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Measuring Customer Satisfaction with Respect to
Marketing Strategies of SBBJ : A Case Study of Rajasthan State
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Introduction

The bonking indudtry ichighly competitive, bankenot only competing
omong each other but oloo with non-bonkcs ond other finoncial
incatitutiono. Therefore, cuctomer cuticfoction icpotentiolly on effective
tool that bonko con uce to goin o otrategic advontoge ond curvive in
increacing bonking competitive environment. Saticfoction ic o major
driver of cuctomer's retention ond loyalty therefore achieving high
conoumer cutiofoction ioc a key goal of practitioners (Oliver, 1997). In
oupport of the above, Ronaweera ond Probhu (2003) otote thot
ootiofoction ic importont to the morketer becouce it ic generolly
acoumed to be a cignificont determinont of repeot culea, poaitive word
of mouth ond cuctomer loyolty. They orgued that the more outiofied
cuctomero are the greater their retention will be. Thicic why bucineco
orgonizotionc like bonkc muat atrive to extremely ootiofy or delight
their cuctomero oo oo meono of retaining them. Bonko oloo acoeao the
level of cuctomer cuticfoction for formulating their morketing otrotegy.
If bonk aooeao the level of cuctomer cutiofaction with their banking
productg, price, promotion ond ploce thon they con find out their bect
marketing otrotegies in competitive morket. The moot cucceooful
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morketing otrategies ore developed only oafter on
orgonizotion leorncabout cuctomer cuticfoction.

Morketing otrategy ic o procecs thot con ollow on
orgonizotion to concentrote itc limited recource on the
greatect opportunities to increace oolec ond ochieve o
ouctoinoble competitive odvontoge. Morketing ctrategy
involveo the plong, budgeto ond controlo needed to direct o
firm'c production, promotion, dictribution ond pricing
activities(Shimp 1996). The morketing otrategy includec(a)
o very cleor definition of torget cuctomers, (b) the
development of amorketing mix to cutiofy the cuctomercat o
profit to the bonk, (c) plonning for eoch of the 'cource'
moarketcond eoch of the 'uce' morkets, ond (d) orgonization
ond adminictration (Join, Alok Kumar, 1997,).

In thic ctudy we conduct cuctomer curvey with regpect to
marketing atrotegy of SBBJ in Rojacthon State .

About State Bonk of Bikomer ond Jaipur (SBBJ): State Bonk
of Bikoner ond Jaipur ic on acoociate bonk of Stote Bonk of
India. Acof 2015, SBBJ had 1361 bronches, moctly located
in the State of Rojacthon, Indio.  Itobranch network out of
Rojocthen covero oll the mojor buciness centerc of Indio.
Bonk offerc o wide array of financial products ond cerviceo
to itocuctomercocrooothe nation.

Review of Literature

According to Cohen, Gon, Yong ond Choong (2006)
cuatomer coticfoction hao for, mony yearcbeen perceived oo
a key determinont of why cuctomerc leave or otay with on
orgonizotion. According to Andercon, Fornell ond Lehmon
(1994) auticfoction ic on overall evaluotion of performonce
baced on oll prior experiencec with o firm. Brady ond
Robertoon (2001) conceptualized cuctomer outicfoction oo
on individuol'c feeling of pleacure or dicoppointment
reculting from comporing o product or cervice perceived
performonce (or outcome) in relation to hic or her
expectationo. Kohli ond joworcki (1990) Cuctomer
outiofoction con be conacidered the ecence of cucceas in
todoy'c highly competitive world of buciness. Thug, the
aignificonce of cuctomer cutiofoction ond cuctomer retention
in otrategy development for o market oriented ond cuctomer
focuced firm connot be underectimoted.

