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EXECUTIVE SUMMARY 

This is the internship report based on the 2 months of internship that I 

have successfully completed in HDFC Bank under Sales and 

Marketing, from XX.XX.20XX to XX.XX.20XX, as a requirement of 

my MBA program of XXX, College. As being completely new to 

practical, corporate world setting, every hour spent in the Bank reaped 

a harvest of experience that will be useful for my career.  

This report includes what a HDFC Bank customer perceives about the 

Payzapp Application, and how often he uses it. It also emphasises on 

the fact that how does the customer want the application to be 

improved, moreover, the evaluation of the most effective and the least 



effective medium that has generated awareness about the product 

(Payzapp).  

I have also learnt to work on the Flexcube software that the bank uses 

for regular operations. Moreover, I have learnt to open new Bank 

Accounts, Deraising customers, and evaluation of the awareness 

among the customers about the e-wallets. 

I have also worked with the corporate salary department, and went 

with the team to meet the new corporate clients for opening salary 

accounts. It was a completely new domain for me, and helped me gain 

insights into corporate dealings of the company. 

For the first six weeks of my internship program I went for sampling 

of the Payzapp, dealing with 15 odd customers daily, generating leads 

for opening new bank accounts, and handling a few operations such 

as Customer Deraising. For the next two weeks, I worked with the 

Corporate Salary department, and opened new salary accounts of 

corporate clients. 

My personal views about the Payzapp, and analysis of the responses 

of the customers are also included in the report. With limited 

knowledge and experience, I tried my best to make this report as 

much understandable as possible and translated the real world 

experience into a document.  

INTRODUCTION 

PayZapp introduces the audience to the new age of payment mode 

that brings the convenience to pay from anywhere at any time, by 

scanning the QR code, sending money through a Mobile No. or 

making online payment. It offers many rewards and benefits to the 

customers that are further amplified when the customer uses an 

HDFC bank debit card. There are innumerable benefits of using the 

application, such as Security, Rewards, ease of payment, access to 

multiple debit cards through one application and even more, as our 

economy is being more digitalised and cashless than ever before. 



There are still majority of customers in the Semi-urban as well the 

urban areas, who still do not believe in using the of e-wallets, they 

rather rely on dealing in cash. They have an erroneous notion of their 

account being hacked, and complexity in making the payments. 

The efforts of our Hon’ble prime minister, Narendra Modi towards 

switching to a cashless economy will be accelerated by e-wallets, 

however, Indians lack the tendency to make online transactions, and 

load money in e-wallets. Even after the world is switching en-masse 

to Digitalisation, Indians are striving, with just 25% of the 

population using smart phones, of which merely 28% uses e-

wallets, to show faith in online services. This shows the massive 

untapped market. 

The above reasons cannot be solely attributed to the failure of e-

wallets, another reason could be best attributed is that Indian banks 

have long been considered slow in adapting technology, and accused 

of having ‘innovation blindness’, which is due to many factors, such 

as red tape, employee reluctance to change and learn new software, 

the volume of transactions, and many other countless reasons. 

The first mover advantage to Paytm has made it the most used e-

wallet in the country, as it is known and used by many people, 

compared to the Payzapp or any other e-wallet cum financial services 

application. Therefore, HDFC must know the expectations of 

customers from an ideal e-wallet application, and what makes them 

prefer Paytm to Payzapp. 

 

OBJECTIVES OF THE STUDY 

 

Payzapp was introduced by HDFC bank in June 2015, and the number 

of users since then have increased significantly. However, there is a 

large chunk of customers, who remained untapped by the company. 

These customers were not aware about digitalisation and prefer 

making cash transactions.  

 

Being posted in a Tier-2 city, Varanasi, I wanted to evaluate the 

awareness among the customers about the Payzapp application, 

moreover, if many of them did not use Payzapp then the reasons for 



the same. Unlike that of Metropolitan cities, the population of 

Varanasi is wary of the online transactions, I explained to the 

respondents the benefits of using the e-wallets, and made them 

download Payzapp. The study has also analysed the results of the 

awareness about Smartbuy, a shopping portal by HDFC bank. 

 

The respondents were only HDFC bank customers, because they will 

believe easily in the application, as it is a product of HDFC bank 

itself. If HDFC bank customers themselves didn’t use Payzapp, then 

how could we expect a non-HDFC customer to use it! Thus, the 

respondents were made to download the application, if they didn’t 

already have it, otherwise they were explained the benefits, so that 

they could frequently use it. 

 

Another objective was to know the expectations of the customers, 

who already use Payzapp. Many of them gave suggestions that could 

help increase the customer base of the Bank. For example: Many 

customers were unhappy about the User Interface of Payzapp, as 

compared to that of Paytm. 

