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Abstract — 

The Present study was conducted with the objective to investigate the significance of mean 

difference between Customers' Perception in the context of Green Banking among various 

Socio-economic Classes (Low, Middle and High) with specific reference to ICICI Bank it was 

hypothesized that There will be no significant mean difference between Customers' 

Perception in the context of Green Banking among various Socio-economic Classes (Low, 

Middle and High) with specific reference to ICICI Bank to test the hypothesis a purposive 

sample of 60 ICICI Bank Account Holders with balanced number of Low, Middle and High 

Socio-economic Classes were sampled from various ICICI Bank Branches in Jaipur City. 

Green Banking Survey Questionnaire (Dagur,S.S. and Juniwal, R., 2011) was administered 

and Descriptive Statistics (Mean and Standard Deviation) and "t" statistics was computed 

through SPSS-17 to investigate the significance of mean difference between Customers 

Perception in the context of Green Banking among various socio-economic classes (Low, 

Middle and High) with specific reference to ICICI Bank. A significant Mean Difference in 

Customers Perception about Green Banking with Specific Reference to ICICI Bank was 

found in the sample stratificate studied. 

Keywords  — Customers Perception, Online Banking, Green Banking, Pro-ecobehaviours 

and ICICI Bank  

 

1.INTRODUCTION 

The cry of planet Earth can be loudly and deeply sensed once we take into account the diluting 

biodiversity, Ozone Hole and Global Warming. Infact, the capitalistic dilemmas of globalised 

service economy has not only compromised the sustainable personal and planetary well-being but 

also the dynamic inconsistency and faulty mental accounting of insensitive intelligentsia and 

industry has left this planet inhospitable.[1] Our very paradigm of development especially through 

surging service economy service economy has gone counterproductive and ultimately the so called 
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intelligent solutions of the civilization turned out to be non-intelligent. We have lost the sink and 

elliptical unity with nature.[2] 

The Nature Systems Thinking Process of the entire civilization and specifically the service industry 

got impaired. Pro-ecobehaviours studies the relationship between human beings and the natural 

world through ecological and psychological principles. The field seeks to develop and understand 

ways of expanding the emotional connection between individuals and the 

natural world, thereby assisting individuals with developing sustainable lifestyles and remedying 

alienation from nature.[3]  

Evidence suggests that many environmentally damaging behaviours are addictive at some level, 

and thus are more effectively addressed through positive emotional fulfillment rather than by 

inflicting shame. 

Pro-ecobehaviours explores how to develop emotional bonds with nature. It considers this to be 

worthwhile because when nature is explored and viewed without judgment, it gives the sensations 

of harmony, balance, timelessness and stability. 

 

2.Green Banking' in banking industry 

Our survival needs and conscientious obligation of the service industry in general and banking 

sector and its cliental forced us to think Green.[4] Over the period of time, the commitment to think 

'Green' got redefined as 'Green Banking' in banking industry.[2] In 2008, a survey was conducted by 

Coinstar, Inc in partnership with Kelton Research to determine what customers are looking for 

when they conduct business with their banks. The survey was conducted using an online invitation 

to engage in an online survey.  The survey showed the 49% of customers polled dread visiting their 

banks branch and that changes must be made in order to retain the bank’s current customers.[5] 

This survey found that many participants would like some type of change in the services at the 

bank’s branch.  Participants suggested that banks could also offer financial and non-financial 

advice at their branch, such as offering mortgage advice alongside legal advice. Other services 

included addition of amenities such as postal services.  

Participants in the survey also indicated that the customer experience is very important when it 

comes to the bricks and mortar bank.  While many participants were mostly pleased with the 

overall experience they had when visiting their bank’s branch, there were numerous changes that 

participants felt their banks could make to better enhance the experience.[6] 
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Participants suggested that the bank should model its atmosphere after an upscale coffee house or 

clothing store, offering amenities such as back and neck massages.  Suggestions even included 

provision of child supervision so that customers can focus on their financial issues. 

The discontent with the bricks and mortar atmosphere of the bank would logically lead to an 

increase in the use of online banking facilities.  These online facilities enable users to manage their 

accounts, pay bills, or track spending.[7] 

The several ways to Green Banking include getting started using online banking, paying all or most 

of the bills online, stopping it with the blank credit card checks, 

getting the paycheck directly deposited, banking locally online and foregoing receipts.[8] 

Green  Banking  is  like  a  normal  bank,  which considers all the social and environmental factors, 

it is also called as a ethical bank. Ethical banks have started with the aim of protecting  the 

environment.[9] These banks are like a normal bank which aims to protect the environment and it is 

controlled by same authorities as what a traditional bank do.[10] 

There are many differences compared with normal banking, Green Banks give more weight to 

environmental factors, their aim is to provide good environmental and social business practice, they 

check all the factors before lending a loan, whether the project is environmental friendly and has 

any implications in the future, you will awarded a loan only when you follow all the environmental 

safety standards.[11] 

Defining green banking is relatively easy. Green Banking  means  promoting  environmental  –  

friendly practices  and  reducing  your  carbon  footprint  from  your banking activities.[12] This 

comes in many forms 

1. Using online banking instead of branch banking. 

2. Paying bills online instead of mailing them. 

         Opening up accounts at online banks, instead of large multi-branch banks 

1. Finding  the  local bank  in your area  that  is  taking  the biggest steps  to  support  local green  

initiatives. 

