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Abstract: This paper clearly demonstrates about the customers awareness and experiences about retail 

banking. Customer awareness and experiences is the sum total of all the interactions a customer has with 

your brand during their customer lifecycle has become the critical differentiator in today’s hypercompetitive, 

hyper connected global market place. A marketing concept that encompasses a customer’s impressions, 

awareness about a company or its offering. Customer perception is typically affected by advertising, reviews, 

public relations, social media, personal experience, and other channels. The concept of customer perception 

does not only relate to individual customers in consumer markets. The type of research employed in this study 

is descriptive. Primary data is collected through the structured Questionnaire. Size of 135 was selected from 

Sirsa district for collecting the required data. The selection of sample was done by convenience sampling 

method. Chi square in inferential statistics has been used to find out the results. In conclusion study found that 

Customers are satisfied with Axis bank services like easy account services, fixed deposits, loan services, credit 

and debit card facilities etc. Crux which came out from the study that in retail services Axis bank provides 

modern facilities presently. In data analysis result is also came out in the favors of bank’s excellent 

performance in retail sector from the customer side. Nowadays retail services are most used by the urban 

customer as well as rural peoples but it is affective when it provide facilities and needs should be completed. 

But our study find that customer feel relax with Axis bank, and have not any problem. 

 

CUSTOMERS AWARENESS AND EXPEPIRIENCES 

A marketing concept that encompasses a customer’s impressions, awareness about a company or its offering. 

Customer perception is typically affected by advertising, reviews, public relations, social media, personal 

experience, and other channels. The concept of customer perception does not only relate to individual 

customers in consumer markets. It is also valid in business to business situations.  

 

RETAIL BANKING  

Retail banking is typical 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 the Retail Banking environment today is changing fast.  

 

SCOPE FOR RETAIL BANKING IN INDIA  

All round increase in economic activity and increase in the purchasing power. The rural areas have the large 

purchasing power at their disposal and this is an opportunity to Market Retail Banking. India has 200 million 

households and 400 million middleclass population more than 90% of the savings come from the house hold 

sector.  

 

Review of literature 

Kelman’s (1958) view is that employee attachment can take three forms: compliance or exchange, 

identification or affiliation, and internalization or value congruence.Etzioni’s (1961) suggested that pioneering 

work identified three types of employee involvement in the workplace: alternative, moral and calculative. 
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Etzioni (1961) viewed customers as organizational outsiders, who were therefore low-intensity participants in 

organizations. Hall and Schneider (1970) focused on value congruence elements of attachment as the base of 

normative commitment, claiming that “individual predispositions (personal-organizational value congruence 

and generalized loyalty or duty attitudes) lead to the development of organizational commitment”.Jacoby and 

Kyner, (1973) suggested that the marketing literature suggests that customer loyalty can be defined in two 

distinct ways. The first defines loyalty as an attitude. Different feelings create an individual’s overall 

attachment to a product, service, or organization (see Fornier, 1994). These feelings define the individual’s 

(purely cognitive) degree of loyalty. The second definition of loyalty is behavioral.Woodruff, Cadotte and 

Jenkins (1983) point out that a consumer’s beliefs about the brand are derived from personal use experience 

and that the nature and amount of a consumer’s experience with an evoked set of brands are important 

determinants of the satisfaction process. 

 

OBJECTIVES OF THE STUDY 

1. To find out customers awareness and, personal experiences about services of retail banking. 

HYPOTHESIS  

           H1:There is no significant difference between the gross total income and time period of 

investment.H2:There is no significant difference between gross total income and level of education.H3:There 

is no significant difference in opinion about the future of retail banking in India and the time period of 

investment 

 

RESEARCH DESIGN 

The type of research employed in this study is descriptive. Primary Data This data is collected through the 

structured Questionnaire. A sample size of 135 was selected for collecting the required data. The selection of 

sample was done by convenience sampling method. Mode is used in descriptive statistics and Chi square in 

inferential statistics has been used to find out the association between various factors. The present chapter 

consists of analysis of data collection from 135 respondents who are the customers of Axis bank Sirsa 

(Haryana).  

H01: There is no significant difference in total income and time of Investment:  

Association between gross total income and time period of investment: 

Table:1.1 

   How long do you invest in retail banking 

Total 

   from one 

year 

from two 

year 

from two 

to five year 

from five to 

ten year 

what is your gross total 

income 

1 lakhs to 

2 lakhs 

Count 13 12 5 0 30 

Expected Count 7.6 8.0 9.6 4.9 30.0 

2 lakh to  

3 lakh 

Count 12 13 12 4 41 

Expected Count 10.3 10.9 13.1 6.7 41.0 

3 lakhs to 

4 lakhs 

Count 1 5 17 9 32 

Expected Count 8.1 8.5 10.2 5.2 32.0 

Above 4 

lakhs 

Count 8 6 9 9 32 

Expected Count 8.1 8.5 10.2 5.2 32.0 

Total Count 34 36 43 22 135 

Expected Count 34.0 36.0 43.0 22.0 135.0 

Expected Count 34.0 36.0 43.0 22.0 135.0 

Source: Survey, data process through SPSS 16.0        Sig. Level 0.05 
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Table 1.1 - Chi-Square Tests 

