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 The public banks in the financial services sector are in the process of transformation into a digital 
model and thus they need to offer an omnichannel experience that is integrated, accessible and 
centered to the client. The purpose of this study is to analyze the influence that the experience of 
omnichannel has on the satisfaction of information of clients in the public banking sector of Peru 
by means of a multivariate analysis. This research is quantitative, non-experimental, cross-sectional 
and of an explanatory type. 384 users of the services of digital banking were investigated through 
a questionnaire of Likert type, structured. The variables of experience of omnichannel and of 
satisfaction of information of clients were analyzed. By means of descriptive statistics, correlation 
analysis and of regression analysis of type multiple linear, the variables studied were analyzed. The 
results show correlation positive and high between all the dimensions of the experience of 
omnichannel and the satisfaction of information of clients. The proposed regression model has a 
high explanatory power (adjusted R-Squared = 0.8902). Among the variables analyzed, Ease of use 
is followed by Accessibility, Convenience, Content quality and Interface design. Customers value 
very much digital banking platforms that are simple, accessible, efficient and that have information 
of interest well organized. The results of the study support that customer satisfaction in the public 
banking sector of Peru depends significantly on the integrated quality of the omnichannel 
experience offered by public banking institutions. Thus, usability, accessibility and functional 
efficiency should be strategic elements in order to improve the quality of the digital services and to 
promote financial inclusion.  
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1. Introduction 
 
 
The accelerated expansion of digital technologies has transformed the global financial sector, forcing banking institutions to 
redesign their service models through integrated digital environments (Naimi-Sadigh et al, 2022). In this context, omnichannel 
banking has emerged as a strategic approach aimed at connecting physical and digital channels into a seamless customer 
experience (Chandna & Ubba, 2026). Unlike traditional multichannel systems, omnichannel strategies seek to provide 
continuity, synchronization, accessibility, and consistency throughout customer interactions across multiple service platforms 
(Fahim et al., 2025). The growing adoption of mobile banking, digital transactions, and online financial services has 
substantially modified customer expectations regarding usability, convenience, service speed, and technological accessibility 
(Shaikh et al., 2023). Consequently, financial institutions are increasingly required to develop customer-centered digital 
ecosystems capable of delivering integrated and efficient service experiences (Manta et al., 2026; Callupe-Cueva et al., 2025). 
In digital banking environments, customers no longer evaluate isolated channels independently, but rather assess the overall 
coherence and effectiveness of their interactions across interconnected service platforms (Sreejesh, 2024). 
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Within public banking systems, omnichannel transformation represents a particularly complex challenge due to technological 
limitations, heterogeneous customer profiles, operational scale, and financial inclusion demands. In emerging economies such 
as Peru, public banking institutions play a critical role in facilitating access to financial services for populations with different 
levels of digital literacy and technological accessibility (Aurazo & Gasmi, 2024). Therefore, improving omnichannel 
experience is not only associated with operational modernization but also with institutional efficiency, digital inclusion, and 
customer satisfaction (Moreno-Menéndez et al., 2025; Valeriano-Lucen et al., 2026). Customer satisfaction has become a 
critical indicator of service effectiveness and long-term sustainability in technology-mediated financial environments (Mousa 
et al., 2026). In omnichannel banking contexts, dimensions such as accessibility, convenience, ease of use, interface design, 
and content quality significantly influence customer perceptions regarding digital service performance (Xuan et al., 2023). As 
a result, understanding the multidimensional interaction between omnichannel experience and customer satisfaction has 
become increasingly relevant for public financial institutions seeking to strengthen digital competitiveness and service quality 
(Alzaydi, 2024). Although omnichannel banking has received growing scholarly attention, existing studies have 
predominantly focused on private financial institutions, electronic banking adoption, or isolated dimensions of digital service 
quality (Palamidovska-Sterjadovska et al., 2025). Limited empirical evidence examines omnichannel experience within public 
banking systems, particularly in emerging economies characterized by financial inclusion challenges and heterogeneous users 
(Masud et al., 2025). Furthermore, previous research has frequently relied on descriptive or bivariate approaches, while fewer 
studies have employed multivariate analytical frameworks capable of capturing the multidimensional structure of 
omnichannel customer experience in digital banking environments. Therefore, this study addresses these theoretical and 
methodological gaps by analyzing omnichannel experience and customer satisfaction in Peru’s public banking sector through 
a multivariate approach. The study seeks to contribute to the literature on digital banking by providing empirical evidence 
regarding the interaction between key dimensions of omnichannel experience and customer satisfaction in public financial 
service environments. 
 
