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Abstract
In the era of Industry 4.0, it is crucial for banks in India to remain competitive and satisfy the customers' growing demands for digital business strategies. Both private sector and public sector banks have embraced digitalization and put numerous measures into place in order to provide their clients with seamless and convenient services. The current study aims to examine how Indian banking customers perceive digital business tactics. 500 respondents from banks in the public and private commercial sectors provided the information.   Independent sample t-tests, ANOVAs, correlations, means, and standard deviations were utilized to examine the relationship between independent and dependent variables. The study's results show that customers of public sector banks have a lower perception of the different facets of the quality of digital banking services than customers of private sector banks. The adoption of more digital banking solutions, according to this paper's advice, will enable banks to provide their clients with better services. The perception of the customers towards digital business strategies is insignificant different with respect to their gender. This paper suggests that banks must tailor their strategies to cater to the preferences and needs of the younger generation.
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1. Introduction
The banking industry has undergone significant upheaval thanks to digitization and other technical breakthroughs.  Digitalization and technical improvements are expected to stimulate greater growth and transformation in the Indian banking sector in the upcoming years. Banks in India must now employ digital business methods if they want to compete in the current financial sector. The Indian banking industry has seen significant change as a result of the introduction of digitalization, and both public and private sector banks have come to appreciate the benefits of adopting digital business techniques to improve customer experience, streamline processes, and reduce costs.
Indian public sector banks such as Punjab National Bank, Bank of Baroda, and State Bank of India have made efforts to embrace digital business techniques. To offer their clients convenient and smooth services, they have implemented digital payment services, released mobile banking applications, and made online account opening possible. In order to safeguard client data and stop cyber attacks, public sector banks have also concentrated on improving cyber security measures.
Axis Bank, ICICI Bank, and HDFC Bank are just a few of the Indian private sector banks that have led the nation's banking industry's digital transformation. These banks have invested a lot in technology and digital infrastructure in order to provide their consumers cutting-edge goods and services. Private sector banks have also embraced AI, machine learning, and data analytics to enhance client experiences and personalized services.
In order to provide innovative goods and services that meet evolving consumer expectations, India's public and private sector banks have teamed up with fin-tech firms and startups. By forming alliances with e-commerce platforms, digital wallet providers, and other fin-tech firms, banks have also concentrated on extending their digital footprint.
Literature Review 
Customers are increasingly using banking applications because they provide a simple method to manage their money while on the road. Customers are increasingly adopting banking apps for routine tasks like paying bills, moving money, and checking balances (KPMG, 2019). Digital banking services facilitate the customers by reducing their need to visit the banks physically and do their operations through internet or ATM Machines physically visiting the bank branches (Omar, et. al. 2011). The Covid-19 pandemic has led to an increase in the usage of financial apps and digital banking in general. The use of banking applications has significantly expanded throughout the pandemic, which is explained by the study's finding that people prefer contactless transactions and remote banking services (PwC, 2020). Through personalized services and targeted marketing, banking applications have the potential to bring in significant revenue for banks (McKinsey & Company, 2019). According to McKinsey & Company (2019), banking apps can lower operating costs and enhance customer satisfaction. If a current bank does not have a mobile app, customers are more inclined to switch banks (KPMG, 2019).A 2019 Federal Reserve study found that users of banking apps are more likely than non-users to be pleased with their banking experience. Customers who use banking applications are more likely to be satisfied with their banking experience than those who do not, according to a 2019 Federal Reserve study. Not all client segments have adopted banking apps in the same way. According to a Deloitte report from 2020, elderly clients are less likely than younger ones to utilize banking apps. The study also showed that some users are concerned about fraud risk and the security of banking apps. Due to their convenience and ease of use, digital payment apps have grown in popularity over the past several years. By 2023, there will be 1.3 billion users of digital payment apps worldwide, which reflect their increasing ubiquity (Statista, 2021). According to a survey by Capgemini (2020), users prefer contactless transactions and remote payment services, which have accelerated the adoption of digital payment apps. According to the survey, emerging markets like China and India have seen a considerable rise in the use of digital payment apps. By giving unbanked populations access to financial services, digital payment apps have the potential to increase financial inclusion (McKinsey & Company, 2019). The report also emphasized how digital payment apps may save expenses for organizations and improve transactional efficiency. Mobile payment apps have emerged as the preferred payment option for younger generations, including millennial and Gen Z, according to a survey by eMarketer (2021). The study also showed that speed, security, and convenience are what encourage people to use digital payment apps. However, a number of studies have highlighted questions about the security of digital payment apps. According to a study by Kaspersky (2021), users of digital payment apps are susceptible to online threats like phishing and malware attacks. The report also emphasized the necessity for consumers to be aware of the hazards connected with digital payment apps and adopt the appropriate safety measures.

