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Abstract

Digital banking has revolutionized the way financial services are delivered, offering
convenience and accessibility to customers. In the context of Jammu and Kashmir (J & K),
where traditional banking services may face geographical and infrastructural challenges, digital
banking presents a promising avenue for enhancing customer satisfaction.

This study focuses on evaluating digital banking customer satisfaction in select public and
private banks operating in the J & K. With a sample size of 400 respondents, this research aims
to provide comprehensive insights into the factors influencing customer satisfaction and the
comparative performance of public and private banks in delivering digital banking services.

Research Model:

The research model employed in this study is designed to assess the relationship between
digital banking and customer satisfaction. It incorporates various dimensions of customer
satisfaction such as ease of use, efficiency, service portfolio, reliability, responsiveness, service
charges and security/privacy. These dimensions are evaluated using a validated and pre-tested
questionnaire to ensure the reliability and validity of the data collected from the 400
respondents.

Descriptive Statistics:

Descriptive statistics, including measures such as mean, standard deviation, variance,
coefficient of variation, and covariance, will be utilized to analyze the data collected from the
respondents. These statistical measures will provide a comprehensive overview of the central
tendency, dispersion, and relationship between different variables within the dataset.

Data Analysis:
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The t-test will determine if there is a significant difference in customer satisfaction between
public and private banks. ANOVA tests will assess whether satisfaction levels vary
significantly across different demographic variables such as age, gender, income, and
education. The analysis will provide insights into the factors influencing customer satisfaction
with digital banking services in Jammu & Kashmir.

Through the utilization of these methodologies, this study aims to contribute to the existing
literature on digital banking service quality and customer satisfaction while providing
actionable insights for public and private banks operating in the J & K region.

Keywords: Digital banking, Customer satisfaction, Service quality, Public and private bank,
J&K,

Introduction

In recent years, the banking sector has undergone a significant transformation driven by
technological advancements, leading to the widespread adoption of digital banking services.
The advent of digital technologies has revolutionized the way customers interact with banks,
offering convenience, accessibility, and efficiency like never before. In the context of Jammu
and Kashmir (J & K), a region characterized by its unique geographical and socio-economic
landscape, the digitalization of banking services presents both opportunities and challenges.

Digital banking, also known as electronic banking or e-banking, encompasses a wide range of
online and mobile-based services offered by banks to their customers. These services include
online account management, fund transfers, bill payments, loan applications, and digital
wallets, among others. The shift towards digital banking has been driven by various factors,
including changing customer preferences, advancements in technology, regulatory initiatives,
and the need for cost-effective banking solutions.

One of the key determinants of success in the digital banking landscape is service quality.
Service quality refers to the level of excellence provided by banks through their digital
channels, including reliability, responsiveness, security, convenience, and customization.
Customers expect seamless and user-friendly digital experiences that meet their needs and
preferences while ensuring the security and privacy of their financial information.

Satisfied customers are more likely to remain loyal to their banks, engage in positive word-of-
mouth recommendations, and increase their usage of digital banking services. Understanding
the factors that influence customer satisfaction in the context of digital banking is essential for
banks to retain existing customers and attract new ones in an increasingly competitive market.

In Jammu and Kashmir, the banking sector is characterized by the presence of both public and
private banks, each vying for market share and customer loyalty. Public sector banks, with their
extensive branch network and government backing, have traditionally been the dominant
players in the region. However, private banks, known for their innovation and customer-centric
approach, have been gaining traction, particularly among urban and tech-savvy consumers.
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The remainder of this paper is organized as follows: Section 2 reviews the relevant literature
on digital banking service quality and customer satisfaction. Section 3 describes the research
methodology, including the sampling strategy, data collection methods, and analytical
techniques. Section 4 presents the findings of the study, followed by a discussion in Section 5.
Finally, Section 6 concludes the paper with implications for theory and practice, as well as
suggestions for future research.

2. Review of literature

In recent years, digital banking has become increasingly prominent, transforming the way
customers interact with banks and conduct financial transactions. With the rapid adoption of
digital technologies, the focus on service quality and customer satisfaction in the banking sector
has gained significant attention. This review aims to explore existing literature on digital
banking service quality and customer satisfaction, particularly in the context of select public
and private banks in the Jammu and Kashmir (J & K).

The services industry is the leading industry in India’s GDP, and attracts enormous Foreign
Direct Investment (FDI) with an inflow of US$ 83.14 billion between April 2000 and June
2020 and has provided large-scale jobs (International Labour Organization, 2021; Services
Sector in India, 2021). India’s service sector comprises a wide variety of operations including
finance, hospitality, logistics, storage and communication, banking, insurance, real estate,
business consultancy services, social and personal amenities, and construction services
(Services Sector in India, 2021). In India, 32% of the total employment is generated from the
services sector (International Labour Organization, 2021). Three competitive goals were found
in India’s services sector: quality/delivery, flexibility, and cost, with the highest being
quality/delivery (Idris & Nagshbandi, 2019).

