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Abstract: 

The world is improving with its technology at a greater extent. Many inventions keep taking 

places day by day in all fields. Banking institutions also plays a vital role in this. The number of 

facilities provided by the banks to its customers as compared to earlier period has been increased 

and is more advanced in its technology. The services provided by the banks have been improved 

and has been made more convenient for its usage. One such service is the bill payment service 

which gives customers easy access to banking. The study analysis shows the customers 

awareness and usage of bill payment services. This study helps the banks to know the quality of 

service provided by them and their customer satisfaction towards the services. 
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INTRODUCTION 

Customer awareness, which refers to a buyer's knowledge of a particular product or company, 

allows the buyer to get the most from what he buys. Consumers know more about their choices 

when they have product information and benefit from knowing their rights, hearing about alerts 

and warnings and finding out about safety issues. 

Customer satisfaction is a term frequently used in marketing. It is a measure of how products 

and services supplied by a company meet or surpass customer expectation. Customer satisfaction 

is defined as "the number of customers or percentage of total customers, whose reported 

experience with a firm, its products, or its services (ratings) exceeds specified satisfaction goals”. 

 

REVIEW OF LITERATURE 

Krishna Kumar (2010) 
[1]

 in his presentation entitled, “Customer satisfaction Vs. Service 

Quality” focuses on the customer satisfaction which is the foremost key to remain in business 

in the Indian banking industry. The study compares the satisfaction level of customer with 

the quality services provided by the Indian banks with special reference to the State Bank of 

India. The presentation also lays emphasis on the excellence with customer service to 

improve the customer satisfaction. 

R. Nagesh (2010) 
[2]

 in his study entitled “A Study on Quality of Services as a Tool from 

Enhancement of Customer Satisfaction in Banks”, assesses the quality of services offered by 

two banks in Chennai and compares the service performance of these two banks respectively. 

The study has also focused on identifying the changes to be brought about at these banks in 

their service quality so that they act as a major delivery vehicle for service and play a vital 

role in enhancing customer satisfaction. The study has also concentrated on finding the 

discrepancy between customer’s service experiences and expectations, which acts as an 

essential catalyst to enhance the customer satisfaction, so that a better relationship is created 

between the service provider and the customer. 

Stavarek and Repkova (2011) 
[3]

 assesses competition in the Czech banking system using 

the PRH statistic during the period 2001-2009 and compares the competition in the two  sub- 
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periods 2001-2005 and 2005-2009 for a panel of 15 banks. Authors also test for equilibrium 

conditions and finds that the banking market is in equilibrium during most of the estimation 

period. There was monopolistic competition in the Czech banking during the full estimation 

period; it was close to perfect competition in the first sub-period and competition reduced 

after joining the EU in 2004. 

 

OBJECTIVES OF THE STUDY: 
1. To know about the Customers’ Awareness level and satisfaction regarding the bill 

payment services provided by the selected Nationalised Banks. 

2. To identify the most availed services by the customers. 

 

SCOPE OF THE STUDY 

The study focuses on the customer awareness and satisfaction towards the bill payment 

services provided by the Nationalised banks. An attempt has been made to know the most 

frequently availed services by the customers of the Nationalised banks and their level of 

satisfaction towards the services. 

 

RESEARCH METHODOLOGY: 

SOURCE OF DATA: 

The research was based on the primary data collected by issuing questionnaire and 

secondary data through journals, magazines and internet. 

GEOGRAPHICAL AREA OF STUDY: 

The study was restricted to Coimbatore city. 

SAMPLE SIZE: 

140 questionnaires were distributed of which 15 were incomplete. Therefore 125 

questionnaires have been taken for analysis and interpretation. 

SAMPLING TECHNIQUE: 

The selection technique is called sampling. The sampling technique used in this study is 

random sampling. 

STATISTICAL TOOLS: 

The primary data collected has been analysed and interpreted through 

1) Percentage test 

2) Chi-square test 

3) ANOVA test 

 

LIMITATIONS OF THE STUDY 

1) Of 20 Nationalised banks, only 5 Banks have been considered for the study. 

2) The study was limited to 14 bill payment services. 

 

RESULTS AND DISCUSSIONS: 

 A brief description of the demographic profile of the respondents has been given for 

better understanding. 

