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Abstract:  

The rapid advancement of digital technologies has transformed 

the banking sector, making customer loyalty a key determinant of 

long-term organizational success. This study examines the factors 

influencing customer loyalty towards digital banking services in 

the era of digital transformation, with special reference to State 

Bank of India (SBI) customers in Thiruvananthapuram District, 

Kerala. Primary data were collected from 100 SBI customers who 

had maintained their accounts for more than five years and 

actively used digital banking services. A structured questionnaire 

was used for data collection, while secondary data were obtained 

from books, journals, research articles, official reports, and 

relevant websites. The respondents were selected using the 

convenience sampling technique. Data were analyzed using 

SPSS, employing descriptive statistics, One-Way Analysis of 

Variance (ANOVA), and Pearson's correlation analysis. The 

findings revealed that digital service quality, customer trust, 

perceived usefulness, perceived ease of use, personalization, data 

privacy and security, digital engagement, and customer 

satisfaction significantly influence customer loyalty. Significant differences in customer loyalty were 

observed across age groups and frequency of digital banking usage, and a positive relationship was found 

between digital transformation factors and customer loyalty. The study concludes that enhancing digital 

banking services, ensuring data security, and improving customer satisfaction are essential for strengthening 

customer loyalty and sustaining the competitive position of banks in the digital era. 

Keywords: Digital Banking, Customer Loyalty, Digital Transformation, Customer Satisfaction, SBI, 

Digital Service Quality, Customer Trust. 

Introduction 

The banking sector has undergone a significant transformation with the rapid adoption of digital 

technologies. Traditional banking services have evolved into technology-enabled platforms that allow 

customers to perform financial transactions anytime and anywhere through internet banking, mobile 
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banking applications, digital wallets, Unified Payments Interface (UPI), and artificial intelligence-driven 

customer support. Digital transformation has improved the efficiency, accessibility, and convenience of 

banking services while enabling banks to offer faster, more personalized, and secure customer experiences. 

The State Bank of India (SBI), the largest public sector bank in India, has been at the forefront of this digital 

transformation through initiatives such as YONO (You Only Need One), internet banking, mobile banking, 

digital payment services, and AI-enabled customer support. These digital innovations have significantly 

enhanced customer convenience and expanded financial inclusion. However, increasing competition from 

private sector banks and fintech companies has made customer retention and loyalty a major challenge for 

SBI. 

Customer loyalty has become a crucial determinant of a bank's long-term success. Loyal customers tend to 

continue using banking services, purchase additional financial products, maintain long-term relationships, 

and recommend the bank to others. In the digital era, customers can easily compare banking services and 

switch to competitors if they perceive better service quality, security, convenience, or user experience 

elsewhere. Therefore, banks must continuously improve their digital services to strengthen customer 

satisfaction, trust, and loyalty. 

Several factors influence customer loyalty in digital banking, including digital service quality, ease of use, 

trust, perceived security, customer satisfaction, responsiveness, personalization, and the overall digital 

banking experience. Although SBI has invested substantially in digital technologies, it is important to 

understand how these factors influence the loyalty of its customers. Examining these relationships will help 

identify areas where digital banking services can be further enhanced to improve customer retention. 

Research problem 

This study therefore focuses on SBI customers to assess their level of loyalty towards digital banking 

services, identify the factors influencing their loyalty, and provide suggestions for strengthening long-term 

customer relationships in the era of digital transformation. 

The rapid digital transformation of the banking sector has changed the way customers interact with financial 

institutions. SBI has introduced several digital banking platforms to improve customer convenience and 

service delivery. Despite these technological advancements, retaining loyal customers has become 

increasingly challenging due to rising customer expectations, intense competition from private banks and 

fintech companies, and the ease with which customers can switch banking service providers. 

Although SBI has successfully expanded its digital banking ecosystem, there is limited empirical evidence 

on how digital service quality, trust, perceived security, ease of use, and customer satisfaction influence the 

loyalty of SBI customers. Understanding these factors is essential for developing effective customer 

retention strategies and enhancing the overall digital banking experience. Therefore, this study seeks to 

examine the determinants of customer loyalty among SBI customers in the context of digital transformation. 

Objectives 

• To identify the factors influencing customer loyalty in the era of digital transformation.  

• To assess the level of customer loyalty towards digital banking services.  
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Hypothesis 

H₀1: There is no significant difference in the factors influencing customer loyalty towards digital banking 

services among customers with different frequencies of digital banking usage 

H₀2: There is no significant difference in customer loyalty across different age groups.  

H₀3: There is no significant difference in customer loyalty based on the frequency of digital banking usage. 

H₀4: There is no significant relationship between the factors of digital transformation and the level of 

customer loyalty. 

Research Methodology 

The study was conducted among 100 SBI customers residing in Thiruvananthapuram District, Kerala. 

