
                                                                                                                     e-ISSN: 2582-5208 

International   Research  Journal of Modernization in Engineering Technology  and  Science 
( Peer-Reviewed, Open Access, Fully Refereed International Journal ) 

Volume:08/Issue:03/March-2026                        Impact Factor- 8.187                           www.irjmets.com 

www.irjmets.com                              @International Research Journal of Modernization in Engineering, Technology and Science 

 [299] 

CUSTOMER FINANCIAL BEHAVIOR AND MARKETING STRATEGIES OF POST 

OFFICE SAVINGS SCHEMES IN COIMBATORE 

Dr. T Kumarasamy*1, Ms. Bharathi Priyadarsika B*2 

*1Assistant Professor, Department of Commerce, Sri Krishna Arts and Science College, Coimbatore, 

Tamilnadu, India. 

*2III B.Com Accounting and Finance, Sri Krishna Arts and Science College, Coimbatore,  

Tamilnadu, India. 

DOI: https://www.doi.org/10.56726/IRJMETS90594 

ABSTRACT 

This study explores the financial behaviour of customers and the effectiveness of marketing strategies related 

to Post Office Savings Schemes in Coimbatore. In an era where people are presented with numerous investment 

opportunities, many still prefer post office schemes because of their safety, reliability, and government backing. 

The research aims to understand the level of awareness among customers, the factors influencing their 

investment decisions, and the role of trust, steady returns, and tax benefits in shaping their preferences. It also 

examines how promotional efforts and service quality impact customer satisfaction and loyalty. By analysing 

responses across different age groups, occupations, and income levels, the study highlights how saving habits 

vary among individuals and what motivates them to choose secure financial options. Additionally, it reflects on 

the challenges faced by post offices, including competition from private financial institutions and the growing 

need for digital services. The research provides meaningful insights into how Post Office Savings Schemes 

continue to support financial security and inclusion while identifying ways to strengthen customer engagement 

and improve service delivery for sustainable growth. 

Keywords: Financial behaviour, Investment decisions, Service quality, Satisfaction, Loyalty, Digital services. 

I. INTRODUCTION 

Savings and investment play a vital role in ensuring individual financial security and overall economic stability. 

Financial behaviour refers to the way individuals plan, manage, and allocate their financial resources for 

consumption, savings, and investment. In developing economies like India, savings institutions such as post 

offices have historically played a crucial role in mobilizing small savings from households, particularly in rural 

and semi-urban areas. The Indian Post Office, being one of the largest and most trusted financial service 

providers in the country, offers a wide range of savings schemes that cater to diverse income groups and risk 

preferences. 

Post Office Savings Schemes are designed to promote financial inclusion by providing safe, affordable, and 

easily accessible investment options to the public. Schemes such as Savings Accounts, Recurring Deposits, Time 

Deposits, Monthly Income Schemes, Public Provident Fund (PPF), and National Savings Certificates (NSC) offer 

assured returns, government backing, and tax benefits, making them especially attractive to risk-averse 

investors. These schemes significantly contribute to household savings, capital formation, and long-term 

economic development. 

Despite the availability of diverse and secure savings instruments, customer participation and awareness levels 

vary significantly due to factors such as income, education, financial literacy, trust, and promotional efforts. 

Moreover, the growing competition from banks, mutual funds, and digital financial products has increased the 

need for effective marketing strategies by post offices to retain existing customers and attract new ones. 

Marketing strategies, including promotional campaigns, customer education programs, service quality, and 

relationship management, play a crucial role in shaping customer perceptions and influencing financial 

behaviour. 

Coimbatore, being a major commercial and industrial hub in Tamil Nadu, presents a suitable context for 

studying customer financial behaviour toward Post Office Savings Schemes. The city comprises a diverse 
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population with varying income levels, occupations, and financial needs, making it an ideal location to analyse 

customer preferences and marketing effectiveness. 

In recent years, improvements in service delivery and the adoption of digital technologies within the postal 

system have enhanced customer convenience and satisfaction. Computerized systems, online access to account 

information, and faster transaction processing have improved operational efficiency and transparency. These 

developments positively influence customer trust and encourage continued participation in savings schemes. 

When combined with effective marketing strategies, such initiatives can strengthen customer relationships, 

improve retention, and attract younger and more financially aware investors. 

