, service and value propositions 
created a new situation. Banks in the public sector space 
successfully upgraded their technology platforms to fight 
competition and keep the market share intact. The private 
sector players were able to make a dent one the market share by 
focusing on customer experience in a holistic way but the 
penetration levels were always challenged by matching 
technology up gradation in different dimensions of public 
sector players. Thus products and services became almost bank 
neutral and customer experience becomes a differentiating 
factor. In the view of the aforesaid, it is pertinent to study the 
customer experience (J Sethuraman, 2012).

It was found that customers of public sector banks are more 
satisfied with the service quality, than those of private sector 
banks (Pooja Mengi 2009).  There seems to be a great amount 
of variation with respect to the level of service quality offered 
by the different groups of banks. Identifies the factors that 
discriminate the three groups of banks. Customers in 
developing economies now give more importance to 
“technological factors” of services such as core service and they 
appreciate systematization of the service delivery as the 
yardstick in differentiating good and bad service.  While the 
“human factors” seem to play a lesser role in discriminating the 
different groups of banks ( , 2003).  G.S. Sureshchandar
Increase in service quality of the banks can satisfy and retain 

customers. In the Indian banking sector, still human aspects 
are more important than technical and tangible aspects of 
service quality that influence customer satisfaction and 
promote and enhance customer loyalty ( , 2009).Usha Lenka

In the line of the above studies the present studies attempt to 
compare the performance of public and private sector banks in 
terms of customers' experience and customers' satisfaction 
pertaining to Personnel, Products and Services offered, 
Facilitating services, Image, Network accessibility, 
Technological excellence of Banks.   

Research Methodology

Customers' Experience and Customers' Satisfaction survey of 
400 customers have been carried out in order to assess and 
compare the performance of public and private sector banks in 
terms of various marketing related aspects. It has been 
conducted in four major cities Bombay, Surat, Baroda and 
Ahmedabad. Well-structured Questionnaire has been used to 
collect primary data from customers about service personnel, 
service offering, facilitating services, accessibility, image and 
overall customer satisfaction of public and private sector 
banks. Customers have been asked to responds for their 
primary banks which they use the most. Customers have been 
randomly selected at the selected branches of public and 
private sector banks for their responses. Levene's Test for 
Equality of Variances, Independent T test for mean, One way 
Analysis of Variance – F test have been carried out to compare 
the performance of public and private sector banks for all the 
aspects. 

Discussion of Findings and Marketing Implication 

68 percent customers preferred public sector bank as primary 
bank while 31 percent preferred private sector bank as primary 
bank. Bank of Baroda is found as the most preferred primary 
bank among the respondents and second most preferred 
primary bank is State Bank of India. It indicates those public 
sector banks have been give first choice by more number of 
customers. 

There is no significance difference regarding customers' 
perception about the service personnel of public and private 
sector banks for the various aspects like knowledge and the skill 
of personnel, relationship with personnel of bank, ability of 
personnel to understand the need of customers. However there 
are very few customers who are fully affirmative in case of both 
public and private sector banks for these aspects. With the help 
of independent “T test” and “One Way Analysis of Variance 
(F)” test that Customers of public sector banks are significantly 
differ in their level of satisfaction at 0.05 per cent level of 
significance; Customers of public sector banks are more 
satisfied than private sector banks for responsiveness of the 
personnel. It point out that public sector banks are successfully 
become more professional in their approach. 
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So far as variety of services offered by bank, cost of services, 
interest rate, customers of both private and public sector banks 
have similar view except special products offered by banks. 
Customers of Public Sector banks are significantly more 
satisfied than private sector banks for getting special products. 
In case banks network also, more number of customers of 
public sector banks believed that network of their banks is 
expanded significantly. 

On overall basis, there is no significance difference found in 
case of Satisfaction level from the personnel, products & 
services, image of bank, facilitating services, accessibility and 
overall satisfaction from all these aspects. It leads to the 
conclusion that public sector banks are not far behind in 
providing new innovative services and products, customer 
centric approach by employees, strengthening image of bank, 
expanding accessibility, offering more augment services to the 
customers. So marketing efforts put of public sector banks in 
terms of introducing innovative products and services, 
affordable price, wide distribution of services through 
expanded network and make over of bank's image through 
innovative marketing communication; become successful. On 
other hand private sector banks are also giving tough 
competition to public sector banks. Private sector banks are 
not legging behind the public sector banks in any criteria. 
Therefore, there is absence of any special area where public and 
private sectors banks have complete competitive edge over each 
other from customer's perception point of view there are more 
less same now. It is a big achievement for private sector banks 
because within very short time span private sector banks 
successfully understand the need of customers and avail the 
innovative services with competitive price and wide excellent 
technology based network. On other hand public sector banks 
also significantly change their marketing approach in all most 
all fronts. It further indicate that private sector banks are losing 

its experience based core competitive area where they started 
with that leads to serious strategic challenge for private sector 
banks. So, in times to come, both public and private sector 
banks have to think out of box to attract more number of 
customers. Both should focus more on Customer 
Convenience, Customer Relationship, Customer Retention, 
Self Help Technology, Time Saving process, IT and Internet 
based services. 

Young consumers having age below 25 are comparatively more 
satisfied with private sector banks than other age groups. 
Customers of Age group of 26 to 35 and 36 to 45 are more or 
less equally satisfied with public and private sector banks. 
However age group of above 45 is considerably more satisfied 
with services of public sector banks. So private sector banks are 
becoming more popular among young generation customers 
having the age group below 25. Service Class Customers and 
Professional group of consumers are more satisfied with public 
sector banks while Business Class customers and Students are 
more satisfied with services of private sector banks. 

Conclusion 

Both Public and Private Sectors banks are striving very hard to 
win the customers with varieties of innovative services. 
Though Private Sectors banks are comparatively having less 
experience in Indian market but they have quickly well 
understood Indian Consumers. Those Public Sector Banks 
which have reinvented their marketing approach remained 
competitive. Customers start perceiving both public and 
private banks equally in terms of service quality, knowledge of 
employees and overall marketing approach of banks. Private 
sector banks successfully woo more number of young 
customers. So both public and private sector banks will have 
opportunities and threats generated by initiatives of each other. 
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