Table 1: DEMOGRAPHIC PROFILE OF THE RESPONDENTS 

  No. Of 

Respondents 

 

% 

Gender Male 70 56 
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Female 55 44 

 

Age 

below 30 years 82 66 

31years-40 years 21 17 

Above 41 years 22 17 

Marital status Single 65 52 

Married 60 48 

 

Area of 

residence 

Urban 81 65 

Semi urban 30 24 

Rural 14 11 

 

Educational 

Qualification 

UG Graduate 64 51 

Post Graduate 37 30 

Professional 24 19 

 

Occupational 

Status 

        Student 30 24 

        Professional 24 19 

        Business 28 22 

        Employee 43 34 

Monthly 

family income 
        Below Rs.15000 30 26 

      Rs.15001 to 25000 65 28 

      Rs.25001 to 35000 31 25 

        Above Rs.35001 29 21 

Earning 

members in 

family 

       1 member 55 44 

       2 members 38 30 

       3 members 18 14 

       Above 3 members 14 12 

Bank in which 

they have 

account 

    State bank of India 51 40 

  Indian overseas bank 26 20 

    Canara bank 12 10 

  Central bank of India 11 8 

    Indian Bank 11 8 

    Others 23 14 

Source: compiled from primary data 

Table 1 reveals the demographic profile of the respondents of the study. Out of 125 

respondents: it has been identified that most(66% ) of the respondents belong to the age 

group of below 30 years , most(56%) of them are male , most(51%) are educated upto 

UG level , most(34%) are employees , the monthly income of (28%) is from Rs.15,000 to 

Rs.25,000, (65%) respondents belong to Urban area , Most (40%) of them are bank 

account holders in SBI. 
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Table 2: Awareness period of respondents of online bill payment services 

Online bill payment No. of Respondents Percentage (%) 

Less than 1year 
35 28 

2 to3 years 
63 50 

3 to 4 years 
16 13 

Above 4 years 
11 9 

Total 
125 100 

 

It is inferred from the above table that 28% (35) of respondents are aware of the online 

bill payment services for less than 1 year, 50% (63) of respondents are aware of the online bill 

payment services for 2 to 3 years, 13% (16) of respondents are aware of the online bill payment 

services for 3 to 4 years and 9% (11) of respondents are aware of the online bill payment services 

for more than 4 years. 

 

Table 3: Source of awareness of online bill payment services 

Source of awareness No. of Respondents Percentage (%) 

Friends and Relatives 
44 35 

Newspaper 
12 10 

Advertisements 
29 23 

Bank officials 
21 17 

Colleagues 
19 15 

Total 
125 100 

 

It is inferred through the above table that 35% (44) of respondents are aware of online bill 

payment services through friends and relatives, 10% (12) of respondents are aware of online bill 

payment services through newspapers, 23% (29) of respondents are aware of the online bill 

payment services through advertisements, 17% (21) of respondents are aware of the online bill 

payment services through bank officials and 15% (19) of respondents are aware of online bill 

payment services through colleagues. 

 

Table 4:Purpose for using online bill payment services 

Purpose No. of Respondents Percentage (%) 

Business requirement 
26 21 

Personal accounts maintenance 
61 49 
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Regular share trading 
8 6 

Multiple services 
30 24 

Total 
125 100 

It is inferred through the above table that 21% (26) of respondents use bill payment 

services for business requirements, 49% (61) of respondents use bill payment services for 

personal accounts maintenance, 6% (8) of respondents use bill payment services for regular trade 

sharing and 24% (30) of respondents use bill payment services for multiple services. 

 

CHI-SQUARE TEST 

Hypothesis:H0 (Null hypothesis): There is no significant relationship between the occupation of 

respondents and use of bill payment services offered by the banks. 

Level of significance   α=0.05 

 

Table 5:Occupation Vs. Bill payment service * Cross tabulation 

Occupation Bill payment service 

Total   Daily Weekly Monthly Occasionally 

 Student 0 3 14 13 30 

Professional 3 5 8 2 18 

Business 2 7 12 7 28 

Employee 3 7 19 10 39 

Homemaker 3 2 5 0 10 

Total 11 24 58 32 125 

 

Chi-Square Tests 

 

Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 19.582 12 .004 

Likelihood Ratio 22.454 12 .033 

Linear-by-Linear Association 
6.073 1 .014 

N of Valid Cases 125   

The above test shows that the computed value is below 0.05. Hence Null hypothesis H0 is 

rejected. The table shows relationship between occupation of respondents and use of bill payment 

services. As the computed value is less than 0.05, Null hypothesis has been rejected and thus there 

is relationship between occupation of respondents and use of bill payment services. 
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ACCOUNT TYPE VS FREQUENCY OF USAGE 

H0 (Null hypothesis) There is no significant relationship between  the account type and bill 

payment services. 