Objectives of the Study:

i. The study's main goal is to investigate how public and private banks' customers feel about and perceive their use of digital business tactics.

ii. The study's goal is to examine how the various aspects of Digital Business strategies for Public and Private Sector Banks interact with one another.

2. HYPOTHESES OF THE STUDY

The following hypotheses are formulated to satisfy the objective of the study:

H01–H05: The respondents' demographic traits and their opinions on digital business services in regard to banks in the public and private sectors do not differ statistically significantly. 

H06: The different facets of digital business strategies Public and private sector banks' levels of quality do not significantly influence one another.

3.  RESEARCH METHODOLOGY 

Exploratory research design was used by the researcher to test the hypothesis. To evaluate the customer perception towards the digital business strategies in banking a questionnaire was constructed on Likert 5 point scale. Reliability, security, personality, correctness, and ease of use are all factors that affect how customers view and intend to utilize financial services, according to past study in this area (Joseph and colleagues (1999); Meuter and colleagues (2000); Yang and Jun (2002); Zeithaml (2002); Joseph and Sone (2003); Long &McMellon (2004).
In this study the researcher has used the Physical aspects, reliability, security and privacy, responsiveness and complaint handing, usage of Digital banking strategies. The researcher focused on various demographics such as genders, age and education to facilitate error minimization while data collection. The data was collected from the 500 respondents.
3.1. Target Population
All those persons who have the bank account and using bank services were the study's intended audience. The researcher has used the criteria for selecting the respondent. Firstly, the respondent had a bank account, secondly who used the digital services of the bank were selected for the target customer.

3.2. Sampling Unit
The study's sampling unit includes of public and commercial banks' clients from Delhi and the Delhi-NCR region.  With the aim of focusing on all the demographics of respondents the survey covered the bank customers of public and private banks from Delhi and Delhi NCR region.

3.3. Sample Size
The number of respondents in a study is referred to as the sampling size. The researcher's primary method of data collecting was used in this study. 700 people received the questionnaire. 506 respondents provided the information that was gathered. The incomplete replies were removed from the study's final data set, leaving a total sample size of 500.

3.4. Sampling Technique
Non-probability sampling was utilized in this investigation. Among the non-probability sampling techniques that were available, a purposeful sampling strategy was used to collect information from the respondents.

3.5. Questionnaire Design and Development
This research study is a primary data- based study. There are various techniques to collect the primary data such as questionnaire, interviews & observation etc. There are two approaches of digital business strategies in banking. The first approach is the banks approach i.e. the need to update the banking system to another is the customer approach i.e. the key for enhancing the users experience with banks. Using the Second approach of Digital business strategies, a questionnaire was designed for collecting the primary data. The reliability and validity of the data being collected through questionnaire is dependent upon the questionnaire design and structure. Due to this a well- structured questionnaire was designed to accomplish the research aim. A 5-point likert scale questionnaire with responses ranging from strongly agree to strongly disagree was used to gather data on consumer perception and adoption of digital business strategies of banking. Pre-testing the questionnaire was done once it was created to spot any problems.

4. Discussion of Result

The respondents were surveyed using a standardized questionnaire to gather primary data. A Likert scale of 1 to 5 was used in this study to rate respondents' thoughts on various aspects of digital banking, with 1 representing strong agreement and 5 denoting extreme disagreement. SPSS 23 (Statistical Package for the Social Sciences) was used to analyze the data.

