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Abstract 
In today's dynamic banking environment, the adoption of electronic banking services has revolutionized customer interactions with commercial 
banks. This study investigates the impact of electronic banking attributes, customer trust, and loyalty on customer retention within the context of 
commercial banks. Using a mixed-methods approach, data was collected from a sample of customers across various demographic segments. 
The study found that electronic banking attributes, including usability, security, and service quality, significantly influence customer trust and 
loyalty. Moreover, customer trust was identified as a critical mediator between electronic banking attributes and customer retention. The findings 
suggest that enhancing electronic banking attributes not only improves customer trust but also fosters loyalty, thereby enhancing customer 
retention rates for commercial banks. 
This research contributes to the existing literature by providing empirical evidence of the relationships between electronic banking attributes, 
customer trust, loyalty, and retention in the banking sector. Practical implications include recommendations for banks to prioritize investment in 
electronic banking infrastructure and customer trust-building initiatives to strengthen customer retention strategies. 
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INTRODUCTION 
Banking customer retention is crucial for the sustained success and profitability of financial institutions. Retaining customers is 
significantly more cost-effective than acquiring new ones, with studies suggesting that the cost of attracting a new customer is five 
times higher than retaining an existing one. This economic advantage underscores the importance of fostering long-term 

relationships with current clients. 
Moreover, loyal customers tend to use more banking products and services over time, increasing their lifetime value to the bank. 
They are more likely to take out loans, open additional accounts, and use investment products, driving up the bank’s revenue. 

High retention rates also lead to more stable deposit bases, which are critical for the bank’s liquidity and lending capabilities. 
Customer retention enhances brand loyalty and can transform customers into brand advocates. Satisfied customers are likely to 

recommend the bank to friends and family, serving as a powerful and cost-effective marketing channel. This word-of-mouth 
promotion is particularly valuable in the digital age, where reviews and personal recommendations can significantly influence 
potential customers. 

In addition, retaining customers helps banks gather consistent and reliable data over time, which can be used to improve service 
offerings and customer satisfaction. Understanding the needs and behaviors of long-term customers enables banks to tailor their 

services more effectively, creating a personalized banking experience that can differentiate them from competitors. 
Effective retention strategies, such as loyalty programs, excellent customer service, and personalized communication, contribute 
to reducing churn rates and enhancing customer satisfaction. In a highly competitive and regulated industry, maintaining a strong 

and loyal customer base is a key indicator of a bank’s overall health and stability. 
Ultimately, customer retention in banking is not just about keeping customers happy; it’s about creating a sustainable and 
profitable business model that can withstand market fluctuations and evolving consumer demands. By focusing on retention, 

banks can ensure steady growth and long-term success in a competitive landscape. 
E-banking significantly enhances customer retention by providing convenient, 24/7 access to financial services, meeting the 

demands of modern consumers for flexibility and ease of use. The personalized experiences and tailored financial advice offered 
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through e-banking platforms help build stronger, more loyal relationships with customers. Additionally, the ability to quickly and 
efficiently resolve issues through digital channels increases customer satisfaction and reduces churn. The data analytics 

capabilities of e-banking allow banks to better understand and anticipate customer needs, fostering a proactive approach to service 
and retention. Overall, the seamless integration of digital tools in e-banking strengthens customer loyalty and encourages long-

term engagement with the bank. 

 

LITERATURE REVIEW 
Mohammed, Arshad, Khan., Hamad, A., Alhumoudi, (2022)The digitization of banking has significantly impacted the modern 
marketplace, benefiting both individual customers and corporations. Research findings indicate that efficiency, reliability, and 

service quality directly enhance customer satisfaction and retention. These factors also have a significant indirect effect on 
customer retention when mediated by customer satisfaction. The data gathered from this research can be particularly valuable for 

banks and enterprises aiming to enter the Indian market. The study identifies four main components of E-banking—efficiency, 
reliability, service quality, and customer satisfaction—as critical to retaining customers in the digital banking sector. 
 Shreya, Chaudhary.,( 2023)Modern banking has been substantially transformed by the adoption of electronic banking systems. 

