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ABSTRACT

The rapid digital transformation of the banking industry has redefined the customer
expectations, compelling financial institutions to adopt omnichannel banking as a strategy for
sustainable growth. This study explores the role of personalization, integrated customer
experience, and innovative technologies in enhancing customer engagement, ultimately driving
sustainable growth in omnichannel banking. By using a well-structured questionnaire, the data
were gathered from 280 digital banking customers in the Chennai Metropolitan Area, and
performing some statistical techniques, such as regression analysis, it was subsequently
analysed. The investigation results indicate that personalized and smooth cross-platform
interactions are strong drivers of customer engagement, which in turn, creates customer loyalty
in the long term. Moreover, the application of innovative technologies in banking Al-driven
solutions, blockchain security, as well as biometric authentication signify the increased
certainty and satisfaction of their customers. The said project is programmed to determine the
engagement of a customer as a crucial mediator in the collar of the main innovations in banking
and fluid growth. Though such advances, distinctive obstacles namely technology adoption
barriers, security concerns, and personalization gaps continue to exist. This particular research
was assembled to offer strategic knowledge for banks. The provided solutions will help banks
to improve digital service quality, enhance customer interactions, and secure their long-term
growth in the financing sector.

Keywords: Omnichannel Banking, Personalization, Integrated Customer Experience,
Innovative Technology, Customer Engagement, Sustainable Growth

INTRODUCTION:

the banking industry is experiencing a significant transformation due to rapid raise of technological
advancements, that changing the customer expectations and increased competition. In this modern world,
omnichannel banking has emerged as a crucial strategy for financial institutions aiming to enhance customer
experiences by integrating all this factors to achieve sustainable growth. By integrating various customer
touchpoints which including mobile apps, online platforms and in-branch services. omnichannel banking ensures
seamless and logical interactions, fostering greater engagement and loyalty among clients. Personalization is at
the core of this transformation. As consumers increasingly expect tailored experiences, banks that utilize data
analytics and artificial intelligence can provide customized financial solutions and 24/7 chatbot support that cater
to individual needs. Personalization is not just something that makes customers super happy of something that
keeps them coming back again and again in a market where companies are all out there competing. Personalized
stuff really perks up the interest of consumers and keeps them tied to a brand as it has them feeling special and
valued. In addition, offering a consistent customer experience across different channels is essential. These days,
customers want banks to move fast and be the same no matter whether they access us through a website, mobile
app or a branch visit. They're wanting more fluidity and reliability when they interact with banks. By making the
smooth sailing of switching between these channels much easier, banks can get rid of any places that block a
customer’s experience and make their whole trip so much smoother and more pleasurable. The adoption of new
innovative technologies, such as blockchain, cloud computing and advanced analytics, plays a vital role in the
evolution of omnichannel banking sector

Emergence of Digital Banking in India

The evolving phase of digital technology has transformed the India's banking sector, from the conventional
branch-based model to an all-pervasive, omnichannel strategy. The transformation has been fueled by increasing
internet penetration, lowered processing costs, and an increasing demand for frictionless and customized banking

2883


http://www.tpmap.org/

DR
TPM Vol. 32, No. S7, 2025 el B A / Open Access
ISSN: 1972-6325 1 v
https://www.tpmap.org/ I AV

(Begum, 2018). In contrast to stand-alone digital banking, omnichannel banking focuses on providing an
integrated customer experience across various points of engagement—mobile applications, online channels,
automated teller machines, and physical branches—providing consistency and convenience (Melnychenko et al.,
2020).Government initiatives like the Digi Dhan Abhiyan program and introducing digital banking centres in 75
districts have assisted significantly towards such a shift, both towards financial inclusion and towards a cashless
economy (Vedang Ratan Vatsa, 2020). Smartphone penetration to 96% by 2040 will transform mobile-first
banking into a key part of omnichannel strategies and enable highly personalized, real-time financial services
FinTech Growth in India: Driving Omnichannel Innovation in Financial Services

India's economic growth has generated a need for new-age financial services beyond traditional banking norms.
Financial technology firms are at the forefront in offering efficient transactions, real-time payments, and
inclusive investment choices using artificial intelligence, blockchain technology, and customized data analysis
(Virdi & Mer, 2023). As the world's third-largest financial technology hub, India's growth is propelled by a
digitally aware population, low-cost smart phones, and government scheme initiatives like Jan Dhan Yojana and
India Stack. The Reserve Bank of India's (RBI) Digital Lending Guidelines (2023) prioritize consumer protection
and transparency and enhance trust in digital finance. Al-powered underwriting has increased loan disbursements
by 35%, and digital lending will reach $1 trillion by 2024 (Bhattacharjee et al., 2024). Amidst challenges such
as cybersecurity threats and adapting Digital Personal Data Protection Act compliance, FinTech is resilient. New
paradigms such as Banking-as-a-Service (BaaS) are filling gaps between traditional and digital finance,
solidifying India's transition to a cashless, inclusive economy

