
1. Introduction
Global market technologies, policy of liberalization and 
deregulation has made the banking sector very competitive 
(Nagarajan, 2013). Traditionally bank operated relatively in a stable 
environment for decades (Gayathry, 2013). Now a days banking 
industry is more competitive and hence this industry is undergoing 
tremendous changes. To survive in present environment, banks 
have diversi�ed their  por tfol ios away from tradit ional 
intermediation into new geographical areas and new products and 
services such as bancassurance, brokerage services, merchant 
banking, housing �nance, credit cards, mutual funds, pension fund, 
general insurance, custodian services, private equity, advisory 
services, structured products etc.

1.1The Concept of Diversi�cation
The term diversi�cation has its origin in the word “diverse”. The 
literary meaning of diversi�cation is difference. Diversi�cation is a 
strategic approach which takes place when organization adopted it 
in different forms. There are various forms of diversi�cation. 

1.2Customer Knowledge and Awareness 
Customer Knowledge and awareness are the component which 
increases the collective consciousness among the customers and 
guarantees con�dence. There is a need of mutual trust and 
con�dence between customer and bank (Jenifer and Siddiq, 2017). 
The bank should take all effort to reach its products and services to 
the customers. Bank must popularize their products and services in 
such a way and thereby make the customer aware of such services ( 
Kanthi and Singu,2015). Thus bank has to assess and reassess 
continuously its products and services as offered to the customer 
and also �nd out new and emerging customer expectations from 
time to time. 

2. Statement of the Problem
Due to increase competition in banking industry it becomes very 
difficult to understand the consumer perception (Tendan, 
et.al.2016). Hence banks have introduced with a �ood of new 
products and services. So, there is a need to analyze the recent 
trends of products and services of banking companies which is 
important and justi�ed. It is also essential for the banks to analyze 
the overall attitude or behavior of their customer towards 
diversi�ed products and services offered by them. As a service 
provider banks should �nd the difference between what customers 
expect and what they received actually. Hence the bank has to pay 
special attention to satisfy the needs of the customers. 

3. Review of Literature
1.  Acharya et al. (2006), performed one of the �rst and most 

important studies about diversi�cation on banks' credit 

portfolio. In their study it was found that both industrial and 
sectoral diversi�cation reduces bank returns while producing 
riskier advances.

2.  Chaudhari A., et.al. (2014), in their research they measured the 
level of awareness regarding e-banking services offered by 
both public and private banks. It is also found in their study that 
students were aware about e-banking services but less aware 
regarding security issues in e- banking.

3.  Iswarya R., (2015), in his study developed an increasing 
association with the customers through modern services. The 
�ndings of the study were most of the customer used mobile 
phone for banking transactions. There was a signi�cant 
difference between age and level of service satisfaction of the 
customers.

4.  Gayathry S, (2013),in his  study focused on the effectiveness of 
banks in creating awareness among customers regarding 
number of products and services introduced by them. The 
study had made certain recommendations which would help 
the bankers to create awareness of the customers regarding 
modern banking services.

5.  Nadeem, M., et.al. (2015), the study threw light on development 
and consciousness of electronic banking services.. The result 
revealed that students were aware about the new services of 
the bank and well informed. 

6.  Otiano, O.A. and Moronge, M. (2014), in their research paper 
they interpreted how new markets, technology and 
information �ow in�uence overall performance of commercial 
banks as well as to determine how innovativeness impacts on 
�nancial performance of commercial banks.. 

4. Research Gap
However, so far, previous studies have not focused customer 
preference pattern and level of awareness regarding diversi�ed 
products and services provided by the banks. The previous 
literatures have not focused on awareness about diversi�ed 
products and services of the students. Therefore, a study on 
students perception, knowledge and awareness about diversi�ed 
products and services of commercial bank is appears to be 
imperative which added knowledge in this direction.

5. Objectives of the Study
1.  To list out the diversi�ed products and services offered by the 

banks in general to their customers in Tezpur town
2.  To study the factors that in�uence preference pattern of the 

students towards diversi�ed products and services of the 
banks.