High-quality e-banking services are essential for attracting and retaining customers. This study aims to explore a comprehensive, 
moderated, mediated mechanism to enhance customer loyalty through EBSQ practices, which encompass dependability, online 
design, privacy and security, and customer service and support. The increase in customer satisfaction, improved productivity, 

reduced banking operation costs, and faster transaction settlements highlight the strengthening impact of e-banking. This raises 
an important question: "Will the banking sector eventually shift entirely to online banking services?" 

 Ifra, Fathima., R, Radhika., A.N., Amrin, Fathima.,(2022)With the advent of technological innovations and digital payment 
systems, customer expectations for banking services have risen, leading to enhanced customer quality and satisfaction. This study 
employs a modified e-servqual model to assess banking service satisfaction and retention. An online survey was conducted with 

167 respondents from Chennai using a non-probability sampling method. Data analysis was performed using SPSS software to 
evaluate service quality and customer satisfaction. The findings reveal a positive relationship between e-servqual quality 
dimensions and customer retention. 

Dr., Mini, Jain., (2022)Information technology is a crucial driver of changes in financial services, particularly in banking, which 
is significantly impacted by technological advancements. With the rapid growth of the internet, banks are increasingly offering e-

banking services to attract and retain customers in a competitive market. This study investigates factors such as reduced 
transaction costs, improved payment efficiency, ease of use, enhanced banker-customer relationships, reduced transaction times, 
awareness, and internet access that influence customer adoption of e-banking services, as well as their satisfaction levels with 

these services in India. Although customers using various e-channels report higher satisfaction, a lack of awareness and security 
concerns remain significant barriers to the widespread adoption of e-banking. The paper also examines the current state of e-

banking services, identifying strengths and weaknesses, and offers recommendations to improve these services in the future. 
 Sulemana, Bankuoru, Egala., Dorcas, Boateng., Samuel, Aboagye, Mensah., (2021)This article examines the effect of quality 
digital banking services provided during the COVID-19 pandemic on customer satisfaction and retention intentions. The study 

found a significant direct relationship between satisfaction with digital banking services and customers' decisions to remain with 
their banks. The authors highlight how the pandemic accelerated the adoption of digital banking, making service quality crucial 
for customer retention. The findings suggest that banks need to focus on enhancing digital service quality to maintain customer 

loyalty. Overall, the research underscores the importance of high-quality digital banking services in retaining customers during 
challenging times. 

Syed, (2019)In response to fierce competition and the complexities of modern business, banks are increasingly focusing on 
retaining existing customers rather than acquiring new ones. Loyalty programs have emerged as a crucial strategy for managing 
customer relationships and ensuring consistent revenue streams. The study evaluates the significance of these programs in the 

banking sector, particularly their effect on customer satisfaction and retention. The findings indicate that loyalty programs have 
a substantial positive impact on both customer satisfaction and retention. This underscores the importance of such programs in 

enhancing customer loyalty and sustaining long-term business success. 
Chu et al., (2012)This study proposes a research model to examine the relationships between service quality, customer 
satisfaction, customer trust, and loyalty in Taiwanese e-banks. The findings indicate that service quality is crucial for enhancing 

customer satisfaction and trust. These elements are essential for fostering customer loyalty. E-banks need to prioritize improving 
service quality to achieve higher levels of customer satisfaction and trust. By doing so, they can significantly boost customer 
loyalty. 

Methlie & Nysveen, (1999)Customer satisfaction and brand reputation are identified as the primary factors influencing loyalty in 
online banking. These determinants significantly outweigh the effects of switching costs and search costs, which are found to have 

a minor impact. The emphasis on satisfaction and reputation highlights the importance of delivering a high-quality user 
experience and maintaining a strong, trustworthy brand presence. This suggests that banks should focus their efforts on enhancing 
customer satisfaction and building a reputable brand to foster loyalty. The findings indicate that while switching and search costs 
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are relevant, they play a less crucial role compared to satisfaction and reputation in retaining online banking customers. 
Albarq, (2023)In the Saudi banking sector, customer knowledge management and satisfaction are crucial factors that positively 