The studies on Digital banking were conducted in many countries: Australia (Herington &
Weaven, 2007; Joseph, McClure, & Joseph, 1999; Sathye, 1997), Taiwan (Chen, 1999), the
UK (Boyes & Stone, 2003; Jayawardhena & Foley, 2000), Malaysia (Mohan et al., 2013),
Turkey (Polatoglu & Ekin, 2001), Italy (Hasan, Maccario, & Zazzara, 2002), Finland
(Karjaluoto, Mattila, & Pento, 2002), Singapore (Liao & Cheung, 2002), Thailand
(Prompattanapakdee, 2009), Malacca (Ling, Lim, Tan, & Huat, 2016) and Korea (Suh & Han
2002). Prom-pattanapakdee (2009, p. 3) has summarised the research studies on Digital
banking conducted in several countries.

The need for deploying Digital banking in India has been very strong, considering that (a) a
significant proportion of the urban population in India today is employed in the information
technology industry and so they have easy access to the Internet and (b) there is a huge
expatriate Indian workforce engaged in various professional pursuits around the world
(Kannabiran & Narayan, 2005). Most of the banks in India have introduced customer-friendly
Digital banking facility with advanced security features to protect customers against

cybercrime. Almost 57 per cent of Indian respondents using the Internet prefer banking online
and use other financial services due to hassle-free easy access and time-saving feature of
Digital banking (Malhotra & Singh, 2009). At the same time, Digital banking exposed
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customers to unforeseen frauds. Reserve Bank of India (RBI) has suggested that banks
introduce two-stage authentication to ensure security of transactions.

Digital banking is mainly designed by both private and public sector banks to achieve two
objectives. The first objective is to increase convenience of the customers by fulfilling the
customers’ requirements such as online viewing of account details, statement information,
payment of bills online, money transfer, applying for accounts and e-clearance such as rent,
loan payment and so on. The second objective is to reduce cost of operation. The present study
is aimed at studying the total customer satisfaction with Digital banking. Though customer
satisfaction is multidimensional (Bharadwaj & Mitra, 2016; Kumar, 2016) and has been widely

studied in various contexts, the available literature is very scant about customer satisfaction in
Digital banking, especially in India (Patel & Pithadia, 2013; Sureshchandar, Rajendran, &
Anantharaman, 2002).

Conceptual Model

The study developed a research model using the E-S-QUAL Model’s four dimensions
(efficiency, ease of use, responsiveness and security/privacy) and the BSQ Model’s three
dimensions (reliability, service portfolio and service charges). The conceptual model is
presented in Table-1.

Table-1: Conceptual Model

Construct Description

How user-friendly and intuitive the digital banking platform is. Factors
Ease of Use include navigation, clarity of instructions, and simplicity of interface.

The speed and effectiveness of digital banking transactions. Includes
factors such as transaction processing time, availability of services, and
Efficiency task completion.

The range and diversity of digital banking services offered to customers.
Service Includes variety of products, customization options, and relevance to
Portfolio customer needs.

The consistency and dependability of digital banking services. Factors
Reliability include system uptime, accuracy of transactions, and minimal downtime.

How quickly and effectively the digital banking platform addresses
customer queries, concerns, or issues. Includes customer support
Responsiveness ||availability and response time.

Evaluation of the fee structure associated with digital banking services.
Service Charges |Considers transparency, fairness, and competitiveness of service charges.

Measures in place to protect customer data and financial information from
Security/Privacy|junauthorized access or breaches.

Source: Compiled from E-S-QUAL Model and BSQ Model
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3. Methodology

Sample

Data were collected from 400 respondents using digital banking service, 166 of which were

from private sector banks and 234 were from public sector banks. Three public sector banks

and three private sector banks were selected from J&K for this study. The public sector banks

include (a) State Bank of India, (b) Punjab National Bank (c) Canara Bank. The private sector

banks selected for this study include (a) J & K Bank (b) ICICI Bank (¢) HDFC Bank.
Table-2: Break-up of respondents

Bank Sector Bank Name Number of Respondents
State Bank of India 106
Public Sector Punjab National Bank 73
Canara Bank 55
J & K Bank 57
Private Sector ICICI Bank 49
HDFC Bank 60

Source: Primary data
4. Data Analysis:
1. Descriptive Statistics:

Descriptive statistics are calculated to summarize the data collected from 400 respondents
regarding digital banking service quality and customer satisfaction.

Table-3: Descriptive Statistics

Variable Mean S.D Variance CV
Digital Banking Quality 4.56 0.82 0.67 18.03%
Customer Satisfaction 4.78 0.75 0.56 15.67%

2. Multiple Regression Analysis:

Multiple regression analysis is conducted to examine the relationship between digital banking
service quality and customer satisfaction, controlling for demographic variables.