 

Value df 
Asymp. Sig. (2-

sided) 

Pearson Chi-Square 33.388
a 9 .000 

Likelihood Ratio 40.272 9 .000 

Linear-by-Linear Association 
17.237 1 .000 

N of Valid Cases    

 

Table 1.1 shows there is significant difference between gross total income and time period of investment. The 

calculated p-value of chi-square = 0.000, which is less than from significance level. So, hypothesis rejected 

and there is significant difference between gross total income and time period of investment.  

 

H02: There is no significant difference in total income and level of education:  

Association between gross total income and level of education qualification: 

Table:1.2 

   

What is your level of education qualification 

Total 

   
senior 

secondary graduation 

post 

graduation 

any 

other 

what is your gross 

total income 

1 to 2 

lakhs 

Count 11 14 3 2 30 

Expected Count 6.2 8.0 10.2 5.6 30.0 

2 to 3 

lakh 

Count 8 14 18 1 41 

Expected Count 8.5 10.9 14.0 7.6 41.0 

3  to 4 

lakhs 

Count 5 5 7 15 32 

Expected Count 6.6 8.5 10.9 5.9 32.0 

Above 4 

lakhs 

Count 4 3 18 7 32 

Expected Count 6.6 8.5 10.9 5.9 32.0 

Total Count 28 36 46 25 135 

Expected Count 28.0 36.0 46.0 25.0 135.0 

Source: Survey, data process through SPSS 16.0   Sig. Level 0.05 
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Table 1.2 - Chi-Square Tests 

 

Value Df 
Asymp. Sig. (2-

sided) 

Pearson Chi-Square 49.931
a 9 .000 

Likelihood Ratio 51.310 9 .000 

Linear-by-Linear Association 
20.986 1 .000 

N of Valid Cases 135   

 

Table 1.2 shows there is significant difference between gross total income and level of education qualification. 

The calculated p-value of chi-square = 0.000, which is less than from significance level. So, hypothesis  and 

the rejected there is significant difference between gross total income and level of education qualification.  

H03: There is no significant difference in future of retail banking in India and how long do you invest in retail 

banking: 

 

Association between future of retail banking in India and time period of investment:  
Table:1.3 

   How long do you invest in retail banking 

Total 

   from 

one 

year 
from two 

year 
from two to five 

year 
from five 

to ten year 

what is your opinion 

about the future of 

retail banking in 

india 

Bright Count 26 20 17 4 67 

Expected Count 16.9 17.9 21.3 10.9 67.0 

average Count 8 9 12 9 38 

Expected Count 9.6 10.1 12.1 6.2 38.0 

do not 

know 
Count 0 7 14 9 30 

Expected Count 7.6 8.0 9.6 4.9 30.0 

Total Count 34 36 43 22 135 

Expected Count 34.0 36.0 43.0 22.0 135.0 

Source: Survey, data process through SPSS 16.0   Sig. Level 0.05 
Table 1.3- Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 25.320
a 6 .000 

Likelihood Ratio 32.557 6 .000 

Linear-by-Linear 

Association 
24.166 1 .000 

N of Valid Cases 135   
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Table 1.3 shows there is significant difference between future of retail banking in India and time period of 

investment. The calculated p-value of chi-square = 0.000, which is less than from significance level. So, 

hypothesis rejected and there is significant difference between future of retail banking in India and time period 

of investment.  

Mode is also used to analyses the data and results found that 98 percent peoples adopt account services apart 

the other services. As per the study majority of the respondents have taken easy account services i.e 122 

customers out of 135(90.4). Furthermore,5.9percent taken powerhomes,1.5 advisory services,2.2 debit card 

facillity,0 percent fixed deposits.On the whole the majority (90.4)  of the customers have taken easy account 

services rather than other services.we can say that easy account services suits to mostly customers. According 

to time period from they investing money in retail banking. 25.2 percent peoples are made investment in retail 

banking from one year.Furthermore 26.7 percent peoples investing money from two years.After that 31.9 

percent peoples investing money from two to five years and it is highly percentage comparative to other 

investing periods so mode is lying here.At last we saw that only 16.3 percent peoples investing in retail 

banking from five to ten years.We conclude that two to five years peoples are more in percentage in investing 

money according to time period 

 

Conclusions  

It is clear that customers have proper awareness about the retail banking .Overall study found that Axis Bank 

performing outstanding in retail services. Customers are satisfied with retail banking found after the analysis 

of data Crux which came out from the study that in retail services Axis bank provides modern facilities 

presently. In data analysis result is also came out in the favors of bank’s excellent performance in retail sector 

from the customer side.  
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