Coimbatore, as a rapidly developing industrial and commercial city, provides a diverse setting to examine 

customer financial behaviour and the effectiveness of marketing strategies related to Post Office Savings 

Schemes. The population includes salaried employees, entrepreneurs, professionals, retirees, and small traders, 

each with distinct financial needs and preferences. Understanding how these customer segments perceive post 

office savings products and respond to marketing efforts is essential for promoting sustainable growth and 

competitiveness in the evolving financial landscape. 

II. REVIEW OF LITERATURE 

Safety, trust, and guaranteed returns strongly influence investment behaviour Ramesh & Kumar (2021). High 

trust exists, but limited product knowledge affects utilization Priya & Shanmugam (2022). Traditional 

marketing dominates; digital promotion is minimal Suresh & Devi (2021). High satisfaction with returns, but 

service delays reduce satisfaction Karthikeyan (2019). Post office schemes preferred by risk-averse investors 

Meena & Ravi (2020). Post offices help integrate unbanked populations Lakshmi & Gopal (2022). Word-of-

mouth plays a key promotional role Aravind & Prakash (2020). Government schemes enjoy higher credibility 

Natarajan (2019). Weak digital outreach limits youth awareness Pooja & Anbalagan (2022). Low awareness of 

tax benefits reduces adoption Prakash & Senthil (2019) 

III. METHODOLOGY 

NEED FOR THE STUDY 

This study arises from the increasing importance of understanding customer financial behaviour in a hastily 

moving financial environment. In Coimbatore, individuals have access to a varied range of investment options 

such as private banks, mutual funds, insurance products, and digital financial platforms. In this competitive 

scenario, it becomes essential to examine how customers perceive and utilize the savings schemes offered by 

India Post. An in-depth study helps to understand customers’ saving patterns, investment preferences, risk 

tolerance, and awareness levels regarding post office schemes. 

Another important need for the study is to evaluate the efficiency of marketing strategies adopted to promote 

Post Office Savings Schemes. Marketing plays a crucial role in attracting and retaining customers. It is necessary 

to analyse whether promotional activities, communication methods, service quality, and customer relationship 

practices are influencing customer decisions positively. Understanding the strengths and weaknesses of current 

marketing strategies will help in improving outreach and customer engagement. 

The study is also required to identify gaps between customer expectations and actual service delivery. Even 

though post office schemes such as Public Provident Fund (PPF), Recurring Deposit (RD), Senior Citizens’ 

Savings Scheme (SCSS), and Monthly Income Scheme (MIS) provide safety and government backing, customers 

may face issues related to awareness, accessibility, or service efficiency. By studying customer feedback and 

satisfaction levels, the research can highlight areas where improvements are needed. This research is 

important to support financial inclusion and sustainable growth of savings culture in Coimbatore. Post offices 

play a significant role in serving rural, semi-urban, and middle-income groups. Understanding customer 

financial behaviour will help design better marketing and service strategies that encourage more people to save 

and invest through secure government schemes. 

The study will provide valuable insights for policymakers, postal administrators, and marketing professionals 

to strengthen the overall performance of Post Office Savings Schemes. By aligning marketing strategies with 
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customer financial behaviour, the postal department can enhance customer satisfaction, increase deposits, and 

ensure long-term growth and stability in Coimbatore. 

SCOPE OF THE STUDY 

The study is narrowed to investigative the financial behaviour of customers and the marketing strategies 

adopted for Post Office Savings Schemes in Coimbatore. The research focuses on customers who invest in 

various savings schemes offered by India Post, including Public Provident Fund (PPF), Recurring Deposit (RD), 

Time Deposit (TD), Senior Citizens’ Savings Scheme (SCSS), and Monthly Income Scheme (MIS). It aims to 

understand customers’ saving habits, investment preferences, awareness levels, income patterns, and risk 

perceptions. 

The study also covers the analysis of marketing strategies used to promote these savings schemes. It examines 

promotional activities, advertising methods, personal selling, customer relationship practices, service quality, 

and the role of digital platforms in attracting customers. The research evaluates how effectively these strategies 

influence customer decisions and participation in post office savings schemes. 

Geographically, the study is limited to selected post offices and customers within Coimbatore city and nearby 

areas. It does not extend to other districts or states. The findings are therefore specific to the local context and 

reflect the financial behaviour and marketing environment of Coimbatore. 

The scope further includes assessing customer satisfaction levels and identifying gaps between customer 

expectations and service delivery. It aims to provide suggestions for improving marketing effectiveness and 

enhancing customer experience. However, the study does not cover detailed financial performance analysis of 

the postal department at the national level. 

