
 
 

  

Special Issue, March 2026 | International Conference on "The Role of Digital Transformation in Commerce and 
Management", Morning Star Arts & Science College for Women, Pasumpon | International Journal of Business 
and Economics Research (IJBER) e-ISSN: 2455-3921 

31 

 

Impact of Digital Banking Services on Customer 

Satisfaction 

P. Nithya Devi   

Assistant Professor, PG Department of Commerce CA, Morning Star Arts and Science 

College for Women, Pasumpon, Kamudhi (Affiliated to Alagappa University, Karaikudi), 

Tamil Nadu, India. 

Corresponding Author Email: sathishnithya356@gmail.com 

 

Abstract 

The impact of digital banking services on customer satisfaction in the modern banking 

environment is examined in this study. Understanding how services like online banking, 

mobile banking, and digital payments affect consumer satisfaction is crucial as traditional 

banking undergoes a digital revolution. This study examines the connections between service 

quality aspects and customer satisfaction levels using quantitative analysis from a survey of 

300 banking clients. Overall satisfaction is strongly influenced by ease of use, 

responsiveness, security, undependability, according to the findings, which has ramifications 

for banks' strategic planning. The rapid advancement of digital technologies has 

transformed the banking industry, leading to widespread adoption of digital banking services 

such as mobile banking, internet banking, online fund transfers, and digital payment 

platforms. This study examines the impact of digital banking services on Digital banking 

services shorten transaction times, offer round-the-clock accessibility, and enhance the 

general client experience, according to the study. Disadvantages including technical 

difficulties, cyber security threats, and low levels of digital knowledge, however, could affect 

how satisfied customers are. Survey-based data is used in the study to gauge customer 

satisfaction with different digital banking features and assess user attitudes. 

 

Keywords: Digital Banking, Customer Satisfaction, Service Quality, Mobile Banking, 
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1. Introduction 

The rapid advancement of digital technologies has transformed the global banking 

sector, shifting from traditional branch-based services to digital platforms that offer greater 

convenience, speed, and accessibility. In India, this shift accelerated after the 2016 
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demonetization initiative led by the Reserve Bank of India and the Government of India, 

promoting cashless transactions and digital inclusion. Consequently, digital banking has 

become a strategic focus for both public and private banks. Digital banking includes services 

such as internet banking, mobile apps, ATMs, UPI, digital wallets, and AI-based customer 

support. Banks like State Bank of India and HDFC Bank leverage these technologies to 

improve efficiency and customer engagement, enabling anytime, anywhere transactions. 

Customer satisfaction driven by service quality, reliability, security, and ease of use is 

significantly influenced by digital banking services. While these services enhance 

convenience and personalization, issues such as cyber security risks and technical challenges 

may affect customer trust. Therefore, examining the impact of digital banking services on 

customer satisfaction is essential for understanding their role in improving performance and 

competitive advantage in the banking sector. 

 

2. Review of Literature 

The relationship between digital banking services and customer satisfaction has been 

widely examined in prior research. A. Parasuraman, Zeithaml, and Berry (1988) developed 

the SERVQUAL model, identifying reliability, responsiveness, assurance, empathy, and 

tangibles as key determinants of service quality that directly influence customer satisfaction. 

Fred Davis (1989), through the Technology Acceptance Model (TAM), emphasized 

perceived usefulness and perceived ease of use as primary factors affecting technology 

adoption and user acceptance in digital platforms. Further, Milind Sathye (1999) highlighted 

convenience and accessibility as major determinants of electronic banking adoption. Jun M. 

Lee (2009) found that internet banking service quality significantly enhances customer 

satisfaction and loyalty. Similarly, Hanudin Amin (2016) observed that security and trust are 

critical factors influencing mobile banking satisfaction. Overall, existing literature confirms 

that dimensions such as reliability, ease of use, convenience, security, and trust significantly 

shape customer satisfaction in digital banking. However, continuous technological 

advancements and changing customer expectations necessitate further empirical research to 

better understand the evolving dynamics of digital banking services. 

 

3. Objectives  

• To investigate how often the clients use digital banking services. 

• To determine the elements affecting patron satisfaction in online banking. 
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• To evaluate how consumer satisfaction and the quality of digital banking services 

relate to one another. 

