JOURNAL ECONOMINA e-ISSN: 2963-1181

Volume 5, Number 9, September 2026
Homepage: ejournal.45mataram.ac.id/index.php/economina

Banking Digitalization, Product Innovation, and Service Quality
in Shaping Customer Loyalty: A Study at Bank Bjb’s Kuningan
Branch

Fajar Jatnika'", Acu Kusnandar?
L2Universitas Ekuitas Indonesia, Indonesia

*Corresponding Author: jatnika310@gmail.com™®, acu.kusnandar@ekuitas.ac.id

Article History ABSTRACT

Received: 14-09-2026 This study aims to analyze the effects of banking
Revised: 22-09-2026 digitalization, product innovation, and service quality on
Published: 30-09-2026 customer loyalty at Bank BJB’s Kuningan Branch. The study

employs a quantitative approach with a descriptive and
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questionnaire distributed to 100 respondents using a five-point
Likert scale. Data analysis included descriptive statistics,
instrument validation, classical assumption tests, multiple
linear regression, partial tests, simultaneous tests, and the
coefficient of determination. The results show that banking
digitalization has a positive and significant effect on customer
loyalty (B=0.206; t=2.783; p=0.006). Product innovation has a
positive but insignificant effect (B=0.063; t=0.722; p=0.472).
Service quality has a positive and significant effect (B =0.411;
t =4.943; p <0.001) and is the most dominant variable with a
standardized beta of 0.462. Simultaneously, all three variables
have a significant effect on customer loyalty (F = 24.587; p <
0.001). The R? value of 0.434 indicates that the model explains

Keywords: Banking 43.4% of the variation in customer loyalty. These findings

Digitalization, Product suggest that efforts to increase customer loyalty should

Innovation, Service Quality, prioritize service quality, accompanied by the enhancement of

Customer Loyalty, Bank BJB digital services and product innovations relevant to customer
needs.

INTRODUCTION

Competition in the banking industry has evolved in tandem with the increasing digitalization
of financial services. Banks no longer compete solely through branch networks, the number of
products, and capital strength, but also through their ability to provide a customer experience that is
convenient, fast, secure, responsive, and consistent. The development of digital services has also
given customers an increasing number of alternative financial service providers, making the ability
to retain customer loyalty increasingly important.

Customer loyalty is demonstrated not only through repeated use of services but also through
the desire to maintain the relationship, use additional products, provide recommendations, maintain
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a positive perception, and resist switching to competitors. In the context of digital banking, the
quality of the customer experience has become increasingly important because a significant portion
of interactions takes place through apps and electronic channels.

Banking digitization is a key factor in shaping this experience. Ease of use, transaction
speed, access to information, feature completeness, security, system availability, and service
reliability can reduce transaction barriers and enhance the benefits customers perceive. Ayinaddis et
al. (2023) demonstrate that the responsiveness, reliability, security, privacy, speed, and convenience
of e-banking are linked to customer satisfaction and loyalty. Beanning and Zulkarnain (2024) also
highlight the relationship between e-service quality and satisfaction and loyalty in mobile banking
in Indonesia.

Product innovation is another strategic tool for creating value that aligns with customer
needs. Innovation does not only mean creating new products but can also involve updates to
features, procedures, access, benefits, and distribution systems. Nguyen et al. (2024) show that
service innovation can enhance satisfaction and loyalty if it provides clear value to customers.
Ratnasari et al. (2024) also demonstrate the relationship between product innovation and digital
banking services and loyalty through satisfaction.

Service quality holds a strategic position because customers interact with banks through a
combination of digital channels and human service. Reliability, responsiveness, assurance, and
empathy can foster trust and positive experiences. Farida et al. (2025) demonstrate that service
quality is related to banking customers’ satisfaction and loyalty, while Tedjokusumo and Murhadi
(2023) highlight the importance of satisfaction in the relationship between service quality and
loyalty.

