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ABSTRACT
Modern banking developed only after the Industrial Revolution. After the Industrial Revolution, with the increase in the size of industrial and business units, joint stock company form of business organization came into existence. This form of organization encouraged people with small means to become shareholders of big industrial and business enterprises. Still, there were certain sections of the public who were not prepared to invest their money on the shares of joint stock companies. But they were willing to part with their surplus money, if they were assured of the repayment of their money with some interest thereon. So, naturally, there arises the need for the formation of financial institutions that could collect the surplus funds of the people on terms acceptable to them and make them available to the needy for productive purposes. Accordingly, a large number of such financial institutions and joint stock banks were set up after the Industrial Revolution. So, joint stock banks or modern banks are of recent development. It was only in the 19th century that the modern commercial banking was developed in most of the leading countries in the world.
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INTRODUCTION OF THE STUDY 
In a banking environment where the customer has come to the central stage, regular and comprehensive appraisal variety of bank services in relation to the perceptions of customers are much importance. Because of the information explosion, today’s customer is more knowledge and his expectations are very high. In order to satisfy the growing expectations of the customers, banks have ready to render customer needed services and their satisfaction. The first step to marketing is to identify the needs of the customers and his level of satisfaction about the existing bank services. Modern days Financial Institutions are vital role for Economic Development. Among the Financial Institutions and Banking sector also key important role for development in almost all areas.
Customer satisfaction could not be measured in terms of quantifiable and accurate manner. The researcher has attempted to study the Banking sector services in the different dimensions. The empirical studies have proved that marketing of bank services had not been fully adopted in India in all its aspects. In certain areas like service quality, selection of bank, deposit mobilisation, market segmentation and publicity were undertaken. Customer satisfaction, the Sine qua non of marketing of bank service has been given adequate emphasis only recently. So, studies are required to identify customers’ needs and preferences in order to develop innovative bank services of their choice in a fast-changing environment characterised by information and technological revolution. The study, relating to marketing of bank services, will provide an insight into the weak areas of customer services and can make corrective steps. The study area is selected in the Karur District. Moreover, the study will be of more useful to bankers in framing their future market strategies in the same District.
STATEMENT OF THE PROBLEM 
Competition has been the key factor in the growth of marketing all over the world irrespective of the kind of product or market. The same is true with regard to the marketing of banking services also. Because of the socio-political and economic situations prevailing in India, the banks seldom think of the necessity of applying marketing techniques in their day-to-day operations in the past. Indian banks are highly regulated by Reserve Bank of India in various ways which have made marketing a difficult task and more often challenging. 
Since people have a wide choice of services, they are more conscious of convenience and cost, safety and speed, respect and quality, courtesy and elegance. Successful banks in India will be those that have rigorously defined strategic focus and total commitment to high quality of customer service. The business relationship between a bank and its customer is not a one-time transitory relationship; it is relatively permanent and enduring one, which requires to be nurtured with good quality of service. This is one of the paramount importance in an age of relationship marketing.
In order to survive in a highly competitive and market driven environment, Indian banks have to prepare themselves to face the market fundamentals effectively. Their success depends upon the speed and quality of service rendered to customers. For maintaining high service quality, banks have to come closer to their customers to monitor and react to the pace of change in their needs and expectations. So, an objective assessment of the standard of customer service, customer satisfaction is a pre-condition for the success of Indian banks.
The bank has provided a lot of services to their customers. Yet, they haven’t reached the expected level of the customers. Hence, an attempt is made to study the customer’s satisfaction from the services provided by The Karur Vysya Bank Limited. In this connection, the following questions are raised to identify the marketing of services to the customers of The Karur Vysya Bank Limited in the study area.
· To what extent the customers are exploiting the services of The Karur Vysya Bank Limited in the study area? 
· What is the level of attitude towards the services offered in The Karur Vysya Bank Limited? 
· What are the features swaying the customers in exploiting the services of The Karur Vysya Bank Limited? 
· What is the level of satisfaction accumulated by the customers in exploiting the services? 
· How will you evaluate the association between the account holders and bank employees?
SCOPE OF THE STUDY 
In this global scenario, every public sector and private sector banks or foreign banks has introduced many customer-oriented services apart from the regular banking activities. The study has been undertaken mainly to highlight the customer perception towards bank services and scheduled bank of The Karur Vysya Bank Limited
OBJECTIVES OF THE STUDY 
· To measure the level of attitude towards service offered by The Karur Vysya Bank Limited. 
· To measure the growth pattern of service provided by the banks in India. 
· To analyse the factors influencing the utilisation of bank services. 
· To assess the relationship between the account holder and bank employees. 
· To know the perception of the customers regarding the service quality. 
· To identify the problems and offer suitable suggestions based on the findings of the study.
METHODOLOGY 
The validity of any research depends on the systematic method of collecting the data and analysing the same in sequential order. In the present study, an extensive use of both primary and secondary data was made. For collecting primary data field survey technique was undertaken in the study area. First-hand information pertaining to behaviour, satisfaction, benefits accrued by customers and problems faced by the customers while utilising the services of The Karur Vysya Bank Limited in the study area, data were collected from four hundred sample respondents.
Sampling Designing 
In Karur District there are forty banking companies are functioning. Among them there are twenty-one public sector banks, fifteen scheduled banks and four co-operative banks. Among the fifteen scheduled banks the researcher has specifically selected The Karur Vysya Bank Limited for the purpose of the extensive study. Because, The Karur Vysya Bank Limited is one among the leading scheduled banks in India. The Karur Vysya Bank Limited is functioning with fourteen branches in Karur District. Researcher has selected all the nine branches for the study
Sampling Technique 
In this study simple random sampling technique has been followed. The selected sample respondents in the study area are shown below.
	S. No.
	Branch Names
	Number of Respondents

