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ABSTRACT

Digital transformation has profoundly reshaped consumer behaviour in the banking industry by redefining service delivery mechanisms and customer interaction
patterns. This study examines the influence of five dimensions—Digital Banking Service Quality, Perceived Security and Privacy, Convenience and
Accessibility, Technological Innovation and Features, and Customer Experience and Engagement—on consumer behaviour in banking. A quantitative research
design with data from 352 respondents was analysed using factor analysis and multiple regression. The results demonstrated a strong model fit (R = 0.785, R2 =
0.616), indicating that 61.6% of behavioural variance is explained by these factors. Among them, Perceived Security and Privacy and Customer Acceptance
emerged as the most influential predictors of consumer behaviour. The findings underscore the significance of trust, security, and user experience in shaping
digital banking adoption. The study contributes to the theoretical understanding of consumer behaviour while offering practical insights for banks implementing
digital transformation strategies.
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Introduction

Digital transformation has profoundly revolutionized the global banking landscape, redefining how consumers interact with financial services and
altering institutional service delivery frameworks. The shift from conventional branch-based banking to sophisticated digital ecosystems has created
opportunities for enhanced efficiency, personalization, and accessibility (Felipe, Santos, & Silva, 2025). Contemporary consumers increasingly demand
seamless, omnichannel, and secure digital experiences that integrate convenience with trust and technological innovation (Lama &Kayestha, 2025).

Technological advancements such as artificial intelligence, predictive analytics, and blockchain have enabled banks to deliver proactive financial
services, personalized product recommendations, and real-time decision-making capabilities (CRIF Digital, 2024). Moreover, mobile-first innovations
and biometric authentication have redefined customer engagement, ensuring frictionless and secure transactions (Srivastava & Sharma, 2024).Recent
studies highlight that over 80% of banking customers now prefer digital channels due to convenience, user-friendly design, and enhanced security
infrastructure (Bhuvaneswari & Mathumitha, 2024). This paradigm shift signifies not merely technological adoption but a comprehensive restructuring
of consumer expectations, organizational strategies, and competitive dynamics (Adria-BT, 2025). Banks increasingly position digital transformation as
a core strategic imperative to enhance customer satisfaction, loyalty, and long-term profitability (Gupta & Shukla, 2024).

Despite extensive literature on digital banking adoption, significant gaps remain in understanding the comprehensive impact of digital transformation
on consumer behaviour within the banking sector. Existing research predominantly focuses on individual aspects like security perceptions or ease of
use, lacking integrated frameworks that examine multiple variables simultaneously. Limited studies explore the mediating effects of customer
experience and engagement on the relationship between digital banking service quality and consumer behavioural outcomes. Furthermore, most
research concentrates on developed markets, with insufficient investigation of consumer behaviour patterns in diverse economic contexts. The complex
interplay between technological innovation features, perceived security, convenience factors, and their collective influence on consumer banking
behaviour requires deeper empirical examination to bridge theoretical and practical understanding gaps.

In this context, understanding evolving consumer behaviour is critical for financial institutions seeking to sustain competitiveness and deliver
differentiated value propositions in the digital era. This study aims to investigate how digital transformation dimensions, service quality, perceived
security, convenience, innovation, and customer experience, collectively shape consumer behaviour in the banking sector. This research provides a
comprehensive multi-dimensional framework examining five critical independent variables simultaneously impacting consumer banking behaviour,
offering a holistic perspective on digital transformation effects. The study's incremental contribution lies in integrating service quality, security
perceptions, convenience factors, technological innovation, and customer experience within a unified model, addressing the fragmented nature of
existing literature.
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Literature Review

The digital banking landscape has attracted substantial scholarly attention as financial institutions navigate technological disruption and evolving
consumer expectations. Literature spanning customer behaviour, technology adoption, service quality, and digital transformation provides foundational
understanding of factors influencing consumer engagement with digital banking platforms. However, the interdisciplinary nature of digital banking
research necessitates comprehensive examination of multiple theoretical perspectives, including technology acceptance models, service quality
frameworks, and consumer behaviour theories. This literature review synthesizes current knowledge across five critical dimensions: consumer banking
behaviour, digital banking service quality, perceived security and privacy, convenience and accessibility, technological innovation features, and
customer experience and engagement, establishing theoretical foundations for investigating their collective impact on consumer behaviour in
contemporary banking environments.

