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Abstract

Purpose This study explores the impact of omnichannel strategies on customer loyalty within
nationalized banks in Pudukkottai District, Tamilnadu, India. It explores how integrated
interaction quality, perceived fluency, and positive affect influence attitudinal and behavioural
loyalty, emphasizing the role of digital adoption and social media interactions.
Design/Methodology/Approach A survey-based approach was employed, gathering data from
banking customers using multiple service channels. Structural Equation Modelling (PLS-SEM)
was used to test the proposed model, analysing relationships between integrated interaction,
perceived fluency, positive affect, and customer loyalty.

Findings The results indicate that integrated interaction quality positively influences perceived
fluency and positive affect, enhancing both attitudinal and behavioural loyalty. Digital
adoption significantly contributes to customer retention, while social media interactions have
a weaker influence on behavioural loyalty. The findings highlight the importance of seamless
omnichannel experiences in fostering customer engagement.

Practical Implications Banks should focus on improving channel integration, investing in Al-
driven interactions, and enhancing digital banking experiences to strengthen customer
engagement. Personalized services and customer insights should be leveraged to build

emotional connections and long- term loyalty.
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Originality/Value This study contributes to omnichannel banking literature by examining
customer loyalty dynamics in a regional banking context. It provides strategic insights for
banks to optimize their omnichannel strategies, enhance digital adoption, and improve service

quality to drive customer engagement and loyalty.

Keywords: Omnichannel Banking, Customer Loyalty, Integrated Interaction Quality,
Perceived Fluency, Customer Experience

Introduction

The rapid technological advancements of recent years have significantly transformed
how customers interact with businesses (Straker et al., 2015). Companies now offer multiple
interaction channels beyond traditional sales outlets, including websites, mobile applications,
social networks, digital stores, and call centers (Shen et al., 2018). This evolution has led to
the emergence of the omnichannel approach, where customers engage with multiple interaction
channels simultaneously (Lazaris & Vrechopoulos, 2014). In response to this trend, the banking
sector has introduced various technological innovations to modernize services and enhance
customer interaction (Febraban, 2018). Banks have invested heavily in advanced technologies
and service channels, emphasizing integrated and consistent experiences to meet customer
expectations (Reydet & Carsana, 2017; Shen et al., 2018).

The success of omnichannel strategies largely depends on customers' perceptions of
convenience and the positive experiences generated through their interactions (Shen et al.,
2018). Given the importance of channel integration in improving customer satisfaction and
experience, this study investigates whether the integration of multiple banking service channels
positively impacts customer experiences and, consequently, influences their loyalty. With
customer loyalty being a critical success factor in today’s banking landscape, omnichannel
strategies have become essential for retaining customers and maintaining a competitive
advantage. By fostering seamless and integrated interactions across banking channels, banks
aim to enhance the overall customer experience. The banking industry has evolved from
traditional branches to incorporating online banking, mobile applications, ATMs, and social
media platforms. This shift requires convenience, consistency, and personalized services to
define customer satisfaction. Integrated interaction quality, a cornerstone of omnichannel
strategies, ensures that customers receive uninterrupted, high-quality services across all

channels. For instance, a customer may initiate a transaction on a mobile app, seek assistance
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via a call center, and finalize it at a branch, expecting a smooth and consistent experience

throughout.

Perceived fluency is another critical factor influencing customer satisfaction in
banking. It refers to the ease with which customers navigate various service channels and
complete transactions. User-friendly, intuitive channels minimize friction, such as slow
response times or complex navigation, thereby fostering trust and loyalty. Similarly, positive
affect experience, marked by trust and satisfaction, serves as a key emotional response linking
integrated interaction quality, perceived fluency, and attitudinal loyalty. Attitudinal loyalty,
the primary focus of this study, reflects a customer’s commitment to maintaining a long-term
relationship with a bank. Unlike transactional loyalty, which revolves around repeated
purchases, attitudinal loyalty underscores emotional and psychological dedication. In
Pudukkottai District, where multiple nationalized banks offer similar services, developing

attitudinal loyalty is crucial for customer retention and advocacy.

