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Abstract - The Indian banking industry is a highly competitive and dynamic sector integral to the nation's 

economy. With the globalisation of commerce and technological progress, customer expectations have risen, 

making client satisfaction a crucial aspect of banking operations. This study seeks to assess customer 
contentment levels with the services offered by the State Bank of India (SBI), with a particular focus on the SBI 

Sarkanda Bilaspur branch, and to propose recommendations for improving service quality. The research utilized 

both primary and secondary data sources. Findings reveal that overall customer satisfaction is above average, 
though not exceptional. To enhance customer satisfaction, SBI ought to emphasize its dedication to customer 

service and implement additional measures to improve service quality. Fostering positive relationships between 
clients and staff is crucial for achieving high customer satisfaction in the banking sector. Consequently, SBI is 

advised to introduce new initiatives such as staff training programs, appealing schemes, effective deposit plans, 

transparent service fees, and enhanced networking systems. The notions of customer satisfaction, customer 
service, bank employees, service quality, and SBI are all vital components in the banking industry. Customer 

satisfaction serves as a key indicator of a bank's success, largely contingent on the quality of service provided 
by bank staff. By enhancing service quality, banks can boost customer satisfaction, which is particularly 

significant for large public sector institutions like SBI. To achieve this, SBI needs to invest in employee training 

and promote a customer-centric approach. This will not only improve customer satisfaction but also enhance 
the bank's overall reputation and performance. By prioritising customer satisfaction and service quality, SBI can 

maintain its competitive edge in the Indian banking sector. 
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Introduction - In the current competitive banking environment, customer satisfaction is of utmost 

importance, particularly for institutions such as the State Bank of India (SBI). This research investigates client 
contentment with SBI's offerings at the Sarkanda Bilaspur branch and explores strategies for enhancement. The 

study utilises both primary data gathered directly from clients and secondary sources. Results reveal that whilst 

overall customer satisfaction at the branch is favourable, there is scope for improvement. The research proposes 
that SBI capitalise on its reputation for client-centricity and implement measures to further elevate service 

quality. Developing robust customer-employee relationships is identified as a crucial factor in satisfaction. 
Suggestions include training programmes centred on customer service excellence, the launch of advantageous 

schemes, appealing deposit plans, transparent fee structures, and comprehensive networking systems.  

The importance of customer satisfaction has grown significantly due to globalisation and technological progress, 

which have heightened client expectations. In the service sector, especially within banking, customer 

satisfaction has evolved from a luxury to a necessity for survival and growth. For a major public sector bank 
like SBI, maintaining high levels of customer satisfaction is crucial for preserving market share and competing 

effectively. Contented clients are more likely to remain loyal, leading to increased profitability, while 
dissatisfied customers may switch to rivals, negatively impacting the bank's financial performance. This study 

underscores the direct link between service quality and customer satisfaction. By concentrating on improving 

service delivery, SBI can enhance customer satisfaction, reinforce client relationships, and ultimately drive 
business success. This requires a coordinated effort to train staff, instill a customer-centric culture, and 
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continuously monitor and improve service quality. The challenge lies in translating the abstract concept of 

customer satisfaction into concrete, measurable actions that employees can comprehend and apply in their daily 
interactions with clients. 

Literature Review –  Customer satisfaction is a business principle that focuses on delivering value to 

customers by anticipating and managing their expectations whilst demonstrating the capability and 

responsibility to fulfill their needs (Singh & Kaur, 2011). It is quantified by the disparity between customer 
expectations and their actual experiences. 

Molina et al. (2007) contend that "Customer satisfaction is crucial for business growth and is influenced by 

service policies, accessibility, and front-line employee satisfaction." Moreover, nurturing positive customer 
relationships invariably results in long-term financial success for banks. 

Mishra (2009) suggests that customer satisfaction is largely contingent on managers implementing strategies 
that can improve future satisfaction levels within the bank. Sang et al. (2011) also observe that customer 

satisfaction is determined by the degree of contentment or discontent experienced with a product or service. 