2. Literature review and hypothesis development 
 
2.1. Omnichannel Experience in Digital Banking 
 
Omnichannel experience is becoming a strategic tool in the transformation of financial services (Dalla, 2024). In multichannel 
banking, each service channel functions independently and in different ways, whereas in omnichannel banking the physical 
and digital channels are integrated in order to deliver a continuous, consistent and personalized customer experience (Gerea 
& Herskovic, 2022). This approach allows users to interact with banking services through mobile applications, websites, 
automated teller machines, call centers, and physical offices without losing continuity in the service process. In digital 
banking, omnichannel experience is not limited to the availability of several channels (Tran et al., 2023). It involves the 
integration of information, processes, technological platforms, and customer service strategies (Amiri-Zarandi et al, 2022). 
Therefore, a successful omnichannel model requires consistency between channels, real-time information flow, accessibility, 
and a user-centered design. These elements are especially relevant in financial services, where trust, security, speed, and ease 
of interaction strongly influence customer perceptions. 
 
2.2. Customer Satisfaction in Digital Financial Services 
 
Customer satisfaction is a key indicator of service quality and institutional performance in the banking sector (Gonu et al., 
2023). In digital financial services, satisfaction is shaped by the customer’s evaluation of the interaction with technological 
platforms and service channels (Moraes & Schaefer, 2026). When users perceive that digital banking services are easy to use, 
accessible, convenient, secure, and informative, their level of satisfaction tends to increase (Chang et al., 2025). In this context, 
satisfaction is associated with several dimensions of the digital experience. Ease of use reflects the simplicity with which 
customers can perform transactions. Accessibility refers to the possibility of using the service without major barriers. 
Convenience is related to time saving and practical benefits. Interface design influences the clarity and attractiveness of the 
platform, while content quality refers to the usefulness, accuracy, and clarity of the information provided to users. 
 
2.3. Public Digital Banking and Financial Inclusion 
 
Public banking institutions play a relevant role in promoting financial inclusion, particularly in emerging economies 
(Ediagbonya & Tioluwani, 2023). Unlike private banking, public banking usually serves heterogeneous populations, including 
users with different levels of digital literacy, geographical access, income, and familiarity with financial technologies (Guerra-
Leal et al., 2023). For this reason, digital transformation in public banking is not only a technological process but also a social 
and institutional challenge. In Peru, public digital banking has become increasingly important due to the need to expand access 
to financial services and reduce dependence on physical service points (Julião et al., 2023). However, the implementation of 
digital and omnichannel services in this context requires platforms that are accessible, reliable, simple, and inclusive (Náñez 
et al., 2024). If these conditions are not achieved, digital banking may reproduce existing barriers instead of reducing them. 
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2.4. Multivariate Approaches to Omnichannel Customer Experience 
 
The study of omnichannel experience requires analytical approaches capable of examining multiple dimensions 
simultaneously (Van et al., 2022). Customer satisfaction in digital banking is not explained by a single factor, but by the 
interaction of several service attributes, technological conditions, and user perceptions (Barjaktarovic et al., 2025). For this 
reason, multivariate analysis is useful for identifying the relative contribution of each dimension and for understanding the 
structure of customer satisfaction in complex service environments. A multivariate approach allows researchers to evaluate 
how variables such as accessibility, convenience, ease of use, design, and content interact within the digital banking experience 
(Chauhan et al., 2022). This perspective provides a more complete understanding than descriptive or bivariate analyses, as it 
captures the multidimensional nature of customer experience and supports more precise managerial decisions. 
 
2.5. Research Gap 
 
There is growing attention in banking research on the so-called omnichannel approach in banking, however, so far very little 
experience and even less empirical research has been conducted on omnichannel banking in public banks of emerging markets 
(Casolaro et al., 2025). Most studies on omnichannel banking are focusing on private banks and in a broader sense on 
electronic banking in general. When it comes to digital banking, most studies so far are only analyzing single aspects of 
service quality (Mir et al., 2023). A more holistic view of the Omnichannel experience and the resulting customer satisfaction 
is still hardly being analyzed with a multivariate analysis, however. Therefore, this study addresses this gap by analyzing 
omnichannel experience and customer satisfaction in Peru’s public banking sector. By applying a multivariate approach, the 
study contributes to a deeper understanding of how different dimensions of the digital banking experience are associated with 
customer satisfaction in a public financial context. 
 