SIGNIFICANCE OF THE STUDY 

The importance of understanding customer financial behaviour and saving patterns with respect to Post Office 

Savings Schemes in Coimbatore. By examining factors such as income levels, risk perception, safety preferences, 

and investment objectives, the research provides valuable insights into how customers make financial decisions 

and choose specific savings schemes. Understanding these behavioural aspects helps identify the key 

motivations and barriers that influence customer participation in post office financial products. 

The study also evaluates the effectiveness of marketing strategies adopted by post offices in promoting savings 

schemes and creating customer awareness. It identifies challenges such as limited promotional activities, lack 

of digital engagement, and increasing competition from banks and private financial institutions. The findings 

offer practical guidance to postal authorities and policymakers to improve marketing communication, enhance 

service delivery, and design customer-oriented strategies, thereby strengthening the reach, competitiveness, 

and long-term sustainability of Post Office Savings Schemes 

OBJECTIVES OF THE STUDY 

 To study the financial behaviour of customers with regard to savings and investment in Post Office Savings 

Schemes in Coimbatore. 

 To examine the level of awareness and perception of customers about different Post Office Savings Schemes 

and their features. 

 To evaluate the effectiveness of marketing strategies adopted by post offices in promoting savings schemes 

and influencing customer investment decisions. 

 To assess the level of customer fulfilment towards Post Office Savings Schemes and the services provided by 

post offices in Coimbatore. 

HYPOTHESIS 

H₀ (Null Hypothesis): There is no significant relationship between customer financial behaviour and the 

marketing strategies of Post Office Savings Schemes in Coimbatore. Customer saving patterns, investment 

preferences, income level, and financial awareness do not significantly influence their decision to invest in Post 

Office Savings Schemes. Further, promotional and communication strategies adopted by India Post do not 

significantly affect customer participation, satisfaction, or investment decisions. 
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H₁ (Alternative Hypothesis): There is a significant relationship between customer financial behaviour and the 

marketing strategies of Post Office Savings Schemes in Coimbatore. Customer saving habits, investment 

preferences, income level, and financial awareness significantly influence their decision to invest in these 

schemes. Effective promotional and communication strategies adopted by India Post significantly improve 

customer awareness, participation, satisfaction, and overall investment decisions in Coimbatore. 

SOURCES OF DATA 

PRIMARY DATA : This study were collected directly from customers of Post Office Savings Schemes in 

Coimbatore. The data were gathered using a well-structured questionnaire designed specifically for the 

research titled “A Study on Customer Financial Behaviour and Marketing Strategies of India Post Savings 

Schemes in Coimbatore. “The questionnaire included sections covering financial behaviour, customer 

satisfaction, marketing strategies, awareness and perception, scheme usage, and demographic details. 

Responses were measured using a five-point Likert scale ranging from Strongly Disagree to Strongly Agree. The 

survey was administered to different categories of customers such as salaried employees, business people, self-

employed individuals, and retired persons who are associated with savings schemes offered by India Post. This 

primary data helped in understanding customer saving habits, investment preferences, satisfaction levels, 

awareness about scheme features, and the effectiveness of marketing and promotional strategies. The collected 

data were suitable for statistical analysis including ANOVA, Correlation, and Regression, enabling objective and 

evidence-based conclusions. 

SECONDARY DATA : Secondary data were collected from various reliable and authentic sources to support the 

primary findings. 

SAMPLING METHOD AND SIZE 

This study was carried out using responses from 100 customers who have invested in or are currently using 

Post Office Savings Schemes in Coimbatore. The participants were chosen through convenience sampling, 

allowing the researcher to include individuals from different age groups, income categories, occupations, and 

areas of residence within the city. This helped ensure a varied and practical representation of customers. A 

sample of 100 respondents was considered sufficient to apply statistical techniques such as correlation, 

regression, ANOVA, and chi-square tests. These tools made it possible to examine the connection between 

customer financial behaviour and marketing strategies in a clear and meaningful way. Overall, the selected 

sample size contributes to the credibility, relevance, and dependability of the study’s findings. 