The research gap in this study lies in the differences in the results and contexts of previous
studies. Rahardjo and Darma (2025) indicate that not all dimensions of online service quality are
capable of increasing the sustainability of mobile banking usage. Regarding innovation, Nguyen et
al. (2024) and Ratnasari et al. (2024) emphasize the role of value and satisfaction, whereas Surjono
et al. (2025) highlight the importance of new service concepts and procedures. Furthermore,
previous studies have largely focused on mobile banking, e-banking, or retail banking in general,
leaving room to test the same model at Bank BJB’s Kuningan Branch.

This study examines the simultaneous effects of banking digitization, product innovation,
and service quality on customer loyalty at Bank BJB’s Kuningan Branch. The study’s contribution
lies in providing empirical evidence at the branch level and identifying the most dominant factors
influencing loyalty. It also offers practical implications regarding priorities for improving digital
services, products, and customer service.

METHOD

This study employs a quantitative approach with a descriptive and confirmatory design. The
research subjects are customers of Bank BJB’s Kuningan Branch. Data were collected via a
questionnaire using a five-point Likert scale and involved 100 respondents. The research variables
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consist of banking digitalization (X1), product innovation (X2), service quality (X3), and customer
loyalty (Y).

Variables Symbol Main Indicators

Banking Digitalization X1 Convenience; access to
information; speed; features;
security; availability; reliability

Product Innovation X2 Novelty; suitability to
needs; added value; product
variety

Service Quality X3 Reliability;
responsiveness; assurance;
empathy

Customer Loyalty Y Repeat usage; retention;
additional products;
recommendations; positive
attitude; resistance to
competitors; trust

The analysis was conducted using descriptive statistics, instrument validation, classical
assumption tests, multiple linear regression, t-tests, F-tests, and the coefficient of determination.
The regression model is Y = o + B1X1 + 2X2 + B3X3 + e. Hypothesis testing was conducted at a 5
percent significance level.

RESULTS AND DISCUSSION
All variables fell into the high category. Banking digitization received the highest rating,
while product innovation received the lowest average score.

Variable Average Achievement Category
Banking 3.96 79.25% High
Digitalization
Product 3.64 72.70% High
Innovation
Service Quality 3.84 76.85% High
Customer 3.92 78.37% High
Loyalty

In banking digitalization, accessibility is the aspect rated highest, while digital security still
needs improvement. In product innovation, product suitability to customer needs received the
highest rating, while product novelty was rated the lowest. In service quality, reliability received the
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highest rating, and responsiveness needs improvement. In loyalty, the desire to remain a customer
received the highest score, while resilience against competitors remains a challenge.
Multiple Linear Regression and Hypothesis Testing

The regression equation obtained is Y = 1.294 + 0.206X1 + 0.063X2 + 0.411X3 +e.

Variab B Beta ¢ Sig. Decisi
les on
Bankin 0.206 0.254 2.783 0.006 H1
g accepted
Digitalization
Produc 0.063 0.060 0.722 0.472 H2
t Innovation rejected
Service 0.411 0.462 4.943 <0.001 H3 is
Quality accepted

Banking digitization has a positive and significant effect on loyalty. Product innovation has
a positive but insignificant effect. Service quality has a positive and significant effect and has the
largest standardized beta, making it the most dominant variable.Simultaneous Test and Coefficient
of Determination

The F-test yielded a value of 24.587 with a significance level of <0.001. Thus, the three
variables collectively have a significant effect on loyalty. The values are R = 0.659, R? = 0.434, and
Adjusted R* = 0.417. The model explains 43.4% of the variation in customer loyalty, while 56.6%
is influenced by other factors outside the model.

DISCUSSION
The Impact of Banking Digitalization on Loyalty

The research findings demonstrate that banking digitization has a positive and significant
effect on loyalty. The coefficient of 0.206 indicates that the more favorable customers’ perceptions
of the convenience, benefits, security, and accessibility of digital services, the higher their loyalty.
This finding is consistent with Ayinaddis et al. (2023), Beanning and Zulkarnain (2024), and
Rahardjo and Darma (2025), who identify the quality of the digital experience as a key factor in the
continued use of services.