2.6. Conceptual Framework and Hypotheses 
 
The study is anchored on the conceptual framework that Omnichannel experience is a multi-dimensional construct that 
impacts customer’s satisfaction in digital banking environments (Dangaiso et al., 2024). In public banking systems, customers 
interact with multiple service channels, including mobile applications, websites, automated teller machines, and physical 
offices (Spevak et al., 2025). Consequently, the effectiveness of omnichannel integration depends on the quality, accessibility, 
continuity, and usability of these interconnected service platforms. In this study, omnichannel experience is analyzed through 
five key dimensions: accessibility, convenience, ease of use, interface design, and content quality. Accessibility refers to the 
possibility of interacting with banking services without significant technological or operational barriers. Convenience is 
associated with the practical benefits and efficiency perceived by customers during digital transactions. Ease of use reflects 
the simplicity and clarity of the interaction process within digital banking platforms. Interface design involves the visual 
structure, organization, and navigability of digital environments, while content quality refers to the accuracy, relevance, and 
usefulness of the information provided through banking channels. From a customer-centered perspective, these dimensions 
are expected to positively influence customer satisfaction in digital banking environments. Therefore, the study proposes the 
following research hypotheses: 
 
H1: Accessibility positively influences customer satisfaction in Peru’s public banking sector. 
H2: Convenience positively influences customer satisfaction in digital banking environments. 
H3: Ease of use positively influences customer satisfaction in omnichannel banking services. 
H4: Interface design positively influences customer satisfaction in public digital banking platforms. 
H5: Content quality positively influences customer satisfaction in omnichannel financial services. 
 
Based on these hypotheses, the study proposes a multivariate analytical model in which the dimensions of omnichannel 
experience operate as explanatory variables of customer satisfaction within Peru’s public banking sector. 
 
3. Methodology 
 
3.1. Research Design 
 
This research work is quantitative, non-experimental, cross-sectional and explanatory in nature. Quantitative in the sense that 
it is trying to measure the customers’ perception towards the experience of omnichannel banking by measuring it against 
various parameters. Non-experimental in nature as it is not trying to test the variables in experimental setting. Rather, it is 
trying to analyze the variables as they occur naturally in real life setting. Cross-sectional in nature as it is a single point 
measurement. Explanatory in nature as the main objective of this research work is to explain how customers’ satisfaction with 
banking services offered through digital channels can be explained. The research explanatory scope refers to the goal of 
assessing whether or not the different key dimensions of the omnichannel experience studied in this research are relevant to 
boost customer satisfaction in the public banking sector in Peru. By means of multivariate statistics this research will analyze 
the relationships among the variables that were studied and also the research explanatory scope. Thus, it will be possible to 
assess the relevant impact that each of the dimensions of the omnichannel experience under study has. 
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3.2. Population and Sample 
 
The target population for this study are users of digital and omnichannel services from the public banking sector in Peru. 
There are users of banking services offered through several channels including mobile applications, the banking institution’s 
website, ATMs, several digital platforms and banking service points. The study’s unit of analysis is the user or customer, who 
is already using one or more of the services mentioned above in a digital or omnichannel format and therefore has experience 
using these services. The sample is based on non-probability sampling (accessibility/sampling). In order to assess the 
dimensions of accessibility, convenience, usability, design of the interface, quality of the content and customer satisfaction, 
the sample consists of previous users of digital banking services. Due to the non-probability sampling strategy, the sampling 
is not designed to produce statistically significant results. It is used for exploratory and explanatory purposes to analyze the 
perception of customers in a specific service context. 
 
3.3. Instrument and Measurement of Variables 
 
To evaluate the views of customers in relation to their experiences through digital banking, the data for this study were 
collected using a structured questionnaire, which consisted of a set of questions scored using Likert’s scales, as well as five 
dimensions that reflect the omnichannel experience. These include the dimension of “ease of use”, which measures customers’ 
perceptions of the digital banking channels’ user-friendliness. Another parameter, “accessibility”, assesses how customers can 
easily access the banking services offered by the bank by means of the digital banking channels, without encountering any 
technical, operational or usability problems. The “convenience” dimension expresses customers’ perceptions of the digital 
services offered by banking, in terms of the degree of efficiency, saving of time and of usefulness offered by online 
transactions. The “interface design” parameter assesses customers’ perceptions and degree of satisfaction with the design of 
the digital banking channels as well as the content quality that is provided to customers online through the various digital 
services. Interface design evaluates the clarity, organization, visual structure, and navigability of digital banking platforms, 
while content quality captures the accuracy, usefulness, relevance, and clarity of the information provided to users. Customer 
satisfaction is measured as the user’s overall affective and cognitive evaluation of the banking experience. 
 
3.4. Construction of Composite Indicators 
 
Four studied constructs are turned into composite indicators to be used on an empirical basis. The average of individual items 
is used to measure the four studied constructs. A customer satisfaction index is calculated as the average of repeated indicators 
of customer satisfaction or of two blocks of customer satisfaction indicators. This index is a more stable indicator of the 
respective construct than the individual items, which have random fluctuations. 
 
The general customer satisfaction index is specified as follows: 
 

CSi =
CS1i + CS2i

2
 

 
where CSi denotes the overall customer satisfaction score for respondent i, while CS1i and CS2i represent the two observed 
satisfaction measures. Similarly, each explanatory dimension is constructed as a composite score: 
 

Xki =
1

mk
� xkij

mk

j=1

 

where xkij represents the composite score of dimension k for respondent i, xkij denotes item j within dimension k, and mk is 
the number of items used to measure that dimension. 
 