Conceptual Model

This study presents a conceptual model that examines the relationships between
integrated interaction quality, perceived fluency, positive affect experience, and attitudinal
loyalty, with positive affect experience serving as a mediator. Drawing on prior research
(Cassab and MacLachlan, 2006; Im et al., 2010; Straker et al., 2015; Bapat, 2017; Reydet and
Carsana, 2017; Saghiri et al., 2017; Shen et al., 2018), the study underscores the significance
of seamless, high-quality service experiences in cultivating customer loyalty. Focusing on
Pudukkottai District, the research addresses the unique challenges faced by nationalized banks
in implementing omnichannel strategies and highlights the opportunities to tailor services to
the evolving needs of their clientele. Ultimately, the findings aim to contribute to omnichannel
banking literature while offering practical insights for enhancing customer loyalty in the

banking sector.

Integrated Internction Perceived Flussey——————————— Digital Adaption
-

Articudinal Layaity

Customer Insights Benavioral Loyatty
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Integrated interaction quality and perceived fluency

Banerjee, M. (2014) This study explores the variables influencing integration quality and
their affect on multichannel plan and administration. The consider was attempted as a
subjective, multimethod, multisite, case investigate with a customer bank, its clients and its
innovation accomplice firms. The investigate discoveries distinguish shapes of misalignment
happening between organizational discernment and plan of a multichannel framework and
client desires of a multichannel benefit encounter. Such misalignment not as it were contrarily
affect integration quality but too make clients vulnerable to ending the relationship with the
benefit supplier. The consider moreover distinguishes that integration quality does not result
from the solitary activities of a single substance, such as the organization. Li, Y., & Gong, X.
(2022) Omnichannel retailers are beneath seriously weight to tackle synergetic administration
of retail innovations and channels in arrange to advance client engagement in the competitive
advertise. Drawing on service-dominant (S-D) rationale, we create a inquire about show to look
at how omnichannel integration produces client engagement through encouraging recognitions
of familiarity and stream in the shopping involvement. We discover that omnichannel
integration has three sorts: instructive integration, value-based integration, and social
integration. These sorts all emphatically impact seen familiarity, which assist creates client
engagement. Besides, value-based and social integration emphatically impact seen stream,
which eventually encourages client engagement. Therefore, we proposed the following
hypothesis: H1: Integrated interaction quality has a positive impact on perceived fluency in

banking services.

Integrated interaction quality and Customers

Customers frequently engage in voluntary behaviour, which is not required, but is of great
assistance to firms (Groth, 2005). Customers show various supporting roles, such as of
participants, helpers, and referrers (Bettencourt, 1997; Groth, 2005), and are actively involved
when service only if, thus influencing other customers’ experiences (Bowen, 1986). More
specifically, customers may help other customers by providing useful information or conceding
priority of service in another’s favour, acting as effective promoters of a firm’s services by
disseminating positive word of mouth, and giving employees vital information on service
innovation (Bettencourt, 1997). This assistance permits us to consider not only employees but
also customers as the human resource of a service company (Groth, 2005). Customers’ roles
are even more important in mass service settings in which the presence of other customers has
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a significant influence on other customers’ experiences (Ng et al., 2007). In mass services,
customers wait collectively and share time, space, or service equipment, creating a situation in
which they interact with one another (Ng et al., 2007). Provided that customers may be utilized
as human resources or quasi-employees, it is important to understand how a firm motivates its
customers to aid as such (Bettencourt, 1997) and how it encourages them to engage in
organizational citizenship behaviour (Lengnick-Hall et al., 2000) also called customer
citizenship behaviour (Groth, 2005). H2: Integrated interaction quality has a positive impact
on positive affect experienced by customers insights.