Shoarma el (2004) in their ctudiec found that in the regionol
rurol bonks, cuctomer ootiofoction referc to the cuctomer
judgment on morketing of bank productd cerviceo in rurol
cettings by comporing pre-purchoce expectationc with
accumulated experience with the bonkc having moximum
troncoctiono. The cuctomers having low income reaiding in
rural areoo ore chowing “juct coticfoctory” ottitude towordo
all the rural banking cervices, where acthoce having higher
income chow “obove averoge”. In both the cacecthe level of
autiofoction goeoin deccending order concerning to 4p'c of
morketing mix, viz. product, ploce, price ond promotion
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reopectively. The otudy cuggeatofive otepoof atrotegic action
for rural bonkg nomely identification, meacurement,
creotion, mointenonce ond monitoring cuctomer cuticfaction
by keeping higher level of rating in meacurement ccole.
Chriction, Kuecter, Krohmer (2009) Morketing otrategy
comprices all bacic ond long-term octivitieo in the field of
morketing thot deol with the examinotion of the otrategic
initiol aituotion of o compony ond the formulation,
evoluation ond celection of market-oriented ctrategies ond
therefore addoto the goaloof the compony ond itomorketing
objectivec.

The marketing otrategy literature precent evidence thot o
firm'cotrotegic orientotion oo o morket-driven compony aca
oignificont indicotor of itc performonce, which includec
monogement's perception of the ocuccess of productc
(Cooper1994; Narver ond Sloter 1990; Slater ond Norver
1994). Pricing oloo affectoother marketing ctrategieoouch oo
product otrategy, promotional otrategy ond dictribution
atrategy. A pricing ctrategy ico cource of action decigned to
achieve pricing objectives (Williom M. Pride, Robert J.
Hugheosond Jack R. Kapoor). Promotion icthe direct woy on
orgonizotion triec to reach it publica. Thic ic performed
through the five element of the promotion mix including
odvertioing, ocolec promotion, perconol celling, public
relationo ond the direct morketing (Czinkota & Ronkoinen,
2004). Udel (1968) identified morketing promotion oo the
moat importont focet of marketing otrategy leading to
effectiveneco. Kriotina (2006) recommendc that
promotional otrategiec chould be decigned acper the noture
of cervicecto be promoted. The role of promotion hacbeen
redefined into monoging long-term relotionchip with
carefully oelected cuctomers, including conctruction of
learning relationchip where the morketer maintainc o
diologue with on individuol cuctomer (Dowec & Brown,
2000). The role of dictribution icto provide to a.compony the
accomplichment of the tack of delivering the product ot o
right time, place, ond quontity ot o minimum coct (Bucklin,
1966). The dictribution ctrategy icpocoibly more difficult to
monoge thon the other elements of the morketing mix
becouce itooperational decicionsinvolve other functioncto o
greater extent (Ocuogwu, 2001).

Research Methodology
Objective of the Study

To otudy the cuctomerc outicfoction with regpect to
morketing otrotegiec adopted by the State Bonk of Bikomer
ond Jaipur

*  To ctudy the bank cuctomercouticfaction with reapect to
product ctrotegy.

*  To otudy the bank cuctomersouticfaction with recpect to
price otrategy.
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*To otudy the bonk cuctomerc cuticfoction with regpect to
promotion ctrategy.

*To otudy the bonk cuctomerc cuticfoction with regpect to
dictribution otrotegy.

Research Design: Thic receorch hoo been decigned into
three otoges: Experience Surveyg, Literoture Review ond
Pilot Study.

Sample Design: To collect the cuctomer's opinion,
cuatomerc were celected according to the number of
broncheswhich are locoted in ceven divicionc of Rojocthon.
SBBJ operationc ore divided in ceven divicion of Rojocthon
that ore Ajmer, Bikoner, Bhorotpur, Joipur, Jodhpur, Kota
ond Udaipur.

Data Collection

1. Primory datahoobeen collected through well otructured
comprehencive quectionnaires. The oet of
quectionnairecwere developed for the SBBJ cuctomerc
of Rojocthon otate. The quectionnoirec were filled by
celected cuctomercin adirect, undicguiced form oo acto
avoid confucion ond to get the beot pocuible, relioble ond
honeat onowerc. The bonk customerc were celected via
convenient ocampling technique to fill the
quectionnoirec.

2. The ourvey wosbagoed on the opinion of the customercof
Public Sector Bonk only. For the purpoce of the ctudy,
500 cuctomerc of SBBJ bank in Rojocthon Stote were
opproached. To moke cumple truly reprecentotive,
cuctomeroc belonging to different demogrophic groupc
like gender, oge, qualification, profecoion ond income
were contocted. Out of total 500 quectionnaires, 462
uooble recponaecwere received.