Table-4: Multiple Regression Results

Variable Coefficient Standard Error t-value  p-value
Digital Banking Quality 0.652 0.124 5.274 <0.001
Demographic Variables 0.123 0.045 2.733 0.006

Constant 1.345 0.321 4.187 <0.001
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3. Correlation Analysis:

Correlation analysis is performed to determine the strength and direction of the relationship
between digital banking service quality and customer satisfaction.

Table-5: Correlation Matrix

Digital Banking Quality Customer Satisfaction
Pearson Correlation 1.000 0.759
(p <0.001) (p <0.001)

Data Analysis
Likert scale test
Table-6: Likert scale test

Construct Mean Score Interpretation

Ease of Use 43 Satisfied
Efficiency 4.1 Satisfied
Service Portfolio 4.5 Satisfied
Reliability 4.2 Satisfied
Responsiveness 4.0 Satisfied
Service Charges 3.8 Neutral

Security/Privacy 4.4 Satisfied
Overall Satisfaction 4.2 Satisfied

Result

Ease of Use:

Mean Score: 4.3

Interpretation: Satisfied

Data Interpretation: The average score for ease of use is 4.3, indicating that respondents are
generally satisfied with the ease of use of digital banking services in the Jammu and Kashmir.
Efficiency:

Mean Score: 4.1

Interpretation: Satisfied

Data Interpretation: The average score for efficiency is 4.1, suggesting that respondents are
generally satisfied with the efficiency of digital banking services in the Jammu and Kashmir.
Service Portfolio:

Mean Score: 4.5

Interpretation: Satisfied

Data Interpretation: The average score for service portfolio is 4.5, indicating that respondents
are generally satisfied with the range and quality of services offered by digital banking
platforms in the Jammu and Kashmir.
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Reliability:

Mean Score: 4.2

Interpretation: Satisfied

Data Interpretation: The average score for reliability is 4.2, suggesting that respondents are
generally satisfied with the reliability of digital banking services in the Jammu and Kashmir.
Responsiveness:

Mean Score: 4.0

Interpretation: Satisfied

Data Interpretation: The average score for responsiveness is 4.0, indicating that respondents
are generally satisfied with the responsiveness of digital banking platforms in the Jammu and
Kashmir.

Service Charges:

Mean Score: 3.8

Interpretation: Neutral

Data Interpretation: The average score for service charges is 3.8, suggesting a neutral sentiment
among respondents regarding the transparency and fairness of service charges associated with
digital banking services in the Jammu and Kashmir.

Security/Privacy:

Mean Score: 4.4

Interpretation: Satisfied

Data Interpretation: The average score for security/privacy is 4.4, indicating that respondents
are generally satisfied with the security and privacy measures implemented by digital banking
platforms in the Jammu and Kashmir.

Overall Satisfaction:

Mean Score: 4.2

Interpretation: Satisfied

Data Interpretation: The overall satisfaction score, calculated from the average scores of all
constructs, is 4.2, suggesting that respondents are generally satisfied with their digital banking
experience in the Jammu and Kashmir.

Overall, this data interpretation indicates that respondents in the Jammu and Kashmir are
generally satisfied with various aspects of digital banking services, including ease of use,
efficiency, service portfolio, reliability, responsiveness, and security/privacy. However, there
may be room for improvement in addressing concerns related to service charges to further
enhance overall satisfaction.

t-test
Table-7: t-test
Public Sector Private Sector p-

Construct Mean Mean t-value|| value Result
Ease of Use 4.2 4.5 2.31 ]|0.021 ||Significant
Efficiency 4.0 43 2.54 ]|0.012 ||Significant
Service Not
Portfolio 4.4 4.6 1.89 ]|0.065 ||Significant
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Public Sector Private Sector p-
Construct Mean Mean t-value| value Result

Not

Reliability 4.3 4.4 0.76  [0.449 |Significant
Not

Responsiveness (4.1 4.2 1.12° ]|0.263 ||Significant
Not

Service Charges ||3.9 4.1 1.98 |0.054 ||Significant

Security/Privacy||4.5 4.7 2.83 ||0.007 |Significant

Source: Primary Data

Result

Ease of Use:

HO: There is no significant difference in ease of use ratings between respondents from public
sector banks and private sector banks in the Jammu and Kashmir.

H1: There is a significant difference in ease of use ratings between respondents from public
sector banks and private sector banks in the Jammu and Kashmir.

Interpretation:

With a t-value of 2.31 and a p-value of 0.021, we reject the null hypothesis and conclude that
there is a significant difference in ease of use ratings between respondents from public sector
banks and private sector banks in the Jammu and Kashmir at a significance level of 0.05.
Efficiency:

HO: There is no significant difference in efficiency ratings between respondents from public
sector banks and private sector banks in the Jammu and Kashmir.

HI1: There is a significant difference in efficiency ratings between respondents from public
sector banks and private sector banks in the Jammu and Kashmir.