influence customer loyalty. The study reveals that effectively managing customer knowledge enhances satisfaction, which in turn 
fosters greater loyalty. Trust is found to play a partial mediating role in this relationship, linking knowledge management and 

satisfaction to loyalty. This indicates that while knowledge and satisfaction directly contribute to loyalty, trust also significantly 
enhances this connection. Banks aiming to improve customer loyalty should thus focus on robust knowledge management 
practices and strategies to increase customer satisfaction. The partial mediation by trust suggests that building a trustworthy 

relationship with customers further solidifies their loyalty. 
Khan & Rizwan, (2014)Customer loyalty is crucial for establishing and maintaining a competitive edge in the service sector, 
significantly enhancing a firm's performance. Loyal customers increase business value and help maintain lower costs compared 

to attracting new customers. The banking sector is increasingly focusing on relational marketing to build long-term relationships 
with customers. This paper empirically examines how customer satisfaction, perceived service quality, trust, switching costs, 

corporate image, and customer involvement influence customer loyalty in the banking sector. The findings aim to provide insights 
into the factors that drive loyalty and their impact on banking performance. 
Jones & Farquhar, (2003)This paper investigates the impact of contact management on customer loyalty within the retail banking 

sector. It develops the concept of contact management by drawing upon existing literature on retention, service quality, and 
loyalty. Customer perceptions and intentions regarding their interactions with their banks were gathered through an online survey, 
focusing on various touchpoints and their impact on continued patronage and recommendations. The survey findings indicate a 

notable influence of contact management on customers' stated intentions. The study underscores the importance for banks and 
building societies to effectively manage customer contacts to enhance satisfaction levels and strengthen loyalty. Ultimately, it 

suggests that strategic management of customer interactions is crucial for fostering long-term relationships and sustaining 
competitiveness in the retail banking industry. 
.Marko, van, Deventer., Ephrem, Habtemichael, Redda., (2023)Customer loyalty and trust are vital for retail banking success, 

prompting an investigation into their predictors. This study models service quality, customer satisfaction, and commitment to 
understand their influence on loyalty and trust among Generation Y in South African retail banking. Data from 271 customers 

were analyzed using AMOS to develop a structural equation model. Results indicate that while service quality is a positive but 
insignificant predictor of loyalty, customer satisfaction significantly predicts both loyalty and trust, and commitment influences 
trust. The model's fit indices confirm its reliability and validity, offering valuable insights for developing strategies to enhance 

customer loyalty and trust. 
Ricadonna et al., (2021)The study highlights that trust, brand image, and customer loyalty significantly enhance customer 
retention in Islamic commercial banks. It underscores that customer loyalty serves as a crucial mediator, bridging the gap between 

trust and customer retention. Trust directly influences customer loyalty, which in turn boosts customer retention rates. 
Additionally, a strong brand image positively impacts both customer loyalty and retention. Overall, fostering trust and 

maintaining a positive brand image are essential strategies for Islamic banks to retain their customers effectively. 
Liu & Wu, (2007)Banks can utilize various service attributes to enhance customer retention and encourage cross-buying, with 
trust and satisfaction acting as different mediators in these relationships. This study investigates how locational convenience, one-

stop shopping convenience, firm reputation, firm expertise, and direct mailings affect both customer retention and cross-buying. 
It also explores the mediating roles of satisfaction and trust in these dynamics. The findings demonstrate that specific service 

attributes can positively influence customer retention and cross-buying behaviors. Moreover, trust and satisfaction mediate these 
effects differently, highlighting the nuanced ways in which service attributes impact customer relationships. 
Ganesamurthy & Jothi, (2013)In Sivagangai district, Tamil Nadu, customers' perceptions of customer retention practices in banks 

are consistent across various demographic factors. These factors include age, sex, education, occupation, income level, and the 
type of account maintained. The study reveals that there are no significant differences in how different customer groups perceive 
retention efforts. This suggests that banks in this district apply customer retention practices uniformly across their diverse clientele. 

Consequently, retention strategies appear to be effective and inclusive, catering to a broad spectrum of customers without 
demographic bias. 