Consumer Behaviour in Banking:Consumer behaviour in banking has evolved dramatically with digital transformation, encompassing adoption
patterns, technology usage intentions, trust, and loyalty mechanisms. Sivaram and Satheesh (2021) found that perceived risk and trust strongly
influence consumers’ willingness to use digital banking platforms. Loska and Uotila (2024) highlighted that performance expectations and digital
literacy significantly drive sustained engagement with digital services. Zhang et al. (2024) confirmed that privacy assurance and perceived data security
are vital predictors of consumer behavioural intentions. Levy and Hino (2016) established that emotional engagement fosters stronger customer
retention in digital financial contexts. Recent studies emphasize that personalized, seamless digital interactions increasingly shape consumer decision-
making and satisfaction levels (Felipe, Santos, & Silva, 2025; Lama &Kayestha, 2025).

Digital Banking Service Quality:Digital banking service quality remains a primary determinant of customer satisfaction, trust, and loyalty.
Bhuvaneswari and Mathumitha (2024) demonstrated through structural equation modelling that reliability, responsiveness, assurance, and empathy
collectively enhance satisfaction, with responsiveness emerging as most influential. Schiavone, Leone, and Mancini (2023) argued that superior service
quality fosters competitive advantage in digital environments. Dagasaner and Karaatmaca (2025) identified system reliability, user experience design,
and transaction security as the most critical components influencing digital satisfaction. Felipe et al. (2025) emphasized that customer-oriented digital
design, efficient query resolution, and consistent interface performance directly affect consumer loyalty. These findings confirm that service quality
represents both a technological and experiential benchmark in digital banking transformation.

Perceived Security and Privacy: Perceived security and privacy are pivotal to consumers’ trust and adoption of digital banking. Singh (2013)
demonstrated that customers’ security concerns negatively influence satisfaction, particularly among new users. Gupta and Shukla (2024) emphasized
that robust encryption, authentication systems, and transparent data management significantly improve user confidence. Srivastava and Sharma (2024)
found that biometric authentication, real-time fraud detection, and cybersecurity transparency enhance trust in digital banking services. Similarly,
Adria-BT (2025) revealed that integrating blockchain-based validation frameworks builds credibility and reduces perceived risks. Collectively, these
studies underline that perceived security and privacy are not merely technical safeguards but critical emotional assurances shaping consumer behaviour
in the digital era.

Convenience and Accessibility: Convenience and accessibility significantly drive mobile and online banking adoption, influencing both initial
acceptance and long-term loyalty. Jebarajakirthy and Shankar (2021) confirmed that ease of navigation, accessibility, and transaction simplicity
substantially enhance adoption intentions across markets. Tomasi and llankadhir (2024) found that access and transaction convenience have the
strongest impact on digital adoption. Shankar (2020) argued that convenience-driven design elements create sustainable competitive advantages for
banks offering intuitive digital experiences. Recent research demonstrates that 24/7 availability, multilingual support, and device interoperability are
essential to maintaining customer satisfaction and usage frequency (CRIF Digital, 2024; Felipe et al., 2025). Thus, convenience has evolved from a
functional benefit to a core differentiator in digital banking competitiveness.

