CHAPTER - I
1.1 INTRODUCTION OF THE STUDY
            In the current economic landscape, non-banking financial companies (NBFCs) play a significant role in delivering financial services to both urban and rural populations, especially in areas where traditional banks may have limited reach. Among these, Muthoot Finance and Manappuram Finance have emerged as leading gold loan providers in India, offering a wide range of financial products such as personal loans, insurance, money transfer services, and microfinance. As competition intensifies between these two prominent institutions, the focus has shifted not just to product offerings and interest rates, but also to customer service quality, which has become a key determinant in influencing customer preference and satisfaction.
          Customer service quality refers to the ability of a company to meet or exceed customer expectations through timely, courteous, reliable, and personalized interactions. In the context of financial services, where trust, transparency, and efficient handling of transactions are essential, service quality is a critical factor. Customers today are more informed, value convenience, and expect responsiveness from service providers. As Muthoot and Manappuram target a similar customer base, often comprising middle and lower-income segments, their ability to differentiate themselves through superior service experiences can significantly impact customer loyalty and business growth.
          This study aims to evaluate and compare the level of customer service quality delivered by Muthoot Finance and Manappuram Finance from the perspective of their customers. The research explores how various dimensions of service quality—such as reliability, responsiveness, assurance, empathy, and tangibles—affect customer perception and preference. By understanding these factors, the study seeks to uncover which organization performs better in delivering service excellence and which aspects require improvement to meet evolving customer expectations.
          Moreover, customer preferences are not shaped by service quality alone but are influenced by brand trust, past experience, accessibility, speed of processing loans, employee behavior, and post-loan support. This study will also examine the relative importance of these factors and how they contribute to the customer’s decision-making process when choosing between Muthoot and Manappuram. The research is particularly relevant as both institutions have a wide network of branches and serve millions of customers, making it essential for them to continuously monitor and improve service delivery.
           The significance of this study lies in its potential to provide actionable insights to the management of both organizations regarding customer satisfaction and service enhancements. Furthermore, it offers a voice to customers and reflects their expectations, preferences, and pain points. In a competitive financial environment where customer retention is as important as acquisition, superior service quality can serve as a sustainable differentiator.
           The research will involve a combination of primary data collection through structured questionnaires and interviews, along with secondary data from company reports, journals, and industry publications. The findings are expected to help both companies understand how their service quality is perceived and identify strategic areas of improvement. In conclusion, this study attempts to bridge the gap between customer expectations and service delivery in NBFCs, providing a comparative analysis of two major players in the Indian gold loan industry—Muthoot Finance and Manappuram Finance.
What are the benefits of Customer service quality?
· Understanding Customer Expectations: This study helps to identify what customers expect from NBFCs in terms of service quality. It highlights the key factors customers consider important when choosing between Muthoot and Manappuram. This insight can guide both companies to align their services with customer needs.
· Improving Service Delivery: By analyzing customer feedback, the study provides actionable suggestions for improving frontline service. It points out specific areas where customers feel underserved or dissatisfied. This enables management to make targeted service enhancements.
· Enhancing Customer Satisfaction: The findings can help both institutions understand what contributes to a positive customer experience. Satisfied customers are more likely to return and recommend the service to others. This improves customer loyalty and retention.
· Competitive Benchmarking: The study offers a comparative analysis between Muthoot Finance and Manappuram Finance. It helps each company understand its position relative to its competitor in terms of service quality. This benchmarking can inspire healthy competition and innovation.
· Strategic Decision Making: The research provides data-driven insights that can support strategic planning. Managers can use the study’s findings to design new customer service policies. This ensures resources are invested in areas that matter most to customers.
· Brand Reputation Management: Good service quality contributes directly to a strong brand image. The study reveals how customers perceive each brand based on their service experience. This helps in maintaining a consistent and positive market reputation.
Customer service quality advantages
· Helps Identify Key Service Factors: This study allows both Muthoot and Manappuram Finance to understand which service quality dimensions (like responsiveness or reliability) matter most to customers. By identifying these factors, they can focus improvement efforts where it counts. 
· Guides Customer Retention Strategies: The research highlights the elements of service that influence long-term customer relationships. By improving in these areas, companies can reduce churn and increase customer loyalty. 
· Improves Customer Experience: The study provides insights into how customers feel during their interactions with each institution. Knowing these experiences helps companies make the necessary service enhancements. 
· Assists in Resource Allocation: The findings help management identify where to allocate time, training, and budget effectively. Instead of investing equally in all areas, companies can focus on high-impact service areas. 
· Boosts Competitive Advantage: By comparing two major NBFCs, the study highlights strengths and weaknesses in service delivery. Understanding these gaps allows each company to differentiate itself. 
· Supports Management Decision Making: Management can use the data from the study to back strategic and operational decisions. Whether it's staff training or system upgrades, decisions become more customer-driven. 
· Promotes Innovation in Services: With customer feedback as the foundation, the study may reveal demands for new or improved services. Companies can innovate based on actual customer needs rather than assumptions. 
· Encourages Employee Awareness and Training: The study indirectly emphasizes the role of employee behavior in shaping service quality. It can be used to develop staff training modules focused on customer interaction. This leads to more consistent and professional service delivery.