Mr., J., Sheik, Abdullah., Mr., P., Buvaneshwaran., 2022)Service quality is pivotal for establishing and maintaining relationships 
with valued customers, particularly in the banking sector. Numerous studies highlight that superior service quality significantly 
enhances customer satisfaction and retention. High service quality in commercial banks fosters customer loyalty, leading to long-

term retention. Consequently, customer retention is directly influenced by the level of service quality provided by these banks. 
This correlation underscores the importance of prioritizing service quality to sustain competitive advantage and ensure customer 

loyalty in commercial banking. 
Zahra, Idrees., Xia, Xinping. & Xinping, 2017)This research examined the moderating impact of customer relationship 
characteristics on the link between service quality and customer retention. The study involved 500 bank users as respondents, 

utilizing a positivist research philosophy with a structured questionnaire for data collection. The findings indicated that customer 
relationship characteristics significantly influence the effect of service quality on retention rates. Therefore, managers need to be 
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attentive to customers with long-term or frequent usage and those using multiple products from the same service provider. This 
highlights the importance of personalized customer management to enhance retention. 

Elizabeth, Auniel., Samuel, Obino, Mokaya., (2018)Customer retention is pivotal in the banking sector, especially amidst 
escalating competition, prompting an investigation into its determinants within commercial banks, focusing on Azania Bank in 

Arusha. Employing a case study design, data was collected via questionnaires from 132 customers and through employee 
interviews, subsequently analyzed using descriptive and inferential statistics. The study found positive correlations between 
service delivery, customer relationships, and customer retention, indicating that customers are inclined to remain with Azania 

Bank due to service quality and positive interactions. Regression analysis further elucidated the significant influence of respectful 
treatment by staff, access to electronic banking services, prompt inquiry responses, and customer feedback appreciation on 
retention. In conclusion, the study underscores the importance of service quality, service delivery, customer relationships, and 

satisfaction in fostering customer retention within the banking sector. 
Kemunto Mecha et al., (2015) Retaining customers is essential for a competitive edge in the banking industry, particularly in 

Kenya, where banks face significant challenges due to rising competition. Banks must identify areas for improvement to enhance 
customer retention. Management recognizes the critical importance of customer retention amid competitive markets and slow 
growth in new customer acquisition. This study aimed to establish the retention strategies used by Kenyan commercial banks and 

evaluate management perceptions of these strategies' effectiveness. Using a descriptive research design, data was collected from 
44 managers across all commercial banks in Kenya through semi-structured questionnaires and interviews. The findings revealed 
that product innovativeness, employee training, and customer relationship management were widely adopted strategies. These 

strategies were perceived as highly effective in retaining customers. The study concluded that banks should analyze their customer 
base and develop targeted retention strategies, reward the sales force for customer retention, and consistently create value for their 

customers. 
Mahapatra & Kumar, (2017)The study aimed to examine the impact of various factors on customer retention in the banking 
sector. A structured questionnaire was distributed to 500 banking customers in the National Capital Territory, collecting data on 

demographics and opinions on 20 items related to customer retention. The factors were categorized into four groups: tangible, 
reliability, responsiveness, and assurance & empathy. Multiple regression analysis was conducted to determine the impact of 

these factors on customer retention. The results indicated that 'Within Timeframe Service Delivery,' 'Sincere Efforts in Solving 
Customer Problems,' and 'Accepting & Resolving Faults' are the most significant factors influencing customers' retention 
intentions. 

Nili & Keramati, (2012)This study explores different perspectives on customer relationship management (CRM) to propose a 
comprehensive set of customer retention programs, including customer service, loyalty programs, customization, and online 
communities. It aims to describe how each of these programs correlates with customer retention. The findings reveal that customer 

service has the strongest correlation with customer retention in e-banking. Conversely, customization shows the weakest 
correlation with customer retention. The study underscores the varying impacts of different CRM strategies on retaining 

customers. 
Sahoo & Sureshkumar, (2013)Standard Chartered Bank effectively retains customers through business process management 
(BPM) strategies, emphasizing customer relationship management (CRM) and advanced technologies. Facing competitive 