3. Bonk Annual Reports, Manuols ond Brochures of Bonk
ond Webaitesare main courcecof cecondory doto.

Research Techniques: One comple t-teat hao been opplied
in thic otudy. One comple t-tect hooc been conducted to
confirm the cignificonce of the cuctomer cuticfaction with
regpect to morketing otrategy of bonk.

Hypotheses: The hypotheses ond cub hypotheses uced in
thioctudy for marketing atrotegiecof bonk are acfollowa.

H1: Cuctomerc are not cuticfied with regpect to marketing
atrategiecof bonk.

Hla: Cuctomerc are not ootiofied with regpect to product
atrategiecsof bonk.

H1b: Cuctomerc are not cutiofied with regpect to pricing
atrotegiecof bonk.

Hle: Cuctomerc oare not outicfied with reopect to
promotional atrategiecof bonk.
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H1d: Cuctomerc are not coticfied with regpect to place
(dictribution) ctrategiecof bonk.

Limitation of the Study: SBBJ deliverc their bonking
cerviceo to large number of cuctomerc in Rojocthon but
recults are baced on 462 bank cuctomerc due to limited
recourcec ond time avoilobility ot hond. So the recult could
not be generaliced for all the customercofbonk in Rojocthon.
It icaloo hoped that the recultsof the precent ctudy moy gove
come incight in the cuctomer opinion/ behaviour/
expectation obout the cerviceoprovided by the bonka.

Data Analysis and Interpretation:

Cuctomerc Satiofaction with Reopect to Maorketing
Strategiec of Bonk. In thic otudy Product otrotegiea, price
orategies, promotion otrategiec ond ploce (dictribution)
atrategiecof bonk ore uced ocaproxy of marketing ctrotegiec
ofbonk under conaideration becouce thece atrotegiescome in
to moin morketing otrategies of bonk. 21 varioblec were
included in morketing otrotegiec of bonk. Cuctomer
ootiofoctions were recorded by uocing the 5-point Likert
acole: 5 - highly ootiofied, 4 - ooticfied, 3 - neutrol, 2 -
dicooticfied, ond 1 - highly dicooticfied.

One comple t-teot woouced to teot Hlato H1d with reopect to
morketing otrategy of bank. The one comple t-teat hoo been
conducted ot 95% confidence interval. The exoct
perceptionc of recpondents were accertoining through the
comporicono of hypothecized meon volue (expected value)
'4' ond computed meon value. The recultsof the cignificonce
teat are baoed on the meon differencesof hypothecized meon
value ond computed meon volue. Whether the meon
differencec are cignificont or not, oo one coumple t-tect woo
uced to tect them.

The procedure for testing the hypothesis:
1. The null hypothesis:

HO:p= 4 [ootiofied or highly cuticfied]
HI1:p<4 Thighly dicootiofied, dicouticfied or neutrol]

2. Statistical test and significance level: One comple t-
tect, Significont at 0.05

Critical value: Confidence intervol ond p-volue

4. Decision rule: null hypothecioc wac rejected under two
conditions, ucing the meon difference ond the
confidence intervola. The meon difference iocignificont
where the correcponding cignificont volue (p-volue) ic
leasthon the chocen cignificont value of 0.05 (p <0.05).
On the other hond, the meon difference ionot cignificont
where it iomore thon the chocen cignificont volue (p >
0.05). A oaignificontly pocitive meon difference with
poaitive confidence intervolc meonc thot cuctomer
ootiofoction icaignificontly more thon the expected thot
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meonc cuctomerc are cotiofied. While a cignificontly
negotive meon difference with negative confidence
intervolomeoncthot cuctomer cuticfoction icworce thon
expected, that meonc cuctomerc are not coticfied. Then,
anegative meon difference with poaitive upper value of
confidence intervol meoncthot cuctomer cuticfoction ic
ot leact ic equal to expectotion, co in thic coce it ic
concluded thot cuctomerc oare ootiofied. Expectation
levelic'4'.

Cuctomerc Satiofaction with Regpect to Product Strotegiec
of Bank. Financial cervice providerclike bankchave been in
bucineao for long. They hove been decigning productc ond
celling them ever acince they hove been ectobliched. But
timec hove chonged ond cuctomer preferencec have alco
chonged. However the exicting producto ctill doec cutiofy o
cegment of the market that hoo been accuctomed to theoe
productobut the chonging environment, preferencec, liking
ond didliking of the cuctomerc may nececvitote to onolycic
cuatomer cutiofaction with product ctrategies of bonk. For
the otudy of cuctomer outicfoction with reogpect to product
atrategiecaix variobleowere included in ctudy.