	1
	Kalappanaickenpatti
	50

	2
	Komarapalayam
	50

	3
	Mangalapuram
	50

	4
	Mohanur
	50

	5
	Namagiripettai
	50

	6
	Karur Main
	50

	7
	Karur West
	50

	8
	Pandamangalam
	50

	9
	Paramathi Velur
	50

	10
	Puduchatram
	50

	11
	Rasipuram
	50

	12
	Tiruchengodu
	50

	13
	Valayapatti
	50

	14
	Vella Pillaiyar Koil
	50

	15
	Kottamangalam
	50

	
	TOTAL
	750


Source: Primary Data
750 respondents have been considered for the study. The geographical area of the study is confined to Karur District in Tamil Nādu
The sample size is determined by the formula, 
N – Number of Account Holders and 
E – Margin of Error 5%
There are fifteen branches of The Karur Vysya Bank Limited in Karur district. The sampling size has been selected as 750 respondents. The data thus collected are properly organized in suitable tabular form. The respondents were selected on a simple random basis from the branches.
DATA COLLECTION 
Primary Data 
In order to fulfil the above objectives, set out a sample study is undertaken by using a well framed questionnaire and to collect the questionnaire / interview schedule after filled by respondents as well by the researcher. The respondents were selected with the varying nature. Based on the important aspects of demographic variable like age, gender, education, occupation, income, marital status, etc. for this study. The structured questionnaire and interview scheduled were pre-tested and suitable modifications were carried on.
Secondary Data 
The primary data were supplemented by a spate of secondary source of data. The secondary data pertaining to the study were gathered from books, ebooks, internet, leading journals and from resources of the well-equipped libraries in the various sources.
Discussions and Informal Interviews 
In order to know the general working pattern of the services, several rounds of discussions were held with research experts and knowledgeable persons in the relevant field.
Tools of data collection 
By virtue of a mass of data collected from the research survey as well as data from secondary sources collected and presented in the present report, descriptive and analytical research were considered the most appropriate for this study. The researcher has used closed and open-ended questions in the questionnaire or interview scheduled to collect the primary data.
Construction of Questionnaire 
The key aspects of the present research to be studied were identified from the preliminary interviews with some selected respondents. The questionnaire so drafted circulated among some research experts and research scholars for a critical view with regard to wording, format, sequence and the like. The questionnaire was re-drafted in the light of their comments.
Frame work of analysis 
The core of the research study being “Marketing services to customers towards KVB in Karur District”, the study centres around the dependent variable viz, the level of satisfaction perceived by the customers while utilizing the services and their relationship with their perspective independent variables.
Approach to the customer preferences 
The difference in the extent of utilising the services from Karur Vysya Bank between the different types of respondents based on their age, gender, marital status, educational qualifications, occupation, family size, annual income level, experience in utilising the services and level of satisfaction perceived by the consumers was studied by means of percentages averages ranges standard deviation, two-way table, chi-square test are found necessary. In addition to these other statistical tools of ANOVA for customer satisfaction index and regression analysis were also used in this study.
HYPOTHESES OF THE STUDY 
Based on the objectives the following hypotheses were framed. 
· The level of satisfaction of customers does not vary significantly based on different groups of personal variables namely, age, gender, occupation, education, income, residence, frequency of visit to bank and years of association with the bank. 
· The opinion about service charges is not significantly associated with the personal profile of the respondents namely, age, gender, occupation, education, income, residence, frequency of visit to bank and years of association with the bank. 