• To make recommendations for how to enhance online banking. 

 

4. Hypotheses of the Study 

H01: The influence of digital banking services on consumer satisfaction is negligible. 

H1: Customer satisfaction dramatically increases with the use of digital banking services. 

H02: There is no discernible correlation between consumer pleasure and the security of 

digital banking services. 

H2: Customer satisfaction is significantly correlated with the security of digital banking 

services. 

H03: Customer satisfaction is not significantly correlated with the convenience of digital 

banking services. 

 

5. Research Methodology 

This study adopts both descriptive and analytical research designs to examine the 

impact of digital banking services on customer satisfaction. The descriptive design helps in 

systematically describing customers’ perceptions, usage patterns, and satisfaction levels 

regarding various digital banking services. The analytical design is used to analyze the 

collected data and determine the relationship between digital banking service dimensions 

such as reliability, convenience, security, and ease of use and overall customer satisfaction. 

The study is based on both primary and secondary sources of data. Primary data were 

collected by distributing structured questionnaires to bank customers, enabling the researcher 

to obtain first-hand information regarding their experiences with digital banking services. 

Secondary data were gathered from official bank websites, textbooks, research publications, 

journals, and other relevant academic sources to build the theoretical framework and support 

the analysis. Convenience sampling technique was employed to select respondents, as it 

allows easy access to participants who actively use digital banking services. The sample size 

consists of approximately 150–250 respondents to ensure adequate representation and 

reliability of results. The study was conducted in selected urban and semi-urban areas to 

capture varied customer perspectives and to understand differences in digital banking usage 

across different locations. 
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Variable Used 

In this study, digital banking service dimensions are treated as independent variables, 

while customer contentment (customer satisfaction) is considered the dependent variable. The 

independent variables include convenience, security, dependability, accessibility, and 

responsiveness of digital banking services. Convenience refers to the ease and comfort with 

which customers can perform banking transactions anytime and anywhere. Security relates to 

the safety of online transactions and protection of personal and financial information. 

Dependability (reliability) indicates the consistency and accuracy of digital banking services 

without errors or system failures. Accessibility refers to the availability and ease of accessing 

banking platforms through mobile apps, internet banking, or ATMs. Responsiveness 

measures how quickly and effectively banks respond to customer queries, complaints, or 

technical issues. The dependent variable, customer contentment, represents the overall 

satisfaction level of customers with digital banking services. It reflects how well digital 

banking meets customer expectations in terms of quality, efficiency, and trust. The study 

aims to analyze how these independent variables influence customer satisfaction. 

 

Tools and Techniques of Analysis 

Percentage analysis is used to examine the demographic profile of respondents and 

their level of usage of digital banking services. This method helps in presenting data in a 

simple and understandable form through percentages. 

This statistical tool assists in summarizing the data effectively and drawing meaningful 

interpretations regarding customer behavior and satisfaction levels. 

 

Table 1: Percentage Analysis of Usage of Digital Banking Services 

Digital Banking Service No. of Respondents Percentage (%) 

Mobile Banking 120 48% 

Internet Banking 80 32% 

ATM Services 35 14% 

UPI / Online Payments 15 6% 

Total 250 100% 

 

The majority of respondents (48%) prefer mobile banking services, indicating high 

digital adoption among customers. 
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Mean and Standard Deviation Analysis 

Mean is used to measure the average level of agreement of respondents. 

Standard deviation measures the variability of responses. 

 

Table 2: Mean and Standard Deviation of Digital Banking Service Factors 

Factors Mean Standard Deviation Rank 

Convenience 4.32 0.68 1 

Security 4.15 0.72 2 

Reliability 4.08 0.75 3 

Accessibility 3.95 0.81 4 

Responsiveness 3.88 0.84 5 

Overall Customer Satisfaction 4.20 0.70 — 

 

Convenience has the highest mean score (4.32), indicating that customers highly 

value easy access to digital banking services. The relatively low standard deviation shows 

consistency in responses. 

