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ABSTRACT

In competitive world all of the service organizations wish to perform eflectively, The
cllectiveness of the bank depends on running their business. Activation of the saving
account is most important to bank, because of survival and effective profits. People’s
bank has more accounts under the Sisu Udana children savings, but more than 60% of
the accounts were not active from the time they initiated them in cach vear. Therefore
the research study bas deals with "A study on the status of Sisu Udana children
savings account holders in people’s bank special reference with Kalmunai 1D.S
division™. The objective of the rescarch study is 10 [ind out the lactors lead 1o be

activation of accounts.

This research conceptualization frame work has four independent variables that are

contribute for activation of accounts, Such as product. price. place and promotion.

Primary and secondary data were used in this study. Primary data were collected from
questionnaires and interviews with parents of Sisu Udana account holders in
Kalmunai D.S division, Study population of research was 5382, from that 200
numbers were randomly selected as a sample and guestionnaire were issucd o the
parents of account !{E’J]dur&;_ Collected data was analyzed by univariate analysis, aller
that they u-':_'r'c‘I.|‘.|ru5=:r11¢r.|'J'n frequency table and pie charts. For this the computer
packages of Statistical Package for Social Science (SPSS) and MS Excel used by

researcher,

i \
A -

The research found that among the discusscgl fhur variables 1F‘|E“}_t_'_l:w'|:ll_->11dt:|11h indicated
variable of product and place were contributed in mgderate level and price and
promotion were contributed in lower level for activations of accounts. Accordingly
variables of Price and Promotion were lead in lower level for activation ol Sisu Udana
accounts. Overview of the research findings indicated that four variables were

contributed in lower level for activation of accounts,

Therefore the research mainly  suggested some  recommendations  that  the

contributions of all variables should be increase to high level that will increase



activation ol accounts. For that bank have 1o take actions 1o modify their marketing

mix based on customer’s expectation,

[ hepe this research study will be help to activate Sisu Udana accounts in People’s

Bank Ealmunai.

Researcher
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