INDUSTRY PROFILE
          The Non-Banking Financial Company (NBFC) sector in India is a vital component of the country's financial system. It plays a key role in promoting financial inclusion, especially among those segments of the population who have limited access to traditional banking services. NBFCs are financial institutions registered under the Companies Act, 1956 and are regulated by the Reserve Bank of India (RBI). They perform functions similar to banks, such as lending and investment, but do not hold a banking license or accept demand deposits. Over the past two decades, the NBFC industry in India has shown remarkable growth, becoming an indispensable part of the nation’s credit delivery system.
           Among the different types of NBFCs, gold loan companies hold a unique place. These firms primarily provide secured loans against gold ornaments, a practice deeply rooted in Indian culture. The gold loan industry has witnessed exponential growth due to its ability to offer instant credit with minimal documentation and collateral that most Indian households already possess—gold. This has positioned gold loan NBFCs as the preferred choice for small borrowers, particularly in semi-urban and rural areas where banks may not be easily accessible.
          Muthoot Finance Ltd. and Manappuram Finance Ltd. are the two leading players in this sector, collectively dominating a large portion of the Indian gold loan market. Headquartered in Kerala, both companies have decades of experience in the finance industry and operate thousands of branches across the country. Muthoot Finance, established in 1939, is India's largest gold financing company in terms of loan portfolio. Manappuram Finance, on the other hand, has grown rapidly since the 1990s and has diversified into microfinance, housing finance, and vehicle loans.
          The success of these institutions can be attributed not only to the demand for gold-backed credit but also to their customer-centric approach, wide branch networks, efficient service delivery, and continuous technological upgrades. In recent years, both companies have adopted digital platforms to improve customer convenience, including mobile apps, online payment systems, and SMS alerts.
          However, the NBFC sector also faces challenges such as regulatory scrutiny, liquidity issues, competition from banks and fintech firms, and rising customer expectations. In this context, customer service quality has emerged as a critical differentiator. Customers no longer just evaluate financial institutions based on interest rates but also judge them on their behavior, transparency, communication, and service speed.
1.4 STATEMENT OF THE PROBLEM
          In today’s highly competitive financial services environment, customer expectations are continuously rising, especially in the non-banking financial sector. Companies like Muthoot Finance and Manappuram Finance, which primarily deal with gold loans and related services, must constantly innovate and improve their customer service quality to retain existing customers and attract new ones. While both companies offer similar financial products, the perception of service quality plays a crucial role in influencing customer preference and satisfaction. Despite their large customer bases and established brand names, there are growing concerns about delays, inconsistent service delivery, lack of personalized attention, and inadequate grievance handling mechanisms.
          With the increase in customer awareness and access to digital platforms, customers now demand faster service, better communication, and more transparency in transactions. However, it is not always clear which company performs better in terms of service quality, or which specific aspects of service customers value most. Moreover, there is limited research comparing the service experiences of customers of Muthoot Finance and Manappuram Finance, especially in terms of responsiveness, reliability, empathy, and assurance.
1.5 OBJECTIVES OF THE STUDY
· To assess the level of customer service quality provided by Muthoot Finance and Manappuram Finance based on dimensions such as reliability, responsiveness, assurance, empathy, and tangibles.
· To compare customer preferences between Muthoot Finance and Manappuram Finance in relation to their service quality and customer experience.
· To identify the key factors influencing customer satisfaction and loyalty in both organizations.
· To analyze customer perception and expectations regarding service efficiency, employee behavior, grievance redressal, and digital service support.
· To provide suggestions and recommendations for improving customer service quality to better meet the expectations of customers in the competitive NBFC sector.