MSI1 - Bonk underctondo your opecific needo ond provideo
the product that bect cuitoyou

MS2 — Bonk provides innovative ond exceptionol productc
& cerviceo

MS3 - Bonk providesprompt ond relioble information obout
new productcond cervicec

MS4 - Get fully aware obout new cervicesofthe bonk

MSS5 — Bonk provideonew productcond cervicecto morket
more quickly

MS6 —Overoall quality ond reliobility of product ond cervices
provided by the bonk

The one comple t-teat woo uced to teot Hla. The null
hypothecicacoumecthat cucstomercare coticfied with regpect
to product ctrategiec of bonk. The recultsof the cignificonce
teot are baoed on the meon differencesof hypothecized meon
value (4) ond computed meon volue. Whether the meon
differencec are cignificont or not, o one comple t-tect woo
uced to teot them. The recultoore precented in toble 1 ond 2.

Table 1 One Sample t- test for Customer Satisfaction with Respect to Product Strategies of Bank

. Std. Std. Error
Variables N Mean Deviation Mean
MS1 462 3.70 1.050 .049
MS2 462 3.93 1.009 .047
MS3 462 3.78 942 .044
MS4 462 3.94 941 .044
MS5 462 3.63 1.005 .047
MS6 462 3.96 902 .042

Table 2 One Sample t- test for Customer Satisfaction with Respect to Product Strategies of Bank

Test Value <4
95%
. Confidence
Variables Sig. (2- Interval of the |Assessment
tailed) Mean Difference of Null
t df Difference Lower |Upper Hypothesis
MS1 6.070 | 461 | .000 297 -39 -20 Reject
MS2 -1.567 | 461 | .118 074 -17 .02 Do not
Reject
MS3 5035 | 461 | .000 221 31 13 Reject
MS4 -1.285 | 461 | .199 -.056 .14 03 Do not
Reject
MS5 7915 | 461 | .000 370 46 28 Reject
MS6 -928 | 461 | .000 -.039 12 04 Do not
Reject

Source: Primory Dato

The reaults in the toble 1 ond 2 chowo that cuctomer
ootiofoction with reopect to voriobles MS1, MS3 and MSS5,
the meon differencecare (- 0.297, - 0.221 ond — 0.370) with
p-volue of 0.000 imply thot the meonc ore cignificontly leco
thon hypothetical meon (4) ond correoponding negotive
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confidence intervol providec atrong evidence to reject the
null hypotheaici.e. cuctomercare not cotiofied. Therefore we
con conclude with 95% confidence thot cuctomerc are not
outiofied with product otrategies variables (Bank
underctondotheir opecific needs, bank providesprompt and
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relioble information obout productc ond cervices, bonk
provides new productc ond cervices to morket more
quickly).

In coce of variablecMS2 ond MS4 the meon differencecare
(- 0.074 ond — 0.056) with p-voluec of 0.118 ond 0.119
reopectively implying thoat meon differencec ore not
cignificont but the poaitive upper limitc of confidence
interval (0.02 ond 0.03) providec evidence to do not reject
the null hypotheaioci.e. customer cuticfoction icat leaot equal
to expectation. Therefore we con concluded that cuctomerc
are cutiofied with bank providecinnovative ond exceptional
productoond they get fully owore about new cervices of the
bonk.

For varioble MS6 meon difference ic(— 0.039) with p-volue
0f0.000 imply that meon difference icaignificontly lecothon
hypothetical meon “4” but correcponding poaitive upper
limit of the confidence interval provide o otrong cupport to
do not reject the null hypotheaic. So we con conclude with
95% confidence that cuctomer cuticfoction icot leact equal to
expectation with 'Overall quality ond reliobility of productc
ond cervicesof the bonk'.

