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Abstract

This study examines how digital transformation may relate to customer satisfaction and trust in co-operative banks.
Digital banking services including mobile applications, internet banking, UPI payments, ATMs and digital customer
support can improve convenience and access, but their value depends on usability, reliability, security and customer
capability. The article presents a framework for assessing digital service awareness and use and examining relationships
among digital transformation, satisfaction, trust and digital literacy. A structured questionnaire and quantitative methods
such as descriptive statistics, chi-square tests, regression and moderation analysis are proposed. The figures in the initial
draft are illustrative and must be verified or replaced using actual survey responses before empirical claims are made.
The article discusses digital inclusion, customer support and transparent security practices in community-oriented
banking institutions. It recommends accessible interfaces, digital literacy programmes, responsive human assistance and
regular performance monitoring. The framework can help co-operative banks evaluate digital service development while
maintaining the personal relationships and community focus that distinguish them.
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1. Introduction 2. To examine associations between demographic
characteristics and  digital banking adoption.

Co-operative  banks serve communities, small 1 . o
3. To analyse the relationship between digital

businesses and customers who may value local
relationships and accessible branch services. As
banking moves to digital channels, these institutions
face opportunities to improve convenience and

transformation and customer satisfaction.
4. To examine the relationship between digital
transformation and customer trust.
5. To investigate whether digital literacy moderates the

availability alongside challenges involving technolo
Y £ y & &y relationship between digital transformation and

investment, cybersecurity, customer capability and

. satisfaction.
operational change.

6. To recommend improvements to digital banking

. . . . S services in co-operative banks.
Digital transformation may include mobile applications, P

internet banking, UPI and other digital payments, online 1.2 Research Hypotheses
account services, ATMs and digital customer support.

= ” . ] H1: Digital transformation is positively associated with
These channels can reduce waiting time and simplify

. . ) customer satisfaction.
routine transactions. However, outages, confusing

. _ . . H2: Digital transformation is positively associated with
interfaces, fraud concerns and limited digital literacy & P Y

.. customer trust.
can reduce confidence. Successful digital strategy C . .
. ) . H3: Digital literacy moderates the relationship between
therefore combines reliable technology with clear . . . .
ication and accessible human supbort digital transformation and satisfaction.
communica pport- H4: Age is associated with mobile banking adoption.
1.1 Research Objectives HS5: Education is associated with awareness of digital

.. banking services.
1. To assess customer awareness and use of digital J

banking services.
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1.3 Significance of the Study

The study focuses on delivering useful digital services
while maintaining the accessibility and community
orientation of co-operative banking. Its framework can
help managers identify usability and support issues,
guide customer education and assess whether services
meet the needs of different customer groups.

2. Literature Review
2.1 Digital Transformation in Banking

Digital transformation integrates digital technologies
into service delivery, internal processes and customer
interaction. Digital channels may increase convenience
and speed, but effectiveness depends on reliability,
security and the fit between technology and customer
needs. The availability of a digital service should be
distinguished from its actual use and the quality of
customers' experiences.

2.2 Co-operative Banks: Distinctive Characteristics

Co-operative banks often operate with member-oriented
governance and strong local relationships. These
characteristics may support trust and familiarity, while
resource constraints can affect technology investment.
Digital transformation should be evaluated in the
context of each bank's customer base, service model
and operational capacity.

2.3 Customer Satisfaction in Banking

Customer satisfaction reflects the extent to which
service experiences meet or exceed expectations. The
SERVQUAL framework developed by Parasuraman,
Zeithaml and Berry (1988) identifies reliability,
responsiveness, assurance, empathy and tangibles as
important service-quality dimensions. In digital
banking, convenience, ease of use, availability and
transaction security are also important.

2.4 Digital Transformation and Trust

Trust is important when customers allow digital
systems to handle money and personal information.
Reliable transactions, transparent communication, clear
dispute procedures and appropriate security controls can
support trust. Technical failures, fraud incidents or
unclear data practices may weaken it. Trust should be
measured directly rather than treated as interchangeable
with satisfaction.

IJRITCC | December 2025, Available @ http://www.ijritcc.org

2.5 Digital Literacy as Moderator

Digital literacy concerns the ability to access,
understand and use digital tools safely and effectively.
Customers with stronger digital skills may navigate
applications and complete transactions more
independently. Others may need accessible interfaces,
demonstrations or branch assistance. Moderation
analysis can test whether the association between digital
transformation and satisfaction differs by digital
literacy.

2.6 Research Gap

Digital banking is widely studied, but experiences may
differ by institution type, geography, customer age and
infrastructure. A study focused on co-operative banks
can contribute context-specific evidence if it uses
transparent sampling, validated measures and a clearly
described study area.

3. Research Methodology
3.1 Research Design

A descriptive and analytical research design is
proposed. Primary data may be gathered from
customers who hold active accounts with selected co-
operative banks using a structured questionnaire.

3.2 Population and Sample

The original draft specifies 200 respondents and
stratified random sampling by age. Use these details
only if they accurately describe the completed study.
The final manuscript should identify the study area,
participating banks, eligibility criteria, sampling frame,
recruitment method and response rate.

3.3 Data Collection Instrument

The questionnaire may contain five sections: (A)
demographic and banking profile; (B) digital service
awareness and usage; (C) customer satisfaction; (D)
customer trust; and (E) digital literacy. Likert-scale
items should be clear, piloted and adapted to the
language and digital experience of the respondents.

3.4 Reliability and Validity

Content validity can be assessed by subject experts and
banking practitioners. A pilot study can identify
confusing items and estimate completion time. Internal
consistency coefficients should be calculated from
actual responses. Reliability values in an illustrative
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draft are unverified until recalculated from the real
dataset.