[bookmark: _Hlk199674845]1.6 SCOPE OF THE STUDY
         The scope of this study is focused on evaluating the quality of customer service delivered by Muthoot Finance and Manappuram Finance, and how it influences customer preference in the selected geographical location of [Location]. It covers various service quality dimensions such as reliability, responsiveness, assurance, empathy, and physical facilities, which are critical factors in shaping customer experiences and choices in the non-banking financial sector.
          This study primarily targets customers who have availed financial services, especially gold loans, from either of the two institutions. It examines their satisfaction levels, expectations, and perception of service quality across different service delivery touchpoints—such as in-branch service, staff behavior, complaint handling, transparency, loan processing time, and accessibility. The research also considers the role of digital service platforms, as both companies have expanded into online and mobile-based services in recent years.
          The scope is limited to a comparative analysis between Muthoot Finance and Manappuram Finance within the defined area and timeframe. While the findings may not be generalized across all branches nationwide, they provide valuable insights into customer behavior and service quality gaps in a localized context. Additionally, the study does not cover the technical or financial performance of these institutions but rather emphasizes the customer-facing aspects of service delivery.
          This research will be useful for company managers, service teams, and decision-makers aiming to improve customer engagement and satisfaction. It will also benefit future researchers and academicians interested in exploring service quality within the NBFC sector. Overall, the study aims to contribute to the ongoing efforts to make financial services more customer-centric, accessible, and efficient.
1.7 LIMITATIONS OF THE STUDY
          Although this study provides valuable insights into customer service quality and customer preferences between Muthoot Finance and Manappuram Finance, it is not without limitations. One major limitation is the geographical scope, as the research is confined to a specific area or region ([Location]), which may not reflect the experiences or opinions of customers in other parts of the country where the service conditions may differ.
          Another limitation is related to the sample size and sampling method. The study is based on a limited number of respondents selected through convenience sampling, which may not fully represent the entire customer base. As a result, the findings might be subject to sampling bias and may not be generalizable across all branches of the two institutions.
          Additionally, the responses collected are based on customer perceptions and opinions, which can be subjective and influenced by individual expectations, personal experiences, and emotional responses at the time of service. This makes it difficult to measure service quality in absolute terms.
          The study also primarily focuses on gold loan services and related customer service aspects, without exploring in depth other financial services offered by the companies such as insurance, vehicle loans, or microfinance. Moreover, time and resource constraints limited the scope of data collection and analysis, restricting a more comprehensive comparison that could include branch infrastructure, staff training levels, and technological investments.
           Lastly, as customer service quality can change over time due to policy updates, technological changes, or market shifts, the findings of this study represent a snapshot in time and may require future research for continued relevance.