3.5. Econometric Specification 
 
The main empirical strategy is based on multiple linear regression (Flores-Vilcapoma et al., 2025). This method is appropriate 
because the study aims to estimate the marginal influence of several dimensions of omnichannel experience on customer 
satisfaction while controlling for the simultaneous effect of the remaining dimensions. The baseline model is specified as 
follows: 
 
CSi = β0 + β1EUi + β2ACi + β3COi + β4DEi + β5CQi + εi 
 
where CSi is customer satisfaction, EUi is ease of use, ACi is accessibility, COi is convenience, DEi is interface design, CQi is 
content quality, and εi is the error term. 
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3.6. Reliability, Validity, and Diagnostic Procedures 
 
Before estimating the regression models, the internal consistency of the measurement instrument is assessed using Cronbach’s 
Alpha. Values equal to or greater than 0.70 are considered acceptable for confirming the reliability of the constructs. Construct 
validity is evaluated through the Kaiser-Meyer-Olkin measure and Bartlett’s Test of Sphericity. These tests determine whether 
the data are suitable for factor analysis and whether the observed correlations among items justify the construction of latent 
or composite indicators. Exploratory Factor Analysis is applied to verify whether the items are grouped according to the 
theoretical dimensions proposed in the study. After validating the measurement structure, descriptive statistics are calculated 
to summarize the distribution of each variable, including mean, standard deviation, minimum, and maximum values. Pearson 
correlation analysis is then used to examine the preliminary associations among the dimensions of omnichannel experience, 
customer satisfaction. The regression models are evaluated using the coefficient of determination (R2), adjusted coefficient 
of determination �Radj

2 � , F-test of joint significance, individual t-tests, and standardized coefficients. Multicollinearity is 
assessed through the Variance Inflation Factor. In addition, residual normality, heteroskedasticity, and model specification are 
examined to ensure the robustness of the empirical results. These diagnostic procedures strengthen the credibility of the 
findings and allow a more rigorous interpretation of the estimated effects. 
 
3.7. Ethical Considerations 
 
The study respected the principles of confidentiality, voluntary participation, and anonymity of respondents. Participants were 
informed about the academic purpose of the research, and the collected information was used exclusively for scientific 
purposes. No personal identification data were disclosed during the research process. 
 
4. Results 
 
4.1. Statistical Analysis 
 
Table 1 shows a complete and balanced empirical dataset, with 384 valid observations for all variables analyzed: ease of use 
(EU), accessibility (AC), convenience (CO), interface design (DE), content quality (CQ), and customer satisfaction (CS). This 
is important because it avoids differential information loss across constructs and allows descriptive, correlational, and 
multivariate comparisons without initial concerns about missing data. The mean values of the central tendencies of the 
individual variables reach from 90.625 to 111.656. The highest average is obtained by the variable interface design (DE). 
Because the individual variables have maximum values of completely different magnitudes (DE: 225), however, a comparison 
is not possible. The median of the individual variables has mean values that are close to the respective means. Thus, the 
individual variables show only very slight distortions of the distribution. For the variable convenience (CO), however, the 
mean is even higher than the median, thus there is a concentration of the answers on the higher values. Regarding dispersion, 
the standard deviations range from 35.268 to 42.400, indicating relevant variability in users’ perceptions of omnichannel 
experience and customer satisfaction. Skewness is positive across all variables, especially for convenience (CO = 0.722), 
suggesting a slight right-tailed distribution. Likewise, kurtosis values remain close to or slightly below 3, indicating relatively 
moderate distributions without descriptive evidence of excessively heavy tails. Overall, the results suggest that the data are 
suitable for subsequent correlation analysis and regression modeling, although they should be complemented with diagnostic 
tests and instrument validity assessments. 
 
Table 1  
Descriptive statistics 

Stats EU AC CO DE CQ CS 
N 384 384 384 384 384 384 
Max 190 180 200 225 200 194 
Min 40 40 40 45 40 40 
Mean 94.102 94.753 90.625 111.656 97.839 94.604 
SD 36.128 36.650 38.075 42.400 39.332 35.268 
Variance 1305.261 1343.215 1449.681 1797.782 1547.013 1243.817 
𝐏𝐏𝟓𝟓𝟓𝟓  90 90 80 108 90 90 
Skewness 0.473 0.318 0.722 0.290 0.353 0.442 
Kurtosis 2.563 2.304 2.895 2.468 2.455 2.631 

 
Table 2 
Correlation matrix of psychological variables. 