	Table 1: Frequency Distribution on the basis of Demographic Characteristics of Respondent

	Demographic Variables
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Gender of the Respondent
	Male
	249
	49.8
	49.8
	49.8

	
	Female
	251
	50.2
	50.2
	100.0

	Age of the Respondent
	Below 25Years
	325
	65
	65
	65

	
	26-35 Years
	108
	21.6
	21.6
	86.6

	
	36-45 Years
	56
	11.2
	11.2
	97.8

	
	Above 46 Years
	11
	2.2
	2.2
	100

	Type of Bank
	Public Bank
	245
	49
	49
	49

	
	Private Bank
	255
	51
	51
	100

	Educational Qualification of Respondent
	Diploma
	46
	9.2
	9.2
	9.2

	
	Under graduation
	371
	74.2
	74.2
	83.4

	
	Post Graduation
	83
	16.6
	16.6
	100.0


Source: Compiled from Primary Data 

Table 1 represents the frequency distribution of the data, which was collected from 500 respondents who are using digital business strategies. Out of 500 respondents, 251 respondents were female i.e. 50.2% and 49.8% were male engaged with usage of digital banking. Previous research demonstrates that gender has little bearing on the adoption and application of technology in the banking business. The majority of the 325 respondents, or 65%, were under the age of 25, followed by 108 respondents, or 21.6%, who were between the ages of 26 and 35, 56 respondents, or 11.2%, who were between the ages of 35 and 46, and only 2.2% who were over 46. It clearly shows that young generation is more inclined toward the usage of digital business services of the banks in comparison to people above 35 years. 245responses were from private sector banks and 255 responses were from public sector banks. Among the 500 respondents, maximum number of the users of digital banking strategies (371), i.e. 74% are under graduate, 16.6 % are post graduate and 9.2 % from Diploma. The earlier studies established the importance of education in the adoption of technology. Higher education respondents in the study area indicate that the adoption of technology will be very positive.

Table 2: Customer’s perception towards Usage of Digital Business Strategies
	Variables
	N
	Mean
	Std. Deviation

	Well organized website of Bank
	500
	1.73
	.750

	 User Friendly Interface of digital services
	500
	1.73
	.716

	Ease of use
	500
	1.66
	.710

	Use of Advance Technology to Better serve the customer
	500
	1.69
	.758

	As per the the need of the customer
	500
	1.78
	.762

	Physical Aspects of Digital Transformation  of Banking System 
	500 
	8.59
	2.99

	 Faster Transfer of funds
	500
	1.37
	.591

	Greater flexibility
	500
	1.54
	.652

	Greater Punctuality
	500
	1.72
	.715

	Greater Transparency and accountability.
	500
	1.72
	.724

	Anytime anywhere access to banking services
	500
	1.46
	.611

	Anytime check my balance and access my bank statements
	500
	1.41
	.581

	Ease of Interaction with my bank
	500
	1.65
	.707

	No need to visit Branch for resolving grievances
	500
	1.93
	1.007

	Efficiency
	500 
	12.79
	4.01

	 Digital Transformation  promotes Promptness of services
	500
	1.72
	.715

	Digital Transformation  leads to more Accuracy
	500
	1.76
	.797

	Digital Transformation leads to error free transactions
	500
	2.10
	.877

	Digital Transformation increase the trustworthiness
	500
	1.93
	.809

	Digital Transformation ensures the greater ability to fulfill customer needs
	500
	1.82
	.779

	Reliability
	500 
	9.33
	3.11

	 Digital Transformation provides enhanced level of security and limited possibility of loss
	500
	2.06
	.813

	Digital Transformation provides the information security such as personal and financial information of customer
	500
	1.91
	.733

	 Digital Transformation prioritizes Customer Privacy.
	500
	1.90
	.766

	Digital Transformation of banking services as secured as traditional banking services
	500
	2.14
	.921

	Digital Transformation use latest encryption technology to prevent unauthorized access
	500
	1.90
	.797