 

A part of the analysis was to study the most and the least effective 

medium for promoting Payzapp, so that the bank can penetrate the 

medium that has given the best results. 

Thus, there were multiple objectives of the study, but all focused on 

penetration of Payzapp.  

About Payzapp 

 

HDFC Bank’s PayZapp application is a complete payment 
solution that gives you the power to pay in just One tap. With 
PayZapp, you can shop on your mobile at partner apps, buy 
movie tickets, groceries, compare and book flight tickets and 
hotels, shop online and get great discounts at SmartBuy, an 
online shopping portal by the bank, send money to anyone in 
your contact list or to your bank account, pay bills and recharge 
your mobile, DTH and data card and even more. 



You can link your Debit and Credit Card, of any Bank, to 
PayZapp and enjoy the most convenient and secure way of 
payment. 
It gets even better when you link your HDFC bank debit and 
credit card with the Payzapp. You get extra reward points, 10X 
on a transaction of Rs. 150, compared to 4X points when using 
other bank’s credit card. Extra cashback is offered when the 
customer uses HDFC bank’s debit card. 
 

SWOT Analysis 
Strengths 

(1) Very secure 

(2) Secure pin eases the pain of memorising multiple passwords 

(3) Heavy amount can be loaded in the wallet 

(4) A host of services offered, along with discounts and 

cashbacks 

Weakness 

(1) Poor user interface 

(2) Redirects to other gateways while paying for gas, electricity, 

movies, taxi etc. 

(3) Compares only three websites while comparing prices of 

flight tickets 

Opportunities 

(1) Thousands of HDFC bank’s customers are still unaware 

about Payzapp 

(2) Growth in mobile payment market in India is the highest in 

the world 

Threats 

(1) Competitors, such as Paytm, have a huge market share, and 

they are more user friendly 

(2) More discounts and useful information are provided by some 

competitors 

 

 

About HDFC Bank and the Rathyatra 

Branch 



 
HDFC Bank is an Indian Banking company and is headquartered in 

Mumbai. It was among the first to receive ‘in principle’ approval 

from RBI to set up a bank in private sector and was incorporated in 

August 1994 , in the name of HDFC Bank Limited.  

The Bank has a network of 4,734 branches and 12333 ATMs across 

2672 cities / towns as of 31 December 2017. Of the total branches 

52% are in semi urban and rural areas. 

 

HDFC provides a series of digital offerings such as 10 second 

personal loan, PayZapp, Watch Banking, SME Bank, 30-Minute Auto 

Loan, 15-minute Two-Wheeler Loan etc. PayZapp is one of the more 

recent applications HDFC is offering, which like Paytm, allows the 

user to pay for the products with a digital wallet.  

 

It also provides the customer with a variety of discounts and is 

enabled with a pin like security. It can also be used like a debit card 

with a feature provided in PayZapp which has its own Card number 

for every user and CVV. This can be linked with the users HDFC 

account for quick addition of money. 

 

Rathyatra crossing branch is the biggest branch in UP east and 

Western Bihar, also known as Purvanchal. It has the highest footfalls 

with 250 odd customers visiting the branch daily. Located in the 

middle of the city, the branch attracts crowds from every part of 

Varanasi. 

 

Industry Description 

 
The mobile payment industry in India is the fastest in the world, the 

smart phone users are merely 25% of the population, which will 

significantly increase to 40% in the next 3 years. The monetary value 

of mobile wallet transaction has increased to Rs. 532 billion, 

compared that of 2013 in which it was merely 33%. 

 



Despite now accounting for 10% of the overall transaction volume in 

India, mobile wallets form less than 1% of the transaction value. 

Transactions using mobile wallet have smaller ticket sizes due to 

the nature of their usage (at smaller outlets/ terminals especially for 

transport i.e. cab services, autos etc.). Average ticket size for a 

mobile wallet transaction in FY 17 was INR 327 versus INR 2,506 

for cards. Mobile wallet transactions comprise mainly of money 

transfers and recharge & bill payments. Money transfers include those 

between the wallet and the bank, as well as those between two wallets 

directly.  

 

In FY17, money transfer and bill payment together accounted for 69% 

of the total mobile wallet market. The remaining 31% includes online 

shopping for clothes, electronics, food etc. and reservations for hotels, 

entertainment and transport. Mobile wallets can also be used for 

offline transactions at retail locations via tie-ups with the retail 

merchants. 

 

Therefore, the e-wallet companies need to strive harder to penetrate 

their products, since there is a huge opportunity to expand the market, 

a very less percentage of the population uses e-wallets daily. After 

demonetisation, the primary focus of the government is to make the 

economy cashless, and mobile wallets can play a major part in 

realising the vision of our government. 

