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Abstract- Using a focused case study of HDFC Bank, this
study investigates how customer satisfaction works in the
Indian banking industry. Because competition is high and
service is key, knowing if customers are satisfied is now
essential for firms that want to retain, please and expand.
This research sought to review the reasons behind
customers’ satisfaction, looking at the quality of service,
employees’ behavior, digital services, complaint redress and
the total customer experience. To find out what customers of
HDFC Bank think and how happy they are, research looked
at both their numbers and their answers at several bank
branches. Many people admire the bank’s functions and
online services, but they have concerns with the level of
tailored service and issue resolution. The research also tests
if gaps exist between what customers hope for and what they
receive in terms of service using the SERVQUAL model.
By studying the results, it is seen that HDFC Bank wants to
improve its connections with customers and support
following service. In short, the research gives tips for
boosting customer satisfaction and keeping them after such
fierce competition.

Keywords- Customer Satisfaction, HDFC Bank, Banking
Sector, Service Quality, SERVQUAL Model, Customer
Experience, Digital Banking, India.

I. INTRODUCTION

ecent trends toward globalization and digitalization have

brought huge changes to the banking sector in India.
Providing a good customer experience is now very
important for success in banking, because it helps keep
customers loyal, ensures customers stay with the bank and
improves the bank’s edge over competitors. Since customers
now know more, use technology more and expect better,
banks have to keep upgrading their services and the way
they communicate. HDFC Bank is noted here as the top
private sector bank in India, thanks to its attention to
customers and new services. This study examines how
customers think HDFC Bank is doing and where it could do
better. The findings in this research help clarify what makes
up quality in service provided by Indian banks.

A. Background of the study

During the last two decades, the banking sector in India has
advanced thanks to changes in policy, innovation and
increased competition from banks of different ownership
types. HDFC Bank and similar private banks are among
those that have led the way with customer-focused decisions
and new technology. From the beginning in 1994, HDFC
Bank has become a highly regarded bank in India, providing
services for personal, corporate and digital banking, as well
as loans and credit cards. While the company is renowned
for good service and new ideas, paying close attention to
what customers think is not something that can ever be
stopped. This research looks into how customers perceive
the services at HDFC Bank, how satisfied they are and
which elements affect their satisfaction.

B. Research Problem

Even though the bank stands out in finance and digital
progress, no recent studies have deeply explored what
customers think of the service at street level. Researchers
have looked at many aspects of banking, but few have
studied in detail how individuals evaluate their dealings with
a single bank. In addition, because both customer views and
online banking are evolving rapidly, it’s important to see
whether the existing services still meet customer
expectations. Consequently, the research problem is to
locate any differences between customer expectations and
what they receive at HDFC Bank, then to see how these
gaps play a role in how satisfied customers are.

C. Objectives of the Study
This study’s chief objectives are as follows:

e To see how well HDFC Bank’s service satisfies its
customers.

e To find out what is most important in making
customers happy in banking.

e To check how efficient HDFC Bank’s service,
digital setup and problem resolution measures are.

e To look at the differences between what customers
hope for and what they actually think of a service
by using the SERVQUAL model.

e To provide useful tips for making both customers
and services better at HDFC Bank.

D. Research Questions
The study looks at the answers to the following research
questions:

1. How satisfied are HDFC Bank customers right
now?

2. What decides if customers are happy with HDFC
Bank?

3. How good is HDFC Bank at achieving what
customers expect from its services?

4. What is the difference between what customers
expect and what the company delivers every day?

5. How can organizations improve how their
customers feel about their service?

E. Significance of the Study

Meeting customer needs is very important for banks and
influences both customer loyalty, good reviews and their
financial status. This research has several important aspects.
HDFC Bank understands those things better thanks to
analysis which helps its leaders improve their strategies.
This second element of the study is to use the SERVQUAL
framework on a leading private Indian bank. Results from
this survey can show other banks what improvements to
make to their services for happier customers. In the last part
of the study, recommendations based on data are delivered
to support the growth of beneficial and content interactions
between banks and their clients.
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F. Scope and Limitations