	Security and Privacy
	500 
	9.90
	3.29

	Digital Transformation provides prompt responses to the customers’ requests by e-mail or other means
	500
	1.77
	.723

	Digital transformation of banking services provides are accurate, appropriate and relevant.
	500
	1.76
	.671

	Customers kept  informed about when services will be performed.
	500
	1.75
	.699

	It allows information to be readily accessible.
	500
	1.71
	.664

	Readily availability of  customers help centre
	500
	1.82
	.834

	Responsiveness
	500 
	8.82
	2.88

	 It has the ability to guide customer to resolve problems.
	500
	1.99
	.877

	Able to resolve transaction related problems.
	500
	2.06
	.822

	Able to resolve online transactions related problems
	500
	2.02
	.819

	It provides effective complaints and grievances procedures.
	500
	2.08
	.868

	Customer care/Help Desk/Call Centers takes the complaints quickly and solves it fastly.
	500
	2.07
	.987

	Complaint Handling
	500 
	10.22
	3.79

	Customer Perception towards Digital business strategies in Banking
	500
	59.65
	15.62


Source: Compiled from Primary Data 

[bookmark: _GoBack]It is observed from the table 2 that the customer’s perception towards Digital business strategies among public and private banks is higher in the case of the variables – “Efficiency” (M = 12.79) followed by “Complaint Handling” (M = 10.22) in comparison to the other variables. The data analysis indicates that customer’s perception towards Digital business strategies among public and private banks is lowest in the case of variables – “Physical Aspects” (M = 8.59) followed by “Responsiveness” (M= 8.82) and “Security and Privacy” (M = 9.33).Overall, Customers has a mean perception score of 59.65 out of 100 towards the digital business strategies in banking. It is also concluded that the Customers’ perception towards Since the majority of the Mean values of the variables are above 3.00 (60%) out of 5, digital business strategies among public and private banks are above the average level.
	Table 3: Reliability Statistics

	Cronbach's Alpha
	N of Items

	.924
	40



The reliability of internal consistency is assessed using Cronbach's Alpha, which assesses how closely linked a set of items are to one another.  Higher numbers suggest stronger internal consistency, and a Cronbach's Alpha value spans from 0 to 1.  The Cronbach's Alpha coefficient for this study is 0.924, which is quite high.   A coefficient of 0.924 suggests a strong level of internal consistency among the 40 items being measured.  Having a high Cronbach's Alpha coefficient of 0.924 suggests that the items in this set have good reliability, meaning that they are consistent and dependable measures of the intended construct.
H01: The perceptions of male and female respondents towards digital business services in connection to public and private sector banks are not significantly different.
	Table 4: Independent Sample T-Test

	Gender Perception Towards the Digital Business Strategies of Banking 

	Variable 
	Gender of the Respondents

	
	Male
	Female
	P-Value
	Decision

	
	N
	Mean
	N
	Mean
	
	

	Physical Aspects 
	249
	1.7309
	251
	1.7060
	0.642
	Retain the Null Hypothesis

	Efficiency
	249
	1.5773
	251
	1.6200
	0.342
	Retain the Null Hypothesis

	Reliability
	249
	1.8659
	251
	1.8645
	0.981
	Retain the Null Hypothesis

	Security and Privacy
	249
	2.0145
	251
	1.9466
	0.250
	Retain the Null Hypothesis

	Responsiveness
	249
	1.7422
	251
	1.7841
	0.417
	Retain the Null Hypothesis

	Complaint Handling
	249
	2.0474
	251
	2.0422
	0.940
	Retain the Null Hypothesis

	Customer Perception towards Digital business strategies in Banking
	249
	1.8067
	251
	1.8084
	0.969
	Retain the Null Hypothesis



The Independent T test findings are shown in Table 4 for analysis of gender differences in perception of banking's digital business strategy. Physical aspects, effectiveness, dependability, security and privacy, responsiveness, complaint handling, and customer perception of digital business techniques in banking are the characteristics analyzed. The table shows the total number of participants (N) for each gender (Male and Female), the p-value that was determined, and whether the null hypothesis was accepted or rejected based on the p-value.
There is no statistically substantial difference in customer perception between genders, according to the p-values for all variables, including physical aspects (0.642), efficiency (0.342), reliability (0.981), security and privacy (0.250), responsiveness (0.417), complaint handling (0.940), and overall customer perception (0.969). As a result, for all variables, the null hypothesis, which presupposes no variation in perception, is maintained. This shows that, in respect to these factors, gender does not significantly influence how digital business tactics in banking are perceived.