  EU AC CO DE CQ CS 
EU 1.000 - - - - - 
AC 0.934 1.000 - - - - 
CO 0.864 0.866 1.000 - - - 
DE 0.865 0.881 0.811 1.000 - - 
CQ 0.865 0.893 0.788 0.947 1.000 - 
CS 0.967 0.97 0.915 0.922 0.923 1.000 
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Table 2 illustrates the positive correlations among the studied variables. In other words, all the aspects of the omnichannel 
experience are highly related to customer satisfaction. For this reason, the highest correlations correspond to customer 
satisfaction (CS) and the rest of the variables. Thus, the correlation between the variable Accessibility (AC) and customer 
satisfaction (CS) was 0.970, followed by 0.967 corresponding to the correlation between Ease of use (EU) and the previous 
variable. Additionally, the correlations between the remaining variables and customer satisfaction were very high, such as 
0.923 for Content quality (CQ), 0.922 for Interface design (DE), and 0.915 for Convenience (CO). These results suggest that 
the users’ satisfaction with the public digital banking services in Peru is associated with their perception of the platform’s 
accessibility, ease of use, content quality, interface design, and convenience when performing transactions through different 
channels. At the same time, the high correlations among explanatory variables, especially between interface design and content 
quality (DE–CQ = 0.947), ease of use and accessibility (EU–AC = 0.934), and accessibility and content quality (AC–CQ = 
0.893), suggest that the dimensions of omnichannel experience are not isolated attributes but interrelated components of a 
broader digital service ecosystem. From a methodological perspective, these coefficients support the relevance of a 
multivariate approach; however, they also indicate the need to assess potential multicollinearity through diagnostic measures 
such as the Variance Inflation Factor before interpreting the individual effects in the regression model. 
 

 
Fig. 1. Scatterplot matrix of variables. 

 
Fig. 1 visually confirms the strong positive associations among the variables reported in the correlation matrix. The scatterplots 
show upward-sloping and relatively compact point clouds across most pairs, indicating that higher perceptions of ease of use, 
accessibility, convenience, interface design, and content quality are consistently associated with higher customer satisfaction. 
The strongest visual patterns appear in the relationships involving customer satisfaction, particularly with ease of use and 
accessibility, suggesting that users who perceive digital banking platforms as simple and accessible tend to report substantially 
higher satisfaction. Also of note is the concentration of many single observations along positive linear trends in the scatter 
plot. Although the graphic is very suitable for a first assessment of the multivariate model’s empirical meaningfulness, it must 
be examined more closely for indications of possible multicollinearity. The high concentration of single observations along 
linear trends within the graphic furthermore supports the finding that in the context of this study the omnichannel experience 
is perceived as an integrated service-ecosystem and at the same time requires the implementation of appropriate diagnostic 
tests. 
 
4.2. Model results 
 
Table 3 shows that all dimensions of omnichannel experience have a positive and statistically significant effect on customer 
satisfaction in Peru’s public banking sector. Ease of use presents the largest coefficient (EU = 0.317, p < 0.001), followed by 
accessibility (AC = 0.272, p < 0.001) and convenience (CO = 0.187, p < 0.001). This suggests that customers’ satisfaction 
increases particularly when digital banking platforms are perceived as simple to operate, easily accessible, and practically 
useful for completing transactions. Content quality (CQ = 0.124, p < 0.001) and interface design (DE = 0.081, p < 0.001) also 
exert positive and significant effects, although their marginal contributions are smaller than those of ease of use and 
accessibility. This result indicates that clear information, relevant digital content, and well-organized platform design 
contribute to customer satisfaction, but their influence is comparatively less pronounced than the operational dimensions of 
the service experience. In practical terms, users appear to value functional simplicity and access conditions more strongly than 
visual or informational attributes alone. The overall model shows strong explanatory capacity, with an adjusted R² of 0.8902, 
indicating that approximately 89% of the variation in customer satisfaction is explained by the five omnichannel dimensions 
included in the regression. The high F statistic confirms the joint significance of the model, while the Ramsey RESET test p-
value (0.9887) suggests no evidence of relevant functional-form misspecification. However, given the high correlations 
observed among the explanatory variables, the interpretation of individual coefficients should be complemented with 
multicollinearity diagnostics, particularly the Variance Inflation Factor. For presentation quality, the table note should also be 
revised because the values in parentheses appear to be standard errors, not t-statistics. 
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Table 4  
Model results 

 (1) 
CS 

EU 0.317*** 
(0.015) 

AC 0.272*** 
(0.016) 

CO 0.187*** 
(0.010) 

DE 0.081*** 
(0.014) 

CQ 0.124*** 
(0.016) 

Constant 0.887 
(0.520) 

Ramsey RESET  test p-value 0.9887 
F statistic 7702.08 
Adjusted 𝐑𝐑𝟐𝟐 0.8902 

Note: t statistics in parentheses, * p<0.05, ** p<0.01, *** p<0.001. 
 