· The opinion score on customer service does not vary significantly based on different groups of personal variables namely, age, gender, occupation, education, income, residence, frequency of visit to bank and years of association with the bank. 
· The opinion score on service rendered does not vary significantly based on different groups of personal variables namely, age, gender, occupation, education, income, residence, frequency of visit to bank and years of association with the bank. 
· The opinion score on rapport with customer and opinion score on bank employees do not vary significantly based on different groups of personal variables namely, age, gender, occupation, education, income, residence, frequency of visit to bank and years of association with the bank. 
FINDINGS, SUGGESTIONS AND CONCLUSION
	In Indian Banking scenario, there is a perceptible and irreversible shift of the market power form banks to their customers in recent years. The lowering of entry barriers, blessing product lines of banks and non-banks, deregulation of interest rates and advent of information technology are fast changing the oligopolistic nature of Indian banking and transforming it in to a relatively free market place. The survival and growth of Indian Banking will depend on customer orientation and bring about an improvement in the service which will match to global standards. 
The present study entitled “An empirical study of Marketing in Banking service to the Customers with special reference to KVB in Karur District” is focused on customer satisfaction which is the ultimate aim of every marketing strategy. The review of earlier studies proved that marketing is still not fully accepted as an organizational imperative by Indian Banks. Under the administered banking culture, marketing is not given adequate attention. Moreover, the banks in their role as catalysts of economic development have forgotten the basics of customer orientation. 
An effort has been made to summarise the key findings of the present study and based on these findings a few suggestions have been offered. The objective of the study is to know the services provided by The Karur Vysya Bank Limited and the factors influencing the utilization of bank services by the selected sample respondents in the study area
SUGGESTIONS FOR IMPROVEMENT 
On the basis of the findings of the study, suggestions have been made to improve the Marketing towards Bank Services, Technology, Bank Service Quality, Motivation to customers, Personal Rapport and Bank Personnel of The Karur Vysya Bank Services in Karur District in Tamil Nādu.
CONCLUSION 
The study has been undertaken mainly to highlight the customer perception towards bank services in The Karur Vysya Bank Limited. The study also explores the preference of the various bank services provided by the bank, reason for selection of bank and level of satisfaction about bank services. This research is aimed at studying the bank services offered by the banking institutions in the study area. Effective customer service is the centre of all business operations and it also plays an integral part in the growth of the banking industry. The Karur Vysya Bank Limited has to therefore, without resting on their past lauds, find way to surge ahead of competition by improved and effective functioning through technological and service upgradations.
The Karur Vysya Bank Limited involves resolving the difficulties, which increase the market share of that institution. From the performance analysis, it is clearly seen The Karur Vysya Bank Limited has providing better services to their customers. Customers for bank services are changing in terms of their wants, needs, desire, expectations and problems. Banking service provides to understand about customers, what they prefer, when they buy, who makes the decision and how the customers were use the products and services. In conformity with above, there should be changes in the bank’s services, training, attitudes and images, marketing strategies and patterns of organization and control. New technology driven products blended with the traditional ones and personalized service will enable banks to extend a bank service under one roof. Then only The Karur Vysya Bank Limited can nourish, cherish and survive in the global competitive environment.
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