
IJCEM International Journal of Computational Engineering & Management, Vol. 17 Issue 6, November 2014 

ISSN (Online): 2230-7893 

www.IJCEM.org 

IJCEM 

www.ijcem.org 

    38 

Perception of Customers Regarding Factors                                  

for Selection of a Bank 

Parmila  

Department of Commerce, Kanya Mahavidyalaya 

 Kharkhoda, Haryana, India 

 

 

 

Abstract 

The resent years have witnessed significant developments 

in international banking. Competition, disintermediation, 

new services and unique promotion schemes are some of 

the emerging features of changing international banking 

scenario. The globalization of financial markets has been 

further accelerated by the development of technology 

particularly in the field of information technology and 

electronic banking system. Now the customers are also 

more informed and learned to choose a better bank for 

themselves. Again, on the managerial side, the 

Narasimham Committee has made a strong plea for full 

autonomy of the commercial banks in India with RBI as 

supervising and controlling authority. So, the major 

problem before the commercial banks is their long-run 

survival and forging way ahead by retaining their valued 

customers. This paper examines the customers’ the 

perception of customers regarding factors for selection of a 

bank. Customers of two leading private sector banks 

HDFC & ICICI target population for the research, while 

sampling frame includes customers of these two banks in 

Sonipat district of Haryana state.   
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Introduction 

The banking sector is facing enormous challenges of 

attracting the new customers and retaining the existing 

customers. A sound marketing strategy is required to be 

adopted by the banker to build customer trust and retain 

them in the business and for competitive advantage across 

the industry. At this backdrop, the main objective of this 

paper is to analyse the data collected from the customers to 

understand the perception of customers regarding factors 

for selection of a bank.  

Research Methodology 

Selection of Banks 

ICICI and HDFC banks were selected among Private 

Sector Banks. The justification behind the selection of 

these banks lies in the fact that these are the dominant and 

leading private sector banks, and have vast network all 

over India and very large customer base. These sample 

banks have a strong retail presence and offer a 

comprehensive range of services for their customers. These 

banks have also taken initiatives to satisfy their customers 

and provide value added services. 

The research design adopted for the study is 

descriptive in nature. 

Sampling element: A sample of 748 customers has been 

selected using convenient sampling method. The 

information related to the factors for selection of a bank is 

collected for the study through size of the study is 748 

consisting 414 from ICICI and 334 from HDFC bank. 

Design of Questionnaire 

The study helps the informal discussion and interviews 

were conducted on a small group of bank employees. This 

literature study and interviews helps the researcher to 

formulate a conceptual framework in the form of pre-

questionnaire. After that final questionnaire were prepared 

in a well-structured manner for the final data collection. 

Twenty two different factors were chosen for study of 

reasons for selecting a bank.  The customers fill the 

questionnaire according to their opinion which is based on 

bank services. 

Data Collection  

The study is based on primary data. 

1. Procedure to collect data from bank 

customers: 500 customers of each bank, namely 

ICICI bank and HDFC bank were approached. To 

make sample truly representative, customers 

belonging to different demographic groups like 

gender, age, education, occupation and income 

level, background were contacted. The numbers 
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of usable questionnaires collected are shown in the table no.1. 

Table 1: Bank Customers’ Survey Response 

Name of Bank Total Questionnaires Sent 
Total no. of filled questionnaires 

received 

ICICI 500 414 

HDFC 500 334 

Total 1000 748 

 

It is evident from the table that out of total 500 

questionnaires administered to each bank, namely, ICICI 

and HDFC Bank, 414 and 334 usable responses were 

received respectively. In all, 748 filled questionnaires were 

collected. 

Period of the Study: The study lasted for six months. 

 

Objective of the Study  

 To identify the perception of customers regarding 

factors for selection of a bank. 

Use of Statistical Technique 

To know the correlation between the ranks given by ICICI 

Bank and HDFC Bank customers the factors of selecting a 

particular bank, Spearman’s rank co-efficient of 

correlation method has been used, which is determined as 

under: 

R = 1 -   6 {∑ D
2
 + 1/12(m

3
-m)} 

N
3
-N 

Where  

R = Rank Coefficient of Correlation 

D= Difference between the ranks of paired of two 

variables 

N= Number of pair of observations 

H0: There is no correlation between the preferences of the 

customers of the two banks. 

H1: There is correlation between the preferences of the 

customers of the two banks. 