Pont and McQuilken (2005) advise banks to adopt effective strategies to achieve high customer satisfaction, as 
low-cost approaches yield only moderate outcomes. They stress the importance of evaluating and monitoring 

customer perceptions of service quality. 

Research conducted by Kundu and Datta (2015) highlights a strong link between service quality, customer 

satisfaction, and trust. Similarly, Rahi (2015) found that a bank's image plays a crucial role in enhancing 

customer satisfaction and promoting transactions. In essence, these studies emphasize the importance of service 
quality and bank image in fostering customer satisfaction, trust, and loyalty. 

Pareek (2014) notes that customer satisfaction in banks is influenced by several key factors, including product 
features, employee quality, customer convenience, physical bank characteristics, transaction costs, and 

communication with customers. 

Machugu and Okiko (2015) Customer satisfaction can be described as a cognitive process that is shaped by 
various factors, including ease of access, convenience, security measures, privacy protection, content quality, 

design aesthetics, speed of service, and reasonable fees and charges. 

According to Gupta and Dev (2012), customer satisfaction is a outcome variable that is significantly influenced 

by a range of factors, including service quality, ambiance, level of customer involvement, ease of accessibility, 

and the financial aspects of the banking institution. 

Sharma (2012) observes that rural customers are generally content with e-banking services and recommends 

that banks encourage and promote the use of local languages during transactions. 

Ganguly and Roy (2016) emphasize the crucial role of technology in enhancing customer satisfaction and 

loyalty in the banking sector. They identify four key aspects that banks should focus on to leverage technology 

effectively: Customer service through technology, Ensuring high-quality technology and information, Providing 
convenient technology solutions, and Ensuring ease of use and reliability of technology.  

Bloemer et al. (1998) point out that in today's highly competitive business environment, banks have recognized 
that their success depends on customer satisfaction, motivating them to improve service quality and strengthen 

customer relationships. 

Mittal and Karlie (2010) define customer satisfaction as a post-consumption evaluation of a product or service. 
Ameme and Wireko (2016) argue that to achieve market leadership in a competitive landscape, banks should 

adopt innovative strategies to enhance customer satisfaction through their offerings.  

According to Gunderson et al. (1996), customer satisfaction can be defined as a post-purchase evaluation of a 

product or service, where customers assess their experience after consumption. Similarly, Oliver (1980) 
describes customer satisfaction as the outcome of comparing actual performance with prior expectations during 

and after the consumption process. In essence, it is the degree to which a product or service meets or exceeds 

customer expectations. 
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Hokanson (1995) portrays satisfaction as a feeling or short-term attitude that can change based on various 

circumstances existing in the consumer's mind rather than being reflected in observable behaviors such as 
product selection, complaints, or repurchases. 

Study Objectives - 

The primary goal of this research is to examine customer satisfaction regarding the service offerings of the State 

Bank of India (SBI). This investigation explores various factors influencing customer satisfaction elements in 
the banking sector. Additional research objectives include: 

1. Obtaining information about SBI's deposit schemes 

2. Assessing the impact of digital banking services on customer satisfaction 

3. Proposing potential recommendations for improvement 

This study aims to provide a comprehensive understanding of SBI's customer satisfaction levels and identify 
potential areas for enhancement. 

Research Methodology - This study uses a comprehensive and systematic approach focused on collecting 
primary data. The researchers have developed a structured questionnaire consisting of 10 specific questions that 

cover various aspects of the subject. This questionnaire targets customers of the State Bank of India (SBI), who 
represent the main population of the study. A total of 50 customers from the SBI Sarkanda Bilaspur branch were 

selected using a simple random sampling technique, which ensured that each customer had an equal chance of 

being chosen. The data collection process employs a 5-point Likert scale, an effective tool for measuring 
respondents' reactions. This scale ranges from 5 to 1, where 5 represents 'strongly agree' and 1 means 'strongly 

disagree.' It captures nuanced responses, facilitating a more in-depth analysis than simple yes/no questions. This 
approach provides quantitative data about customers' opinions and experiences and offers a deeper 

understanding of their preferences and satisfaction levels. 