H02: Between Public as well as private sector banks, the respondents' perceptions of digital business services are not significantly different.

	Table 5: Independent Sample T-Test

	Perception Towards the Digital Business Strategies of Banking on the basis of Type of Bank

	Variable 
	Type of Bank

	
	Public Bank
	Private Bank
	P-Value
	Decision

	
	N
	Mean
	N
	Mean
	
	

	Physical Aspects 
	245
	1.7592
	255
	1.6792
	0.134
	Retain the Null Hypothesis

	Efficiency
	245
	1.6270
	255
	1.5716
	0.218
	Retain the Null Hypothesis

	Reliability
	245
	1.88
	255
	1.851
	0.603
	Retain the Null Hypothesis

	Security and Privacy
	245
	2.0073
	255
	1.9545
	0.370
	Retain the Null Hypothesis

	Responsiveness
	245
	1.8522
	255
	1.6776
	0.001
	Reject the null Hypothesis

	Complaint Handling
	245
	2.0318
	255
	2.0573
	0.708
	Retain the Null Hypothesis

	Customer Perception towards Digital business strategies in Banking
	245
	1.8385
	255
	1.7779
	0.153
	Retain the Null Hypothesis



According to the kind of bank (Public Bank and Private Bank), the findings of the perception towards the digital business strategies of banking are shown in Table 5. For the variables Physical Aspects (0.134), Efficiency (0.218), Reliability (0.608), and Security and Privacy (0.370), the results show that there is no statistically significant difference in perception between public and private banks. This is because the p-values for these variables are higher than the typical significance level of 0.05. Therefore, the null hypothesis, which assumes no difference in perception based on the type of bank, is retained for these variables.
A statistically significant difference in perception between public and private banks is shown by the variable Responsiveness, for which the p-value is less than 0.05 (p = 0.001). As a result, the null hypothesis is disproved, indicating that there is a sizable variation in how responsiveness is perceived depending on the type of bank.

H03: There is no statistically significant difference in the respondents towards the perception of digital business services among the various education qualifications. 

ANOVA test was conducted to analyze the perception towards the digital business strategies of banking based on respondents' educational qualifications.
	Table 6: ANOVA
Perception Towards the Digital Business Strategies of Banking on the Basis of Respondent’s Education Qualification

	Variables
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Physical Aspect
	Between Groups
	2.210
	2
	1.105
	3.110
	.045

	
	Within Groups
	176.620
	497
	.355
	
	

	
	Total
	178.831
	499
	
	
	

	Efficiency
	Between Groups
	.706
	2
	.353
	1.400
	.248

	
	Within Groups
	125.278
	497
	.252
	
	

	
	Total
	125.984
	499
	
	
	

	Reliability
	Between Groups
	2.211
	2
	1.105
	2.874
	.057

	
	Within Groups
	191.144
	497
	.385
	
	

	
	Total
	193.354
	499
	
	
	

	Security and Privacy
	Between Groups
	3.904
	2
	1.952
	4.564
	.011

	
	Within Groups
	212.584
	497
	.428
	
	

	
	Total
	216.488
	499
	
	
	

	Responsiveness
	Between Groups
	2.351
	2
	1.175
	3.569
	.029

	
	Within Groups
	163.692
	497
	.329
	
	

	
	Total
	166.043
	499
	
	
	

	Complaint Handling
	Between Groups
	7.351
	2
	3.675
	6.521
	.002

	
	Within Groups
	280.126
	497
	.564
	
	

	
	Total
	287.476
	499
	
	
	

	Customer Perception towards Digital business strategies in Banking
	Between Groups
	2.098
	2
	1.049
	4.751
	.009