However, the standardized beta for digitalization (0.254) is lower than that for service
quality (0.462). This means that while strengthening digital channels is important, it has not yet
replaced customers’ need for high-quality service. Digital priorities must include app stability,
transaction speed, security, feature completeness, and ease of access.

The Effect of Product Innovation on Loyalty

Product innovation has a positive but not significant effect on loyalty. A coefficient of 0.063
and a significance level of 0.472 indicate that innovation has not yet made a sufficiently strong
unique contribution after controlling for digitalization and service quality. This finding differs from
several studies that identified the influence of innovation through satisfaction, including those by
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Nguyen et al. (2024) and Ratnasari et al. (2024). This discrepancy may suggest that new
innovations are valuable for loyalty only if they are genuinely perceived as relevant, easy to
understand, and beneficial.

The average value of product innovation, at 3.64, is the lowest among the study’s variables.
Therefore, product development needs to be more oriented toward the needs of customer segments,
tangible added value, ease of use, and perceptible novelty.

The Effect of Service Quality on Loyalty

Service quality was the strongest finding. A coefficient of 0.411, t=4.943, and p<0.001
indicate a positive and significant effect. The standardized beta of 0.462 is the largest in the model.
This finding supports Farida et al. (2025), Nadiyah et al. (2025), and Tedjokusumo and Murhadi
(2023) regarding the importance of service quality in shaping satisfaction and loyalty.

Responsiveness is the aspect of service quality with the relatively lowest rating. Therefore,
faster responses to questions and complaints, consistency of information, and problem resolution
need to be prioritized for improvement.

Simultaneous Effects

The results of the F-test confirm that digitalization, product innovation, and service quality
simultaneously have a significant effect on loyalty. Loyalty cannot be built through a single
approach alone. Banks require a combination of user-friendly technology, relevant products, and
high-quality service. Based on the standardized beta coefficients, service quality is the top priority,
while digitalization and innovation serve to enhance the customer experience.

CONCLUSION

* Banking digitization has a positive and significant effect on customer loyalty at Bank
BJB’s Kuningan Branch.

* Product innovation has a positive but not significant effect on customer loyalty.

» Service quality has a positive and significant effect and is the most dominant variable
influencing customer loyalty.

* Banking digitization, product innovation, and service quality simultaneously have a
significant effect on customer loyalty. The model explains 43.4% of the variation in loyalty.

REFERENCES

Ahmad, A. D. S., Akbar, M. A., & Lina, R. (2024). Service quality and trust on customer
satisfaction. Advances: Jurnal Ekonomi & Bisnis, 2(5), 255-267.

Akbar, M. A. (2023). Perkembangan bank digital dan implikasinya terhadap persaingan industri
perbankan di Indonesia. Jurnal Ekonomi dan Perbankan Digital, 5(2), 101-114.

Amin, M. (2016). Internet banking service quality and its implication on e-customer satisfaction and
e-customer loyalty. International Journal of Bank Marketing, 34(3), 280-306.

Ayinaddis, S. G., Taye, B. A., & Yirsaw, B. G. (2023). Examining the effect of electronic banking
service quality on customer satisfaction and loyalty: An implication for technological
innovation. Journal of Innovation and Entrepreneurship, 12(22), 1-18.

The Influence of Banking Digitalization — 7225
Fajar Jatnika & Acu Kusnandar



JOURNAL ECONOMINA 5 (9) 2026 doi.org/10.55681/economina.v1il.4338

Azhari, R. (2023). Pengaruh customer relationship marketing, customer value, dan customer
satisfaction terhadap loyalitas nasabah bank. Jurnal Manajemen dan Bisnis, 12(1), 45-58.

Bain & Company. (2023). Customer behavior and loyalty in banking: Global edition 2023. Bain &
Company.

Bank Indonesia. (2024). Laporan perekonomian Indonesia 2023. Jakarta: Bank Indonesia.

Bank Indonesia. (2024). Statistik sistem pembayaran dan infrastruktur pasar keuangan Indonesia
2023. Jakarta: Bank Indonesia.