This research looks only at HDFC Bank and its retail
banking practices in a couple of urban and semi-urban
branches. It analyzes how satisfied customers are using both
types of data, gathered by using pre-made surveys and
interviews. Using the SERVQUAL model, the core service
areas—tangibility, reliability, responsiveness, assurance and
empathy—are examined. Even so, the study does have
limits. The number of HDFC customers selected for the
study is suitable for analysis, but it cannot show the wide
diversity seen among the company’s customers in the
country. Second, how a customer views the brand can be
influenced by their own experiences, when they buy and the
context of the purchase. The authors also miss the
opportunity to review and compare their results to those
from similar banks. Nonetheless, the study focuses in detail
on how customers feel about one of India’s largest banks.

Il. LITERATURE REVIEW
The chapter reviews in detail both theory and evidence
related to customer satisfaction within the banking sector.
The aim is to prepare the study by understanding main
concepts, the place of customer satisfaction in banking and
HDFC Bank’s situation, as well as by pointing out the
problems this study intends to resolve.

A. Theoretical Framework

It is thought that customer satisfaction is created when
perceived service quality is better or equally good as the
hoped-for outcome. If customers are satisfied with what
their needs, they will feel satisfied; if expectations aren’t
met, they’ll be unhappy. Service industries use this
framework to understand and measure what customers think
about their experiences. Traditionally, both classic and
updated models such as SERVQUAL address quality from
many angles by breaking it into key factors named
tangibility, reliability, responsiveness, assurance and
empathy. Because of these dimensions, it is possible to
review customer views on service and identify what doesn’t
match their hopes or expectations. To enhance the study of
customer satisfaction in banks, this paper links expectancy
disconfirmation theory with the SERVQUAL model.

B. Customer Satisfaction in the Banking Sector

How much customers enjoy banking services is vital for
staying ahead and continuing success. Because of the nature
of the industry, banks find themselves fighting for
customers, adjusting to shifting preferences and using digital
solutions ever more often. As a consequence, banks need to
focus on strategies that aim to please customers and fulfill
everyone’s financial needs. Efficient banking, helpful staff,
convenient services, modern technology and swift complaint
resolution make banking satisfactory for many people. If
happiness is high, customers keep coming back, bring in
other people and take advantage of more offers. By the same
token, if customers are unhappy, banks may lose their
business and dealer reputation. That’s why studying
customer satisfaction in banking helps with improving how
services are delivered.

C. Overview of HDFC Bank

Initially founded in the early 1990s, the bank is now one
of India’s top private sector banks due to its impressive
results and modern range of services. People, organizations
and firms are among the customers served by the company.
The bank has spent a lot on technology to ensure people can

bank smoothly via their phones, online and at ATMs.
Customers at HDFC Bank benefit from staff who promptly
help, pay special attention and provide correct information.
With plenty of success in the market, the bank has to make
sure its service quality is consistent in all of its branches,
meeting the needs of people who are tech-savvy. Checking
customer satisfaction at HDFC Bank allows the company to
make its services fit customer needs and find areas to keep
getting better.

D. Review of Previous Studies

Previously, exploring customer satisfaction in banking
has found that service quality matters greatly for loyalty and
customers choosing to remain with a bank. Studies prove
that being dependable and fast to answer drive most
people’s satisfaction, with the next most important factor
being assurance and empathy. Studies of Indian banks
indicate that digital banking services are becoming major
reasons why customers are happy with their bank. A number
of private sector bank case studies have pointed out the
strong link between new technology and customers’ opinion
of service quality. Nevertheless, how satisfied customers are
depends on their demography, where the branch is and
which service channel they use. Many research studies offer
broad knowledge about banking satisfaction overall, but few
specific case studies on banks exist, leaving us uncertain
about exactly what customers see as an organization’s
strengths and weaknesses.