 

Factors for Selection of a Bank 

Most often the customers face a problem of selecting a 

bank to operate. In the densely banked urban areas, lots of 

alternatives are available for customer and. The perception 

of customers regarding factors for selection of a bank 

measured with 22 factors has been presented in table no. 2. 

These variables have derived from earlier study done by 

Bidhu Bhusan Mishra & Prakash Chandra Mishra (2008). 

 

 

Table 2: Factors for Selection of a Bank 

S.N

o. 
Factors 

ICICI  

(Ranks) 

HDFC 

(Ranks) 
Total 

F %age F %age F %age 

1. Variety of Services  145 35.02 158 47.31 303 40.51 

2. Quality of Services 199 48.06 93 27.84 292 39.04 

3. Security 101 24.39 103 30.84 204 27.27 

4. No. of ATM services/ Network 225 54.34 182 54.49 407 54.41 

5. Company Salary A/C 143 34.54 143 42.81 286 38.24 

6. Facilities for payment of bills 26 6.28 52 15.57 78 10.43 

7. Quick solution of the problems 175 42.27 132 39.52 307 41.04 

8. No. of Branches/Network 107 25.84 83 24.85 190 25.40 
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9. High rate of interest 11 2.65 14 4.19 25 3.34 

10. 
Specialized Staff for Financial 

Services 
31 7.48 117 35.03 148 19.79 

11. On-line computer services 128 30.91 148 44.31 276 36.89 

12. Goodwill of the Bank 138 33.33 84 25.15 222 29.68 

13. Credit Facilities 59 14.25 21 6.29 80 10.70 

14. Easy transaction 106 25.60 93 27.84 199 26.60 

15. Individual attention to Customers 18 4.34 31 9.28 49 6.55 

16. Facility for Loans 98 23.67 127 38.02 225 30.08 

17. Minimum deposit amount 9 2.17 16 4.79 25 3.34 

18. Locker facilities 30 7.24 19 5.69 49 6.55 

19. Ethical conduct of Bank 47 11.35 23 6.89 70 9.36 

20. Communication with Customers 52 12.56 32 9.58 84 11.23 

21. Marketing of services 46 11.11 98 29.34 144 19.25 

22. Location of bank branch 118 28.50 62 18.56 180 24.06 

Source: Primary Data 

 

 

It is evident from the table that customers of both the banks 

gave unequal weightage to all the likely factors while 

choosing a bank. It is clear from the same table that 

54.34% respondents of ICICI Bank & 54.49% respondents 

of HDFC Bank considered ATM service as the most 

important factor for selecting a bank. Second important 

factor as per ICICI Bank respondents (48.06%) is quality 

of services while HDFC Bank respondents give second 

priority to variety of services (47.31%). The next 

important factor is quick solution of the problems for 

selection of a bank as per respondents of both the banks. 

In total, it is observed that availability of ATM services 

(54.41%) is the single most important factor across 

respondents. The next important factors were Quick 

solution of the problems (41.04%), Variety of services 

(40.51%), Quality of services (39.04%) and On- line 

computer services (36.89%).  

It is also observed that rate of interest, individual attention 

to customers; minimum deposit amount, locker facilities 

and ethical conducts of banks are not so important factor 

for selection of a bank.  

For testing the homogeneity between the customers of two 

banks regarding the preferences for selecting their bank, 

Spearman’s co-efficient of rank correlation was calculated. 

 

 

rs = +0.7299 

rs = co-efficient of rank correlation 

 

The following hypothesis was developed for testing the 

significance of relationship: 

Ho:  rs ≤ 0 

 H1:  rs ≥ 0 

 

Critical value of rs, for 22 observations (N=22) and table 

value at 1% level of significance =0.508 

 

Since calculated value is more than table value, null 

hypothesis is rejected and it is concluded that preference of 

the customers of the two banks is positively correlated. 

 

Conclusion 

The opinion of customers regarding factors for selection of 

a bank was obtained on the basis of 22 factors as shown in 

table. By applying Spearman’s co-efficient of rank 
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correlation it was found that there is no significant 

difference between the preferences of the customers of the 

two banks as the value of co-efficient of correlation was 

found to be +0.7299 which is significant at 1% level of 

significance. For choosing a particular bank, the overall 

scenario for banking behaviour of customers is almost 

similar for both banks. 
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