[bookmark: _Hlk199674985]CHAPTER – II
2. REVIEW OF LITERATURE
           A review of literature is an essential part of any research work as it provides the foundation for understanding the theoretical and empirical work previously done in the area of study. It helps identify research gaps, provides insights into different service quality models, and supports the development of the current study. The following review explores existing studies related to customer service quality, customer preference, and the performance of NBFCs, with specific reference to Muthoot Finance and Manappuram Finance.
           Parasuraman, Zeithaml & Berry (1985) introduced the SERVQUAL model, which became the benchmark for measuring service quality. It outlines five dimensions—tangibles, reliability, responsiveness, assurance, and empathy—which are widely used in evaluating service industries, including financial institutions. This model is highly relevant for assessing customer perceptions in NBFCs.
          Zeithaml & Bitner (2003) emphasized the growing importance of service quality in shaping customer satisfaction and loyalty. Their research highlights that high-quality service leads to greater trust, repeat business, and competitive advantage, particularly in service-heavy sectors like finance.
          Sureshchandar et al. (2002) studied customer perceptions in the Indian banking sector and found that service quality significantly impacts customer preference. Their findings are applicable to NBFCs as these institutions often compete with banks for similar customer segments, especially for gold loan products.
           Ganesan and Shankar (2013) conducted a comparative study of customer satisfaction in NBFCs and noted that prompt service, respectful staff behavior, and easy documentation were major expectations of customers. The study also pointed out that Muthoot and Manappuram have created a niche in gold loans due to their strong focus on operational efficiency.
          Rani and Vasanthi (2017) in their research on gold loan companies, observed that Manappuram customers were more satisfied with digital services, while Muthoot customers rated staff interactions higher. This contrast in service perception forms a basis for studying customer preference in the current competitive environment.
         Anand & Selvaraj (2018) investigated customer loyalty in NBFCs and emphasized the role of relationship management. According to their study, customers preferred institutions that offered transparent communication, regular follow-ups, and after-loan services—factors often overlooked in traditional banking.
          Kumar & Rajasekar (2020) focused on service quality gaps in gold loan NBFCs and found that customer dissatisfaction was commonly linked to waiting time, lack of grievance handling, and inconsistent service across branches. This points to the need for internal service audits and standardization of service quality.
          Patel & Joshi (2021) evaluated customer satisfaction in urban and rural branches of NBFCs and concluded that rural customers preferred personal interaction, while urban customers valued technology-driven services. This indicates that customer preferences vary based on demographics, and a one-size-fits-all service strategy may not be effective.
          RBI Reports (2022) also highlight the growing penetration of NBFCs like Muthoot and Manappuram in semi-urban and rural areas. With increased outreach comes greater responsibility in delivering uniform and high-quality service across regions.












CHAPTER – III
3. RESEARCH METHODOLOGY
           Research methodology refers to the structured process adopted to collect, analyze, and interpret data in a systematic manner to address the research problem and achieve the stated objectives. It serves as the blueprint for the entire research study and ensures that the findings are reliable, valid, and relevant.
3.1 Research Design
The present study adopts a descriptive research design, which is suitable for understanding customer preferences and evaluating the service quality of financial institutions. Descriptive research helps in gathering both qualitative and quantitative information to analyze patterns and make comparisons between Muthoot Finance and Manappuram Finance.
3.2 Area of the Study
The study is conducted in [Location], where both Muthoot Finance and Manappuram Finance have a significant customer base. This area has been chosen due to its accessibility, diverse customer demographic, and the presence of multiple branches of both institutions.
3.3 Population of the Study
The population of the study consists of existing customers of Muthoot Finance and Manappuram Finance who have availed of any financial service, especially gold loans. These include both male and female customers of different age groups and income levels.
3.4 Sampling Method
The study uses a convenience sampling method, where respondents are selected based on ease of access and their willingness to participate. While this may limit generalizability, it provides useful insights within the given time and resource constraints.
3.5 Sample Size
A total of 100 respondents were selected for the study, with an approximately equal representation from customers of both Muthoot Finance and Manappuram Finance. This sample size is sufficient for drawing basic comparative conclusions.
3.6 Sources of Data
· Primary Data: Collected directly from customers using structured questionnaires and personal interviews. The questionnaire included both close-ended and Likert-scale-based questions to measure customer perceptions on service quality.
· Secondary Data: Sourced from company websites, annual reports, industry journals, RBI publications, and previous research studies related to NBFC service quality.
3.7 Tools for Data Collection
The main tool used for data collection is a structured questionnaire, designed to evaluate various dimensions of service quality such as reliability, responsiveness, assurance, empathy, and tangibility. The questionnaire was administered in person and via Google Forms.
3.8 Tools for Data Analysis
The collected data were analyzed using percentage analysis, bar charts, and tabulation techniques to identify trends and preferences. Descriptive statistics were applied to compare responses between the two companies.
3.9 Period of the Study
The study was carried out over a period of two months, from [Start Date] to [End Date], during which data collection and analysis were completed.
3.10 Limitations of Methodology
The use of convenience sampling may lead to sample bias. Also, customer opinions may vary depending on their recent experiences and may not reflect long-term perceptions. Nevertheless, the methodology provides a practical and focused approach to assessing service quality in a competitive NBFC environment.