Bank Indonesia. (2025a). QRIS Jelajah Indonesia 2025 dorong digitalisasi dengan semangat 45
tahun semarakkan kemerdekaan. Jakarta: Bank Indonesia.

Bank Indonesia. (2025b). Laporan kebijakan sistem pembayaran triwulan III 2025. Jakarta: Bank
Indonesia.

Bank Indonesia. (2026). Statistik sistem pembayaran dan infrastruktur pasar keuangan Indonesia
2021-2025. Jakarta: Bank Indonesia.

Barjaktarovic Rakocevic, S., Rakic, N., & Rakocevic, R. (2025). An interplay between digital
banking services, perceived risks, customers’ expectations, and customers’ satisfaction.
Risks, 13(3), 39.

Basel Committee on Banking Supervision. (2024). Digitalisation of finance. Basel: Bank for
International Settlements.

Beanning, L., & Zulkarnain. (2024). The effect of e-service quality on customer satisfaction and
customer loyalty: A study on mobile banking application in Indonesia. Communications in
Humanities and Social Sciences, 4(1), 51-58.

Christy, A. (2025). Factors influencing continuance intention in digital banking: Service quality,
satisfaction, data protection, security, interface convenience, and customer support. Journal
of Digital Banking and Financial Services, 7(1), 22—38.

Creswell, J. W., & Creswell, J. D. (2023). Research design: Qualitative, quantitative, and mixed
methods approaches (6th ed.). Thousand Oaks, CA: Sage Publications.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13(3), 319-340.

Farida, Y., Nadiyah, F., & Khaulasari, H. (2025). Service quality to the level of customer
satisfaction and loyalty at banking in Surabaya using the SEM method. Jurnal Bisnis,
Manajemen dan Perbankan, 11(2), 421-433.

Ghozali, I. (2021). Aplikasi analisis multivariate dengan program IBM SPSS 26. Semarang: Badan
Penerbit Universitas Diponegoro.

Griffin, J. (2005). Customer loyalty: Menumbuhkan dan mempertahankan kesetiaan pelanggan.
Jakarta: Erlangga.

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2022). Partial least
squares structural equation modeling (PLS-SEM) using R: A workbook. Cham: Springer.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis (8th
ed.). United Kingdom: Cengage Learning.

The Influence of Banking Digitalization — 7226
Fajar Jatnika & Acu Kusnandar



JOURNAL ECONOMINA 5 (9) 2026 doi.org/10.55681/economina.v1il.4338

Ho, H., Han, S. M., Cha, J., & Pham, L. (2025). Mobile banking customer satisfaction and loyalty:
The roles of technology readiness. Journal of Risk and Financial Management, 18(7), 403.

Indah Mutiasari, A. (2020). Perkembangan industri perbankan di era digital. Jurnal Ekonomi Bisnis
dan Kewirausahaan, 9(2), 32—41.

Isalman. (2024). Evaluasi e-service quality BRI Mobile dampaknya terhadap e-customer trust dan
e-customer satisfaction. Procuratio: Jurnal Ilmiah Manajemen, 12(3), 300-315.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). New York: Pearson
Education.

Lemeshow, S., Hosmer, D. W., Klar, J., & Lwanga, S. K. (1990). Adequacy of sample size in health
studies. Chichester: John Wiley & Sons.

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing.
Journal of Marketing, 58(3), 20—38.

Nguyen, H. M., Ho, T. K. T., & Ngo, T. T. (2024). The impact of service innovation on customer
satisfaction and customer loyalty: A case in Vietnamese retail banks. Future Business
Journal, 10(61), 1-17.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(Special Issue), 33—44.

Otoritas Jasa Keuangan. (2025). Laporan surveillance perbankan Indonesia 2025. Jakarta: Otoritas
Jasa Keuangan.

Otoritas Jasa Keuangan. (2025). Statistik perbankan Indonesia 2025. Jakarta: Otoritas Jasa
Keuangan.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12—40.