3.  To study the student's awareness and usage of diversi�ed 
products and services provided by the banks. 
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6. Research Design and Methodology
6.1 Types of Research
In order to achieve the objectives, descriptive and analytical 
research designed was followed
 
6.2 Area of Study
The study was carried out in Tezpur town of Assam.

6.3 Population
The targeted population for the study was students from different 
educational institutions of Tezpur town.

6.4 Sampling Technique
In this study non probability sampling procedure was used to 
identify the sample units.

6.5 Sample Size
Sample size of this study was 90 students from different educational 
institutions in Tezpur town of Assam

6.6 Sources of Data
Primary data collected through structured questionnaire. However 
secondary data were collected with the help of articles books, 
research papers and documents related to the present study.

6.7 Data Analysis
Data were analyzed systematically and then percentages calculated 
based on the total number of respondents. Further calculated data 
were presented with the help of table and diagram.

7. Limitations of the Study
The degree of correctness of primary data is restricted and limited 
by the respondents. The small sample size raises the issue of 
generalizability.

8. Analysis
Pro�le of the respondents

TABLE 1: Distribution of the sample respondents according to 
their GENDER

Source: primary data

TABLE 2- Distribution of the sample respondents according to 
their EDUCATION

Source: primary data

TABLE 3- List of Diversi�ed Products and Services offered by 
Commercial Banks ( public and private) in Tezpur Town. 

TABLE 4-Average Rank Analysis-Factors in�uencing preference 
pattern of diversi�ed products and services offered by banks

Source: Primary Data 

GENDER NO.OF RESPONDENTS PERCENTAGE
Male 50 55.56
Female 40 44.44
Total 90 100.00

EDUCATION NO.OF RESPONDENTS PERCENTAGE
Undergraduate 35 38.89
Graduate 30 33.33
Post Graduate 25 27.78
Total 90 100.00

Banks Products/Services

State Bank of 
India

ATM/debit card, credit card, online banking, 
mobile banking, RTGS(Real Time Gross 
Settlement), FOREX(Foreign Exchange Service), 
NEFT(National Electronic Fund Transfer) 
IMPS(Immediate Payment Service), education 
loan, remittance of fund, insurance services (life 
and non life ), mutual fund, PPF(Public Provident 
Fund), demat account, Atal pension Yojana, 
Sukanya Smridhi Yojana.

UCO ATM/debit card, internet banking, mobile 
banking, NEFT, RTGS, IMPS, bancassurance, Atal 
Pension Yojana, PMJJBY(Pradhan Mantri Jeevan 
Jyoti Bima Yojana), PMSBY(Pradhan Mantri 
Suraksha Bima Yojana), PPF

Punjab 
National Bank

ATM/debit card, online banking, mobile banking, 
insurance service, PPF

Allahabad Bank ATM/debit card, credit card, FOREX, NEFT, RTGS, 
IMPS, insurance services, health insurance, 
mutual fund, PPF, demat account

Vijaya Bank ATM/debit card, credit card, mobile banking, net 
banking, V Pay Quick, PPF, mutual fund, 
systematic investment plan, gold bond, Atal 
Pension Yojana, bancassurance, Vijaya UPI( 
Uni�ed Payments Interface application )

Federal Bank of 
India

ATM/debit card, credit card, mobile banking, net 
banking, NEFT,RTGS,IMPS, insurance service, 
demat account, investment in stock and shares.

Yes Bank ATM/debit card, credit card, mobile banking, 
online banking, FOREX card, NEFT, RTGS, IMPS, 
remittance of fund(inward and outward), 
insurance services, RD(Recurring Deposit) demat 
account, mutual fund, PPF.