Interpretation:

With a t-value of 2.54 and a p-value of 0.012, we reject the null hypothesis and conclude that
there is a significant difference in efficiency ratings between respondents from public sector
banks and private sector banks in the Jammu and Kashmir at a significance level of 0.05.
Service Portfolio:

HO: There is no significant difference in service portfolio ratings between respondents from
public sector banks and private sector banks in the Jammu and Kashmir.

HI1: There is a significant difference in service portfolio ratings between respondents from
public sector banks and private sector banks in the Jammu and Kashmir.

Interpretation:

With a t-value of 1.89 and a p-value of 0.065, we fail to reject the null hypothesis. Therefore,
we do not have sufficient evidence to conclude that there is a significant difference in service
portfolio ratings between respondents from public sector banks and private sector banks in the
Jammu and Kashmir at a significance level of 0.05.

Reliability, Responsiveness, Service Charges, and Security/Privacy:

For these constructs, the p-values are 0.449, 0.263, 0.054, and 0.007 respectively.
Interpretation:
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In each case, the p-value is greater than 0.05, indicating that we fail to reject the null hypothesis.
Therefore, we do not have sufficient evidence to conclude that there is a significant difference
in ratings for reliability, responsiveness, service charges, and security/privacy between
respondents from public sector banks and private sector banks in the Jammu and Kashmir at a
significance level of 0.05.

Overall, this interpretation highlights the significant differences observed in ease of use and
efficiency ratings between respondents from public sector banks and private sector banks in
the Jammu and Kashmir, while indicating no significant differences in ratings for service
portfolio, reliability, responsiveness, service charges, and security/privacy.

Customer satisfaction

Ease of Use and Efficiency:

Both ease of use and efficiency show statistically significant differences between respondents
from public sector banks and private sector banks. This suggests that customers from one sector
may find digital banking platforms easier to use and more efficient compared to the other
sector, which could impact their overall satisfaction.

Service Portfolio:

There is no statistically significant difference in service portfolio ratings between respondents
from public sector banks and private sector banks. This implies that both types of banks offer
a similar range and quality of services in their digital banking platforms, which may not
significantly influence overall customer satisfaction.

Reliability, Responsiveness, Service Charges, and Security/Privacy:

These constructs do not show statistically significant differences between respondents from
public sector banks and private sector banks. This suggests that customers perceive similar
levels of reliability, responsiveness, transparency in service charges, and security/privacy
measures across both sectors, which may not significantly impact their overall satisfaction.
Overall, while there are differences in perceptions of ease of use and efficiency between
respondents from public sector banks and private sector banks in the Jammu and Kashmir,
other factors such as service portfolio, reliability, responsiveness, service charges, and
security/privacy seem to have similar influences on customer satisfaction across both sectors.
Banks in both sectors may need to focus on improving ease of use and efficiency to enhance
overall customer satisfaction with digital banking services in the region.
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Table-8: Interpretation

Construct F-value| p-value Interpretation
Ease of Use 3.28 0.015 ||Significant differences among respondent groups
Efficiency 245 0.032  ||Significant differences among respondent groups
Service Portfolio 1.68 0.097 ||No significant differences among respondent groups
Reliability 2.11 0.052 ||No significant differences among respondent groups
Responsiveness 1.92 0.074  ||No significant differences among respondent groups
Service Charges 1.55 0.112  ||No significant differences among respondent groups
Security/Privacy 3.75 0.008 ||Significant differences among respondent groups
Overall Satisfaction |4.02 0.005 ||Significant differences among respondent groups

Source: Primary data
Data Interpretation:

Ease of Use:

The F-value is 3.28 and the p-value is 0.015, indicating that there are significant differences in ease of
use ratings among respondents from different banks in the Jammu and Kashmir.

Efficiency:

The F-value is 2.45 and the p-value is 0.032, indicating that there are significant differences in efficiency
ratings among respondents from different banks in the Jammu and Kashmir.

Service Portfolio:

The F-value is 1.68 and the p-value is 0.097, suggesting that there are no significant differences in
service portfolio ratings among respondents from different banks in the Jammu and Kashmir.
Reliability, Responsiveness, Service Charges:

For these constructs, the p-values are all above 0.05, indicating that there are no significant differences
in ratings among respondents from different banks in the Jammu and Kashmir.

Security/Privacy:

The F-value is 3.75 and the p-value is 0.008, suggesting that there are significant differences in
security/privacy ratings among respondents from different banks in the Jammu and Kashmir.

Overall Satisfaction:

The F-value is 4.02 and the p-value is 0.005, indicating that there are significant differences in overall
satisfaction ratings among respondents from different banks in the Jammu and Kashmir.

5. Findings

Based on the results from the t-test, Likert scale analysis, and ANOVA table comparing public sector
banks and private sector banks in the Jammu and Kashmir, several key findings emerge regarding
customer satisfaction with digital banking services:

Differences in Customer Perceptions:

The t-test analysis revealed significant differences in ease of use and efficiency between public sector
banks and private sector banks. Customers from one sector may find digital banking platforms easier to
use and more efficient compared to the other sector.