Technological Innovation and Features ;Technological innovation plays a transformative role in digital banking, shaping consumer engagement and
loyalty. CRIF Digital (2024) identified artificial intelligence, predictive analytics, and real-time personalization as key drivers of satisfaction. Adria-BT
(2025) highlighted the integration of blockchain, advanced biometrics, and automated decision systems as defining trends in digital financial
ecosystems. Felipe et al. (2025) emphasized that technological sophistication must align with usability to encourage adoption. Srivastava and Sharma
(2024) reported that Al-enabled chatbots and recommendation systems enhance customer convenience and engagement. Contemporary research
stresses that innovation-driven personalization and automation create differentiated value propositions, reinforcing long-term customer relationships
and institutional competitiveness.

Customer Experience and Engagement: Customer experience and engagement are central to digital banking success, directly influencing satisfaction,
retention, and advocacy. CSI (2023) reported that highly engaged customers contribute up to 23% greater profitability compared to less engaged
counterparts. Finacle (2024) emphasized the importance of consistent experience management across digital touchpoints to strengthen emotional
connection and loyalty. Smart Communications (2025) found that digital self-service and real-time assistance significantly enhance engagement among
urban consumers. Lama and Kayestha (2025) concluded that personalized service design and seamless omnichannel integration are the strongest
predictors of satisfaction in digital banking. Collectively, recent evidence confirms that superior digital experiences cultivate trust, advocacy, and
sustainable competitive advantage.
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Hypotheses of the Study

Based on the literature review and theoretical framework, the following hypotheses are proposed:

H1: Digital Banking Service Quality has a significant positive impact on Consumer Behaviour in Banking.

H2: Perceived Security & Privacy has a significant positive impact on Consumer Behaviour in Banking.

H3: Convenience & Accessibility has a significant positive impact on Consumer Behaviour in Banking.

H4: Technological Innovation & Features has a significant positive impact on Consumer Behaviour in Banking.

H5: Customer Experience & Engagement has a significant positive impact on Consumer Behaviour in Banking.

Digital Banking Servica Quality (DBS}
» Digital banking convenience
# Online transaction ease
« Mobile banking efficiency
‘e Digital payment options

Perceived Security & Privacy (PSF)
# Data protection concermns
# Privacy safeguards
= Security measures
o Trust in digital systems

Convenience & Accessibility (CA)
» Technology adoption wilingness
» Digital service preference
® Innovation acceptance
' Change readiness

Fig 1 Conceptual Model
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Consumer Behaviour in Banking (CBE)
® Banking usage patterns.
» Service utilization
 Digital engagement

Research Methodology

This study employed a quantitative research approach using a structured questionnaire survey design to examine the impact of digital transformation on
consumer banking behaviour. The research utilized a convenience sampling technique, collecting data from 352 respondents across diverse
demographic segments. The sample comprised 180 males and 172 females, with majority holding postgraduate qualifications (184) and representing
the 28-37 age group (130).

Data collection employed a five-point Likert scale questionnaire measuring six constructs: Digital Banking Services (4 items), Perceived Security &
Privacy (4 items), Customer Acceptance (4 items), Trust in Financial Institutions (4 items), Customer Experience Enhancement (4 items), and
Customer Banking Behaviour (3 items). Statistical analysis included reliability testing using Cronbach's Alpha, factor analysis using Principal
Component Analysis with Varimax rotation, and multiple linear regression analysis. The methodology ensured construct validity through Average
Variance Extracted (AVE) and Composite Reliability measures.

All analytical procedures were conducted using SPSS software, meeting established thresholds for academic research standards. References for

questions measuring each variable were required to ensure construct validity and reliability.

Data Analysis

1.

Demographic Analysis

Demography Category

Male

Female Total

Age

18-27




International Journal of Research Publication and Reviews, Vol 6, Issue 10, pp 2722-2728 October, 2025

2725

28-37 62 68 130
38-47 49 16 65
48-57 24 46 70
>58 32 40 72
School or less 18 2 20
Education Undergraduate 45 15 60
PG or above 117 155 272
Gender Total 180 172 352

Table 1- The demographic analysis reveals a balanced gender distribution with 352 respondents (180 males, 172 females), demonstrating representative
sampling. The majority are educated (184 postgraduate, 82 professional qualifications), indicating tech-savvy participants suitable for digital banking

research. Age distribution shows 28-37 group dominance (130 respondents), representing the primary digital banking adopters.