STATEMENT OF THE PROBLEM:

The rapid evolution of electronic payment systems like upi has had a deep impact on the omnichannel market,
particularly in urban areas like the Chennai Metropolitan Area. With businesses increasingly adopting integrated
payment solutions, both customer experiences and business efficiencies are being drastically transformed.
However, despite these advances, several challenges still remain in the way of the adoption of electronic payment
systems, which include technological limitations, security concerns, personalization gaps, and inconsistent
customer interactions. This paper highlights the significance of Personalization, an Integrated Customer
Experience, and Innovative Technology to accelerate the Customer Engagement, which in turn leads to
Sustainable Growth of omnichannel banking sector. Although digital payment solutions are meant to boost
engagement, constraints like integration challenges, lack of personalization, and technology adoption barriers
can hinder the frictionless experience customers expect in an omnichannel setup.

REVIEW OF LITERATURE

Hutabarat et al. (2024) examine the influence of omnichannel marketing on these characteristics within the
Society 5.0 framework, highlighting how technological and human-centric strategies can improve customer
interactions and satisfaction. Alfayad (2021) enhances this discourse by analyzing the correlation of bank
performance, technical innovations, and marketing strategies within the Saudi banking sector. This study
emphasizes that the effective use of technology, coupled with strategic marketing, is crucial for successful
omnichannel adoption, indicating that banks must adapt to fulfill customer expectations in a competitive
environment. Xuan et al. (2023) examine the impact of diverse omnichannel retailing attributes on consumer
experience and brand loyalty. Their findings highlight the importance of a cohesive customer journey, facilitated
by integrated channels that enable clients to interact with their banks more efficiently, hence strengthening brand
loyalty. Natalina and Wahyuni (2022) specifically examine the impacts of brand image and omnichannel
marketing on customer satisfaction and loyalty, notably on the digital savings account opening processes at Bank
BRI. Their research investigates the essential function of a favourable brand image and efficient omnichannel
tactics in customer retention and satisfaction enhancement inside digital banking services. These studies
collectively underscore the imperative of implementing omnichannel marketing to enhance service quality and
improve organizational performance in the banking sector. The dynamic nature of client interactions in the
digital world, where flawless integration across several channels is crucial for sustaining competitiveness and
improving customer happiness. The exploration of unique technologies, such as facial recognition, which have
significantly improved, indicates a clear trend of the banking sector adopting sophisticated technology to enhance
customer understanding and service in banking environments.

RESEARCH GAP:

From the previous literature review I found that Digital payments transform the way omnichannel marketing but,
little is understood about Al-based chatbot and recommendation engine as well as digital payment users who
move seamlessly across channels. Common digital payment users are the focus of most studies, overlooking the
unique behaviours, experiences, and pain points that combined omnichannel customers face. Furthermore, the
role of drivers like personalization, unified customer experience, and new innovative technologies as influencers
of customer engagement and sustainable growth is also insufficiently investigated. Existing literature centers on
just one aspect of artificial intelligence within digital payment networks but does not provide a top-level
framework in which these factors are combined to operate within the omnichannel environment.
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RESEARCH METHODOLOGY

5.1 Significance of the Study

An omnichannel banking environment is in a constant state of change with trends; what is key for institutions is
to adopt personalization, connected customer experiences, and innovative tech to stay ahead. With the digital
banking trend growing at a fast pace we also see an increase in the research around customer interaction in this
Al infused financial space. What we put forth is that personalized products, smooth cross platform experiences,
and innovative tech are of the essence in terms of changing customer behaviour and in turn in which they support
sustainable growth. This study looks at the role of customer engagement as a mediator between personalization,
total customer experience, and innovation in the setting of omnichannel banking. Out of this research we put out
knowledge which in turn will help banks improve in customer satisfaction, in business efficiency, and in long
term business success.

Scope of the Study

This study primarily focuses on digital banking customers in the Chennai region who conduct all their financial
services through various digital touchpoints. It examines the following factors:

Personalization This entails developing a banking model utilizing machine-learning algorithms that adapt based
on user behaviour and preferences.

Integrated Customer Experience: The study explores the role of innovative technology, specifically artificial
intelligence-based solutions, in enhancing banking services.

Innovative Technology: The role of Al-driven solutions in enhancing banking services.

Definition of the Variables

¢ Personalization: The extent to which banks customize digital experiences in order to meet the needs of every
particular client.

o Integrated Customer Experience: A user experience which is flawless and linked up across different digital
channels.

o Customer Engagement: The degree of client interaction, contact and loyalty to digital banking services.