3.5 Data Analysis

Descriptive  statistics can summarize respondent
characteristics and service usage. Chi-square tests may
examine associations between demographic categories
and adoption. Regression models can estimate
relationships between digital transformation,
satisfaction and trust. Moderation analysis can test the
interaction between digital transformation and digital
literacy. Report coefficients, confidence intervals, test
statistics and exact p-values where possible.

3.6 Ethical Considerations

Participation should be voluntary and based on
informed consent. Respondents should be told that their
answers will be confidential and will not affect their
banking services. Do not collect account numbers,
PINs, passwords or unnecessary identifying
information. Store data securely and use it only for
research.

4. Data Analysis and Interpretation
4.1 Demographic Profile of Respondents

The supplied draft describes 200 customers by age,
gender, education, occupation and relationship length
with the bank. Verify all frequencies and percentages
against the dataset. State the geographic and
institutional scope and avoid generalizing beyond the
sampling design.

Table 1. Respondent Profile (illustrative example values
verify against raw data)

4.2 Awareness and Usage of Digital Banking
Services

Services to examine include mobile banking apps,
internet banking, UPI or other digital payments, online
account opening, digital customer support and ATMs.
Record awareness and actual usage separately. A gap
between awareness and use may reflect perceived risk,
access, usability, connectivity or customer preference;
follow-up evidence is needed to identify the reasons.

Table 2. Digital Service Awareness and Usage
(illustrative example values verify against raw data)

Service Aware n (%) Using n (%)

Mobile banking | 162 (81.0%)
app

128 (64.0%)

Internet banking | 138 (69.0%) 96 (48.0%)

UPI/digital
payments

184 (92.0%) 171 (85.5%)

Online  account | 94 (47.0%)
opening

52 (26.0%)

Digital customer | 116 (58.0%)
support

73 (36.5%)

ATM services 190 (95.0%) 176 (88.0%)

4.3 Chi-Square Analysis

Chi-square tests may assess age and mobile banking
adoption, education and digital-service awareness and
digital literacy and adoption. Include degrees of
freedom, sample size and p-values and check expected
cell counts. A significant association does not establish
causation.

Table 3. Chi-Square Results (illustrative example
results recalculate from raw data)

Variable Category Frequency | Percentage
Age Below 30 | 54 27.0%
years
Age 30-40 years 76 38.0%
Gender Male 112 56.0%
Gender Female 88 44.0%
Education | Undergraduate | 74 37.0%
Education | Postgraduate 96 48.0%
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Variables 1 df p-value
Education x| 12.18 2 .002
awareness

Age x adoption 16.42 2 <.001
Organizational/digital | 14.07 3 .003
literacy factor
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4.4 Regression Analysis

Separate regression models may be used for customer
satisfaction and customer trust. Report model fit and
coefficient estimates with standard errors, confidence
intervals and p-values. The R-squared values and
coefficients in the original draft are illustrative and must
not be presented as actual findings unless verified using
the collected data. Cross-sectional questionnaire data
generally support conclusions about association, not
causal impact.

Table 4. Regression Results (illustrative example results
recalculate from raw data)

Outcome Predictor B B R | p-
valu
e

Customer | Digital 05 {05 |03 |<

satisfactio | transformatio | 1 6 8 .001

n n

Customer | Digital 04 |04 |02 |<

trust transformatio | 3 7 9 .001

n

4.5 Moderation Analysis: Digital Literacy

A moderation model can test whether digital literacy
changes the strength of the relationship between digital
transformation and satisfaction. Report the interaction
coefficient and confidence interval, change in explained
variance and relevant test statistics. A simple-slopes
analysis or plot may aid interpretation. Replace all
illustrative values with results from the actual dataset.

Table 5. Moderation Results (illustrative example
results recalculate from raw data)

Interaction term | AR? F-change p-value

Digital 0.04 8.76 .004
transformation X
digital literacy

5. Findings

Final findings should be based on verified survey data.
Areas to report include awareness and use of each
digital channel, demographic associations with
adoption, relationships between digital service
perceptions and satisfaction or trust and whether digital
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literacy moderates satisfaction. Do not report illustrative
statistics as observed results.

6. Discussion

Discuss verified findings in relation to service-quality
and technology-acceptance literature. Consider whether
convenience and reliability matter more than the
number of features and whether personal assistance
helps customers facing digital barriers. Interpret non-
significant results cautiously, considering sample
composition, measurement quality and local context.

7. Recommendations

1. Design digital channels with clear language,
accessible layouts and  simple  navigation.
2. Conduct customer education sessions on mobile
banking, UPI safety, passwords and fraud prevention.
3. Maintain responsive branch and telephone support.
4. Communicate security practices, fees, interruptions
and complaint procedures transparently.
5. Monitor transaction failures, complaints, response
times and satisfaction.
6. Train staff to guide customers through digital
services.

7. Consider technology partnerships where they

customer

improve security and service quality sustainably.
8. Test new features with customers of different ages
and education levels.
9. Preserve reasonable access to essential banking
services for customers who cannot or prefer not to use
digital channels.

8. Conclusion

Digital transformation can help co-operative banks
improve convenience, accessibility and service delivery,
but positive outcomes are not automatic. Satisfaction
and trust depend on reliable technology, security, ecase
of use, digital literacy and effective human support.
This article provides a framework for examining those
relationships. Numerical claims should be finalized only
after the actual survey data have been verified and
analysed. Future research may compare co-operative
and commercial banks and track customer experiences
over time.
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