Level of significance   α=0.05 

Table 6: Account type Vs. Frequency of usage * Cross tabulation 

Account type Bill payment service 

Total 
  

Daily Weekly Monthly Occasionally 

 Current 6 3 9 10 28 

Savings 4 18 43 16 81 

Fixed deposit 1 3 6 6 16 

Total 11 24 58 32            125 

Chi-Square Tests 

 

Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 13.368 6 .038 

Likelihood Ratio 12.351 6 .055 

Linear-by-Linear Association 
                    .637 1 .425 

No of Valid Cases 125   

The above test shows that the computed value is below 0.05. Hence null hypothesis H0 is 

rejected. The table shows relationship between income of the respondents and use of bank 

services. As the computed value is less than 0.05, Null hypothesis has been rejected and thus there 

is relationship between income of respondents and render of services. 

ANOVA 

Occupation    
H0 (Null Hypothesis) There is no difference between the Students, Professionals, 

Business, Employee and Homemaker. 

Table 7:Descriptive 

 

N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Student 30 1.8333 .53067 .09689 1.6352 2.0315 1.00 3.00 

Professional 18 1.6667 .48507 .11433 1.4254 1.9079 1.00 2.00 

Business 28 1.8214 .61183 .11563 1.5842 2.0587 1.00 3.00 

Employee 39 2.1282 .61471 .09843 1.9289 2.3275 1.00 3.00 

Homemaker 10 1.9000 .56765 .17951 1.4939 2.3061 1.00 3.00 

Total 125 1.9040 .58783 .05258 1.7999 2.0081 1.00 3.00 
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ANOVA 

Account type Sum of 

Squares df Mean Square F Sig. 

Between Groups 
3.315 4 .829 2.516 .045 

Within Groups 
39.533 120 .329 

  

             Total 42.848 124    

*. The mean difference is significant at the 0.05 level. 

 The above test shows that the computed value is below 0.05.  

The statistical table shows that there is significant difference between the two conditions 

being compared as the computed value is less than 0.05, which means that the respondents’ 

occupation is significant. 

 

Account Type  
H0 (Null Hypothesis) There is no difference between the Current account, Saving 

account and fixed deposit. 
Table 8: Descriptive 

Suggest 

N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum  Lower Bound Upper Bound 

Current 28 1.0357 .18898 .03571 .9624 1.1090 1.00 2.00 

Savings 81 1.0247 .15615 .01735 .9902 1.0592 1.00 2.00 

Fixed 

deposit 
16 1.1875 .40311 .10078 .9727 1.4023 1.00 2.00 

Total 125 1.0480 .21463 .01920 1.0100 1.0860 1.00 2.00 

ANOVA 

Suggest Sum of Squares df Mean Square F Sig. 

Between Groups .360 2 .180 4.098 .019 

Within Groups 5.352 123 .044   

Total 5.712 125    

*. The mean difference is significant at the 0.05 level. 

The above test shows that the computed value is below 0.05.  

The statistical table shows that there is significant difference between the two conditions being 

compared as the computed value is less than 0.05 which means that the respondents’ account 

type is significant. 
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Suggestions: 

 The online services provided by the banks are mostly availed by the people in urban 

areas, so the awareness and benefit of using online services should be made common 

among rural areas also. Banks must organise campaigns in the rural areas to educate or 

teach them about the online bill payment services. 

 The respondents are mostly aware of the telecom services, insurance payments, 

electricity bill, credit card services, cable, DTH, internet, online shopping, ticket 

bookings and online tax payments. Awareness about the other services provided by the 

banks must reach all the people. 

 The services which are availed frequently are online shopping, electricity bill payment 

and ticket booking. People can use all other services provided by the nationalized banks. 

 Many respondents feel that the cost incurred to execute the transactions can be made 

inexpensive and the commission charged to execute these transactions can be reduced. 

 At times, the server fails to respond properly and the necessary information could be lost. 

So the manual system must be upgraded properly, thereby waiting time can be reduced. 

The message must be sent by the banks to the users to intimate them about the payments 

made. 

 For the loan repayment services, the banks should provide the facilities to view the 

balance. 

 The speed to execute the transactions must be increased and made more convenient and 

less procedural. 

 The speed of the transactions can be increased and these e-payment services can be made 

even more simple, effective and popular. 

 

CONCLUSION 

The banking sector has experienced a wide growth over the period. In the present era, people 

prefer to use online services as it costs less and time saving. But the response towards the online 

banking does not reach the targeted people effectively. To make the online bill payment services 

even more popular the banks can promote the services by providing discounts for the payments 

they make. For those who use the services frequently the banks can give certain tax exemptions 

so as to increase the number of customers for their services.  

There is a wide scope for the online business to expand and explore in the near future. 

There can even be more possibilities to increase the network of the online payments. The 

procedures and formalities to execute the online payments can be reduced, so that the users can 

easily be benefited by the services.  
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