Data Analysis and Interpretation - The aim of this study is to assess customer satisfaction levels. Data 
was collected from both primary and secondary sources. The survey instrument was designed based on variables 
that directly or indirectly affect customer satisfaction. The collected data was analyzed and interpreted using 

tables and graphs created in MS Excel. An evaluation of the survey findings is presented.  

According to the results, 50% of respondents believe that the environment at SBI is either the best or at least 
very good. Additionally, 20% of respondents have a neutral opinion on SBI's environment, while 30% disagree 

with this statement, indicating that they do not consider SBI's environment to be favorable. 

 

50% of respondents believe that the environment at SBI is either the best or at least very good. 20% of 

respondents have a neutral opinion on SBI's environment. 30% of respondents disagree with this statement, 

indicating that they do not consider SBI's environment to be favorable. 
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Customers' perception of office staff assistance is quite positive. The majority of respondents (20 out of 50) 

believe that the staff is very helpful towards customers, as indicated by the highest column in the neutral 
category. Additionally, 10 respondents agree that the staff is helpful. Only 10 respondents (3 strongly disagree 

and 7 disagree) believe that the staff is not helpful. This result shows that there is an overall positive attitude 

towards the quality of customer service, although there may be some room for improvement. 

 

The combination of positive perception, moderate agreement, and limited disagreement indicates a generally 

positive outlook on relationships between office employees and customers. The majority of respondents (20 out 
of 50) are neutral, while 10 agree that employees maintain good relationships with customers. Only 10 

respondents (5 strongly disagree and 5 disagree) hold a negative view, suggesting that overall, employee-

customer relationships are perceived positively. 
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The combination of positive perceptions, moderate agreement, and limited disagreement paints a generally 

positive picture of the relationships between bank employees and customers. Most respondents (15 out of 50) 
believe that bank employees are punctual and all services are provided on time, as indicated by the highest 

column in the "Agree" category. 10 respondents agree that employees maintain good relationships with 

customers, while only 15 respondents (5 strongly disagree and 10 disagree) disagree with this notion. This 
suggests that overall, relationships between bank employees and customers are perceived positively, although 

there may be some room for improvement. 

 

The combination of positive perceptions, moderate agreement, and limited disagreement paints a generally 

positive picture of the relationships between bank employees and customers. Most respondents (15 out of 50) 

believe that bank employees are punctual and all services are provided on time, as indicated by the highest 
column in the "Agree" category. 10 respondents agree that employees maintain good relationships with 

customers, while only 15 respondents (5 strongly disagree and 10 disagree) disagree with this notion. This 
suggests that overall, relationships between bank employees and customers are perceived positively, although 

there may be some room for improvement. 
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Most respondents (25 out of 50) believe that SBI's service charges are competitively low, as indicated by the 

highest column in the "Agree" category. 10 respondents strongly agree that the service charges are low, while 
only 3 respondents strongly disagree, 5 disagree, and 7 are neutral. This result demonstrates that there is 

generally a positive perception regarding SBI's service charges. 

 

People's perception of SBI's deposit schemes appears to be quite positive. A majority of respondents (25 out of 
50) believe that SBI offers one of the best deposit schemes for people, as indicated by the highest column in the 

"Agree" category. Additionally, 10 respondents strongly agree, while only 3 respondents strongly disagree, 5 
disagree, and 7 are neutral. These figures demonstrate that the overall attitude towards SBI's deposit schemes is 

very positive, which could be a significant competitive advantage for the bank. 
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People's perception of the information provided to customers by SBI appears to be quite positive. The majority 

of respondents (25 out of 50) believe that SBI provides necessary information to its customers, as indicated by 
the highest column in the "Agree" category. Additionally, 15 respondents strongly agree, while only 3 

respondents strongly disagree, 2 disagree, and 5 are neutral. These figures clearly demonstrate that the overall 

attitude towards the information provided to customers by SBI is very positive, reflecting the bank's credibility 
and transparency. 