IV. RESULTS AND DISCUSSION 

The researcher used four important tools to analyze the data after entering, coding and grouping data 

percentage analysis, ANOVA, Correlation and Regression analysis in this research work 

Table 1.1 Demographic Profile of the Respondents 

SN. GENDER FREQUENCY PERCENTAGE 

1 Female 52 52.00% 

2 Male 48 48.00% 

 Total 100 100% 

 AGE FREQUENCY PERCENTAGE 

1 21-30 24 24.00% 

2 31-40 28 28.00% 

3 41-50 22 22.00% 

4 Above 50 26 26.00% 
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 Total 100 100.00% 

 EDUCATION FREQUENCY PERCENTAGE 

1 Postgraduate 42 42.00% 

2 Professional 34 34.00% 

3 Undergraduate 24 24.00% 

 Total 100 100.00% 

 OCCUPATION FREQUENCY PERCENTAGE 

1 Business 20 20.00% 

2 Retired 25 25.00% 

3 Salaried 32 32.00% 

4 Self employed 23 23.00% 

 Total 100 100.00% 

 MONTHLY INCOME FREQUENCY PERCENTAGE 

1 20001-40000 17 17.00% 

2 40001-60000 20 20.00% 

3 Above 60000 31 31.00% 

4 Below 20000 32 32.00% 

 Total 100 100.00% 

 MARITAL STATUS FREQUENCY PERCENTAGE 

1 Married 49 49.00% 

2 Unmarried 51 51.00% 

 Total 100 100.00% 

 FAMILY TYPE FREQUENCY PERCENTAGE 

1 Joint 52 52.00% 

2 Nuclear 48 48.00% 

 Total 100 100.00% 

 EARNING MEMBERS FREQUENCY PERCENTAGE 

1 More than two 36 36.00% 

2 One 23 23.00% 

3 Two 41 41.00% 

 Total 100 100.00% 
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 YEARS WITH POST OFFICE FREQUENCY PERCENTAGE 

1 1 year 23 23.00% 

2 1-3 years 17 17.00% 

3 3-5 years 35 35.00% 

4 Above 5 years 25 25.00% 

 Total 100 100.00% 

 SCHEME USED FREQUENCY PERCENTAGE 

1 NSC 20 20.00% 

2 PPF 27 27.00% 

3 RD 16 16.00% 

4 Savings 15 15.00% 

5 TD 22 22.00% 

 Total 100 100.00% 

Source: Primary data 

From the above table, out of the 100 respondents surveyed, there is a slightly higher participation of women 

(52%) compared to men (48%). Most respondents belong to the age group of 31–40 years, indicating that the 

study mainly reflects the views of middle-aged individuals. A considerable number of respondents earn below 

₹20,000, while a similar proportion earn above ₹60,000, showing variation in income levels. The majority of 

respondents are postgraduates and professionals, signifying that the group is well educated. In terms of 

occupation, salaried employees form the largest segment, followed by retired and self-employed individuals. 

Slightly more respondents are unmarried and belong to joint families, with most households having two 

earning members. Many respondents have been associated with the post office for 3–5 years, indicating stable 

usage. Among the schemes, PPF is the most preferred, followed by TD and NSC, showing a strong preference for 

secure long-term investment options. 

Table 1.2 The comparison of Monthly Income & Plan savings based on income. 

ANOVA 

Source of 

Variation 
SS df MS F P-value F crit 

Between Groups 67.28 1 67.28 50.9541 1.75E-11 3.888853 

Within Groups 261.44 198 1.320404 
   

Total 328.72 199 
    

The ANOVA results show that there is a statistically significant difference between monthly income and 

planning savings based on income (F = 50.95, p < 0.05). Since the p-value is much less than 0.05 and the F value 

is greater than the critical value, the null hypothesis is rejected. This indicates that monthly income has a 

significant influence on customers’ savings planning behaviour, and the difference in mean scores (2.5 and 

3.66) is not due to chance. 
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Table 1.3 The comparison of  Occupation & sheme awareness 

ANOVA 

Source of 

Variation 
SS df MS F P-value F crit 

Between Groups 91.125 1 91.125 67.72041 2.49E-14 3.888853 

Within Groups 266.43 198 1.345606 
   

Total 357.555 199 
    

The ANOVA analysis shows a significant difference between the groups “Occupation” and “Know the interest 

rates.” The mean for “Know the interest rates” (3.76) is higher than “Occupation” (2.41), indicating a noticeable 

difference in responses. The F-value is 67.72, which is much greater than the critical F-value of 3.89. The P-

value is 2.49 × 10⁻¹⁴, far below 0.05, confirming that this difference is statistically significant. This means 

knowledge of interest rates significantly affects the measured variable compared to occupation. 