	
	Within Groups
	109.733
	497
	.221
	
	

	
	Total
	111.831
	499
	
	
	



The findings show that the variables of physical aspects (.045), Security and Privacy (0.011), Responsiveness (0.029), complaint handling (0.002), and overall customer perception (0.009) towards digital business strategies in banking show significant differences in perception based on age. The variables Efficiency (0.248) and Reliability (0.057), however, did not show any significant differences. These results show that educational background influences how some components of digital business strategies in banking are seen, emphasizing the significance of taking educational background into account when putting these strategies into practice and refining them.
H04: There is no statistically significant difference in the customer’s perception of digital business services among the various age groups. 

ANOVA was conducted to examine the perception towards the digital business strategies of banking based on respondents' age.
	Table 7: ANOVA
Perception Towards the Digital Business Strategies of Banking on the Basis of Respondent’s Age Groups

	Variables
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Physical Aspect
	Between Groups
	5.579
	3
	1.860
	5.324
	.001

	
	Within Groups
	173.252
	496
	.349
	
	

	
	Total
	178.831
	499
	
	
	

	Efficiency
	Between Groups
	2.073
	3
	.691
	2.766
	.041

	
	Within Groups
	123.910
	496
	.250
	
	

	
	Total
	125.984
	499
	
	
	

	Reliability
	Between Groups
	1.963
	3
	.654
	1.696
	.167

	
	Within Groups
	191.391
	496
	.386
	
	

	
	Total
	193.354
	499
	
	
	

	Security and Privacy
	Between Groups
	1.640
	3
	.547
	1.262
	.287

	
	Within Groups
	214.848
	496
	.433
	
	

	
	Total
	216.488
	499
	
	
	

	Responsiveness
	Between Groups
	1.736
	3
	.579
	1.747
	.156

	
	Within Groups
	164.306
	496
	.331
	
	

	
	Total
	166.043
	499
	
	
	

	Complaint Handling
	Between Groups
	7.264
	3
	2.421
	4.286
	.005

	
	Within Groups
	280.212
	496
	.565
	
	

	
	Total
	287.476
	499
	
	
	

	Customer Perception towards Digital business strategies in Banking
	Between Groups
	2.015
	3
	.672
	3.033
	.029

	
	Within Groups
	109.816
	496
	.221
	
	

	
	Total
	111.831
	499
	
	
	



The investigation showed that there were significant differences in respondents' perceptions of physical aspects (0.001), efficiency (.041), handling of complaints (.005), and overall customers' perception (.029) of digital business strategies in banking based on their age. The factors responsiveness (0.156), security and privacy (0.287), and reliability (0.167), on the other hand, did not provide any evidence of a significant difference. These findings highlight the need of taking age-related issues into account when implementing and creating these strategies by indicating that age can affect how some parts of digital business strategies in banking are perceived. 

H05: There is no statistically significant difference among the period of usage of digital banking strategies towards the perception of digital business services. 

The ANOVA test was conducted to test the hypothesis i.e.no significance difference among the period of usage on the perception of customers towards digital business strategies for various aspects, namely Physical Aspect, Efficiency, Reliability, Security and Privacy, Responsiveness, Complaint Handling and overall Customer’s Perception towards the digital business strategies of Banks. The period of usage was categorized into four groups: below 1 yr., 1-3 years, 3-6 years, and above 6 years. The perception was measured using a 5-point Likert scale ranging from "Strongly Agree" to "Strongly Disagree."