 

 

 

 

METHODOLOGY FOLLOWED 

 
• A questionnaire was prepared to gauge the awareness of the 

PayZapp application offered by HDFC Bank. 

• A survey of 206 HDFC Bank customers has been taken 

• The questionnaire was filled by the respondents in the branch 

itself while their visit 



• Responses of the individuals have been analysed through 

Google forms and Microsoft Excel 

• Individual views not relating to the project have also been taken 

for effective study 

• Conclusions have been arrived at using the responses from the 

individuals, their personal opinion, and the opinion of the 

mentors. 

• The responses were filled from the surveyor’s mobile phone 

through Google Form. 

 

Sample Size: As much as 206 responses have been collected 

Sampling Method: In this project I have used Stratified Sampling 

method, by taking the responses from only HDFC bank account 

holders, which is my segmentation. 

 

Data collection Method 

• Primary data collection: From the questionnaire 

• Secondary data: The information about the industry has been 

taken from various websites mentioned in Bibliography of the 

project 

 

 Analysis 

The analysis is done using Pie charts and bar graphs using Google 

form, and Microsoft Excel.  

 

 

 

 

DATA ANALYSIS AND 

INTERPRETATIONS/CONCLUSIONS 
 

Awareness about the e-wallet apps: 
The objective of this question was to evaluate the awareness among 

customers about mobile wallets and payment services. Out of 206 

respondents, all knew about at least 1 mobile wallet, 14.6% knew 

only one e-wallet, 30.6% knew about 2 e-wallets, 24.8% knew about 



3 e-wallets, and 30.1% knew about 4 or more e-wallets. However, 

when it came to the usage of e-wallets and mobile payments apps, the 

responses were completely different. (Exhibit 1) 

 

Usage of the e-wallet apps: 

It was apparently entrenched that Paytm would certainly have the 

highest number of checks in the survey. 56.3% of the respondents use 

Paytm, 39.8% use Mobikwik, merely 34.5% respondents used 

Payzapp, 11.3% used none, and 12.6% used others. It can be inferred 

that Payzapp still has a less percentage of users that can be increased 

in the future by adapting the suggestions provided in the 

Recommendations section. 

Note: The responses are collective, and not individual, for instance: a 

person can use both Payzapp and Paytm, therefore, the responses DO 

NOT indicate individual usage of apps by customers. (Exhibit 2) 

 

Awareness about HDFC smart buy:   

Surprisingly, only 27.7% of the respondents were aware about the 

HDFC Smartbuy portal, which can be made a very effective source of 

revenue. 63.1% respondents didn’t know about the Smartbuy at all, 

and 9.2% fell in the Maybe category. It clearly shows that the 

company has not promoted Smartbuy with full capacity. (Exhibit 3) 

 

Awareness about Payzapp: 

Desipite being HDFC customers, 51.9% respondents didn’t at all 

know what exactly Payzapp was! They confused it with the Internet 

banking services provided by the bank. Merely 40.8% (84) knew 

about it, out of which 71 used it, and 7.3% fell in the Maybe category. 

They knew about the app, but didn’t know about the services it 

offered. (Exhibit 4) 

 

Section 2  
(responses of only those, who knew about Payzapp) 

 

Evaluation of the most effective medium: 

HDFC emails proved to be the most effective medium for promotion 

of Payzapp, as it has 43.4% responses in favour, followed by 



newspapers with 26.3% responses, Bankers with 18.18% responses, 

and lastly, television on 12.1%. If the bankers contribution is 

increased, the application might get more users, as the people believe 

on the advices of bankers, they could serve as the best medium, for 

free, to promote the app. (Exhibit 5) 

 

How frequently is Payzapp used: 

This also gave surprising results, as 33.3% respondents never used 

Payzapp, although they had it installed in their phone due to some 

reason. 29.3% used it weekly, followed by 21.2% monthly, and 

merely 16.2% daily. This shows that the respondents either consider 

Payzapp as useless or they don’t find any impetus to use it.  

(Exhibit 6) 

 

Medium preferred by customer for making transacations: 

(Computer browser vs Mobile Application) 
Payzapp cannot be used on the internet browser, it can only be 

accessed through mobile application. The survey revealed that 72.7% 

respondents preferred making online transactions using mobile phone, 

and this could have been the reason, for company didn’t make 

Payzapp accessible through website. (Exhibit 7) 

 

Payzapp rating: 

On a 5 pointer scale, when a customer was asked to rate Payzapp, 

where 1 being Poor and 5 being Excellent, the average rating was 

3.38. 