Primary data were collected through a structured questionnaire. The respondents were selected using the 

convenience sampling technique, and only customers who had maintained an SBI account for more than 

five years and were active users of digital banking services were included in the study. The collected data 

were analyzed using SPSS. Secondary data were collected from books, journals, research articles, 

conference proceedings, official reports, and the official websites of the Reserve Bank of India (RBI), the 

State Bank of India (SBI), and other relevant sources. 

Literature Review 

Arora and Banerji (2024), in their study titled "The Impact of Digital Banking Service Quality on Customer 

Loyalty: An Interplay between Customer Experience and Customer Satisfaction," examined the relationship 

between digital banking service quality, customer experience, customer satisfaction, and customer loyalty 

among customers of Indian public sector banks. Using data collected from 524 respondents, the study found 

that digital service quality significantly enhances customer experience and customer satisfaction, which in 

turn positively influence customer loyalty. The study concluded that improving digital service quality and 

delivering a seamless customer experience are essential for strengthening customer loyalty in Indian banks.  

Bhatia and Sharma (2024), in the study titled "A Study on Driving Factors for Enhancing Financial 

Performance and Customer-Centricity through Digital Banking," investigated the determinants of 

customer-centric digital banking in India. Based on responses from 485 digital banking users, the study 

revealed that perceived customer value, usability, e-trust, e-satisfaction, and e-loyalty significantly improve 

customer experience and strengthen long-term customer relationships. The authors suggested that Indian 

banks should adopt customer-centric digital strategies to improve customer loyalty and retention.  

Bhatia and Sharma (2024), in another study titled "Online Customer Experience in Indian Digital Banks 

Impacting Continuous Intention Usage: Generation Y and Z Perspective," explored how online customer 

experience influences customers' continued use of digital banking services. The findings showed that e-

service quality, information quality, convenience, and perceived enjoyment positively influence e-trust and 

e-loyalty, which subsequently encourage customers to continue using digital banking services. The study 

emphasized the importance of enhancing digital customer experience to improve customer loyalty among 

younger banking customers in India.  
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Sindwani and Goel (2020), in their study titled "The Impact of Technology-Based Self-Service Banking 

Dimensions on Customer Satisfaction," examined the relationship between technology-based self-service 

banking quality and customer satisfaction among Indian bank customers. Using Structural Equation 

Modeling (SEM), the study found that reliability, ease of use, responsiveness, and security of digital 

banking services significantly improve customer satisfaction. The authors concluded that enhanced 

customer satisfaction through technology-enabled banking services contributes to stronger customer loyalty 

and long-term customer relationships. 

Thilagaraj, Manohar, and Karthik (2021), in their study titled "Customer Satisfaction on Online Banking 

during COVID-19 with Special Reference to Chengalpattu District," examined customers' perceptions of 

online banking services during the pandemic. The study found that convenience, accessibility, transaction 

speed, and service reliability significantly enhanced customer satisfaction and encouraged the continued 

use of online banking services. The authors concluded that improving digital banking infrastructure and 

service quality is essential for maintaining customer trust and loyalty in the post-pandemic banking 

environment. 

Research Gap 

Previous studies have extensively examined the impact of digital banking service quality, customer 

satisfaction, trust, and technology adoption on customer loyalty. Most of these studies have focused on 

specific dimensions of digital banking, customer experience, or behavioural intentions, often using samples 

drawn from private sector banks or general banking customers. However, limited research has 

comprehensively examined the combined influence of digital service quality, customer trust, perceived 

usefulness, perceived ease of use, personalization, data privacy and security, digital engagement, and 

customer satisfaction on customer loyalty in the context of State Bank of India (SBI). Furthermore, very 

few studies have investigated how demographic characteristics and the frequency of digital banking usage 

influence customer loyalty among long-term SBI customers. This study addresses these gaps by examining 

the determinants of customer loyalty among SBI customers in Thiruvananthapuram District, thereby 

providing empirical evidence to support strategies for strengthening customer loyalty in the era of digital 

transformation. 

Data analysis and interpretation 

Table1.1: Comparison of Mean Scores of Factors Influencing Customer Loyalty Across Different 

Frequency Levels of Digital Banking 

Factors Influencing Customer Loyalty Daily  

(n= 30) 

Weekly  

(n = 28) 

Monthly  

(n = 22) 

Occasionally  

(n = 20) 

F-

value 

p-

value 

Digital Service Quality 4.32 4.08 3.82 3.56 6.284 0.001 

Customer Trust 4.27 4.03 3.74 3.50 5.912 0.001 

Perceived Usefulness 4.35 4.10 3.83 3.59 7.156 0.000 
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Perceived Ease of Use 4.24 3.98 3.71 3.45 5.387 0.002 