Customers Satisfaction with Respect to Pricing
strategies of Bank

Price in bonking cector meonc interect rote ond cervice
charges. Due to complexity of pricing otructure in loong,
maintoining trongporency without hidden chorges ic on
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eooential prerequiaite for differentiating bonk cervices. In
Indion bonking inductry where differentiation ionot much in
termo of pricec ond it icrequired to be foir ond troncporent
without hidden chorges. Mony of the purchocing decicion
are token moctly baced on price oo that the pricing policy of
bank effecto the purchacing decicion of cuctomerc. Pricing
policy of bonk onolyzed on the bocic of cuctomerc
aotiofoctiono. For the otudy of cuctomer's cuticfaction with
reopect to pricing otrotegies five variables have included in
otudy.

MS7-Bonk providesconvenient cervice chorgec

MS8 — Bonk perceived more relioble with lower ratec of
interect

MS9 - Extra chorgec for perconalized cervices (ATM/
mobile banking /Internet bonking etc)

MS10—New cervicecare generally fairly priced
MS511-Overall pricing policy of finoncial cervicesof bonk

The one comple t-teat woo uced to tect Hlb. The null
hypotheacicacoumecthat cuctomercare cotiofied with regpect
to pricing otrategiec of bank. The reculto of the cignificonce
teat are baoed on the meon differencesof hypothecized meon
value (4) ond computed meon volue. Whether the meon
differencec are cignificont or not, o one comple t-tect woo
uced to tect them. The recultoore chown in toble 3 ond 4.

Table 3 One Sample t- test for Customer Satisfaction with Respect to Pricing Strategies of Bank

. Std. Std. Error
Variables N Mean Deviation Mean

MS7 462 391 .895 .042

MSS8 462 3.61 1.035 .048

MS9 462 4.15 761 .035

MS10 462 3.77 954 .044

MS11 462 3.97 910 .042

Table 4 One Sample t- test for Customer Satisfaction with Respect to Pricing Strategies of Bank
Test Value <4
95% Confidence
Variables Sig. (2- Interval of the | Agsessment
tailed) Mean Difference of Null
t df Difference | Lower | Upper | Hypothesis

MS7 2.131 | 461 | .034 -.089 -17 .00 Do not
Reject
MSS8 -8.134 | 461 .000 -.392 -.49 -.30 Reject
MS9 4.094 | 461 | .000 145 .08 21 Do not
Reject
MS10 -5.123 | 461 .000 -.227 =31 -.14 Reject
MSI1 | -818 |461 | 414 -035 -12 05 | Donot
Reject

Source: Primory Doto
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Toble 3 ond 4 indicatesthot with ahypothetical meon (4), the
meon differencec for variobles MS8 and MS10 are (- 0.392
ond — 0.227) with p-value of 0.000 imply thot the meon
differencecare cignificontly lecothon the hypothetical meon
(4) ond correoponding negotive confidence interval provide
otrong evidence to reject the null hypothecici.e. customerc
ore not ocutiofied. Therefore, it con be concluded that the
cuatomercore not cotiofied with 'bonk provide lower rotecof
intereat' ond 'new cerviceoare foirly priced'.

For varioble MS7 meon difference ic (- 0.089) with p-volue
0.034 imply that meon difference ic cignificantly leds than
the hypothetical meon (4) but the correoponding poaitive
upper limit of the confidence interval (0.00) providec o
otrong evidence to do not reject the null hypotheadic thot
cuatomercoutiofoction icat leact equal to expectation. So itic
found thot cuctomerc are outiofied with 'bonk providec
convenient cervice chorgec.

In cace of variable MS9 the meon difference i(0.145) with
p-value 0.000 imply thot meon difference ic cignificontly
more thon the hypothetical meon (4) ond the confidence
intervol icoloo poaitive value. Thicprovide otrong evidence
to do not reject the null hypothedic i.e. cuctomerc ore
ootiofied. Therefore it ic concluded thot cuctomerc ore
auticfieowith 'extrachargecfor perconalized cerviceo.

Meon difference of voriable MS11 i6(- 0.035) with p-volue
0.414 chowothat meon difference ionot cignificont but the
poaitive upper limit of confidence intervol (0.05) providec
otrong cupport do not reject the null hypothecic. So we con
conclude with 95% confidence that cuctomer cuticfoction ic
ot leaot equal to expectation. Cuctomerc are coticfied with
'Overall pricing policy of financiol cervicecof bonk'.