This is an average rating, and it certainly does not indicate that 

Payzapp is doing better than its rivals. Thus, suggestions were taken 

from the customers for improvement of the app. (Exhibit 8) 

 

RECOMMENDATIONS 
 

Increase awareness about Payzapp: First things first, making 

people aware about Payzapp is of utmost importance, as it is known 

by a very percentage of the respondents, the bank should focus on 

promoting the apps with the help of Personal bankers, because 



customers tend to consider their advice rather than e-mails and ads. 

Although emails have served the purpose to a good extent, their 

content is not too persuasive to make the customers use the 

application frequently. 

 

Enabling direct transactions on Smartbuy portal: The scope and 

operation of Smartbuy is too confined, therefore, enabling 

transactions and linking it to Payzapp can turn the scale decisively in 

favour of Payzapp, and serve the users more effectively. 

 

Suggestions of customers: (Exhibit 9) 

More offers: Payzapp gives discounts, cashbacks and reward points, 

however, people aren’t able to use it. It was not surprising to see that 

56.5% of the respondents wanted more offers. 

 

More user-friendly interface: 49.5% respondents want it to be more 

user friendly, as it was mentioned above that using Payzapp is a little 

complex task, compared to other e-wallets. 

 

Decrease transaction charges: 2 customers complained of high 

deductions of charges, however, this wasn’t the case with many, as 

more benefits are offered while using the application. 

 

 

 

 

Limitations 

 
(1) Concentrated Population: The population of the sample 

belongs only to Varanasi, and some from semi-urban areas. 

Thus, it might be possible that these people are less aware 

about the digitalisation, consequently the negative responses 

can make large percentage. 

 

(2) Sample size is less: The sample size for a product that is 

used across many countries is merely 206, which is negligent. 



Had the number of respondents been increased, the results 

might have varied. 

 

(3) Analysis is done using basic software and tools: There are 

many advanced software such as SPSS, Arcadia Data, 

Shogun etc., are used for analysis by the MNCs, but the 

analysis in this project has been done using the primitive 

tools and software that might not give effective results. 

  

(4) Time constraint: For accomplishment of this project, merely 

8 weeks were not sufficient. There could have been much 

time allotted for designing the questionnaire, collecting the 

responses, and analysing the data. Less time limits the scope 

of study. 

  

(5) Customers tried to fill the form with undue haste: 

Customers visiting the branch were in hurry, and they were 

reluctant to fill the form. Some might have filled the form 

with undue hast, leading to wrong responses. 

 

(6) Only the customers visiting the branch have been 

surveyed: These are the bunch of customers, who are not 

very digitally equipped, and visit the branch for cash deposits 

or other purposes. The responses given might have been 

biased. 

SCOPE FOR FUTURE 

IMPROVEMENTS 

 
(1) The population should be scattered: For a product, 

which is used all across the country, the sampling should 

be done from various demographic and geographic 

segments. It should not be limited to one city or state, or 

people ranging from a particular age group. 

 

(2) Advanced software be used: Use of some advance 

software can give more effective results, and more 



insights. A primitive tool has multiple limitations that 

can be subdued by the advanced tools such as SPSS, 

Arcadia Data, Shogun etc. 

 

(3) Customers should be surveyed through emails and 

calls: Surveying the customers in person might make 

them uncomfortable to fill the correct response blatantly, 

therefore, they can be surveyed over emails and calls, so 

that they can give the actual responses. 

 

(4) Customers should be given enough time to read, 

understand and fill the form: Generally, the customers 

visiting the branches are in a hurry to get their work done, 

and seldom pay heed to the surveys and new products 

sold. Thus, they might make mistakes while giving 

responses, so as to finish up the survey quickly. 

 

(5) A huge sample size should be taken: Only a large 

sample size can serve the purpose of the project, as the 

product is used by millions of customers. 

 

(6) Sampling method should also vary: Merely 

questionnaires cannot fulfil the objective, personal 

interviews can also be taken to know the respondents 

opinion. 
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Exhibit 1: Awareness about e-wallets 

 

 

 

 
 

Exhibit 2: e-wallets used by customers 
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Exhibit 3: Awareness about SmartBuy 

  

 

 

 

 

 

 
Exhibit 4: Awareness about Payzapp 

 

 

 

 



 
Exhibit 5: Mediums of awareness 

 

 
Exhibit 6: Frequency of usage 

 

 

 

 



 
Exhibit 7: Preferred medium for making online 

transaction 

 

 

 

 
Exhibit 8: Rating of Payzapp 

 

 

 

 

 



 

 

 

 

 

 
Exhibit 9: Suggestions by customers 
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