Personalization 4.15 3.91 3.63 3.41 4.785 0.004 

Data Privacy & Security 4.30 4.04 3.78 3.57 6.472 0.001 

Digital Engagement 4.22 3.95 3.68 3.42 5.863 0.001 

Customer Satisfaction 4.18 3.93 3.69 3.44 5.274 0.002 

Overall Mean Score 4.24 3.96 3.71 3.48 6.524 0.001 

Interpretation 

The One-Way ANOVA results indicate that the mean scores of all factors influencing customer loyalty 

differ significantly across the four categories of digital banking usage frequency. Daily users consistently 

reported the highest mean scores for Digital Service Quality, Customer Trust, Perceived Usefulness, 

Perceived Ease of Use, Personalization, Data Privacy & Security, Digital Engagement, and Customer 

Satisfaction, whereas occasional users reported the lowest mean scores. The overall mean score also 

differed significantly among the four groups (F = 6.524, p = 0.001). Since the p-value is less than the 0.05 

level of significance, the null hypothesis is rejected, indicating that the frequency of digital banking usage 

has a significant influence on the factors affecting customer loyalty. Frequent users of digital banking 

services exhibit more favourable perceptions of service quality, trust, usefulness, ease of use, 

personalization, security, engagement, and overall satisfaction compared to occasional users. Banks should 

therefore focus on enhancing digital service quality, strengthening customer engagement, and promoting 

regular usage through secure, personalized, and user-friendly digital banking platforms to foster greater 

customer loyalty and long-term retention. 

Table1.2: Comparison of Mean Scores of Customer Loyalty Dimensions Across Different Age 

Groups 

Customer Loyalty 

Dimensions 

Below 25 

(n=25) 

26–35 

(n=25) 

36–45 

(n=25) 

Above 45 

(n=25) 

F-value p-value 

Perceived Usefulness 4.08 4.26 3.92 3.71 4.512 0.005 

Ease of Use 4.12 4.30 3.96 3.75 5.028 0.003 

Personalization 3.98 4.18 3.82 3.60 3.864 0.012 

Data Privacy & Security 4.05 4.24 3.94 3.79 4.287 0.007 

Digital Engagement 4.10 4.29 3.88 3.67 5.316 0.002 

Customer Satisfaction 4.15 4.32 3.95 3.76 5.104 0.003 

https://bjddjournal.org/
http://www.bjddjournal.org/


@2026 Volume 2, Issue 4 (July-August)                 https://bjddjournal.org/                     ( E-ISSN : 3139-1486) 

 

BJDD202634 |   BODHIVRUKSHA JOURNAL OF DIVERSE DISCIPLINE   | www.bjddjournal.org |  59 

Overall Digital Banking 

Experience 

4.08 4.27 3.91 3.71 5.276 0.002 

Interpretation 

The One-Way ANOVA results indicate that the mean scores of the customer loyalty dimensions differ 

significantly across different age groups. Respondents in the 26–35 years age group reported the highest 

mean scores for Perceived Usefulness, Ease of Use, Personalization, Data Privacy & Security, Digital 

Engagement, Customer Satisfaction, and Overall Digital Banking Experience, whereas respondents above 

45 years reported the lowest mean scores. The overall digital banking experience also differed significantly 

among the age groups (F = 5.276, p = 0.002). Since the p-value is less than 0.05, the null hypothesis is 

rejected, indicating that age has a significant influence on customer loyalty towards digital banking services. 

Table1.3: Comparison of Customer Loyalty Dimensions According to Frequency of Digital Banking 

Usage. 

Customer Loyalty 

Dimensions 

Daily  

(n = 30) 

Weekly  

(n = 28) 

Monthly 

(n = 22) 

Occasionally 

(n = 20) 

F-value p-value 

Repeat Usage Intention 4.35 4.08 3.81 3.54 7.124 0.000 

Continuance Intention 4.29 4.02 3.78 3.50 6.518 0.001 

Recommendation 

Intention 

4.26 4.00 3.72 3.48 5.963 0.001 

Resistance to Switching 4.18 3.95 3.70 3.46 5.402 0.002 

Commitment to SBI 4.22 3.97 3.74 3.49 5.687 0.001 

Preference for SBI 

Digital Banking Services 

4.31 4.05 3.79 3.53 6.341 0.001 

Customer Retention 

Intention 

4.28 4.01 3.75 3.47 6.074 0.001 

Overall Customer 

Loyalty 

4.27 4.01 3.76 3.50 6.683 0.001 

Interpretation 

The One-Way ANOVA results reveal that the mean scores of all customer loyalty dimensions differ 

significantly across the four categories of digital banking usage frequency. Customers who use digital 

banking services daily reported the highest levels of Repeat Usage Intention, Continuance Intention, 

Recommendation Intention, Resistance to Switching, Commitment to SBI, Preference for SBI Digital 
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Banking Services, and Customer Retention Intention, whereas occasional users reported the lowest mean 

scores. The overall customer loyalty score also differed significantly among the usage groups (F = 6.683, p 

= 0.001). Since the p-value is less than the 0.05 level of significance, the null hypothesis is rejected, 

indicating that the frequency of digital banking usage has a significant influence on customer loyalty. 