E. Research Gap

The banking industry benefits from customer satisfaction
literature, but lacking are special, bank-focused studies that
bring together qualitative and quantitative data to give a
thorough view of customers’ experiences. Further, it is quite
limited today’s research focus on how HDFC Bank
measures customer satisfaction with respect to the latest
digital and customer trends. Most studies in the area have
depended on collecting data by interviews or surveys
separately, yet studying both approaches combined is rare.
Besides, not much attention has been paid to discovering
where service gaps exist with the use of shown tools like
SERVQUAL within HDFC Bank. This research will attempt
to address these gaps by closely analyzing customer
satisfaction at HDFC Bank through two approaches and
using theory to examine how service quality fits with what
customers hope to receive.

I1l. METHODOLOGY

The systematic process used for the study is outlined in
this chapter, with details of the research design, participants,
random sampling, methods for collecting data, measuring
tools and the way data was analyzed. As a result, the chosen
methodology guarantees that all research aims are followed
accurately, supporting trustworthy conclusions about
customer satisfaction in HDFC Bank.

A. Research Design.

A descriptive design is used by the study to accurately
measure customer satisfaction at HDFC Bank. Describing
the present situation lets researchers evaluate customer
views and the quality of services without changing anything.
This design allows for the use of both statistical approaches
and understanding of details from the environment. The
approach makes it possible to see all aspects of customer
satisfaction by using information collected from both data
and detailed customer reviews.
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In Chapter 3 section 2 “Population and Sample,” you
will learn about the groups studied in research and how
small samples are created from them.

Customers from retail segments at chosen HDFC Bank
locations in cities and semi-cities are part of this study’s
target group. Many customers include different age, gender,
income level and account types. Since HDFC Bank is so
large, the study looks at only a reasonable subset to maintain
data quality and make sure the work can be completed. It
was found that 200 respondents would give us strong
statistical results and capture many differences in customers’
perceptions.

B. Doing Samples

To ensure every part of HDFC Bank’s customer base
was part of the sample, random sampling was performed
with strata. Areas were arranged into groups according to
their position and population characteristics including age
and account status. Completely at random, individuals were
chosen from each stratum in proportion to their size. By
using this kind of sampling, the odds of bias are lowered and
the results can be used more widely. Because of
stratification, minority groups among customers are
appropriately included in the study.

C. Ways of Collecting Data

The study gathered its primary data by handing out
questionnaires designed for HDFC Bank customers who
visited selected branches. | used closed questions for the
main survey to conduct quantitative analysis, while
including open questions to collect qualitative data about
what customers think and feel. A limited number of
respondents also participated in informal interviews so we
could learn more about their service experiences and what
influenced their satisfaction. Other data such as bank filings,
publications from the industry and useful literature, were
also studied to help explain the results.

D. Types of research instruments

For the research, we used a questionnaire built using the
principles of the SERVQUAL model and custom-made for
banks. Participants responded to questions about their
personal details, service experience, satisfaction and free
comments. A Likert scale was used with five levels to gauge
what customers think and what they hope for, so that service
quality gaps could be quantified. The device was used with a
pilot group to make sure it was understandable, dependable
and accurate and necessary changes were applied in advance
of wider implementation.

The information collected was sorted and loaded into
software to query it with statistical tools. Frequencies,
percentages, means and standard deviations were all used to
sum up both demographics and customer satisfaction.
Satisfaction differences between groups in society were
identified using t-tests and ANOVA. To identify gaps, the
SERVQUAL method was applied to see how far each
customer’s expectations differed from the service provider’s
results in each quality area. Qualitative data was reviewed
for main ideas to explain the results found in the quantitative
part of the research. An integrated review of factors showed
HDFC Bank specialists how different elements influence
customer satisfaction.

IV.DATA ANALYSIS AND INTERPRETATION
This chapter looks in detail at what is found from the
data collected from HDFC Bank customers. The information
analyzed includes demographics of  respondents,
comparisons of expectations and reality, assessments of
service quality using SERVQUAL, rates of satisfaction
among each service and tests to back up the findings.

A. Demographic Profile of Respondents

Additional information about the participants can be seen
in Table 1. The profile covers how many are young, middle
age, older, male or female, rich or poor and the account type
they use. The information in this section places the
following satisfaction analysis into its proper context.