Green banking can benefit the environment either by reducing the carbon footprint of consumers or 

banks. Either works. Some with paper.[13] Either a bank or a consumer can conserve paper and 

benefit the environment. Ideally, a green banking initiative will involve both. Online banking is an 

example of this. When a bank's customer go online, the environmental benefits work both ways. 

Green banking means combining operational improvements and technology, and changing client 

habits. 
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3.THE GREEN ECONOMY 

 

To achieve this goal, a radically new economic strategy will be needed. Economic 

decisionmaking,by Governments and private agents alike, will need to focus on ways to 

strengthen,rather than endanger, environmental sustainability. The “green economy” has been 

promoted as the key concept in this regard—the concept that embodies the promise of a new 

development paradigm, whose application has the potential to ensure the preservation of the earth’s 

ecosystem along new economic growth pathways while contributing at the same time to poverty 

reduction. There is no unique definition of the green economy, but, however imprecisely defined, 

there is broad agreement on the basic idea underpinning it, namely, that enhancing economic 

growth, social progress and environmental stewardship can be complementary strategic objectives 

and that the need for possible trade-offs among them en route to their realization can be overcome. 

In this sense, the focus of the concept is fully consistent with that of the sustainable development 

concept eleborated by the United Nations, which perceives the economic, social and environmental 

dimensions as the three pillars of development and which stresses the importance of 

intergenerational equity in development, that is, ensuring that meeting the needs of the present 

generation does not compromise the ability of future generations to meet their own needs. Modern 

agriculture, which underpins global food security, currently contributes about 14 per cent of 

greenhouse gas emissions, and the land-use and water management related thereto are not 

sustainable in many parts of the world. Deforestation is contributing an estimated 17 per cent of 

global emissions, while causing the loss of habitat, species and biodiversity in general. As with 

regard to energy, technologies do exist that are known to ensure more sustainable farming and 

forestry management, prevention of land erosion and strict limits on water pollution by agriculture, 

but a great deal more innovation and knowledge sharing is needed to allow for their adaptation to 

local conditions. At the same time, however, inasmuch as nearly 1 billion people are 

undernourished and are facing serious food insecurity, global food production would need to 

increase by between 70 and 100 per cent from present levels by 2050 in order to feed a growing 

population. Thus, there is an urgent need to make agricultural production environmentally 

sustainable, while at the same time substantially raising productivity. It is hard to imagine how this 

can be attained without a major overhaul of existing production systems, technologies and 

supporting infrastructure. 
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4.GREEN PRODUCTS AND SERVICES 

 

ICICI Bank has launched a ‘Go Green' initiative across the group to move processes and customers 

to cost–efficient, automated channels and build awareness about the environment.It is the platform 

that brings together all alternate channels under one umbrella and gives customers the option of 

banking through Internet banking, i-Mobile banking, IVR Banking. This reduces the carbon 

footprint of the customers by ensuring they do not have to resort to physical statements or travel to 

their branches As an initiative towards more environment friendly way of life, Auto loans offer 

50% waiver on processing fee on car models which uses alternate mode of energy. The models 

identified for the purpose are, Maruti's LPG version of Maruti 800, Omni and Versa, Hyundai's 

Santro Eco, Civic Hybrid of Honda, Reva electric cars, Tata Indica CNG and Mahindra Logan 

CNG versions. The bank has also conducted green-themed events to spread awareness about the 

environment. During Diwali, the bank presented money-plants to customers. Recently, it also 

partnered the Green -themed CNBC- Overdrive Auto Awards this year. 

Apart from reaching out to national and international NGOs, the bank is also educating employees 

about the consumption of energy and paper. It also organised a contest inviting ideas from 

employees for conservation of energy and other natural resources in daily life. The banking major 

is also encouraging the use of CFL bulbs and carpool and public transportation. It is also utiliszing 

online "Webinars" for shorter meetings that involve people who might otherwise have to travel a 

long distance 

 

5.PROBLEM 

Customers Perception about Green Banking with Specific Reference to ICICI Bank 

6.Objective 

The study was conducted with the following objective: 

1. To investigate the significance of mean difference between Customers' Perception in the 

context of Green Banking among various Socio-economic Classes (Low, Middle and High) 

with specific reference to ICICI Bank. 

2. The growth trail of Indian economy is also reflected in the banking sector, as it is the mirror 

of a country’s economy. The banks have been keeping pace with the growing and maturing 

market economy since the initiation of reforms in 1992. The increased competition among 

the banks, due to reforms has on one hand led to the strengthening of prudential norms and 
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technological input to ensure better growth opportunities and on the other, an improved 

service offer to the customers. 