pressures, banks are increasingly adopting BPM to boost ROI, enhance CRM, and improve employee productivity. This paper 
outlines the various strategies employed by Standard Chartered Bank to maintain its customer base. The influx of foreign and 

private banks with advanced technology-driven services has pressured Indian banks to adopt similar innovations. The study aims 
to identify additional measures that can further strengthen customer retention efforts. 
Olannye et al., (2017)Electronic service delivery channels, especially point of sale (POS) services, significantly boost customer 

retention in the Nigerian banking industry. Effective customer retention involves exceeding customer expectations, and these 
channels help banks renew their business models and deliver efficient services. This study aims to analyze the impact of electronic 
service delivery on customer retention. It found that the demand for POS technology is high, with banks leveraging this by 

ensuring constant availability to reduce queuing times and enhance customer convenience. The study recommends that banks 
collaborate with internet service providers to improve service quality and user accessibility. 

Agudze-Tordzro et al., (2014)Customer retention is a critical strategy in the competitive banking sector, and this study examines 
its significance within the Ghanaian banking industry. It evaluates four key retention strategies: bank service quality, customer 
relationship management, switching barriers, and loyalty rewards. The study finds that bank service quality, customer relationship 

management, and loyalty rewards all have significant positive impacts on customer retention. These findings underscore the 
importance of these factors in encouraging continuous patronage of banking services. The research highlights the need for 

Ghanaian banks to focus on these strategies to maintain a loyal customer base. 

 

RESEARCH GAP 
Identifying the research gap in the context of electronic banking attributes, customer trust, loyalty, and customer retention 
involves recognizing areas where current literature may not fully address or investigate. Despite extensive research on electronic 
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banking and its impact on customer behavior, there remains a need for focused exploration into specific dimensions. For instance, 
while existing studies often examine general customer trust and loyalty, there is a gap in understanding how these constructs 

specifically interact within the realm of electronic banking services. Furthermore, few studies have comprehensively analyzed 
how different attributes of electronic banking (such as usability, security, customer support) individually and collectively influence 

customer trust and subsequent loyalty, which ultimately impacts retention rates. Therefore, this study aims to bridge these gaps 
by providing a nuanced understanding of the relationship between electronic banking attributes customer trust, loyalty, and 
retention, thereby contributing to both theoretical advancements and practical insights for banking institutions. 

 

OBJECTIVES OF THE STUDY 
1. To explore the customer retention variables 
2. To identify the relationship of E-banking attributes, customer Trust and Loyalty on customer retention 

3. To predict the influence of E-banking, Trust, Loyalty on customer retention 
4. To identify the variation in customer retention based on demographic variables 

 

HYPOTHESIS 
1. There is no relationship between e-banking attributes, customer Trust and Loyalty on customer retention 

2. There is no influence of e-banking attributes, customer Trust and Loyalty on customer retention. 
3. There is no variation in customer retention based on demographic variables. 

 

RESEARCH METHODOLOGY 
The study targets customers of commercial banks, utilizing a convenient sampling method for data collection. A structured 
questionnaire was distributed to a sample of 420 customers to gather primary data. The questionnaire was designed to extract 
detailed insights into electronic banking attributes, customer trust, and loyalty. The collected data were analyzed using statistical 

tools such as mean and standard deviation. Furthermore, parametric tests like the Z-test, Correlation and regression analysis and 
non-parametric tests like the Mann-Whitney U Test and Kruskal-Wallis Test were employed to ensure a comprehensive analysis 

of the data, yielding robust and nuanced results. 

 

VARIABLES USED FOR STUDY 
The study examines several key variables that impact customer retention in the context of e-banking. Firstly, e-banking attributes 
such as 24/7 access to account information, robust security measures like encryption and multi-factor authentication, 

personalized services driven by data analytics, and seamless integration with other digital services (e.g., mobile payments) 

significantly enhance customer satisfaction, trust, and engagement. Secondly, customer trust is crucial, as it ensures customers 
feel secure in their transactions, confident in the protection of their personal information, and assured of consistent and reliable 

service. Trust also fosters positive emotional connections, leading to greater loyalty and advocacy. Thirdly, customer loyalty is 
vital for retention, driven by positive experiences, perceived value, and quality interactions. Loyal customers are more likely to 
make repeat purchases, exhibit reduced price sensitivity, and advocate for the brand, attracting new customers and enhancing the 

company's reputation. Lastly, customer retention is reinforced by the interplay of e-banking attributes, trust, and loyalty, creating 
a synergistic effect that strengthens long-term customer relationships, ensuring sustained engagement and profitability for 
financial institutions. 