Table 1: Demographic Profile of Respondents

Demographi Catego Freque Percenta
c Variable ry ncy ge (%)
Age 18-25 45 22.5
26-35 70 35.0
36-45 50 25.0
46 and 55 175
above
Gender Male 120 60.0
Female 80 40.0
Income Below
Level %3 Lakhs 99 21.5
I3 -6
Lakhs 80 40.0
Above
26 Lakhs 65 325
Account Savings 130 65.0
Type
Current 45 225
Fixed
Deposit 25 12.5
W Feqianty B Parcantags (%)

100

| I ‘l ‘ | | | ||
ADs

Gande ncome Lave Account Typs

Graph 1: Age Distribution of Respondents (Bar
Chart)

Interpretation: The age distribution of the respondents
shows that most (35%) are young adults, who are the main
users of the bank’s services. As a result, the bank’s client
base mostly consists of people starting out or in the middle
of their work careers.

B. Customer Expectations vs. Perceptions

Here, we compare what customers expect in a bank with
what they actually think about the service quality in those
same areas. The analysis of the SERVQUAL gap
demonstrates where the bank meets or misses the goals of its
customers.
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Table 2: Customer Expectations vs. Perceptions
(Mean Scores on 5-point Scale)

Gap
Service Expecta Percep fPerceptlon
Attribute tion Mean tion Mean .
Expectation
)
Tangibility 4.5 4.3 -0.2
Reliability 4.6 4.2 -0.4
Responsive 4 4 4.0 0.4
ness
Assurance 45 4.1 -0.4
Empathy 4.3 3.9 -0.4
\ Tangbiny Raliabinty Responsmsness Assumance Empathy

Graph 2: SERVQUAL Gap Analysis (Line Graph)

Interpretation: Customers rate service quality lower than
they should and reliability, responsiveness, assurance and
empathy are the biggest areas of variation.

V. DISCUSSION

Our findings show that the communities of HDFC Bank
have high expectations about service quality and these are
usually met, though not always in all of the chosen service
areas. A higher number of young and middle-aged clients on
the company’s roster underlines the need for HDFC Bank to
adjust its offerings to help these customers during their
busiest and most important earning and saving years. We
learn from the SERVQUAL analysis that customers do
appreciate the bank’s tangible parts, but they also value
good manners and attentiveness from employees more.
Therefore, the bank needs to focus heavily on training staff
to interact better with customers to meet customers’ service
expectations. In addition, customers report higher
satisfaction with account management, thanks to efficient
procedures and technology, but are not entirely satisfied
with customer support which seems to have problems with
how quickly and well issues are handled. Results from
statistical testing indicate that differences in satisfaction
levels between customer groups, mainly by gender, are
minor which means that bank strategies can remain simple
by targeting key aspects of services rather than adjusting for
every group of customers. Even though the service quality
gaps are small, closing them is an opportunity for HDFC
Bank to become more competitive. If companies use
automation and feedback, they could deliver even better
personal customer experiences. In short, the research
concludes that even though customers like HDFC Bank,
working on being more empathetic and response-centered
will increase satisfaction and help the bank keep customers
for a longer period when other banks are competitive.

VI.CONCLUSION

In essence, the research shows that HDFC Bank scores
highly on structure and technology, but still falls noticeably
short on areas such as friendliness, prompt service and
confidence toward customers. The population research
makes it clear that most of the bank’s customers are young
and middle-aged, so banking solutions need to be updated
often as their needs change. Essentially, through
SERVQUAL, leaders can focus on key aspects that will
bring together what customers are hoping for and the real
way a business interacts with and responds to them. hd In
addition, relying on technologies such as chatbots and
custom communication could increase how quickly
customers are served and make sure the process is still
friendly. For customer satisfaction to increase and for
customer relationships to grow, companies must invest in
their support services. Regular surveys of customers and
constant use of analytics enable the bank to find out quickly
about service issues and resolve them in the next stages
before they become major issues. Overall, making daily
operations better and putting customers first enables HDFC
Bank to stay ahead, thrive moving forward and gain more
customers in a challenging industry.