However, other factors such as service portfolio, reliability, responsiveness, service charges, and
security/privacy did not show significant differences between the two sectors.

Strengths and Weaknesses:

Public sector banks may need to focus on improving ease of use and efficiency to match the standards
set by private sector banks in the Jammu and Kashmir.

Private sector banks, while excelling in ease of use and efficiency, should ensure they maintain
1203 | Page
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comparable levels of service quality in other areas such as reliability, responsiveness, and
security/privacy.

Customer Satisfaction Levels:

Overall, customers from both public sector and private sector banks are generally satisfied with various
aspects of digital banking services, as indicated by the Likert scale analysis.

Both sectors have strengths to leverage and areas for improvement to address, with no
significant differences observed in overall satisfaction levels between public and private sector
banks.

Significance of Security and Privacy:

Security and privacy emerge as critical factors influencing overall customer satisfaction, with
both sectors scoring high on these attributes.

Ensuring robust security measures and maintaining customer trust in the confidentiality of their
data are crucial for enhancing overall satisfaction and fostering long-term relationships with
customers in both sectors.

Implications for Banks:

Public sector banks may need to invest in technology upgrades and user experience
enhancements to improve ease of use and efficiency, aligning themselves more closely with
customer expectations.

Private sector banks should continue prioritizing customer-centric approaches and innovation
while ensuring they maintain high standards across all service attributes to sustain customer
satisfaction levels.

6. Conclusion

In conclusion, the analysis of customer satisfaction with digital banking services in the Jammu
and Kashmir provides valuable insights into the strengths, weaknesses, and areas for
improvement for both public and private sector banks. Here are the key points to consider:
Overall Satisfaction Levels: Customers from both public and private sector banks in the Jammu
and Kashmir generally express satisfaction with various aspects of digital banking services.
This suggests that banks are meeting many of the expectations of their customers.

Sectoral Differences: While there are similarities in overall satisfaction levels between public
and private sector banks, there are notable differences in specific areas such as ease of use and
efficiency. Private sector banks tend to outperform public sector banks in these aspects,
indicating areas where improvement may be needed for public sector banks to remain
competitive.

Importance of Security and Privacy: Security and privacy emerge as crucial factors influencing
overall customer satisfaction. Both sectors perform well in these areas, suggesting that
customers highly value measures taken by banks to safeguard their personal and financial
information.

Opportunities for Improvement: There are opportunities for both public and private sector
banks to enhance customer satisfaction further. Public sector banks may need to invest in
technology upgrades and user experience enhancements to improve ease of use and efficiency,
while private sector banks should continue prioritizing customer-centric approaches and
innovation.
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Future scope

The findings and insights from the study on customer satisfaction with digital banking services
in the Jammu and Kashmir lay the groundwork for several future research avenues and practical
implications. Future research could delve deeper into understanding the specific factors driving
differences in customer satisfaction between public and private sector banks. Longitudinal
studies tracking changes in customer preferences and satisfaction levels over time can offer
insights into evolving trends and enable banks to adapt their strategies accordingly. Overall,
the future scope of the study extends beyond the current findings to encompass a broad range
of research directions aimed at enhancing customer satisfaction, driving innovation, and
fostering sustainable growth in the digital banking sector. By embracing these opportunities
for further exploration, banks can adapt to evolving customer expectations and deliver superior
digital banking experiences in the years to come.

Reference

1. Ahmed, R. R., Vveinhardt, J., Streimikien¢, D., Ashraf, M., & Channar, Z. A. (2017).
Modified servqual model and effects of customer attitude and technology on customer
satisfaction in banking industry: Mediation, moderation and conditional process
analysis. Journal of Business Economics and Management, 18(5), 974-17.
https://doi.org/10.3846/16111699.2017.1368034

2. Akhlaghi, E., Amini, S., & Akhlaghi, H. (2012). Evaluating educational service quality
in technical and vocational colleges using SERVQUAL model. Procedia - Social and
Behavioral Sciences, 46, 5285-5289. https://doi.org/10.1016/j.sbspro.2012.06.424

3. Akilimalissiga, S., Sukdeo, N., & Vermeulen, A. (2017). The delivery of service quality
to increase customer repurchase behaviour and customer satisfaction at fast food outlets
in Central Johannesburg, South Africa. In 2017 IEEE International Conference on
Industrial Engineering and Engineering Management (IEEM); IEEE

4. Albarqg, A. N. (2013). Applying a SERVQUAL model to measure the impact of service
quality on customer loyalty among Local Saudi Banks in Riyadh. American Journal of
Industrial and Business Management, 3(8), 700-707.
https://dx.doi.org/10.4236/ajibm.2013.38079

5. Alumran, A., Almutawa, H., Alzain, Z., Althumairi, A., & Khalid, N. (2020).
Comparing public and private hospitals’ service quality. Journal of Public Health, 29,
839-845. https://doi.org/10.1007/s10389-019-01188-9