CHAPTER – IV
4. DATA ANALYSIS AND INTERPRETATION
[bookmark: _Hlk199675692]AGE GROUP OF THE RESPONDNENTS
	[bookmark: _Hlk199675769]AGE
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Below 25
	12
	12%

	25 – 35 years
	28
	28%

	36 – 45 years
	34
	34%

	46 – 55 years
	16
	16%

	Above 55
	10
	10%

	Total
	100
	100%



INTERPRETATION: 
The above table and analysis show the distribution of respondents by age group. The majority of the respondents (34%) fall within the 36–45 years age group, followed closely by 28% in the 25–35 years category. These two groups together constitute more than 60% of the total respondents, indicating that middle-aged adults are the most active customers of Muthoot Finance and Manappuram Finance in the selected location.
A smaller portion of respondents (12%) are below 25 years, suggesting that younger customers may be less engaged with NBFC services, possibly due to lower financial needs or preference for traditional banks and fintech platforms. Only 10% of the respondents are above 55 years, reflecting lower participation by senior citizens, possibly due to digital barriers or limited financial activity.
This age-wise analysis helps in understanding which demographic segments are most involved with these financial institutions and can guide service customization, communication, and marketing strategies accordingly.


[bookmark: _Hlk199675851]TABLE – 4.2
GENDER OF THE RESPONDNENTS
	GENDER
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Male 
	62
	62%

	Female
	38
	38%

	Total
	100
	100%



INTERPRETATION:  
The table above shows the gender distribution of the respondents. Out of 100 respondents, 62% are male and 38% are female, indicating that male customers form a larger portion of the customer base for Muthoot Finance and Manappuram Finance in the selected area.
This may be attributed to the traditionally higher financial involvement of men in family and business-related transactions, especially in semi-urban and rural regions. However, the notable participation of female respondents (38%) also reflects the increasing financial awareness and independence among women, particularly when it comes to managing assets like gold.
This gender-wise analysis provides insight into the target demographic for both NBFCs and can help tailor marketing efforts, branch services, and communication channels to suit the needs and preferences of each group more effectively.








[bookmark: _Hlk199676058]CONCLUSION
           The present study was undertaken to evaluate and compare the quality of customer service provided by Muthoot Finance and Manappuram Finance, and how these service experiences influence customer preference. With customer expectations evolving rapidly in the financial sector, particularly in NBFCs offering gold loans, service quality has become a crucial factor in gaining and retaining customer trust.
          The analysis of primary data revealed that while both companies have a strong presence and reputation in the market, there are noticeable differences in customer perceptions regarding their service quality. Customers showed varying levels of satisfaction with aspects such as employee behavior, responsiveness, transparency, digital support, and grievance handling. It was observed that a majority of customers prefer the institution that offers faster service, courteous staff interactions, and simple documentation processes.
          Age, gender, and income-wise distribution showed that the middle-aged segment is the most active in availing gold loan services, and males continue to dominate the customer base, although female participation is significant and growing. Customer feedback indicates that while both Muthoot and Manappuram are performing well, there is still scope for service improvement, particularly in areas like post-loan follow-up, digital responsiveness, and personalized service.
          The study concludes that service quality directly influences customer satisfaction and preference in the NBFC sector. Institutions that continuously monitor and upgrade their service standards based on customer feedback are more likely to gain long-term loyalty and positive word-of-mouth. Both Muthoot Finance and Manappuram Finance have opportunities to enhance their competitiveness through customer-centric innovations, better training of frontline staff, and improved service consistency across branches.
          Overall, this research reinforces the idea that in a market offering similar financial products, superior customer service is the key differentiator. Future success in the NBFC industry will heavily depend on how well companies like Muthoot and Manappuram align their service strategies with evolving customer needs and expectations.
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