¢ Sustainable Growth: The long-run advantages offered by the innovative products and services

Research Questions

1. How does personalization impact customer engagement in omnichannel banking?

2. What role does integrated customer experience play in enhancing customer engagement?

3. How do innovative technologies influence customer engagement in digital banking?

4.. How does customer engagement contribute to the sustainable growth of omnichannel banking?

OBJECTIVES OF THE STUDY :
» To examine the impact of personalization, integrated customer experience, and innovative technology on
customer engagement
» To analyze the effect of customer engagement on sustainable growth through regression analysis.
» To assess the mediating role of customer engagement in the relationship between key factors and sustainable
growth using regression
RESEARCH HYPOTHESIS
H1: Personalization has a positive impact on customer engagement.

H2: Integrated customer experience has a positive impact on customer engagement.

H3: Innovative technology has a positive impact on customer engagement.

H4: Customer engagement has a positive impact on sustainable growth.

H5: Customer engagement mediates the relationship between personalization, integrated customer experience
and innovative technology and sustainable growth.

PROPOSED CONCEPTUAL MODEL
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Study Region and Sample Size

This study examines omni-digital banking customers in Chennai City, a major financial hub known for its rapid
adoption of digital banking services. The study employs purposive sampling, targeting individuals who rely
exclusively on digital banking platforms. Out of 300 distributed questionnaires, 280 valid responses were
received, yielding a 93.33% response rate.

5.8 Data Analysis and Interpretation

Table 5.1: Weighted Average Score of the Statements of Influencing Variables

a. Personalization

Statement Weighted Average Score (WAS)
My digital banking experience is tailored to my needs. 244 .4
Banks recommend personalized offers based on my usage. 2239
Personalized banking enhances my satisfaction. 229.6
Al-driven personalization improves my overall banking experience. 239.0
I prefer banks that offer customized services. 256.8
Overall Average 238.7
b. Integrated Customer Experience
Statement Weighted Average Score
(WAS)
Digital banking services offer a seamless experience across platforms. 263.8
I can switch between mobile and web banking effortlessly. 229.9
I find it easy to navigate different banking channels. 241.7

I can complete transactions across multiple banking touchpoints without 238.3
issues.

Integrated banking services enhance my convenience. 231.5
Overall Average 241.0
c. Innovative Technology
Statement Weighted Average Score
(WAS)
Al-driven chatbots assist me effectively in digital banking. 225.8
Blockchain enhances the security of my digital transactions. 205.7

Biometric authentication (e.g., fingerprint, facial recognition) makes digital 217.6
banking safer.

The use of Al and ML improves fraud detection in digital banking. 2134
Advanced technology in digital banking enhances my trust. 233.8
Overall Average 219.2
d. Customer Engagement
Statement Weighted Average Score (WAS)
I actively interact with my bank's digital platforms. 2474
I regularly provide feedback on my digital banking experience. 255.0
Engaging digital experiences increase my loyalty to my bank. 239.8
Personalized engagement strategies influence my banking decisions. 237.5
Digital banking gamification (e.g., rewards, challenges) motivates me. 236.8
Overall Average 242.3
e. Sustainable Growth
Statement Weighted Average Score
(WAS)
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I plan to continue using digital banking services long-term. 289.6
My usage of digital banking will increase in the future. 296.2
I recommend digital banking services to others. 281.0
Sustainable banking practices (e.g., paperless banking, green finance) 293.6
influence my loyalty.

I trust banks that focus on long-term digital transformation. 289.6
Overall Average 288.7

Key Findings from Weighted Average Scores

e Personalization: The highest-rated statement was “I prefer banks that offer customized services” (WAS: 256.8),
highlighting the growing demand for personalized banking experiences. The lowest score, “Banks recommend
personalized offers based on my usage” (223.9), suggests that some users may not find current personalization
efforts effective.

o Integrated Customer Experience: The highest score was “Digital banking services offer a seamless experience
across platforms” (263.8), indicating that customers value cross-platform accessibility. The lowest score, “I can
switch between mobile and web banking effortlessly” (229.9), suggests potential friction in multi-platform
integration.

¢ Innovative Technology: The highest-rated statement was “Advanced technology in digital banking enhances
my trust” (233.8), confirming that users appreciate security-focused innovations. The lowest score, “Blockchain
enhances the security of my digital transactions” (205.7), indicates that blockchain’s impact is not yet fully
recognized by customers.

o Customer Engagement: The statement “I regularly provide feedback on my digital banking experience” (255.0)
had the highest rating, showing a willingness for interaction. The lowest score, “Digital banking gamification
(e.g., rewards, challenges) motivates me” (236.8), suggests that gamification strategies could be improved.

o Sustainable Growth: The highest-rated statement was “My usage of digital banking will increase in the future”
(296.2), confirming that customers anticipate greater digital banking adoption. The lowest score, “I recommend
digital banking services to others” (281.0), suggests that advocacy may still need improvement.