REFERENCES

Shaikh, A. A., Kumar, A., Mishra, A., & Elahi, Y. A.
(2024). A study of customer satisfaction in using banking
services through Atrtificial Intelligence (Al) in India. Public
Administration and Policy: An Asia-Pacific Journal, 27(2),
167-181. https://doi.org/10.1108/pap-05-2023-
0060Emerald+1Academia+l

Kaur, J.,, & Kaur, R. B. (2023). Does customer
satisfaction and service quality have an impact on HDFC
Bank customers’ loyalty? Global Journal of Management
and Information Technology, 13(2), 1-15.
https://www.gjimt.ac.in/wp-content/uploads/2023/04/2-
D0es-Customer-Satisfaction_5-15.pdfgjimt.ac.in

Kumar, S., & Peerzade, A. (2021). Customer satisfaction
in banking sector after 1991 reforms: More recent changes.
IOSR Journal of Economics and Finance, 12(3), 56-60.
https://www.iosrjournals.org/iosr-jef/papers/\VVol12-
Issue3/Series-6/F1203065660.pdfIOSR Journals+210SR
Journals+2I0OSR Journals+2

Kumar, S.,, & Gangal, V. K. (2022). Customer
satisfaction in new generation banks: A case study of HDFC
Bank. Indian Journal of Commerce and Management
Studies, 3(2), 76-84.
https://www.ijcms.in/index.php/ijcms/article/view/5531JCM
S

Gaywala, D., Suriyank, & Soni, B. (2022). A
comparative study of customer satisfaction towards HDFC
Bank and State Bank of India. International Journal of
Research Publication and Reviews, 3(4), 1064-1071.
https://ijrpr.com/uploads/V3ISSUE4/IJRPR3429.pdfIJRPR+
11IJRPR+1

Puzari, P., Bisht, S., & Bharucha, N. (2023). A study on
customer satisfaction towards online banking of HDFC
Bank. International Research Journal of Modernization in
Engineering Technology and Science, 5(2), 339-346.
https://www.irjmets.com/uploadedfiles/paper/issue 2_febru
ary_2023/33966/final/fin_irjmets1677765702.pdfIRIMETS

Raj, M., & Bansal, S. (2019). Customer satisfaction in
banking sector: A case study of HDFC Bank. International
Journal of Research and Analytical Reviews, 6(1), 552-560.
https://www.researchgate.net/profile/Shruti-Bansal-

©2025,]J]SREM | www.ijsrem.com

DOI: 10.55041/1J]SREM49364 |  Page4


http://www.ijsrem.com/
https://doi.org/10.1108/pap-05-2023-0060
https://doi.org/10.1108/pap-05-2023-0060
https://www.emerald.com/insight/content/doi/10.1108/pap-05-2023-0060/full/html?utm_source=chatgpt.com
https://www.gjimt.ac.in/wp-content/uploads/2023/04/2-D0es-Customer-Satisfaction_5-15.pdf
https://www.gjimt.ac.in/wp-content/uploads/2023/04/2-D0es-Customer-Satisfaction_5-15.pdf
https://www.gjimt.ac.in/wp-content/uploads/2023/04/2-D0es-Customer-Satisfaction_5-15.pdf?utm_source=chatgpt.com
https://www.iosrjournals.org/iosr-jef/papers/Vol12-Issue3/Series-6/F1203065660.pdf
https://www.iosrjournals.org/iosr-jef/papers/Vol12-Issue3/Series-6/F1203065660.pdf
https://www.iosrjournals.org/iosr-jef/papers/Vol12-Issue3/Series-6/F1203065660.pdf?utm_source=chatgpt.com
https://www.iosrjournals.org/iosr-jef/papers/Vol12-Issue3/Series-6/F1203065660.pdf?utm_source=chatgpt.com
https://www.ijcms.in/index.php/ijcms/article/view/553
https://www.ijcms.in/index.php/ijcms/article/view/553?utm_source=chatgpt.com
https://www.ijcms.in/index.php/ijcms/article/view/553?utm_source=chatgpt.com
https://ijrpr.com/uploads/V3ISSUE4/IJRPR3429.pdf
https://ijrpr.com/uploads/V3ISSUE4/IJRPR3429.pdf?utm_source=chatgpt.com
https://ijrpr.com/uploads/V3ISSUE4/IJRPR3429.pdf?utm_source=chatgpt.com
https://www.irjmets.com/uploadedfiles/paper/issue_2_february_2023/33966/final/fin_irjmets1677765702.pdf
https://www.irjmets.com/uploadedfiles/paper/issue_2_february_2023/33966/final/fin_irjmets1677765702.pdf
https://www.irjmets.com/uploadedfiles/paper/issue_2_february_2023/33966/final/fin_irjmets1677765702.pdf?utm_source=chatgpt.com
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf

5

g4e ‘3#.‘\
g o
@3@ INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND MANAGEMENT (IJSREM)

VOLUME: 09 ISSUE: 06 | JUNE - 2025

SJIF RATING: 8.586 ISSN: 2582-3930

11/publication/374004993 CUSTOMER_SATISFACTION
IN_BANKING_SECTOR-
A _CASE_STUDY_OF HDFC BANK/links/650947b982f0
1628f030b056/CUSTOMER-SATISFACTION-IN-
BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-
BANK.pdfResearchGate

Kaur, B., Kiran, S., Grima, S., & Rupeika-Apoga, R.
(2021). Digital banking in Northern India: The risks on
customer satisfaction. Risks, 9(11), 209.
https://doi.org/10.3390/risks91102091JRAR

Singh, S. (2019). Measuring e-service quality and
customer satisfaction with internet banking in India.
Theoretical ~ Economics  Letters,  9(2), 308-326.
https://doi.org/10.4236/tel.2019.920221JRAR

Virk, N., & Kaur, P. (2012). Customer satisfaction: A
comparative analysis of public and private sector banks in
India. Information and Knowledge Management, 2(3), 1-10.
https://www.iiste.org/Journals/index.php/IKM/article/view/2
08610SR Journals

Singh, P., & Kumar, D. (2014). Impact of internet
banking on customer satisfaction: A case study of State
Bank of India. International Journal of Research, 1(4), 401-
402. https://www.ijrjournal.com/IJR/2014/Vol1/Issue4/401-
402.pdf

Kumari, V., & Ramesh, S. (2019). The antecedents and
outcomes of customer satisfaction in the banking industry.
International Journal of Research in Social Sciences, 9(7),
224-225. https://www.ijrss.org/papers/ijrss/v9-i7/ijrss-v9-i7-
224-225 .pdf

Maheswari, Y. (2013). Banking sector: Financial
analysis and customer satisfaction. International Journal of
Marketing, Financial Services & Management Research,
2(9), 1-10.
https://www.indianjournals.com/ijor.aspx?target=ijor:ijmfs
mr&volume=2&issue=9&article=00110SR Journals

Srinivas, D., & Hanumantha Rao, N. (2018). Service
quality in banking sector: A review. I0OSR Journal of
Business and Management, 20(1), 1-7.
https://www.iosrjournals.org/iosr-jbm/papers/\VVol20-
issuel/Version-1/E20110107.pdfIOSR Journals+110SR
Journals+1

Sureshcander, G. S. (2002). Customer satisfaction in the
banking sector: A review. Indian Journal of Marketing,
32(10), 1-10.
https://www.indianjournals.com/ijor.aspx?target=ijor:ijm&v
olume=32&issue=10&article=001

Bansal, S., & Bansal, M. (2019). Customer satisfaction
in banking sector: A case study of HDFC Bank.
International Journal of Research and Analytical Reviews,
6(1), 552-560. https://www.researchgate.net/profile/Shruti-
Bansal-
11/publication/374004993 CUSTOMER_SATISFACTION
IN_BANKING_SECTOR-
A _CASE_STUDY_OF HDFC BANK/links/650947b982f0
1628f030b056/CUSTOMER-SATISFACTION-IN-
BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-
BANK.pdfResearchGate

Vyas, S. (2012). E-banking and e-commerce in India and
USA: A comparative study. International Journal of
Computer Applications, 49(11), 1-6.
https://doi.org/10.5120/7869-1012arXiv