Table 1.4 The comparison of people who knows about the Post office saving  scheme  (Independent variable) & 

People who invest in post office again willingly (Depending variable) 

ANOVA 

 
DF SS MS F Significance F 

Regression 1 0.222781 0.222781 0.167663 0.683091 

Residual 98 130.2172 1.328747 
  

Total 99 130.44 
   

The regression analysis show that the calculated F value is 0.1677 with a Significance F (p-value) of 0.6831, 

which is much higher than the standard 0.05 level of significance. This indicates that the regression model is 

not statistically significant. In other words, the independent variable does not significantly explain the variation 

in the dependent variable. Since the p-value is greater than 0.05, the null hypothesis (that there is no significant 

relationship between the variables) is accepted and the alternative hypothesis is rejected. this situational 

analysis concludes that there is no significant relationship between the two variables in the study. 

Table 1.5 The comparison of Assured returns influence my investment (Independent variable) & People 

investment feel safe or not (Depending variable) 

ANOVA 

 
DF SS MS F Significance F 

Regression 1 0.710526 0.710526 0.4768 0.491508 

Residual 98 146.0395 1.490199 
  

Total 99 146.75 
   

The regression analysis show that the calculated F value is 0.4768 and the Significance F (p-value) is 0.4915, 

which is greater than the 0.05 level of significance. This indicates that the regression model is not statistically 

significant. Since the p-value exceeds 0.05, the null hypothesis (that there is no significant relationship between 

the independent and dependent variables) is accepted and the alternative hypothesis is rejected. it can be 

concluded that there is no significant relationship between the two variables, and the independent variable 

does not significantly influence the dependent variable in this analysis. 
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Table 1.6 The comparison of How staff explains scheme well, promotion affect my decision, interest rates 

attracts me, trust in post office matters, and invest again willingly. 

 
Explain Well Promotions 

Interest 

Attract 
Trust 

Invest 

Again 

Explain Well 1 
    

Promotions 0.158951 1 
   

Interest Attract 0.15748 0.05209 1 
  

Trust 0.12252 0.03054 0.21935 1 
 

Invest Again 0.018538 0.067 0.092594 0.03186 1 

The correlation analysis indicates that the relationships among Explain Well, Promotions, Interest Attract, 

Trust, and Invest Again are generally weak. The strongest relationship is a moderate negative correlation 

between Interest Attract and Trust (0.219), suggesting that higher interest attraction is slightly associated with 

lower trust. There is also a small positive relationship between Explain Well and Promotions (0.159), indicating 

that better explanations may be linked to promotional efforts. Other correlations are very weak and close to 

zero, showing no strong linear association among the variables. 

V. CONCLUSION 

This research study on customer financial behavior and marketing strategies of Post Office Savings Schemes in 

Coimbatore provides a clear understanding of how people perceive, select, and invest in post office schemes. 

The study reveals that trust, safety, and government backing are the major reasons why customers prefer post 

office savings options over other financial instruments. Many respondents consider post office schemes to be 

secure and reliable, especially for long-term savings and retirement planning. This strong sense of security 

plays a crucial role in influencing financial decisions, particularly among middle-income groups, salaried 

employees, and senior citizens. The research also highlights that demographic factors such as age, income level, 

occupation, and educational background significantly influence savings behavior. Younger individuals tend to 

explore different investment avenues, while older customers prefer stable and low-risk schemes. Similarly, 

income levels determine the amount and type of investment chosen. These findings clearly show that financial 

behavior is not uniform and varies according to personal and economic conditions. Understanding these 

behavioral differences is essential for designing effective marketing strategies. The study is that while 

customers have a positive attitude toward post office savings schemes, awareness about certain schemes and 

their full benefits remains limited. Many investors are familiar with popular schemes but lack detailed 

knowledge about interest rates, tax benefits, and maturity options. This indicates the need for improved 

communication and customer education. Effective marketing strategies, including both traditional and digital 

methods, can play a significant role in increasing awareness and participation. The study further emphasizes 

the importance of service quality in shaping customer satisfaction. Friendly staff interaction, clear guidance, 

simplified procedures, and reduced waiting time can greatly enhance the overall customer experience. When 

customers feel respected and well-informed, they are more likely to continue investing and recommend the 

schemes to others. Therefore, improving customer service is not just an operational necessity but also a 

strategic tool for growth. 

The research confirms that Post Office Savings Schemes hold a strong and trustworthy position in the financial 

system of Coimbatore. However, in a competitive environment where private banks and financial institutions 

actively promote their products, post offices must adapt to changing customer expectations. By focusing on 

awareness, personalized communication, digital marketing, and improved service quality, they can strengthen 

customer relationships and attract a wider segment of investors. 
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