6. Araujo, J., Gurgel, J., Silva, W., Deretti, S., Dalazen, L., & Veiga, C. (2016). Quality
evaluation in post-graduate diploma courses from the students’ perspective: An
exploratory study in Brazil. The International Journal of Management
Education, 14(3), 454—465. https://doi.org/10.1016/j.ijme.2016.10.003

7. Asubonteng, P., McCleary, K. J., & Swan, J. E. (1996). SERVQUAL revisited: A
critical review of service quality. Journal of Services Marketing, 10(6), 62—81.
https://doi.org/10.1108/08876049610148602

8. Bagozzi R. P. (1981). Attitudes, intentions and behaviour: A test of some key
hypotheses. Journal of Personality and Social Psychology, 41(4), 407—627.

9. Bagozzi R., Davis Fred, & Warshaw P. (1992). Development and Test of a Theory of

Technological Learning and Usage. Human Relations, 45(7), 659—686.
1205|Page



1206

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

CUSTOMER SATISFACTION TOWARDS DIGITAL BANKING: A COMPARATIVE ANALYSIS BETWEEN
PUBLIC AND PRIVATE BANKS IN J&K

Behavior: An exploratory study of household end users. Journal of Organizational and
End User Computing, 18(1), 1-22.

Bharadwaj S. G., & Mitra D. (2016). Customer satisfaction and long-term stock
returns. Journal of Marketing, 80, 106—121.

Botelho D. (2007). Consumer behaviour on the internet: Trust and perception of
security control in the Brazilian context. Conference Proceedings American Marketing
Association, 18, 174-189.

Boyes G., & Stone M. (2003). E-business opportunities in financial services. Journal
of Financial Services Marketing, 8(2), 176—189.

Buttle, F. (1996). SERVQUAL: Review, critique, research agenda. European Journal
of Marketing, 30(1), 8-32. https://doi.org/10.1108/03090569610105762

Casal6 L. V., Flavian C., & Guinaliu M. (2007). The role of security, privacy, usability
and reputation in the development of online banking. Online Information Review,
31(5), 583-403.

Chan S., & Lu M. (2004). Understanding Digital banking adoption and use behaviour:
A Hong Kong perspective. Journal of Global Information Management, 12(3), 21-43.
Chang, H., & Chen, S. (2009). Consumer perception of interface quality, security, and
loyalty in electronic commerce. Information & Management, 46(7), 411-417.

Chau P. Y. K., & Hu P. J. H. (2002). Investigating healthcare professionals’ decisions
to accept telemedicine technology: An empirical test of competing
theories. Information and Management, 39(4), 297-311.

Choudhury, K. (2013). Service quality and customers’ purchase intentions: An
empirical study of the Indian banking sector. International Journal of Bank
Marketing, 31(7), 529-543. https://doi.org/10.1108/1JBM-02-2013-0009

Chen T. Y. (1999). Critical success factors for various strategies in the banking
industry. International Journal of Bank Marketing, 17(2), 83-91.

Chiemeke S. C., Evwiekpaefe A., & Chete F. (2006). The adoption of Digital banking
in Nigeria: An empirical investigation. Journal of Digital banking and Commerce,
11(3), 1-10.

Chua E. K. (1980). Consumer intention to deposit at banks: An empirical investigation

of its relationship with attitude, normative belief and confidence, academic exercise.
Faculty of Business Administration, National University of Singapore.

Compeau D. R., & Higgins C. A. (1995). Computer self-efficacy: Development of a
measure and initial test. MIS Quarterly, 19(2), 189-211.

Dar, K. H., Bhat, R. L., & Raina, S. H. (2018). Service quality in private hospitals of
Jammu and Kashmir - An empirical assessment from district Srinagar. International
Journal  of  Healthcare  Technology  and  Management, 17(2/3), 197.
https://doi.org/10.1504/1IJHTM.2018.098390

Davis F. D. (1986). A technology acceptance model for empirically testing new end-
user information systems: Theory and results (Unpublished doctoral dissertation).
Sloan School of Management, Massachusetts Institute of Technology.

Davis F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13(3), 319-340.

Davis F. D., Bagozzi R. P., & Warshaw P. R. (1989). User acceptance of computer




Umar Amin*
Business, Management and Economics Engineering, 2024 Volume 22 Issue 1, ISSN: 2669-2481 / eISSN: 2669-249X 1207

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

technology: A comparison of two theoretical models. Management Science, 15(8),
318-339.

Dharma lingam. S. and Kennan. K. V, “Customer Perception on Service Quality of
New Private Sector Banks in Tamilnadu - an Empirical Study”, JBFSIR Volume 1,
Issue 5, 2011.

Drennan, J., Sullivan, G., & Previte, J. (2006). Privacy, risk perception, and expert
online

Eriksson K., Kerem K., & Nilsson D. (2005). Customer acceptance of Digital banking
in Estonia. International Journal of Bank Marketing, 23(2/3), 200-216.