PT Bank Pembangunan Daerah Jawa Barat dan Banten, Tbk. (2025). Laporan tahunan 2024.
Bandung: PT Bank Pembangunan Daerah Jawa Barat dan Banten, Tbk.

PT Bank Pembangunan Daerah Jawa Barat dan Banten, Tbk. (2026). Laporan tahunan 2025.
Bandung: PT Bank Pembangunan Daerah Jawa Barat dan Banten, Tbk.

Putera, M. B. Y., & Famiola, M. (2024). Attitudinal loyalty manifestation in banking CSR: Cross-
buying behavior and customer advocacy. International Research Journal of Economics and
Management Studies, 3(3), 233-245.

Rahardjo, 1. P., & Darma, E. S. (2025). Digital service quality and mobile banking continuity as
drivers of loyalty and bank reputation. Journal of Accounting and Investment, 26(2), 437—
459.

Ratnasari, R., Yahya, A., & Kustiwan, S. (2024). The influence of digital banking product and
service innovation on customer loyalty mediated by customer satisfaction at Hana Bank
Lippo Cikarang. Kontigensi: Jurnal Ilmiah Manajemen, 12(1), 100-112.

Redda, E. H. (2023). E-banking quality and customer loyalty: The mediating role of customer
satisfaction. Banks and Bank Systems, 18(2), 110-122.

Raza, S. A., Umer, A., Qureshi, M. A., & Dabhri, A. S. (2020). Internet banking service quality, e-
customer satisfaction and loyalty: The modified e-SERVQUAL model. The TQM Journal,
32(6), 1443—-1466.

The Influence of Banking Digitalization — 7227
Fajar Jatnika & Acu Kusnandar



JOURNAL ECONOMINA 5 (9) 2026 doi.org/10.55681/economina.v1il.4338

Rogers, E. M. (2003). Diffusion of innovations (5th ed.). New York: Free Press.

Saunders, M., Lewis, P., & Thornhill, A. (2023). Research methods for business students (9th ed.).
Harlow: Pearson Education.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building approach (7th
ed.). Chichester: John Wiley & Sons.

Sugiyono. (2019). Metode penelitian kuantitatif, kualitatif, dan R&D. Bandung: Alfabeta.

Surjono, W., Prabowo, H., & Lestari, D. (2025). Service innovation and customer loyalty in
banking: The role of new service concept and new service procedure. Journal of Banking
Innovation and Customer Experience, 6(1), 55-70.

Susanto, S. A., Lestari, A., & Taufik, M. (2023). Customer experience in digital banking: The
influence of convenience, security, and usefulness on customer satisfaction and customer
loyalty in Indonesia. Devotion: Journal of Research and Community Service, 4(6), 1200—
1212.

Tedjokusumo, C., & Murhadi, W. R. (2023). Customer satisfaction as a mediator between service
quality and customer loyalty: A case study of Bank Central Asia. Jurnal Siasat Bisnis, 27(2),
156-170.

Tiwari, P. (2023). Effect of innovation practices of banks on customer loyalty: An SEM-ANN
approach. Benchmarking: An International Journal, 30(10), 4536—4568.

World Bank. (2025). The Global Findex Database 2025: Connectivity and financial inclusion in the
digital economy. Washington, DC: World Bank.

Yusdasani, K. N., & Adiwijaya, K. (2025). Customer loyalty in digital banking: The role of user
journey and customer experience: A case study on Bank MAS Mobile. Indonesian
Interdisciplinary Journal of Sharia Economics, 8(3), 11236—11247.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service
quality. Journal of Marketing, 60(2), 31-46.

The Influence of Banking Digitalization — 7228
Fajar Jatnika & Acu Kusnandar



	INTRODUCTION
	METHOD
	RESULTS AND DISCUSSION
	Multiple Linear Regression and Hypothesis Testing

	DISCUSSION
	The Impact of Banking Digitalization on Loyalty
	The Effect of Product Innovation on Loyalty
	The Effect of Service Quality on Loyalty
	Simultaneous Effects

	CONCLUSION
	REFERENCES