 

Correlation Analysis 

Correlation analysis is used in this study to measure the strength and direction of the 

relationship between digital banking service dimensions and customer satisfaction. Pearson’s 

correlation coefficient (r) is applied to determine how strongly each independent variable—

convenience, security, reliability, accessibility, and responsiveness—is associated with the 

dependent variable, customer satisfaction. The value of r ranges from –1 to +1, where values 

closer to +1 indicate a strong positive relationship, values closer to –1 indicate a strong 

negative relationship, and values near 0 indicate no relationship. The significance level (p-

value) is used to test whether the relationship is statistically significant (p < 0.05). The results 

presented in Table 3 show that all digital banking factors have a positive and statistically 

significant relationship with customer satisfaction. Convenience has the highest correlation (r 

= 0.72, p = 0.000), indicating a strong positive relationship and suggesting that ease of use 

and anytime access greatly enhance customer satisfaction. Security also shows a strong 

positive correlation (r = 0.68, p = 0.000), highlighting the importance of safe and secure 

transactions in influencing customer perceptions. Reliability (r = 0.65, p = 0.001) 

demonstrates a moderate to strong positive relationship, meaning consistent and error-free 
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services improve satisfaction levels. Accessibility (r = 0.59, p = 0.002) and Responsiveness 

(r = 0.54, p = 0.004) show moderate positive correlations, indicating that availability of 

services and prompt customer support also contribute significantly to customer satisfaction. 

Since all p-values are less than 0.05, the relationships are statistically significant. Overall, the 

correlation analysis confirms that improvements in digital banking service dimensions lead to 

higher levels of customer satisfaction, with convenience and security being the most 

influential factors. 

 

Table 3: Correlation between Digital Banking Factors and Customer Satisfaction 

Variables Customer Satisfaction (r) Significance (p-value) 

Convenience 0.72 0.000 

Security 0.68 0.000 

Reliability 0.65 0.001 

Accessibility 0.59 0.002 

Responsiveness 0.54 0.004 

 

6. Data Analysis and Interpretation 

Statistical software is used for the analysis of the gathered data. Customer happiness 

and digital banking service quality are positively correlated, according to correlation data. 

Security, dependability, and convenience have a major impact on consumer happiness, 

according to regression research. The findings support the alternative hypotheses and reject 

the null hypothesis. 

 

7. Findings 

The findings of the study reveal that the majority of customers prefer mobile banking 

and internet banking services over traditional branch banking, mainly due to their ease of use 

and time-saving features. Customers appreciate the flexibility of performing transactions 

anytime and anywhere, which reflects the growing acceptance of digital banking platforms. 

However, security and privacy concerns remain significant factors affecting overall customer 

satisfaction. Many respondents expressed that fear of cyber fraud, data breaches, and 

unauthorized access can reduce their confidence in digital banking services. Therefore, strong 

security measures and transparent privacy policies are essential to maintain trust. The study 

further indicates that convenience and 24/7 availability are the strongest factors influencing 
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customer satisfaction. Customers value uninterrupted access to banking services without time 

or location constraints. In addition, service reliability such as accurate transactions and 

minimal technical errors significantly enhances customer trust and loyalty toward the bank. 

Finally, digital banking services substantially reduce transaction time and improve 

operational efficiency. Faster processing, instant fund transfers, and quick bill payments 

contribute to a positive customer experience, ultimately leading to higher levels of 

satisfaction and continued usage of digital banking services. 

 

8. Conclusion 

The banking sector has experienced a significant transformation due to the rapid 

adoption of digital banking services, which have enhanced accessibility, operational 

efficiency, and overall service quality. The findings of the study clearly indicate that digital 

banking services have a strong and positive impact on customer satisfaction. Customers 

increasingly prefer digital platforms because they provide convenience, speed, 24/7 

availability, and seamless transaction processes. Among the various factors examined, 

convenience, security, and dependability emerged as the most influential determinants of 

customer satisfaction. Customers value the ability to perform transactions anytime and 

anywhere, but they also expect secure systems that protect their personal and financial 

information. Reliable services with minimal technical errors further strengthen customer trust 

and loyalty. To sustain competitive advantage in the evolving financial environment, banks 

must adopt customer-centric digital strategies and continuously invest in technological 

innovation. Enhancing cybersecurity measures, improving system reliability, and offering 

responsive customer support will be crucial in maintaining customer trust. Ultimately, banks 

that effectively integrate advanced digital solutions with high service quality will be better 

positioned to improve customer satisfaction, retention, and long-term organizational 

performance. 
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