3. The quality concept therefore holds relevance in the banking sector. Major findings of the 

present study can be concluded as: The study included five dimensions of service quality 

perceptions, which are tangibility, reliability, responsiveness, assurance and empathy. 

 

7.Hypothesis 

The study aspired to test the following null hypothesis: 

Ho1. There will be no significant mean difference between Customers' Perception in the context of 

Green Banking among various Socio-economic Classes (Low, Middle and High) with specific 

reference to ICICI Bank. The responses were collected on five dimensions of service quality 

namely; assurance tangibility, reliability, responsiveness, and empathy for all the banks under 

study. The responses of the respondents were tabulated and subjected to the validity tests. 

Subsequently, the validated data was compressed in the form of different tables (annexure), 

which succeed the discussion on the same. The discussion on the data focuses upon the prime 

purpose of meeting the objectives outlined and drawing the conclusions and inferences for 

suggesting suitable remedies for the banks. 

 

8.METHODOLOGY 

Sample 

A purposive sample of 60 ICICI Bank Account Holders with balanced number of Low, Middle and 

High Socio-economic Classes were sampled from various ICICI Bank Branches in Jaipur City. 

Measure 

1. Green Banking Survey Questionnaire (Dagur,S.S. and Juniwal, R., 2011) The Go Green 

Initiative is an organisation wide initiative that moves beyond moving people, 

processes and customers to cost effective automated channels to build awareness 

and consciousness of our environment,our nation and our society 

 

9.STATISTICAL ANALYSIS 

Descriptive Statistics (Mean and Standard Deviation) of all the groups was computed through 

SPSS-17 software. 

The "t" statistics was computed to investigate the significance of mean difference between 

Customers Perception in the context of Green Banking among various socio-economic classes 
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(Low, Middle and High) with specific reference to ICICI Bank. There is an urgent need for the 

banking services to reaffirm themselves in view of the cutthroat competition, which is close on the 

anvil. The banks shall have to reorient themselves in terms of the customer service parameters to 

instill the concept of quality service in the mind of the customer and therefore the growth. 

10.Results 

The "t" statistics was computed to investigate the significance of mean difference between 

Customers' Perception in the context of Green Banking among various socio-economic classes 

(Low, Middle and High) with specific reference to ICICI Bank. It was empirically proved that there 

is significant mean difference between Customers' Perception in the context of Green Banking 

among Low Socio-economic Class ("t" = 19.05), Middle Socio-economic Class ("t" = 22.52), High 

Socio-economic Class ("t" = 33.00) and Total Socio-economic Class ("t" = 18.15) with specific 

reference to ICICI Bank at 0.01 level of confidence. Thus the null hypothesis (Ho 1) there will be 

no significant mean difference between Customers' Perception in the context of Green Banking 

among various Socio-economic Classes (Low, Middle and High) with specific reference to ICICI 

Bank stands rejected specifically with respect to Low, Middle, High  and Total Socio-economic 

Classes and rival/alternative hypothesis can entertained. 

Table 1 

Mean, SD and ‘t’ values of Customers' Perception in the context of Green Banking among Low 

Socio-economic  

Class with specific reference to ICICI Bank 

 
Mean N 

Std. 

Deviation 
Std. Error Mean t Sig. (2- tailed) 

GBP 6.50 4 .577 .289 
19.053 .000 

CB 1.00 4 .000 .000 

 

Table 2 

Mean, SD and ‘t’ values of Customers' Perception in the context of Green Banking among Middle 

Socio-economic Class with specific reference to ICICI Bank 

 
Mean N Std. Deviation Std. Error Mean t Sig. (2- tailed) 

GBP 8.50 4 .577 .289 
22.517 .000 

CB 2.00 4 .000 .000 
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Table 3 

Mean, SD and ‘t’ values of Customers' Perception in the context of Green Banking among High 

Socio-economic Class with specific reference to ICICI Bank 

 
Mean N 

Std. Devia-

tion 
Std. Error Mean t 

Sig. (2-

tailed) 

GBP 11.25 4 .500 .250 
33.000 .000 

CB 3.00 4 .000 .000 

 

Table 4 

Mean, SD and ‘t’ values of Customers' Perception in the context of Green Banking among Total 

Socio-economic Class with specific reference to ICICI Bank 

 
Mean N Std. Devi-ation Std. Error Mean t Sig. (2-tailed) 

GBP 8.75 12 2.094 .605 
18.153 .000 

CB 2.00 12 .853 .246 

 

Showing the Mean and S.D. of the sample stratificate of ICICI Customers Perception about Green 

Banking 

0

10

Mean S.D.

8.75

2.0942 0.853 GBP

CB

 

Figure 1 

 

11.MAIN FINDINGS 

A significant Mean Difference in Customers Perception about Green Banking with Specific 

Reference to ICICI Bank was found in the sample stratifications studied. 
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