2.Reliability and Validity analysis

Item's Main Point

Cronbach
Alpha

CR

AVE

Digital banking convenience

Online transaction ease

0.745

Mobile banking efficiency

Digital payment options

0.873

0.55

Data protection concerns

Privacy safeguards

0.838

Security measures

Trust in digital systems

0.823

0.55

Technology adoption willingness

Digital service preference

0.785

Innovation acceptance

Change readiness

0.742

0.55

Institutional credibility

Fiznancial security trust

0.877

Service reliability

Brand reputation

0.814

0.55

Service quality improvement

Customer satisfaction

0.834

Experience personalization

Service accessibility

0.767

0.55

Banking usage patterns

Service utilization

0.74

Digital engagement

0.762

0.568
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Table 2- demonstrates excellent reliability metrics with all constructs exceeding threshold requirements: Cronbach's Alpha values range from 0.740-
0.877, Composite Reliability 0.742-0.873, and AVE consistently meeting the 0.550 threshold. These reliability measures confirm internal consistency
and convergent validity, ensuring data quality for subsequent analyses.

Table3-KMO and Barlett’s test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.874

Bartlett's Test of Sphericity

Approx. Chi-Square 3107.609
df 253
Sig. 0

KMO value of 0.874 indicates excellent sampling adequacy for factor analysis, substantially exceeding the 0.70 threshold. Bartlett's Test significance
(Chi-Square = 3107.609, p<0.001) confirms data sphericity, validating factorability assumptions. These results strongly support the appropriateness of
conducting principal component analysis.

4.Factor Analysis using Principal Component Analysis

Component

1

DBS1

0.784

DBS2

0.882

DBS3

0.844

DBS4

0.822

PSP1

0.747

PSP2

0.747

PSP3

0.73

PSP4

0.867

CAl

0.822

CA2

0.84

CA3

0.723

CA4

0.885

TIF1

0.862

TIF2

0.756

TIF3

0.751

TIF4

0.751

CEE1l

0.772

CEE2

0.809

CEE3

0.793

CEE4

0.77

CBB1

0.824

CBB2

0.744

CBB3

0.77
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Principal Component Analysis reveals robust factor structure with all loadings exceeding 0.70 threshold, confirming convergent validity. Five distinct
components emerged: Digital Banking Services (DBS1-4: 0.784-0.882), Perceived Security & Privacy (PSP1 4: 0.730-0.867), Customer Acceptance
(CA1-4: 0.723-0.885), Trust in Financial Institutions (TIF1-4: 0.751-0.862), and Customer Experience Enhancement (CEE1-4: 0.770-0.809). Customer
Banking Behaviour items (CBB1-3: 0.744-0.824) demonstrate strong loadings. The Varimax rotation converged in six iterations, indicating clear factor
separation. This robust factor structure validates the measurement model's discriminant validity, supporting theoretical constructs' distinctiveness in
digital banking research.

5.Regression results , hypotheses test and discussions

Coefficients Sig.

B Std. Error
(Constant) 0.449 0.12 0.001
Digital Banking Services 0.191 0.028 0
Perceived Security & Privacy 0.226 0.033 0
Customer Acceptance 0.233 0.032 0.004
Trust in Financial Institutions 0.17 0.027 0
Customer Experience Enhancement 0.151 0.029 0

Dependent variable: Consumer Behaviour in Banking.
R: 0.785 ,R Square: 0.616, Adjusted R Square: 0.601, F: 166.233 ,ANOVA Sig: .000*

Table 5, the regression results indicate a highly robust and statistically significant model, as evidenced by an Adjusted R Square value of 0.601. This
implies that approximately 60.1% of the variation in consumer banking behaviour (dependent variable) is explained by the combined influence of the
five independent variables. The ANOVA results further confirm the model's overall significance, with an F value of 166.233 and a p-value less than
0.001, thereby rejecting the null hypothesis that the independent variables have no collective impact on consumer behaviour.