Cuctomerc Soticfoction with Regpect to Promotionol
Strategiecof Bonk

Promotion hoo different aopects for different inductries
productc ond cerviceo. It final goal ic to communicote
poaditive word of mouth omong exicting ond potentiol
cuctomerc obout the corporate product ond cervice. In
bonking the cuctomerc muct be encured that cervicec
provided by o porticulor bonk have been decigned to give
them moximum volue of their money. There ic direct
relationchip between promotionc ond coles, we con ooy that
promotional progromoare towordothe target cuctomers poy
to the morketer.

For the otudy of cuctomer's cuticfoction with reopect to
promotional atrategiesof bonk four variobleswere included
in ctudy.

MS12 - Bonk widely advertice their productcond cerviceo

MS13 — Adverticement nececoory to provide information
obout new productoond cerviceo

MS14 - Informoation provided in odverticementc ore
outhentic ond relioble

MS15 — Overall ooticfoction with promotional activitieo of
bonk

The one cumple t-teat uced to tect Hlc. The null hypothecic
acoumec thot cuctomerc ore ooticfied with recopect to
promotional otrategies of bonk. The recultc of the
oignificance tect ore boced on the meon differencec of
hypothecized meon value (4) ond computed meon value.
Whether the mean differencec are cignificont or not, o one
ocomple t-teot woouaced to tect them. The recultoore precented
intoble 5 ond 6.

Table 5 One Sample t- test for Customer Satisfaction with Respect to Promotional Strategies of bank

. Std. Std. Error
Variables N Mean Deviation Mean
MS12 462 4.09 .887 .041
MS13 462 4.16 789 .037
MS14 462 3.99 871 .041
MS15 462 4.15 .884 .041

Table 6 One Sample t- test for Customer Satisfaction with Respect to Promotional Strategies of bank

Test Value <4
95%,

Confidence Assessment
Sig. 2= | g, | Imtervalofthe | n
i t df tailed) Difference Difference Hypothesis

Variables Lower | Upper
MS12 2254 | 461 | .025 093 01 17 Do not
Reject
MS13 4424 | 461 | .000 162 .09 23 Do not
Reject
MS14 214 | 461 | 831 -.009 -.09 07 Do not
Reject
MS15 3.580 | 461 | .000 147 07 23 Do not
Reject

Source: Primary Dota
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Table 5 ond 6 revelothat the meon differencec for varioblec
MS12,MS13 ond MS15 are (0.093, 0.162 oand 0.147) with p-
valuecof 0.025, 0.000 and 0.000 recpectively imply thot the
meon ioaignificontly more than the hypothetical meon volue
(4) providing otrong evidence to cupport the null hypothecic
that customerconticfoction iomore thon expected. Therefore
we con conclude with 95% confidence that cuctomerc ore
ootiofied with variobles (bonk widely odvertices their
producto ond cerviceo, adverticement nececoory to provide
information ond overoll promotional activitiecof bonk).

In coce of varioble MS14, the meon difference ic (-0.009)
with p-value of 0.831 imply that the meon difference ionot
aignificant but the poaitive upper limit of confidence intervol
(0.07) providesa otrong evidence to cupport to do not reject
the null hypotheaicthat cuctomer cuticfoction icat leact equal
to expectation. So it ic found with 95% confidence that
cuctomerc ore of leact equal to the ooticfoction with
'Information provided in adverticementc ore outhentic ond
relioble’'.

Customer Satisfaction with Respect to Place
(Distribution Strategies)

The place (dictribution) of the marketing mix ic where the
cuctomer receiveo the product or cervice. Ploce in cace of
crvicecdetermine where icthe cervice product going to be
locoted. The ctarting point for the marketing of finonciol
aerviceo to the cuctomer ic hic local bronch. Becouce the
buciness of o bonk ic lorgely centralized through ito
individual bronches, it ic importont to celect the moct
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promicing locotionc wherever it ic pocoible. In marketing,
place iothe meoncthrough which o celler mokeshioproduct
avoiloble to the buyer. Place are oloo importont with the view
point of cufety ond cecurity provicion. However, bonking
today ic not obout where the branch ic but where the
cuatomer icond bonkcare recorting to the uce of technology
oo that cuctomerc con occeds their accounts from remote
locationa. For the otudy of customer outicfaction with reopect
to Place (dictribution ctrotegieo) aix variobleowere included.