Attitudinal loyalty

From an attitudinal viewpoint, customer loyalty is obvious as a continuing relationship with
brand preferences, often conditioned on positive client favourites to the brand, and is
powerfully effected by important others (Mascarenhas et al., 2006). Fournier (1998) provided
a good example of this viewpoint, who realises loyalty as a long-run, committed and have
emotional impact laden partnership between brands and customers. These attitudes could be
measured by questioning clients on how much they belong to the brand or company, feel
committed to it, will recommend it to others and have positive feelings and beliefs about it —
compared with rival alternatives or brands (Dick and Basu, 1994). In other words, loyalty
reflects evaluative feelings to a company or brand that can be positive or negative and,
consequently, clients could have some intentions to repeated purchase and recommend or not
(Ferguson et al., 2007). Chaudhuri and Holbrook (2001) confirmed that attitudinal loyalty is
the level of commitment of the client to the same product. Attitudinal loyalty is therefore
considered as a state of client mind. The most important benefits of having loyal clients is that
it allows a business to save on various expenses, as attracting new clients is much more costly
than keeping existing ones (Dick and Basu, 1994). Also, customer loyalty is reported to
contribute to increased revenues along the relationship life cycle because of cross-selling
activities and increased client penetration rates (Hennig-Thurau et al., 2002). H3: Attitudinal

Loyalty and Behavioural Loyalty has a positive affect experienced by customers Insights.

Digital adoption

Digital adoption refers to the extent to which customers utilize digital banking platforms
such as mobile apps and online banking services. Research by Bapat (2017) highlights that
digital channels, when user-friendly and efficient, significantly improve customer satisfaction

and loyalty. Patsiotis et al. (2012) found that customers who adopt digital banking perceive
___________________________________________________________________________________________________________|
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these platforms as convenient and reliable, fostering stronger emotional and attitudinal loyalty.
Furthermore, Shankar et al. (2021) demonstrate that Omni channel strategies, particularly
digital adoption, reduce switching behaviour by creating a seamless experience, ensuring long-

term customer retention.

Social media interactions

Social media interactions enable banks to establish personalized and engaging
communication with customers. Research by Ngai et al. (2015) shows that effective use of
social media platforms fosters customer trust and emotional connection, leading to behaviours
such as repeat transactions and advocacy. Kaplan and Haenlein (2010) highlight the role of
real-time responses and updates in strengthening behavioural loyalty. Banks using social media
to resolve issues and provide timely information create an environment where customers feel
valued, which motivates loyalty. H4: Digital adoption and social media Interaction positively
influences Behavioural Loyalty in the banking sector. H5: Social media interactions positively
influence behavioural loyalty in banking customers. H6: Perceived Fluency positively

influence Social Media Interaction in banking sector
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The model fit analysis assesses how well the proposed conceptual model aligns with the
empirical data collected for this study. This evaluation is critical to determining the validity
and reliability of the hypothesized relationships between integrated interaction quality,
perceived fluency, positive affect, behavioural loyalty, attitudinal loyalty, digital adoption, and
social media interaction. To conduct the model fit analysis, Structural Equation Modelling
(SEM) was utilized. SEM is a robust multivariate statistical technique that evaluates both the
measurement model (which examines the relationships between observed variables and their
underlying latent constructs) and the structural model (which assesses the hypothesized

relationships between latent constructs).

Assessment of Model Fit

Fit Index Acceptable Threshold Observed Value Interpretation
Chi-Square (¢?) p>0.05 0.08 Good fit
/df <3.0 2.15 Good fit
CFI >0.90 0.93 Good fit
RMSEA <0.08 0.06 (90% CI: 0.04-0.08) | Acceptable fit
SRMR <0.08 0.05 Good fit
GFI >0.90 0.91 Good fit

The model fit was evaluated using a combination of absolute, incremental, and

parsimonious fit indices, including:

Chi-Square (y?) Test: The chi-square test evaluates the difference between the observed
covariance matrix and the model-implied covariance matrix. A non-significant chi-square
value (p > 0.05) indicates a good fit, suggesting minimal discrepancy between the proposed
model and the observed data. Comparative Fit Index (CFI): CFI compares the fit of the target
model to an independent model, where no relationships between variables are assumed. A CFI
value above 0.90 indicates a good fit, demonstrating that the proposed model significantly
improves over the null model. Root Mean Square Error of Approximation (RMSEA): RMSEA
assesses the model fit per degree of freedom, with lower values indicating a better fit. A value
below 0.08 is acceptable, while values below 0.05 reflect a close fit. The 90% confidence

interval (Cl) for RMSEA was also considered to ensure precision in the estimation.