 
Fig. 2. Residuals, Estimated kernel density, Q-Q plots and Box plots. Grid lines are 5, 10, 25, 50, 75, 90, and 95 percentiles. 
The normal distribution is represented by the blue line.  
 
Fig. 2 provides a graphical assessment of the regression residuals. The residual plot appears to behave randomly about zero 
with no obvious structure, trend or clusters. There is no evidence of serious serial structure or of important non-linear 
dynamics. The plot of residuals by a kernel density estimate looks more or less symmetrical and most of the values are close 
to zero. The plot even looks somewhat similar to the plot of a reference normal kernel density. Only the empirical kernel 
density estimate in the middle seems to be somewhat more peaked than a reference normal density and there are some 
deviations in the tails. Not surprisingly, the normality of residuals test is only just within the 5% critical region. In view of the 
fact that this is a cross-sectional survey, we have to bear in mind the typical characteristics of such a data set. The residuals 
are therefore not perfectly normally distributed but approximately so. The Q-Q plot and box plot provide additional evidence 
of moderate tail deviations and the presence of some outlying residuals, particularly in the upper tail. Nevertheless, most 
observations remain concentrated within a relatively narrow residual range, and the deviations do not appear severe enough 
to invalidate the model interpretation. For a high-quality article, these results should be reported as supportive diagnostic 
evidence, while noting that robustness checks, such as heteroskedasticity-consistent standard errors, would strengthen the 
reliability of the inference. 
 
5. Discussion 
 
5.1. Interpretation of Main Findings 
 
This study provides empirical evidence of the role of the omnichannel experience to explain customer satisfaction in public 
banking in Peru. Positive and statistically significant relationships were found for ease of use, accessibility, convenience, 
design of the user interface and quality of the contents of digital banking channels. Findings of this study are consistent with 
a multidimensional perspective of the omnichannel service in banking where customers perceive service quality through 
usability, access conditions, convenience for transactions, visual organization and information quality of the different digital 
channels. Among the various factors that play a role in determining customer satisfaction when using public digital banking 
services, ease of use is the most important one. When using public digital banking services, customers of public banking 
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services above all expect easy to use services offered by public digital banking services. These services should be easy to use, 
clear and understandable. As customers of public banking services have different levels of digital literacy, customers of public 
banking services must not feel deterred by complicated interfaces of public digital banking services or by unclear procedures 
for executing transactions using public digital banking services. The strongest influence of ease of use on customer satisfaction 
of public digital banking services therefore is to reduce cognitive and operational barriers for using financial services by 
means of digital channels. 
 
The second most important factor influencing customer satisfaction with the services offered by public banks through digital 
banking channels is the accessibility of said services from a technical, operational, and usability perspective. In the context of 
the public banking of Peru, where public banking institutions cater to a large and very diverse group of clients of different 
socioeconomic backgrounds residing in different locations and with different degrees of technical connectivity and digital 
skills, the accessibility of the services of digital banking channels should not be only understood as the mere availability of 
said services. Instead, it refers to the degree to which the services offered by said channels can be adapted to the needs of 
individual clients. 
 
Our research found that the greatest contribution of new digital banking channels is the added convenience these channels 
bring to public banking services. They have transformed the way banking services are conducted and made them far more 
efficient. The new range of services, available 24 hours a day, 7 days a week from anywhere in the world, save time and help 
customers avoid having to travel to a bank. Customers can conduct a wide variety of banking operations and benefit from a 
range of added services that are also easier to access. This is particularly relevant when banking services are provided by a 
public banking system where queues, a limited number of branches in remote locations and long waiting times between 
dealing with customers all contribute to a poor-quality service that fails to meet customer expectations. 
 
The coefficients for interface design and content quality are of lower magnitude than the coefficients for ease of use and 
accessibility but are positive and significant. Thus, also the visual organization of a digital service, its navigability, the clear 
information and the relevant digital content have an effect on customer satisfaction. Interface design and content quality are 
two complementary dimensions that support the user experience in a digital service. A well-organized interface with sufficient 
and clear information facilitates the use of a service and reduces users’ uncertainty about the services a company offers. 
 
5.2. Comparison with Previous Studies 
 
Our results are also in line with prior research on digital banking, electronic service quality and customer experience. 
Therefore, customers judge digital banking platforms as well as online services and the overall customer experience of 
financial services provided via technology from the perspective of usability, accessibility, convenience and information 
quality. The results of the study on digital service quality indicate that, in addition to judging the availability of digital services 
customers also judge their ability to facilitate easy, efficient and reliable interactions with customers. From a public banking 
perspective, the dimensions of ease of use and accessibility are most important for customers. Our results also support 
technology acceptance views. In our study, the ease of use of digital banking services is the most predominant attribute of 
digital banking services and thus the major driver of customer satisfaction. The customers’ perception of the ease of use of 
digital banking services plays a major role in shaping their overall evaluation of a digital platform for banking services and 
thus their overall satisfaction with it. This is particularly relevant for emerging economies with vastly different levels of prior 
experience with technology-based financial services. 
 