Customers who engage more frequently with digital banking services exhibit stronger loyalty towards the 

bank across all dimensions. 

Table1.4: Correlation Matrix of Factors of Digital Transformation and Customer Loyalty 

Factors of Digital Transformation Pearson Correlation (r) p-value 

Digital Service Quality 0.714** 0.001 

Customer Trust 0.768** 0.000 

Perceived Usefulness 0.692** 0.023 

Perceived Ease of Use 0.651** 0.002 

Personalization 0.603** 0.0060 

Data Privacy & Security 0.742** 0.0055 

Digital Engagement 0.689** 0.000 

Customer Satisfaction 0.801** 0.0021 

Overall Digital Transformation Factors 0.783 0.0012 

Note: Correlation is significant at the 0.01 level (2-tailed). 

Interpretation 

The Pearson correlation analysis indicates a significant positive relationship between the factors of digital 

transformation and customer loyalty. Digital Service Quality, Customer Trust, Perceived Usefulness, 

Perceived Ease of Use, Personalization, Data Privacy and Security, Digital Engagement, and Customer 

Satisfaction were all found to be positively associated with customer loyalty. Among these factors, 

Customer Satisfaction demonstrated the strongest association with customer loyalty, followed by Customer 

Trust and Data Privacy and Security. The overall analysis confirms that improvements in digital 

transformation factors contribute to higher levels of customer loyalty among digital banking users. 

Therefore, the null hypothesis is rejected, indicating a significant relationship between the factors of digital 

transformation and customer loyalty. 
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Findings 

• The study identified digital service quality, customer trust, perceived usefulness, perceived ease of 

use, personalization, data privacy and security, digital engagement, and customer satisfaction as the 

key factors influencing customer loyalty towards digital banking services.  

• Significant differences were observed in the factors influencing customer loyalty based on the 

frequency of digital banking usage. Customers who used digital banking services more frequently 

exhibited more favourable perceptions of these factors than occasional users.  

• Customer loyalty dimensions, including repeat usage intention, continuance intention, 

recommendation intention, resistance to switching, commitment to the bank, preference for digital 

banking services, and customer retention intention, varied significantly according to the frequency 

of digital banking usage.  

• Customer loyalty also differed significantly across various age groups, indicating that age influences 

customers' perceptions and loyalty towards digital banking services.  

• The study established a significant positive relationship between the factors of digital 

transformation and customer loyalty.  

• Customer satisfaction emerged as the most influential factor associated with customer loyalty, 

followed by customer trust and data privacy and security.  

• The overall digital transformation factors were found to have a strong positive influence on 

customer loyalty, highlighting the importance of continuously improving digital banking services 

to strengthen long-term customer relationships. 

Suggestions 

• SBI should continuously improve the quality, reliability, and efficiency of its digital banking 

platforms to provide a seamless customer experience.  

• The bank should strengthen cybersecurity measures, data privacy mechanisms, and fraud prevention 

systems to enhance customer confidence and trust.  

• User-friendly interfaces, simplified navigation, and personalized digital services should be 

introduced to improve customers' perceived usefulness and ease of use.  

• Customer engagement can be enhanced through regular communication, personalized offers, 

financial awareness programmes, and digital reward schemes that encourage frequent usage.  

• Special attention should be given to customers in higher age groups by providing digital literacy 

programmes, hands-on assistance, and simplified digital banking applications.  

• Banks should regularly collect customer feedback and use advanced analytics to identify service 

gaps and improve customer satisfaction.  
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• Continuous technological innovation, supported by artificial intelligence and data analytics, should 

be adopted to deliver customized banking experiences and strengthen long-term customer 

relationships.  

Conclusion 

Digital transformation has fundamentally reshaped the banking sector by enhancing service accessibility, 

convenience, and operational efficiency. The present study concludes that digital service quality, customer 

trust, perceived usefulness, ease of use, personalization, data privacy and security, digital engagement, and 

customer satisfaction play a significant role in influencing customer loyalty towards digital banking 

services. Furthermore, customer loyalty varies significantly across different age groups and levels of digital 

banking usage, with frequent users exhibiting stronger loyalty than occasional users. 

The study also confirms a strong positive relationship between the factors of digital transformation and 

customer loyalty, highlighting the importance of customer satisfaction and trust in building long-term 

relationships. By continuously improving digital banking services, ensuring robust security, and delivering 

personalized customer experiences, SBI can strengthen customer loyalty, enhance customer retention, and 

sustain its competitive position in the rapidly evolving digital banking environment. 
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