Standardized Root Mean Square Residual (SRMR): SRMR measures the average
discrepancy between the observed and predicted correlations. Values less than 0.08 indicate a

good fit, suggesting that the model's predictions closely align with the actual data. Goodness
I ——
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of Fit Index (GFI): GFI assesses how well the model reproduces the observed covariance

matrix. A GFI value above 0.90 is considered indicative of a good model fit.

Hypothesis Path Strength Interpretation Result
Coefficient

H1: Integrated 0.882 Strong Better integration Supported
Interaction — improves service
Perceived Fluency fluency.
H2: Integrated 0.700 Strong Seamless interaction Supported
Interaction — boosts emotional
Positive Affect satisfaction.
H3: Customer 0.855 Strong Customer feedback Supported
Insights — enhances engagement.
Behavioral Loyalty
H4: Behavioral 0.730 Strong Engaged customers Supported
Loyalty — Attitudinal remain loyal.
Loyalty
H5: Perceived 0.487 Moderate | Ease of use encourages | Supported
Fluency — Digital digital banking.
Adoption
H6: Perceived -0.029 Negligible | No significant impact Not
Fluency — Social found. Supported
Media Interaction

H1: Integrated Interaction — Perceived Fluency (0.882, Strong Positive Impact) The well
integrated interactions has significant impact on perceived fluency, which means that there is
strong interaction which will improves the efficiency of the customer

H2: Integrated Interaction — Positive Affect (0.700, Strong Positive Impact) Well-
integrated interaction banking services enhance customers' emotional satisfaction and
emotional wellbeing. Hamidi, H., & Safareeyeh, M. (2019) researched that Mobile banking
adoption positively impacts customer interaction and satisfaction, except for trust, with all
other factors positively impacting customer relationships and satisfaction.

H3: Customer Insights — Behavioural Loyalty (0.855, Strong Positive Impact) When
banks actively use customer feedback, it significantly impacts boosts behavioural loyalty.
Those customer will be likely to engage repeatedly.

H4: Behavioural Loyalty — Attitudinal Loyalty (0.730, Strong Positive Impact)
Customers who frequently engage with a bank services (Behavioural loyalty) develop stronger

long-term commitment.
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H5: Perceived Fluency — Digital Adoption (0.487, Moderate Positive Impact) A seamless
banking experience encourages moderate positive impact digital banking usage.

H6: Perceived Fluency — Social Media Interaction (-0.029, Negligible Negative Impact)
The minor negative impact suggests that seamless banking experiences do not necessarily drive

social media interactions.

Conclusion

This study examined the impact of omnichannel strategies on customer loyalty in
nationalized banks within Pudukkottai District. Findings indicate that integrated interaction
quality plays a crucial role in shaping customer experiences, influencing perceived fluency,
positive affect, and overall loyalty. The study confirms several key hypotheses, reinforcing the

importance of seamless service integration in modern banking.

Firstly, integrated interaction quality demonstrated a strong positive impact on
perceived fluency (0.882), confirming that well-coordinated service channels enhance banking
efficiency. Additionally, integrated interactions significantly influenced customers’ emotional
experiences (0.700), highlighting the role of service consistency in fostering satisfaction.
Customer insights were found to be a strong predictor of behavioural loyalty (0.855),
illustrating that banks leveraging customer feedback effectively can encourage repeated
engagement and long-term retention. Furthermore, behavioural loyalty strongly influenced
attitudinal loyalty (0.730), emphasizing that frequent engagement contributes to deeper

emotional and psychological commitment to a bank.

Perceived fluency moderately influenced digital adoption (0.487), suggesting that
seamless banking experiences encourage the use of digital platforms, though other factors may
also play a role. However, perceived fluency had a negligible negative impact on social media
interaction (-0.029), indicating that ease of banking services does not necessarily drive
increased social media engagement. These findings have several implications for banking
strategies. Banks should continue investing in integrated omnichannel systems to enhance
customer experiences and loyalty. While digital adoption is influenced by seamless
interactions, additional strategies, such as incentives and personalized communication, may be
required to boost social media engagement. Overall, this research contributes to the growing
literature on omnichannel banking and customer loyalty by providing empirical evidence from

a nationalized banking context in Pudukkottai District. Future studies could explore additional
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variables, such as trust and personalization, to gain a more comprehensive understanding of

customer engagement and loyalty in digital banking environments.
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