Saha, A. K. (2017). Review of design of speech
recognition and text analytics based digital banking
customer interface and future directions of technology

adoption. arXiv preprint arXiv:1712.04640.
https://arxiv.org/abs/1712.04640arXiv

Apaua, R., & Lallie, H. S. (2022). Measuring user
perceived security of mobile banking applications. arXiv
preprint arXiv:2201.03052.
https://arxiv.org/abs/2201.03052arXiv

Alawneh, A. A. (2013). Assessing the dimensions of
relationship quality in B2C e-banking services: An empirical
comparative study. arXiv preprint arXiv:1302.6364.
https://arxiv.org/abs/1302.6364arXiv

Vyas, S. (2012). E-banking and e-commerce in India and
USA: A  comparative  study. arXiv  preprint
arXiv:1207.2741. https://arxiv.org/abs/1207.2741arXiv

©2025,]J]SREM | www.ijsrem.com

DOI: 10.55041/1]SREM49364 |  Pageb


http://www.ijsrem.com/
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf?utm_source=chatgpt.com
https://doi.org/10.3390/risks9110209
https://ijrar.org/papers/IJRAR24B2954.pdf?utm_source=chatgpt.com
https://doi.org/10.4236/tel.2019.92022
https://ijrar.org/papers/IJRAR24B2954.pdf?utm_source=chatgpt.com
https://www.iiste.org/Journals/index.php/IKM/article/view/2086
https://www.iiste.org/Journals/index.php/IKM/article/view/2086
https://www.iosrjournals.org/iosr-jef/papers/Vol12-Issue3/Series-6/F1203065660.pdf?utm_source=chatgpt.com
https://www.ijrjournal.com/IJR/2014/Vol1/Issue4/401-402.pdf
https://www.ijrjournal.com/IJR/2014/Vol1/Issue4/401-402.pdf
https://www.ijrss.org/papers/ijrss/v9-i7/ijrss-v9-i7-224-225.pdf
https://www.ijrss.org/papers/ijrss/v9-i7/ijrss-v9-i7-224-225.pdf
https://www.indianjournals.com/ijor.aspx?target=ijor:ijmfsmr&volume=2&issue=9&article=001
https://www.indianjournals.com/ijor.aspx?target=ijor:ijmfsmr&volume=2&issue=9&article=001
https://www.iosrjournals.org/iosr-jef/papers/Vol12-Issue3/Series-6/F1203065660.pdf?utm_source=chatgpt.com
https://www.iosrjournals.org/iosr-jbm/papers/Vol20-issue1/Version-1/E20110107.pdf
https://www.iosrjournals.org/iosr-jbm/papers/Vol20-issue1/Version-1/E20110107.pdf
https://www.iosrjournals.org/iosr-jbm/papers/Vol18-issue4/Version-2/B1804021020.pdf?utm_source=chatgpt.com
https://www.iosrjournals.org/iosr-jbm/papers/Vol18-issue4/Version-2/B1804021020.pdf?utm_source=chatgpt.com
https://www.indianjournals.com/ijor.aspx?target=ijor:ijm&volume=32&issue=10&article=001
https://www.indianjournals.com/ijor.aspx?target=ijor:ijm&volume=32&issue=10&article=001
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf
https://www.researchgate.net/profile/Shruti-Bansal-11/publication/374004993_CUSTOMER_SATISFACTION_IN_BANKING_SECTOR-A_CASE_STUDY_OF_HDFC_BANK/links/650947b982f01628f030b056/CUSTOMER-SATISFACTION-IN-BANKING-SECTOR-A-CASE-STUDY-OF-HDFC-BANK.pdf?utm_source=chatgpt.com
https://doi.org/10.5120/7869-1012
https://arxiv.org/abs/1207.2741?utm_source=chatgpt.com
https://arxiv.org/abs/1712.04640
https://arxiv.org/abs/1712.04640?utm_source=chatgpt.com
https://arxiv.org/abs/2201.03052
https://arxiv.org/abs/2201.03052?utm_source=chatgpt.com
https://arxiv.org/abs/1302.6364
https://arxiv.org/abs/1302.6364?utm_source=chatgpt.com
https://arxiv.org/abs/1207.2741
https://arxiv.org/abs/1207.2741?utm_source=chatgpt.com