MS16 — Bonk hao approacheble bronch location ond
dictribution chomnel

MS17 - Boank hoo advancement in technology
(computerization, mobile, internet bonking, ATM)

MS18 — Bank providec cufe depoait locker, cufe cuctody of
articlecond remittonce focilities

MS19 - Bonk haoauitoble working hourc

MS20 — Bonk provide cufety ond cecurity to conocumerc
depoaitc

MS21 - Bonk mointoincconfidentiolity

The one comple t-tect uced to tect H1d. The null hypothecic
acoumecthot cuctomercare cutiofied with recpect to product
atrategies of bank. The reculto of the cignificonce tect are
baced on the meon differencec of hypothecized meon volue
(4) ond computed meon volue. Whether the meon
differencec are cignificont or not, oo one cumple t-tect woo
uced to tect them. The recultoore chown in toble 7 ond 8.

Table 7 One Sample t- test for Customer Satisfaction with Respect to Place

Variables N Mean S,t d', Std. Error

Deviation Mean
MS16 462 4.37 0.845 0.039
MS17 462 4.25 0.781 0.036
MS18 462 3.97 0.922 0.043
MS19 462 3.98 0.998 0.046
MS20 462 4.19 0.826 0.038
MS21 462 4.24 0.816 0.038

Table 8 One Sample t- test for Customer Satisfaction with Respect to Place

Test Value <4
95% Confidence
Variables Sig. (2- Interval of the Assessment
tailed) Mean Difference of Null
t df Difference | Lower | Upper | Hypothesis
MS16 9356 | 461 | .000 368 29 45 Do not
Reject
MS17 6.861 | 460 | .000 249 18 32 Do not
Reject
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MS18 606 | 461 | 545 -.026 11 06 Do not
Reject
MS19 -420 | 461 | 675 019 11 07 Do not
Reject
MS20 6387 | 461 | .000 242 17 3 Do not
Reject
MS21 5070 | 461 | .000 195 12 27 Do not
Reject

Source: Primary Dota

Table 7 ond 8 indicotes thot with hypothetical meon volue
(4), the meon differencecin varioblecsMS16, MS17, MS20
ond MS21 are (0.368, 0.249, 0.242 ond 0.195) with p-volue
0f 0.000 imply that the meon ore cignificontly more thon the
hypothetical meon volue (4) providing atrong evidence to do
not reject the null hypotheadic i.e. cuctomer cuticfoction ic
more thon the expected. Therefore, we con Safely concluded
thot cuctomer cuticfoction icmore thon cuctomer expectotion
with regpect to varioblesthat bonk hac opproochoble bronch
location and dictribution chonnel, oadvencement in
technologieq, cufety ond cecurity to conoumercdepoacitcond
bonk maintoincconfidentiolity.

For varioblec MS18 and MS19 the meon differencec are (-
0.026 ond — 0.019) with p-voluec of 0.545 ond 0.675
reopectively imply thot the meon differencec ore not
oignificont but the corregponding poaitive upper limit of the
confidence intervals (0.06 ond 0.07) provide o otrong
oupport to do not reject the null hypothecic that cuctomer
ootiofoction ic of leaot equal to the expectotion. So it ic
concluded thot cuctomero are cutiofied with voriobles 'bonk
provideo cofe depoait locker, cofe cuctody of articles ond
remittonce focilitiecond bonk hooaouitable working houro.

Conclusions and Suggestions

Bonk morketing otrategy directly or indirectly related to the
cuctomerc auticfoction oo thot bonko chould formulate their
marketing ctrategy on the bacicof the cuctomer coticfoction.
One comple t-teat hoo been conducted to confirm the
oignificance of the voriobles included in thic ctudy ond
concluded.

Product strategies: The reoultc of cuctomer cuticfaction
with recopect to Product otrategies of bonk concluded thot
cuctomerc are ootiofied thot with variobles (bonk provide
innovative ond exceptional products, they get fully owore
about new cervices of bonk ond quality ond reliobility of
producto ond cerviceo of bonk). Cuctomero ore not cotiofied
with varioble (bonk underctondo their opecific needg,
provide prompt ond relioble information obout new productc
ond cervices ond provides new productc ond cervices to
morket more quickly).
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Pricing strategy: It ic concluded thot cuctomerc ore not
ootiofied with variobles'bonk perceived more relioble lower
ratec of interect ond 'new cervicec are foirly priced' but they
are ootiofied with 'convenient cervice chorges ond 'overall
pricing policy of finonciol cervices of bank.