Factors Stron
gly 
Agree

Agree Neut
ral

Disag
ree

Stron
gy 
Disag
ree

Total 
Score

Mean Rank

Accessibility Value 5 4 3 2 1 330 3.6 3

Nos. 28 21 30 5 6

Score 140 84 90 10 6

Ease of use Value 5 4 3 2 1 350 3.8 2

Nos. 30 32 19 6 3

Score 150 128 57 12 3

Convenience Value 5 4 3 2 1 360 4 1

Nos. 40 25 15 5 5

Score 200 100 45 10 5

Security Value 5 4 3 2 1 255 2.8 6

Nos. 10 15 30 20 15

Score 50 60 90 40 15

Time saving Value 5 4 3 2 1 271 3.01 5

Nos. 16 19 25 10 20

Score 80 76 75 20 20

User Friendly Value 5 4 3 2 1 279 3.1 4

Nos. 13 21 23 28 5

Score 65 84 69 56 5
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TABLE 6-Respondents' AWARENESS level towards diversi�ed 
products and services on the basis of their EDUCATION.(UG-
Under Graduate, G-Graduate and P.G.-Post Graduate)

Source: Primary data

TABLE-7 Frequency of USAGE of the following diversi�ed 
products and services 

Source: Primary Data

9. Findings
Ÿ Distribution of the respondents based on gender is 50(55.56%) 

male and40 (44.44) %female.

Ÿ 35 students (38.89%) were undergraduate level, 30 students 
(33.33%) were selected from graduate level and 25 (27.78%) are 
from post graduate level studying in different educational 
institutions of Tezpur town.

Ÿ Apart from traditional services like personal and business 
accounts, loan for business and consumers, some other services 
like ATM facility, debit card, RTGS, NEFT, online banking, mobile 
banking and IMPS are common diversi�ed services offered by 
banks in Tezpur town. Insurance services are also introduced all 
the banks including life, health, equipments and car insurance 
etc. Remittance of fund and demat account are also available 
both in public and private sector banks. However only few 
banks provided FOREX service and credit card facility to the 
customers.  

Ÿ Average rank analysis regarding the motivational factors that 
in�uenced the preference pattern, 40 students strongly agreed 
with the factor convenience that scored highest mean of 4 and 
got �rst rank. While 30 students strongly agreed with the factor 
ease of use with mean of 3.8 and got second rank. 28 students 
were strongly agreed with the factor accessibility with mean of 
3.6 and got third rank. Regarding time saving, user friendly and 

security, relatively a small number i.e. 16 students, 13 students 
and only 10 students were strongly agreed. 

Ÿ There was no signi�cant difference between male and female 
students regarding awareness about the internet banking, 
mobile banking and debit card services. Services like credit card, 
insurance, NIFT and mutual fund investment, male respondents 
were more aware than female respondents.

Ÿ Level of awareness on the basis of education, P.G. students were 
highly aware about diversi�ed products and services. However 
U.G. and Graduate students were not fully aware in all cases. 

Ÿ Frequency of usage of mobile banking is highest on daily basis. 
While usage of ATM or debit card is highest in weekly basis. 
However usage of internet banking is highest in monthly basis. 
Usage of NEFT and credit card were lowest in daily, weekly and 
monthly basis. Majority of the students never used credit card 
because only few banks have that service.

10. Suggestions
Ÿ Students need to be well informed and should enhance their 

knowledge by reading magazines, news papers etc. so that they 
can update themselves about various facilities provided by the 
banks.

Ÿ Experienced persons should be employed by the banks to 
arrange certain promotional programmes at college and 
university campus to inform students about various banking 
transactions.

Ÿ Parents may also grow banking habits to their children by 
opening account in the bank.

Ÿ College authority may take initiative by arranging some visits 
with the students to the bank branches for practical approaches 
such as operation of digital transactions, use of ATM services, 
etc.

11. Conclusion
 The study gave an overview of the awareness of students and found 
that most of the students in Tezpur town were aware about banks 
diversi�ed products and services and also had good knowledge. 
Still a section of the respondents were not using all the diversi�ed 
products and services offered by the banks as most of the diversi�ed 
products and services require tech-savvy customer. For that banks 
have to arrange certain programmes to improve level of awareness 
of the students. To increase the frequency of usage, bank should 
build up positive perception towards their products and services. 
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