The strong influence of accessibility on the service quality of banking services as perceived by users has already been found 
by other studies dealing with the topic of digital inclusion and service quality. In a world of digitalization services of public 
banking have to become more efficient and have to be made accessible for users with different needs. The main positive aspect 
of digital banking services as perceived by users is the accessibility of services. They perceive services as sufficient as long 
as they are accessible, functional and do not put a barrier in front of the users. 
 
The positive effect of convenience on customer satisfaction is further supported by existing research. Customers more and 
more value digital channels, because these reduce time, effort and costs for transactions. For the omnichannel banking context 
the convenience aspect even plays a particularly big role, since customers expect a smooth and efficient service process 
throughout all channels. Thus, our results in addition to existing research support the statement that customer satisfaction 
increases especially when digital banking services provide their customers added value of use and support them in their 
everyday financial transactions. 
 
In contrast, the lower impact of the interface design and the content quality on the influence of the platform suggests that in 
this study the functional qualities had a greater influence than the aesthetic and informative qualities of the platform. This 
does not mean that design and content are less relevant. Rather, they are first evaluated by users with respect to their ease of 
use, accessibility and convenience of use. They can then increase the quality of the service that is being offered on the platform. 
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5.3. Theoretical Implications 
 
This research paper adds value to existing studies on omnichannel banking and customer satisfaction. It provides empirical 
evidence for public banking in an emerging market. In contrast to the vast majority of studies on digital banking and the 
omnichannel experience of financial services that focus on private banks and online banking in financial institutions in general, 
this research paper studies the experience of omnichannel banking in the public banking of Peru, an industry in transformation, 
not only digitally but also in terms of other public services that it offers to its clients, while at the same time promoting 
financial inclusion. 
 
Our results provide support for the prior conceptualization of the omnichannel experience as a multi-dimensional construct. 
High intercorrelations between the variables that account for customer satisfaction in digital banking services were found. 
This implies that in digital banking services ease of use, accessibility, convenience, the design of the interface as well as the 
quality of provided information are not separate service aspects that can be studied in isolation. Instead, they constitute parts 
of a larger digital service ecosystem that can be analyzed by means of integrated models, rather than by single dimensions. 
From a theoretical perspective, our results for public digital banking environments show that operational dimensions – above 
all the usability and accessibility of offers – are more relevant to customer satisfaction than the visual and information-related 
dimensions. For future theoretical models of customer satisfaction in public digital banking, therefore, greater emphasis should 
be placed on usability, accessibility and service design that is inclusive by nature. 
 
This research also has a methodological contribution because it used a multivariate approach to assess the joint effect of all 
the dimensions of the omnichannel service experience on customer satisfaction. Such an approach is more complete than the 
use of simple descriptive statistics and bivariate analysis because it allows for an assessment of the weight of each dimension 
of the service experience while taking into account all of the other service attributes. 
 
5.4. Practical and Policy Implications 
 
The findings of this study will be of great benefit to public banking institutions and their respective managers. The high impact 
that was assigned to the dimension of ease of use for instance could be of great benefit to design digital channels of distribution 
in public banks in a very simple way. This would allow for easy navigation for potential users through online applications as 
well as through physical service points of public banks. In addition, making processes easier to use by reducing the number 
of steps required for online transactions, by using simple language and providing user-friendly interfaces could increase 
customer satisfaction and promote the use of new digital financial products and services in banking correspondently. 
 
Second, when evaluating public banking, accessibility must also be a criterion. Here, too, digital services must be suitable for 
users with very different levels of digital literacy as well as for people with different types of internet connections and end 
devices. In addition, platforms must be compatible with low-end equipment and should still function in cases of poor internet 
connections. Digital assistance must be available at the right time, and less digitally literate customers must receive guidance 
on using digital banking services. 
 
Third, positive effect of convenience, Public Banks must develop their digital services more, in order to reduce waiting time 
for customers and number of physical bank branch visits for basic transactions, by implementing omnichannel strategies, so 
that customers can move freely between channels (mobile banking app, bank website, ATMs, phone and bank branches) 
without interruption. 
 
Fourth, although interface design and content quality showed smaller effects, they remain relevant for strengthening trust, 
clarity, and service reliability. Public banks should improve the visual organization of their platforms, provide clear 
instructions, update digital content, and ensure that information is accurate, relevant, and easy to understand. 
 
From a policy perspective, it is necessary to incorporate the digital transformation of public banking with financial inclusion 
policies. In a country such as Peru, where there is an unequal distribution of access to financial services (location and 
population), the introduction of omnichannel services in public banking can extend beyond the modernization of technology 
to reduce service barriers and to make public institutions more responsive. It will also become a tool to promote more inclusive 
access to public financial services. 
 