	Table 8: ANOVA
Perception Towards the Digital Business Strategies of Banking on the Basis of Period of Usage

	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Physical Aspect
	Between Groups
	17.131
	8
	2.141
	6.502
	.000

	
	Within Groups
	161.700
	491
	.329
	 
	 

	
	Total
	178.831
	499
	 
	 
	 

	Efficiency
	Between Groups
	11.450
	8
	1.431
	6.136
	.000

	
	Within Groups
	114.534
	491
	.233
	 
	 

	
	Total
	125.984
	499
	 
	 
	 

	Reliability
	Between Groups
	12.272
	8
	1.534
	4.159
	.000

	
	Within Groups
	181.083
	491
	.369
	 
	 

	
	Total
	193.354
	499
	 
	 
	 

	SP
	Between Groups
	18.992
	8
	2.374
	5.902
	.000

	
	Within Groups
	197.496
	491
	.402
	 
	 

	
	Total
	216.488
	499
	 
	 
	 

	RPV
	Between Groups
	9.266
	8
	1.158
	3.627
	.000

	
	Within Groups
	156.777
	491
	.319
	 
	 

	
	Total
	166.043
	499
	 
	 
	 

	CHL
	Between Groups
	15.631
	8
	1.954
	3.529
	.001

	
	Within Groups
	271.845
	491
	.554
	 
	 

	
	Total
	287.476
	499
	 
	 
	 

	Perception
	Between Groups
	11.420
	8
	1.427
	6.980
	.000

	
	Within Groups
	100.411
	491
	.205
	 
	 

	
	Total
	111.831
	499
	 
	 
	 



The results of the ANOVA test indicate significant differences in perception across the different periods of usage for all aspects examined. For each aspect, the p-values associated with the F-statistics are highly significant (p < 0.001). This suggests that the period of usage has a substantial influence on customers' perceptions towards the digital business strategies.
Further analysis of the mean squares indicates that the between-group variability, representing the differences between the periods of usage categories, is significantly greater than the within-group variability, representing the differences within each period of usage category. This finding supports the notion that the duration of digital business strategies usage affects customers' perceptions. ANOVA results provide strong evidence to suggest that the period of usage has a significant impact on the perception of customers towards e-banking. The findings suggest that as the duration of usage increases, there are notable differences in the customers' perceptions across various aspects of digital business strategies. These insights can be valuable for banking services providers in understanding customer behavior and tailoring their services to meet the evolving needs and expectations of customers at different stages of usage.
The post-hoc tests conducted after the ANOVA analysis revealed significant differences between the specific groups in terms of their perception of digital business strategies. The post-hoc analyses for the variable "Physical Aspect" revealed significant differences for all pairings of usage periods, with the exception of the comparison between the groups with 1-3 years and 3-6 years of consumption. The groups with different periods of usage had significantly different mean scores in terms of their perception of the physical aspect of digital business strategies. Regarding the variable "Efficiency," the post-hoc tests indicated significant differences between several pairs of usage periods. Particularly, there were notable variations between the groups with usage of less than a year, 3-6 years, above 6 years, or 1-3 years. Furthermore, there were notable variations between the groups with usage ranging from 1-3 years to 3-6 years as well as between the groups with usage ranging from 3-6 years to above 6 years. In relation to "Reliability," the post-hoc tests revealed significant differences between several pairs of usage periods. Between the groups with usage of between one and six years, or between one and three years, there were appreciable differences. Furthermore, there were notable variations between the groups with usage ranging from 1-3 years to 3-6 years as well as between the groups with usage ranging from 3-6 years to above 6 years. Overall, the post-hoc tests provide evidence that the perception of customers towards digital business strategies varies significantly depending on the period of usage. The specific group differences identified in the post-hoc tests highlight the distinct perceptions of customers in different usage period categories.
H06: The various aspects of Customer’s perception towards Digital Business Strategies of Public and Private Sector Banks do not significantly interact with one another.
Table 9: Inter-relationship among the various variables of Customer’s perception
	VARIABLES 
	N 
	‘r’
VALUE
	P –
VALUE 
	RELATIONSHIP 
	REMARKS 

	
	
	
	
	
	SIGNIFICANT 
	RESUL

	Physical Aspects – Efficiency
	500
	.573**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Physical Aspects – Reliability
	500
	.461**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Physical Aspects – Security and Privacy
	500
	.460**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Physical Aspects – Responsiveness
	500
	.443**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Physical Aspects – Complaints Handling
	500
	.403**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Efficiency – Reliability
	500
	.633**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Efficiency – Security and Privacy
	500
	.514**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Efficiency – Responsiveness
	500
	.524**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Efficiency – Complaints Handling
	500
	.434**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Reliability – Security and Privacy
	500
	.649**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Reliability – Responsiveness
	500
	.553**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Reliability – Complaints Handling
	500
	.438**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Security and Privacy – Responsiveness
	500
	.586**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Security and Privacy – Complaints
Handling
	500
	.537**
	.000
	Positive
	Significant
	Reject the null hypothesis