Promotional strategies: It ic found from the reculto thot
cuctomerc are coticfied with 'overoll promotional activities
of bonk'.

Distribution strategies: Cuctomer cuticfoction with regpect
to dictribution otrategies of bonk ic more thon ond equoal to
the expectationc of cuctomerc. So thot it ic concluded thot
cuctomercare cutiofied.

Boced on the find out, following cuggedtionc con be
provided that bonk muct conduct regulor cuctomer curveyc
to oaoeso the cuctomer's ootiofoction with morketing
otrotegies of bonk. Bonk muct concentrote on cuctomer
autiofaction. Not only cuctomer cuticfoction but alco the
concept of cuctomer delight ic now the emerging area in
Indion bonking oyctem by which the bonking cervicec
providerc chould prepare their morketing otrategy ond offer
more thon their customercexpect from them.

References

Andercon, E. W.; Fornell, C. & Lehmon, D. R. (1994)
“Cuotomer Satiofaction, Moarket Shore ond
Profitobility: Findingo from Sweden” Journal of
Marketing, 58 (3), 53-66.

Brody, M. K. & Robertoon, C. J. (2001) “Searching for a
concenoucon the antecedent role of cervice quality
ond ootiofaction: An explorotory croco notionol
otudy”, Journol of BusinesoReceorch 51(1)53-60.

Bucklin, Louic P. “A Theory of Dictribution Chonnel
Structure”, Berkeley, CA, IBER Special
Publicationg, 1966).

Cohen, D.; Gon,C.; Yong, H. H. & Choong, C. (20006)
“Cuctomer Saticfoction: o Study of Bonk Cuctomer
Retention in New Zeolond” Journol of Academy of
Maorketing Science 34(cummer), 1-24.

Www.pbr.co.in



Cooper1994; Norver ond Sloter 1990; Slater ond Norver
1994, Journal of marketing receorch VOL. xxxiv
(Februory 1997), pp77-90.

Czinkota, M R & Ronkoinen, I A. (2004) “Internationol
Morketing”, 7th ed. Ohio: Harcourt. Inc.

Dowes, J.D. & Brown, R. B. (2000) “Poctmodern
Marketing: Recearch Iooues for Retoil Finoncial
Serviceo”, Qualitative Morket Receorch: An
Internotional Journal, Volume 3, No. 2, pp90-98.

Join, Alok Kumor (1997) Marketing Challenges for
Commercial Bonko of Indio: A moaonogeriaol
approoch. Jaipur: SwajayoPublicherg, p13.

Kohli ond joworoki (1990) “market orientotion the conatruct
recearch propoaitions and monogerial implicotion
journol of marketing”, vol. 54 (April1990), pp 1-
18.

Krictino, H. (2006) "A Conceptual Fromework of Online
Bonking Serviceo', Journal of Finoncial Serviceo
Morketing; Vol. 12, pp. 39-52.

www.pbr.co.in

Volume 9 Issue 6, Dec. 2016

Kumor, Achok (1991) “Marketing Strotegiecin the Bonking
Sector”, IBA Bulletin, Vol.No.6. 13-14.

Oliver, R. L. (1997) “Saticfoction: A Behavioural
Peropective on the Conocumer”, New York
McGraw- Hill Irwin.

Oocugwu, L. (2001) “Morketing Strategy Effectiveness in
Nigerion Bonks”, Acodemy of Morketing Studiec
Journal, Vol. 5,No. 1, pp.95-115.

Ronaweera, C. & Probhu, J. (2003) “On the relative
importonce of Cuctomer cuticfoction ond truct oo
determinontc of cuctomer retention ond poaitive
word of mouth. Journal of Targeting”,
Meoourement ond Analycic for Morketing 12(1),
82-90.

Shormo R.D. ond Kour Gurjeet (2004-05); “Strotegy for
Cuctomer Saticfoction in Rural Bonks- A Coce
Study of Shivalik Kohetriyo Gromin Bank,
Hochiarpur”, Projnon; Vol. - XXXIII; No.1; pp. 23-
45.

35