 

People's perception of SBI's service quality appears to be quite positive. A majority of respondents (20 out of 
50) strongly believe that SBI provides better service compared to other banks, as evident from the highest 

column in the "strongly agree" category. Additionally, 18 respondents agree that SBI offers superior service. 

Only 3 respondents strongly disagree, 4 disagree, and 5 are neutral. These figures demonstrate that the overall 
attitude towards SBI's service quality is very positive, reflecting the bank's competitiveness and customer 

satisfaction. 
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Public opinion on depositing money in SBI remains largely positive despite new fees imposed by the 

government. The majority of respondents (20 out of 50) strongly believe that people will continue to deposit 
money in SBI, as indicated by the highest column in the "strongly agree" category. Additionally, 15 respondents 

agree that people will continue depositing money in SBI. Only 3 respondents strongly disagree, 7 disagree, and 

5 are neutral. These figures demonstrate that the overall outlook on SBI's ability to retain customer deposits 
despite new fees is overwhelmingly positive. 

Results - In the field of marketing, the customer is paramount. With increasing globalization, customer 
satisfaction has become a crucial factor for every organization. The banking sector in India is continuously 

evolving, with banks offering various attractive services to their customers. Although many customers are 
satisfied with the services and facilities provided by SBI, they are not completely satisfied. Nevertheless, SBI 

has several avenues to enhance its service quality for its esteemed customers. Primarily, online banking systems, 
service charges, and deposit schemes are areas where customers are not fully satisfied. The office environment 

plays a significant role, directly and indirectly affecting customer satisfaction. The results of the customer 

satisfaction survey regarding State Bank of India (SBI) services are generally positive. There is high satisfaction 
in areas such as online services, deposit schemes, and information provision. Over 70% of respondents are 

satisfied with SBI's service charges, deposit schemes, and customer loyalty. 76% believe that SBI provides 
better service than other banks. However, there is room for improvement in the bank's environment and 

timeliness of services, where nearly 30% of respondents disagree. Overall, the outlook on SBI's services is 

positive, but improvements are needed in some areas. 

Recommendations -  In the modern banking sector, customer satisfaction is of paramount importance. 
Customers consistently expect better services from their financial institutions. The expectations of modern 

customers are rapidly changing. The State Bank of India (SBI) can take several measures to improve its customer 

satisfaction. These include expanding digital services, increasing employee training, reducing waiting times in 
branches, providing personalized services, obtaining regular customer feedback, enhancing transparency, 

developing an effective grievance redressal system, introducing innovative financial products, investing in the 
latest banking technologies, and increasing community engagement. By implementing these improvements, SBI 

can significantly enhance its service quality and customer satisfaction, thereby strengthening the bank's 

competitiveness and market position. 

Conclusion: 

This study on customer satisfaction at the State Bank of India (SBI) reveals generally positive customer 
sentiment, with room for improvement to achieve exceptional satisfaction. Key factors influencing satisfaction 

include service quality, employee behavior, and digital banking facilities. The research emphasizes the 

importance of enhancing service quality, providing employee training, adopting a customer-centric approach, 
and expanding digital banking services, particularly in rural areas through local language support. To further 

boost customer satisfaction, the bank is advised to implement innovative initiatives such as employee training 
programs, beneficial schemes, and attractive deposit options. The study underscores the significant impact of 
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customer satisfaction on the bank's reputation and performance, recommending targeted strategies to enhance 

satisfaction and foster loyalty for long-term growth. The findings suggest potential benefits for various 
stakeholders, including improved financial inclusion, expanded digital banking in rural areas, enhanced 

customer experiences, and new research opportunities in banking practices.  
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