 

DATA ANALYSIS AND RESULTS 
Normality Test 
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The above diagram shows the distribution is normal 

 

Hypothesis Testing 
Correlation 
1. Ho: There is no correlation between customer e-banking attributes, Trust ,Loyalty on Customer Retention 

H1: There is correlation between customer e-banking attributes, Trust ,Loyalty on Customer Retention 
 

Correlations 

 Ave_Ebanking Ave_Trust Ave_Loyalty Ave_Retention 

Ave_Ebanking 

Pearson Correlation 1 .334** .515** .402** 

Sig. (2-tailed)  .000 .000 .000 

N 420 420 420 420 

Ave_Trust 

Pearson Correlation .334** 1 .630** .530** 

Sig. (2-tailed) .000  .000 .000 
N 420 420 420 420 

Ave_Loyalty 

Pearson Correlation .515** .630** 1 .521** 

Sig. (2-tailed) .000 .000  .000 
N 420 420 420 420 

Ave_Retention 

Pearson Correlation .402** .530** .521** 1 

Sig. (2-tailed) .000 .000 .000  

N 420 420 420 420 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

The correlation analysis reveals significant relationships between the studied variables and customer retention, with all p-values 
being less than 0.05. Firstly, there is a moderate correlation between e-banking attributes and customer retention, indicated by a 
correlation coefficient of 0.402. This suggests that the convenience, security, personalization, and integration of e-banking services 

moderately influence customer retention. Additionally, there is a positive correlation between customer trust and retention, with 
a correlation coefficient of 0.53, highlighting that higher levels of trust in the bank significantly enhance customer retention. 
Lastly, the analysis shows a positive correlation between customer loyalty and retention, with a correlation coefficient of 0.521, 

demonstrating that loyal customers, driven by positive experiences and emotional connections, are more likely to remain with 
the bank. These findings underscore the importance of e-banking attributes, customer trust, and loyalty in fostering customer 

retention. 
 
H0: E-Banking attributes, Customer Trust, Customer Loyalty has no influence on customer Retention 

H1. E-Banking attributes, Customer Trust, Customer Loyalty   influences customer Retention 
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The above diagram shows the linearity and homoscedasticity of the variables 
 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .602a .362 .357 .49677 

a. Predictors: (Constant), Ave_Ebanking, Ave_Trust, Ave_Loyalty 

b. Dependent Variable: Ave_Retention 
 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 58.259 3 19.420 78.691 .000b 

Residual 102.661 416 .247   

Total 160.920 419    

a. Dependent Variable: Ave_Retention 
b. Predictors: (Constant), Ave_Ebanking, Ave_Trust, Ave_Loyalty 
 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) .912 .179  5.100 .000 

Ave_Trust .335 .051 .332 6.586 .000 

Ave_Loyalty .180 .045 .219 3.956 .000 

Ave_Ebanking .168 .043 .178 3.903 .000 

a. Dependent Variable: Ave_Retention 
 

RESULT 
The regression analysis results indicate that the model is statistically significant, as evidenced by the p-value being less than 0.05. 
This significance suggests that the independent variables—e-banking, trust, and loyalty—meaningfully contribute to explaining 
the variation in the dependent variable, which is customer retention. The R-squared value of 0.362 reveals that 36% of the 

variability in customer retention can be attributed to the combined effects of e-banking attributes, customer trust, and customer 
loyalty. This implies that these factors collectively play a substantial role in influencing customer retention, although 64% of the 

variation is still influenced by other factors not included in this model. Therefore, enhancing e-banking services, building customer 
trust, and fostering customer loyalty are critical strategies for improving customer retention in the banking sector. 
 