Dsouza, R. S., Subhash, K. B., Chen, R. F., & Weiermair, K. (2018). Service quality
and customer satisfaction: An empirical analysis of banking sector in Goa.

Fatima, I., Humayun, A., Igbal, U., & Shafiq, M. (2019). Dimensions of service quality
in healthcare: A systematic review of literature. International Journal for Quality in
Health Care, 31(1), 11-29. https://doi.org/10.1093/intghc/mzy125

Fishbein M., & Ajzen 1. (1975). Belief, attitude, intention and behaviour: An
introduction to theory and research. Reading, MA: Addison-Wesley.

Gerrard P., & Cunningham J. B. (2003). The diffusion of Digital banking among
Singapore consumers. International Journal of Bank Marketing, 21(1), 16-28.

Hair, J., Risher, J., Sarstedt, M., & Ringle, C. (2019). When to use and how to report
the  results of  PLS-SEM. European  Business  Review, 31(1), 2-24.
https://doi.org/10.1108/ebr-11-2018-0203

Hasan 1., Maccario A., & Zazzara C. (2002). Do internet activities add value? The
Italian bank experience (Working Paper). Berkley Research Center, New York
University.

Herington C., & Weaven S. (2007). Can banks improve customer relationships with
high quality online services? Managing Service Quality, 17(4), 404—427.

Hill T., Smith N. D., & Mann M. F. (1986). Communicating innovations: Convincing
computer phobics to adopt innovative technologies. Advances in Consumer Research,
13, 419-422.

Idris, F., & Nagshbandi, M. M. (2019). Exploring competitive priorities in the service
sector: Evidence from India. International Journal of Quality and Service
Sciences, 11(2), 167-186. https://doi.org/10.1108/1JQSS-02-2018-0021

India Brand Equity Foundation. (2021). Indian banking industry
analysis. https://www.ibef.org/industry/banking-presentation (accessed March 27,
2021)

International Labour Organization. Employment in services (% of total employment)
(modeled ILO
estimate). https://data.worldbank.org/indicator/SL.SRV.EMPL.ZS (accessed = March
27,2024)

Jayawardhena C., & Foley P. (2000). Changes in the banking sector: The case of Digital
banking in the UK. Internet Research: Electronic Networking Applications and Policy,
10(1), 19-30.

Joseph M., McClure B., & Joseph B. (1999). Service quality in the banking sector: The
impact of technology on service delivery. International Journal of Bank Marketing,

1207 |Page



1208

44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

CUSTOMER SATISFACTION TOWARDS DIGITAL BANKING: A COMPARATIVE ANALYSIS BETWEEN
PUBLIC AND PRIVATE BANKS IN J&K

17(4), 182—-191.

Kannabiran G., & Narayan P. C. (2005). Deploying Digital banking and e-commerce:
Case study of a private sector bank in India. Information Technology for Development,
11(4), 363-379.

Kapoor K. K., Dwivedi Y. K., & Williams M. D. (2015). IRCTC mobile ticketing
adoption in an Indian context. International Journal of Indian Culture and Business
Management, 11(2), 155-183.

Karjaluoto H., Mattila M., & Pento T. (2002). Electronic banking in Finland: Consumer
beliefs and reactions to a new delivery channel. Journal of Financial Services
Marketing, 6(4), 346-361.

Kennedy P. (1979). A4 guide to econometrics. Cambridge, MA: MIT.

Khalil M. N., & Pearson J. M. (2007). The influence of trust on Digital banking
acceptance. Journal of Digital banking and Commerce, 12(2), 1-10.

Koltzsch G. (2006). Innovative methods to enhance transaction security of banking
applications. Journal of Business Economics and Management, 7(4), 243-249.

Kumar V. (2016). Introduction: Is customer satisfaction (Ir)relevant as a
metric? Journal of Marketing, 80(5), 108—109.

Lee Y., & Kozar K. (2008). An empirical investigation of anti-spyware software
adoption: A multi-theoretical perspective. Information Management, 45(2), 109—-119.
Liao Z., & Cheung M. T. (2002). Internet based e-banking and consumer attitudes: An
empirical study. Information and Management, 39(4), 283-295.

Ling M. G,, Lim S. F., Tan K. B., & Huat S. (2016). Understanding customer
satisfaction of Digital banking: A case study in Malacca. Procedia Economics and
Finance, 37(1), 80—65.

Litter, D Melanthio, D (2006),Consumer perception of risk and uncertainty and the
implication s for behavior towards innovative retail services.

Lu S. C, Lai K. H., & Cheng T. C. E. (2006). Adoption of internet service in linier
shipping: An empirical study of shippers in Taiwan. Transport Reviews, 26(2), 189—
206.

Malhotra P., & Singh B. (2009). The impact of Digital banking on bank performance
and risk: The Indian experience. Eurasian Journal of Business and Economics, 2(4),
43-62.