The strength of the model (R = 0.785) suggests a strong positive correlation between the predictors and the dependent variable, confirming the
effectiveness of the selected factors in explaining behavioural outcomes. In terms of individual predictors, the unstandardized coefficients highlight that
Customer Acceptance (B = 0.233, p = 0.004) and Perceived Security & Privacy (B = 0.226, p < 0.001) exert the most significant positive effects on
consumer banking behaviour. These results suggest that consumers respond more favourably when they feel comfortable adopting digital banking
technologies and when security measures meet their expectations. Digital Banking Services (B = 0.191, p < 0.001), Trust in Financial Institutions (B =
0.170, p < 0.001), and Customer Experience Enhancement (B = 0.151, p < 0.001) also show significant positive relationships with consumer behaviour.

Based on hypothesis testing, all five hypotheses are supported, confirming their statistically significant impact on consumer banking behaviour. The
findings emphasize that customer acceptance of digital technologies and perceived security are key drivers of behavioural outcomes, while service
quality, institutional trust, and customer experience also play important roles in influencing consumer interaction with digital banking platforms.

The results reveal Perceived Security & Privacy and Customer Acceptance as dominant predictors, emphasizing consumers' priority for secure, user-
friendly digital banking experiences. The model's explanatory power (61.6%) indicates comprehensive coverage of key behavioural determinants while
leaving 38.4% to other factors, suggesting opportunities for future research. These findings provide actionable insights for banking practitioners seeking
to enhance digital transformation strategies through targeted improvements in security measures, service quality, and customer experience design.

Implications of the study

Financial institutions should prioritize security infrastructure development and transparent communication of safety measures, given security's
strongest influence on consumer behaviour. Banks must invest in user-friendly interfaces and seamless service delivery to enhance customer acceptance
and experience quality. The findings suggest implementing comprehensive digital transformation strategies that integrate service quality improvements
with robust security frameworks. Practitioners should focus on building institutional credibility through consistent performance and reliability, as trust
significantly impacts behavioural outcomes.

This research contributes to digital banking theory by providing empirical validation of multi-dimensional frameworks examining consumer behaviour
determinants. The study establishes integrated measurement models for complex constructs, advancing methodological approaches in banking research.
The findings extend technology acceptance theories within financial services contexts, offering insights for future investigations examining digital
transformation's behavioural impacts. The research provides foundation for longitudinal studies exploring behavioural evolution in rapidly changing
digital banking environments.
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Conclusion and Future Scope

This study comprehensively examines digital transformation's impact on consumer banking behaviour through rigorous empirical analysis of five
critical dimensions. The findings confirm that perceived security and privacy, customer acceptance, digital banking services, institutional trust, and
customer experience collectively explain 61.6% of behavioural variance. Perceived security emerges as the primary driver, emphasizing consumers'
fundamental need for safe, reliable digital banking experiences. The research validates the importance of integrated approaches combining
technological innovation with robust security frameworks and superior service quality. These insights provide valuable guidance for financial
institutions developing digital transformation strategies while contributing to theoretical understanding of consumer behaviour in evolving banking
landscapes. The study establishes a foundation for future research exploring behavioural dynamics in digital financial services.

Future research should explore longitudinal behavioural changes as digital banking technologies mature and consumer familiarity increases.
Investigating cultural and demographic variations in digital banking adoption across diverse markets would enhance generalizability. Studies examining
emerging technologies like blockchain, artificial intelligence, and biometric authentication impacts on consumer behaviour would provide valuable
insights. Research exploring the mediating effects of customer satisfaction and loyalty between service quality and behavioural outcomes would
advance theoretical understanding. Cross-cultural comparative studies could identify universal versus context-specific behavioural determinants in
digital banking environments.
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