5.5. Methodological Considerations and Future Research Directions 
 
Although the findings show satisfactory explanatory power for the relationships between the variables, they have to be viewed 
with methodological care. The high correlations between the individual explanatory variables are to be noted, in addition to 
possible conceptual overlap between the individual dimensions of the omnichannel experience. This could be an indication 
of multicollinearity. Therefore, it is advisable to perform additional diagnostic tests, for example to check the Variance 
Inflation Factor and the corresponding tolerance values, and to perform a robustness test using heteroskedasticity-consistent 
standard errors. 
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However, because the research is based on a cross-sectional study, the findings only demonstrate statistical association as 
opposed to causality. In future it would be beneficial to use a longitudinal study to monitor levels of customer satisfaction 
over time. In addition, the use of a random probability sample would aid in attempting to generalize the findings to the wider 
population. 
 
Future studies should further extend the model to include other relevant variables such as digital trust, customers’ perceptions 
towards security of online financial transactions, customers’ financial literacy, banks’ perceived value, customers’ loyalty 
towards digital banking services and their usage frequency etc. and analyze how these variables affect customer satisfaction 
through the channel experience. A study could also be conducted to compare public and private sector banks and urban and 
rural customers’ experience and satisfaction with digital banking services. 
 
6. Conclusions 

 
This study carries out a multivariate analysis of the factors that the omnichannel experience affects customer satisfaction in 
the public banks of Peru. The results of the analysis show that customer satisfaction is strongly associated with the quality of 
the digital and omnichannel banking experience when customers perceive access to banking platforms as easy, use as simple, 
convenient, with adequate design and content that is relevant and clear. All of the five study’s dimensions for the assessment 
of the omnichannel experience have a positive and significant effect on the satisfaction of customers with public digital 
banking services. The greatest effect was exerted by the dimension of ease of use of digital services of public banking, 
followed by the dimension of accessibility and then the dimension of convenience. As it has been mentioned earlier, customers 
place a high value on digital services of public banking being of easy use, accessible and efficient for conducting transactions 
and for providing other services through all of the available channels of an omnichannel platform. Public banking institutions 
should pay the greatest attention to simplifying of digital services of public banking, to making them accessible to all 
customers and to increasing the efficiency of all services provided through all available channels of the omnichannel platform 
of public banking services. 
 
From a positive perspective, however, the study proves that the content quality and the design of a website’s interface are 
having a positive effect on customers’ satisfaction to a far lesser extent. The organization and the visual representation of 
information, the ease of use of a website as well as transparency and clearness of information provided online are important 
for assessing the service quality of digital banking. However, their importance can be increased when they are combined with 
the factors of usability and accessibility of online services offered. An effective omnichannel strategy therefore should include 
both the functional and the informative dimensions of online services and generate a consistent positive experience for 
customers. 
 
From a methodological perspective, the multivariate model presented strong explanatory capacity, with an adjusted R² of 
0.8902, indicating that the selected dimensions explain a substantial proportion of the variation in customer satisfaction. The 
Ramsey RESET test also suggested no evidence of relevant functional-form misspecification. However, the high correlations 
observed among the explanatory variables indicate that omnichannel experience operates as an integrated service ecosystem 
rather than as a set of isolated attributes. For this reason, future studies should complement regression analysis with additional 
diagnostic procedures, particularly multicollinearity assessment and robustness checks using heteroskedasticity-consistent 
standard errors. 
 
The study provides insights on public banking in developing countries which are of value to banking management. By 
improving the public bank’s omnichannel experience, it is possible to reduce access barriers for users, to improve the bank’s 
institutional efficiency and change the bank’s relation with citizens and public financial services. User-friendly, accessible and 
convenient banking services foster customer satisfaction. This, in turn, enables to develop and to implement inclusive digital 
banking for all. 
 
This study contributed to knowledge about digital banking and customer satisfaction. It investigated digital banking services 
in public banking environments. This study, however, has limitations. The use of non-probability sampling in this study 
restricts the generalizability of the findings to the broader population. Also, the cross-sectional design of this study does not 
allow for identification of causality over time. Future studies on this topic should use probabilistic sampling methods, use a 
longitudinal design, and compare public with private banking environments. Additional variables, such as digital trust, 
perceived security, financial literacy, and customer loyalty, should also be included in future studies. 
The main conclusion of the research is that customer satisfaction in Peru’s public banking sector is influenced by the integrated 
quality of the omnichannel experience offered by public banks. Banking institutions that offer their digital services in public 
spaces will need to work on the quality of service and develop simple, accessible, convenient, informative and user-friendly 
platforms to serve all types of customers. 
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