	Responsiveness – Complaints Handling
	500
	.659**
	.000
	Positive
	Significant
	Reject the null hypothesis


Source: Compiled by author	**. Correlation is significant at the 0.01 level (2-tailed).
The output of the Pearson product-moment correlationtest suggests that there is a significant interaction between the various aspects of Customer’s Perception towards Digital Business Strategies in Public and Private Sector Banks. The null hypothesis, which states that these aspects do not significantly interact with each other, is rejected based on the results.
For each pair of variables tested, the correlation coefficient (r) is given, indicating the strength and direction of the relationship between the variables. The p-value is also provided, representing the probability of obtaining such a correlation coefficient by chance alone. In this case, all p-values are reported as 0.000, indicating a very low probability of obtaining the observed correlations by chance.
The relationship between the variables is described as positive, suggesting that as one aspect of Digital Business Strategies increases, the other aspect also tends to increase. Additionally, the significance of the results is indicated as "SIGNIFICANT" for all tested pairs of variables.
Based on the results, the null hypothesis is rejected for all pairs of variables, indicating that there is a significant interaction between the aspects of Digital Business Strategies in Public and Private Sector Banks. Therefore, these aspects are found to have a meaningful relationship with each other, and they do not act independently.
Finding of the Study:
The customer's perception towards digital business strategies among public and private banks is generally positive. The data analysis represents that the demographic variable such as age, education qualification , type of banks have significance influence on the perception towards the digital business strategies of the banks. So it is important to the banks to consider the age, education status of the customers while designing any digital business strategies. 
The perception of the customers towards the digital business strategies is insignificant different in respect to their gender. It implies that either the male or the female, they possess the same level of perception towards the digital business strategies. The variables with the highest mean scores are "Efficiency" and "Complaint Handling," indicating that customers perceive these aspects of digital banking strategies favorably. The variables with the lowest mean scores are "Physical Aspects,""Responsiveness," and "Security and Privacy," suggesting that there is room for improvement in these areas.
Managerial Implications:
· Banks should focus on improving the physical aspects of their digital business strategies such as website organization and user friendly interface in order to enhance the customer experience. Efforts should be made to enhance efficiency in digital strategies including faster transfer of funds and greater flexibility.
· Banks should give attention towards the responsiveness in order to ensure the prompt responses to customers and effective complaint handing procedures.
· To foster consumer trust and secure the protection of customer and financial information, banks should prioritize security and privacy safeguards.
· The findings indicate that the younger generation and those with higher education levels are more inclined towards the usage of digital banking strategies. So, banks must tailor their strategies to cater to the preferences and needs of these customer segments.
Conclusion
Digitalization of the Indian economy leads to the transformation of banking services. This transformation includes the digitalization of the banking services. The study shows that customers have a positive perception towards the digital business strategies in banking, with the mean perception score above the average level. The variables related to efficiency and compliant handling received the highest scores, while aspects such as physical aspects, responsiveness, security and privacy require attention and improvement. The findings suggest that gender does not significantly influence customer perception and there is no significant difference in perception between the public and private sector banks. The study provides the valuable insights for the bank managers to enhance customer’s satisfaction and experience and optimize their digital banking strategies.
Future Scope
Digital Transformation has two approaches, one is the upgradtion and the advancement of the banking backend systems and another one approach is associated with the customer’s experience.  Among the two approaches of digital transformation of banking sector, this study focused on the Customers approach of the digital transformation of the banking sector. This research paper attempted to study the customer perception towards the digital business strategies of public and private sector banks of India. Further the study can be extended in future to study the usefulness of digital business strategy in enhancing the banking business, to study the challenges faced by the employees in adopting the digital business strategies.  
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