Analysis based on Socio-Demographic Variables 
H0: There is no significant Difference in customer retention with regards to Gender 
H1: There is significant difference in customer retention with respect to Gender 

 
The Hypothesis Test Summary table indicates the results of an Independent-Samples Mann-Whitney U Test, which was 

conducted to determine if there is a significant difference in the distribution of average retention (Ave_Retention) across different 
categories of gender. 
 

1. Test Used: 
o The test used is the Independent-Samples Mann-Whitney U Test, which is a non-parametric test used to compare 
differences between two independent groups. 

2. Significance Level (Sig.): 
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o The significance level (p-value) is 0.030. 

3. Decision: 

o Since the p-value (0.030) is less than the significance level of 0.05, we reject the null hypothesis. 

 

CONCLUSION 
There is a statistically significant difference in the distribution of average retention between different gender categories. This 
means that gender does have an impact on the average retention rates in this study, and the variation in retention rates between 

genders is unlikely to be due to random chance. 
 
H0: There is no significant Difference in customer Retention with respect to Age 

H1: There is significant difference in customer Retention with respect to Age 

 
The Hypothesis Test Summary table indicates the results of Kruskal Wallis H  Test, which was conducted to determine if there 
is a significant difference in the distribution of average retention (Ave_Retention) across different categories of Age. 

1. Test Used: 
o The test used is the Kruskal Wallis H  Test, which is a non-parametric test used to compare differences between 
more than two independent groups. 

2. Significance Level (Sig.): 
o The significance level (p-value) is 0.003 

3. Decision: 

o Since the p-value (0.003) is less than the significance level of 0.05, we reject the null hypothesis. 

 

CONCLUSION 
There is a statistically significant difference in the distribution of average retention between different age categories. This means 
that age does have an impact on the average retention rates in this study, and the variation in retention rates between age is 

unlikely to be due to random chance. 
 
Ho: There is no significant Difference in customer Retention with respect to Occupation 

H1: There is significant difference in customer Retention with respect to Occupation 
 

 
The Hypothesis Test Summary table indicates the results of Kruskal Wallis H  Test, which was conducted to determine if there 

is a significant difference in the distribution of average retention (Ave_Retention)  and occupation 

1. Test Used: 
o The test used is the Kruskal Wallis H  Test, which is a non-parametric test used to compare differences between 

more than two independent groups. 
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2. Significance Level (Sig.): 
o The significance level (p-value) is 0.018 

3. Decision: 
o Since the p-value (0.018) is less than the significance level of 0.05, we reject the null hypothesis. 

 

CONCLUSION 
There is a statistically significant difference in the distribution of average retention between different Occupations. This means 
that Occupation does have an impact on the average retention rates in this study, and the variation in retention rates between 

occupation is unlikely to be due to random chance. 

 

Hypothesis Testing and Findings 
H01: There is a correlation between E-banking, Customer Trust and Loyalty on Customer Retention 
H04: Customer retention is influenced by e-banking attributes, customer Trust and customer loyalty 

H05: There is significant variation in customer retention based on Age, Gender and Occupation 

 

Impact 
E-banking has fundamentally transformed the landscape of financial services, offering unparalleled convenience and accessibility 
to customers. Trust and loyalty play pivotal roles in customer retention within this digital realm. Trust is established through 
secure transactions, robust data protection measures, and reliable customer support, fostering a sense of confidence in the e-

banking platform. Loyalty, on the other hand, stems from positive user experiences, personalized services, and seamless 
interaction channels. Together, these factors significantly influence customer retention in e-banking by ensuring satisfaction, 

reducing churn rates, and enhancing long-term relationships between financial institutions and their clientele. 

 

RECOMMENDATIONS 
To enhance customer retention through e-banking, financial institutions should prioritize several key areas. Firstly, they must 

invest in advanced security measures to protect against cyber threats, thereby building and maintaining customer trust. Secondly, 
providing exceptional customer service, including responsive support and user-friendly interfaces, is crucial for fostering loyalty. 
Personalized banking experiences, such as tailored financial advice and customized product offerings, can further strengthen 

customer bonds. Additionally, regular feedback mechanisms should be implemented to understand customer needs and 
preferences, allowing for continuous improvement of services. By focusing on these strategies, banks can create a trusted and 
loyal customer base, ensuring long-term retention and success in the digital age. 