Table 5.2: Measurement Model

Variables Cronbach’s Composite Reliability Average Variance Extracted
Alpha (CR) (AVE)

Personalization 0.872 0.746 0.571

Integrated Customer | 0.828 0.733 0.562

Experience

Innovative Technology 0.832 0.878 0.564

Customer Engagement 0.813 0.728 0.548

Sustainable Growth 0.821 0.715 0.517

DISCUSSION OF RESULTS

Reliability & Validity Analysis

a. Cronbach’s Alpha: All variables exceed the 0.70 threshold, ensuring good internal consistency. Personalization
(0.872) had the highest reliability, whereas Customer Engagement (0.813) had the lowest.

b. Composite Reliability (CR): The CR values range from 0.715 (Sustainable Growth) to 0.878 (Innovative
Technology). Innovative Technology had the highest reliability, indicating strong internal consistency.

c. Average Variance Extracted (AVE): All variables exhibit convergent validity, as their AVE values exceed 0.50.
Personalization (0.571) had the highest AVE, confirming that this construct explains the most variance among
measured variables.

Summary of Key Findings

1. Customer Engagement mediates the relationship between Personalization, Integrated Customer Experience,
and Innovative Technology in driving Sustainable Growth in omnichannel banking.

2. Personalization and Integrated Customer Experience significantly impact Customer Engagement,
highlighting the importance of tailored banking experiences.

3. Innovative Technology plays a crucial role in enhancing trust, security, and customer satisfaction, but
awareness of emerging technologies (like blockchain) remains low.

4. Customers value seamless, cross-platform banking, but there is room for improvement in integrating mobile
and web banking experiences.

5. Long-term adoption of digital banking is strong, but banks need to focus on increasing customer advocacy
and trust in sustainable banking practices.

SEM ANALYSIS :
Table 5.3: Structural Model Evaluation
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Hypothesis t-Statistic | p-Value | Result

Personalization — Customer Engagement 2.785 0.006 Supported
Integrated Customer Experience — Customer Engagement 3.102 0.002 Supported
Innovative Technology — Customer Engagement 2918 0.004 Supported
Customer Engagement — Sustainable Growth 4.125 0.000 Supported

INTERPRETATION OF RESULTS:

Personalization — Customer Engagement

The study confirms that Personalization significantly influences Customer Engagement with a

Personalisation — Customer Engagement

factor loading of 0.577. This can be interpreted to indicate that customers are likely to engage with omnichannel
banking services if they are provided with personalized experiences, customized interfaces, and relevant
recommendations.

Integrated Customer Experience — Customer Engagement

Integrated Customer Experience has a considerable impact on Customer Engagement, as indicated by a factor
loading of 0.610. This finding points to the importance of providing a seamless and integrated banking experience
through multiple digital and physical touchpoints. Customers who experience a cohesive service are likely to
establish long-term engagement.

-
el —
0%’
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Innovative Tachnolog

Advanced technology innovation — Customer engagement

The hypothesis that Innovative Technology influences Customer Engagement is supported by a factor loading of
0.590. The observation reflects the influence of innovative technologies such as Al-based chatbots, blockchain
security, and frictionless payment solutions in making user experience and customer engagement in the digital
banking industry more efficient.

Customer Engagement — Sustainable Growth

The relationship between Customer Engagement and Sustainable Growth is established with a factor loading of
0.453. This reflects that higher engagement leads to long-term financial sustainability of banks by promoting
customer loyalty, increasing transaction volumes, and building greater trust in electronic payment systems.

OLimitations and Scope for Future Research

1. Customer Reluctance: Some respondents were hesitant to share financial information or participate due to
privacy concerns and time constraints.

2. Geographical Focus: The research focuses solely on Omni-digital banking customers in Tamil Nadu. Future
research can explore other regions for broader applicability.

3. Fintech Influence: The growing role of Fintech partnerships in banking was not extensively addressed. Future
research can analyse the integration of Fintech solutions in enhancing customer engagement.

CONCLUSION:

This study investigates the key drivers influencing customer interaction in omnichannel banking in particular in
Chennai City and emphasizes personalization, a unified customer experience, and emerging technology. The
findings of this study indicate that availability, merged platforms, and technology advancements greatly impact
the utilization of digital banking. In addition, trust, convenience, and digital literacy significantly influence
customer actions. The findings indicate that banks need to improve digital banking experiences by leveraging
Al-based personalization, channel continuity, and high-end security features to drive customer engagement. With
280 respondents in the sample, the research offers avenues for future research, such as the application of
blockchain technology in banking, the applicability of Fintech collaborations, and cross-comparative analysis
between markets. By addressing these considerations, banks are in a position to improve customer loyalty, refine
digital strategies, and retain a competitive advantage in the changing financial environment.
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