Masrek M. N., Syafig M., Halim A., Khan A., & Ramli 1. (2018). The impact of
perceived credibility and perceived quality on trust and satisfaction in mobile banking
context. Asian Economic and Financial Review, 8(7), 1013—1025.

Mohan H., Ahmad N., Kong Q. C., Yew C. T., Liew J., Kamariah N., & Mat N. (2013).
Determinants of the Digital banking intention in Malaysia. American Journal of
Economics, 3(3), 149—-152.

Mols N. P. (2000). The internet and services marketing: The case of Danish retail
banking. Internet Research: Electronic Networking Applications and Policy, 10(1), 7—
18.

Moutinho L and Smith A (2000), Model Banking customer: Satisfaction through
mediation of attitudes towards human and automated banking, International journal of
Bank Marketing.Vol18.no.3pp.124-134



Umar Amin*
Business, Management and Economics Engineering, 2024 Volume 22 Issue 1, ISSN: 2669-2481 / eISSN: 2669-249X 1209

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

Patel H., & Pithadia V. (2013). Emerging trends in customer satisfaction of value added
services in selected banks at Mehsana District of Gujarat. International Monthly
Refereed Journal of Research in Management & Technology, 3. Retrieved from
www.abhinavjournal.com

Pikkarainen T., Pikkarainen K., Karjaluoto H., & Pahnila S. (2004). Consumer
acceptance of online banking: An extension of the technology acceptance
model. Internet Research, 14(3), 224-215.

Polatoglu V. N., & Ekin S. (2001). An empirical investigation of the Turkish
consumers’ acceptance of Digital banking services. International Journal of Bank
Marketing, 19(4), 156-165.

Prompattanapakdee S. (2009). The adoption and use of personal Digital banking
services in Thailand. The Electronic Journal on Information Systems in Developing
Countries, 37(6), 1-31.

Rao. K. Rama. Mohana and Lakew. Tekeste Berhanu, "Service Quality Perceptions of
Customers: A Study of the Customers' of Public Sector and Private Sector Commercial
Banks in India", International Journal of Research in Commerce & Management,
Volume No. 2 (2011), Issue No. 11.

Robinson T. (2000). Digital banking: Still not a perfect marriage. Information Week,
17(4), 104-106.

Safeena.et al, "Customer Perspectives on E-business Value: Case Study on Internet
Banking", JIBC, Vol. 15, No.1, April 2010.

Sang S., Lee J.-D, & Lee J. (2009). E-government adoption in ASEAN: The case of
Cambodia. Internet Research, 19(5), 517-534.

Santhiyavalli. G, "Customer's perception of service quality of State Bank of India - A
Factor Analysis", [IMBS Vol. 1, Issue 3, September 2011.

Sathye M. (1997). Digital banking in Australia. Journal of Digital banking and
Commerce, 2(4), 1-2.

Sawant B. S. (2011). Technological developments in Union Bank of Indiaing
sector. Indian Streams Research Journal, 1(9), 1-4.

Shah A. (2011). Factors influencing online banking customer satisfaction and their
importance in improving overall retention levels: An Union Bank of Indiaing
perspective. Information and Knowledge Management, 1(1), 45-54.

Shah M., & Clarke S. (2009). E-banking management: Issues, solutions and strategies.
Hershey, PA: IGI Global.

Shin D.-H. (2010). MVNO services: Policy implications for promoting MVNO
diffusion. Telecommunications Policy, 34(10), 616—632.

Subha, R, R,-"Impact on the perception of banking customers with foreign money: Case
study on FDI" JIBR, Vol.16, No.3, March 2010.

Smith A. D. (2006). Aspects of strategic forces affecting online banking. Services
Marketing Quarterly, 28(2), 79-97.

Srivastava R. K. (2007). Customer’s perception on usage of Digital banking. Innovative
Marketing, 3(4), 67-77.

Suh B., & Han 1. (2002). Effect of trust on customer acceptance of Digital
banking. Electronic Commerce Research and Applications, 1(3), 240-263.

1209 |Page



1210 CUSTOMER SATISFACTION TOWARDS DIGITAL BANKING: A COMPARATIVE ANALYSIS BETWEEN
PUBLIC AND PRIVATE BANKS IN J&K

79. Sureshchandar G. S., Rajendran C., & Anantharaman R. N. (2002). The relationship
between service quality and customer satisfaction: A factor specific approach. Journal
of Service Marketing, 16(4), 363-379.

80. Talukder A. K. (2018). Effect of perceived service quality of commercial banks on
customer satisfaction. International Journal of Management, Technology and
Engineering, 8(12), 593—402.

8l.Tan M., & Teo T. S. H. (2000). Factors influencing the adoption of Digital
banking. Journal of the Association for Information Systems, 1(1), 1-42.

82. Taylor S., & Todd P. A. (1995). Understanding information technology usage: A test
of competing models. Information Systems Research, 6(2), 144—176.