 

ORIGINALITY/VALUE OF THE STUDY 
The originality and value of this study on e-banking, trust, and loyalty lie in its comprehensive examination of how these 
interconnected factors drive customer retention in the digital banking era. Unlike previous studies that may have focused on these 

elements in isolation, this research provides a holistic understanding of their interplay and collective impact. By exploring the 
nuanced relationships between e-banking services, trust-building practices, and loyalty-enhancing strategies, the study offers 
valuable insights for financial institutions aiming to improve customer retention. Furthermore, it addresses current trends and 

challenges in the rapidly evolving digital banking landscape, making its findings particularly relevant and applicable. The study's 
contributions are significant in guiding banks to develop more effective, integrated approaches to sustaining customer 

relationships and achieving long-term success. 

 

PRACTICAL IMPLICATIONS 
The practical implications of this study on e-banking, trust, and loyalty for customer retention are substantial for financial 
institutions. By highlighting the critical role of robust security measures, the study underscores the importance of investing in 

advanced cybersecurity technologies to safeguard customer data and build trust. Additionally, it emphasizes the need for 
exceptional customer service and user-friendly digital interfaces, encouraging banks to streamline their e-banking platforms for 

optimal user experiences. The study also suggests that personalized services and tailored financial products are key to fostering 
customer loyalty, prompting banks to leverage data analytics and customer feedback to refine their offerings. By implementing 
these insights, financial institutions can enhance customer satisfaction, reduce churn rates, and establish long-lasting relationships, 

ultimately driving sustained growth and competitive advantage in the digital banking sector. 

 

CONCLUSION 
In conclusion, e-banking convenience and efficiency have reshaped the financial services industry, making trust and loyalty 

indispensable for customer retention. Secure and reliable e-banking services build trust, while personalized and seamless user 
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experiences foster loyalty. These elements are crucial for ensuring customer satisfaction and long-term engagement. Financial 
institutions that prioritize robust security measures, excellent customer support, and tailored services are more likely to retain 

their customers in the competitive digital banking landscape. Ultimately, the synergy of e-banking, trust, and loyalty forms the 
foundation for enduring customer relationships and sustained success in the digital era. 

 

LIMITATIONS OF THE STUDY 
The study on e-banking, trust, and loyalty's impact on customer retention is not without limitations. Firstly, the rapidly evolving 

nature of technology and cyber threats means that the findings may become outdated quickly, necessitating continuous updates 
and follow-up studies. Additionally, the study might have a limited geographical scope, potentially overlooking regional 
differences in customer behavior and preferences. The reliance on self-reported data could introduce bias, as respondents might 

not accurately represent their true experiences or perceptions. Moreover, the complexity of measuring abstract concepts like trust 
and loyalty poses challenges in ensuring precise and consistent quantification. Finally, while the study focuses on the digital 
aspect of banking, it may not fully account for the interplay between digital and traditional banking services, which can also 

influence customer retention. Despite these limitations, the study provides valuable insights that can guide financial institutions 
in enhancing their e-banking strategies. 

 

SCOPE FOR FUTURE RESEARCH 
The scope for future research on the impact of e-banking, trust, and loyalty on customer retention is vast and multifaceted. Future 
studies could explore the long-term effects of emerging technologies, such as artificial intelligence and block chain, on building 
trust and enhancing customer loyalty in e-banking. Comparative analyses across different geographical regions and cultural 

contexts could provide deeper insights into the varying customer behaviors and expectations. Additionally, examining the 
integration of digital and traditional banking services would offer a more comprehensive understanding of customer retention 

strategies. Longitudinal studies tracking changes in customer attitudes and behaviors over time could reveal the evolving 
dynamics of trust and loyalty in the digital age. Furthermore, incorporating qualitative methods, such as in-depth interviews and 
focus groups, could enrich the quantitative data, providing a more nuanced view of customer experiences. By addressing these 

areas, future research can continue to inform and refine strategies for sustaining customer relationships in the ever-evolving 
landscape of e-banking. 
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