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1. [bookmark: _Toc202551543]Title
Evaluating the Impact of Digital Banking Services on Customer Experience and Loyalty: A Study of the Bank of St. Vincent and the Grenadines.
2. [bookmark: _Toc202551544]Research Question
 How do digital banking services influence customer experience and loyalty at the Bank of St. Vincent and the Grenadines?
3. [bookmark: _Toc202551545]Background
Over the past 20 years, the global financial services industry has experienced a significant upheaval due to increased competition, globalization, shifting consumer expectations, and unrelenting developments in digital technology. Online platforms, smartphone apps, and new technology like biometric security and artificial intelligence have completely changed what was formerly a conservative, branch-centric sector. A new era when efficiency, personalization, and accessibility are not only desirable but expected has been ushered in by these advancements, which have drastically changed how banks function and engage with their clientele.
The term "digital banking," according to Windasari et al. (2022), describes the digitization of all conventional banking services that were formerly exclusive to physical branches. These consist of services that are provided via safe and intuitive digital interfaces, including fund transfers, bill payments, account management, loan applications, and customer assistance. Financial institutions are now able to serve clients 24/7, regardless of location, thanks to technologies like contactless payments, digital wallets, chatbots, real-time alerts, and mobile banking apps.
In addition to lowering operating expenses, banks around the world are implementing digital solutions to improve the general customer experience (CX). A 2022 Deloitte analysis, according to Pasqual, Jung, and Bardo Fraunholz (2023), states that 75% of banks globally have made "improving customer experience" their top digital transformation objective. Simultaneously, it is becoming more widely acknowledged that a major factor in long-term profitability is customer loyalty, particularly in crowded markets where pricing and product advantages are readily copied. Therefore, a key component of strategic decision-making in the financial services industry is comprehending how digital interactions affect customer satisfaction, trust, and repeat business.
While the digital transformation of banking has been well chronicled in industrialized economies, little is known about how it has affected SIDS, like Saint Vincent and the Grenadines (SVG). These nations' small populations, economic vulnerability, infrastructural limitations, and geographic isolation provide particular difficulties. However, digital banking has a lot of potential to advance financial inclusion, particularly for marginalized communities in rural or isolated places.
The adoption of digital financial services is not only an aberration for SIDS; it is essential. Traditional banking methods are ineffective and brittle due to their small branch networks, expensive service delivery models, and the risk of natural disasters like hurricanes and volcanic eruptions. Digital platforms have the potential to close service gaps, provide crisis resilience, and empower citizens by giving them more financial control.
Digital banking adoption in these situations is not without challenges, though. Significant obstacles include cybersecurity worries, unequal internet access, low levels of digital literacy, and a general reluctance to change, particularly among elderly populations. Furthermore, trust is still essential since clients need to be sure that their investments and financial data are safe online.
As SVG’s primary indigenous financial institution, the Bank of St. Vincent and the Grenadines (BOSVG) plays a pivotal role in the nation’s financial infrastructure. The bank offers a comprehensive suite of services to individuals, businesses, and government entities, and in recent years has taken significant steps toward digital transformation.
Among its recent innovations are a mobile banking application with real-time account access and transaction capabilities, Online bill payment services, and fund transfers, customer service chat features, 24/7 help desk access, cardless ATM withdrawals, and digital payment options and security enhancements through multi-factor authentication and biometric access.
In addition to these, BOSVG has rolled out educational campaigns to promote financial literacy and digital onboarding, particularly targeting older adults and rural populations. These initiatives reflect a broader strategic goal of enhancing financial inclusion and strengthening customer relationships through digital channels.
Despite these advancements, there is a lack of empirical data on how BOSVG’s digital banking initiatives are actually perceived by its customers. Some anecdotal evidence suggests mixed reactions—while some users appreciate the convenience and speed of digital transactions, others express frustration with system downtimes, lack of user-friendly design, or long response times for support. Without structured research, it is difficult to determine whether these perceptions are isolated or indicative of broader trends.
In the modern banking environment, customer experience (CX) is no longer confined to in-person interactions; it now encompasses every touchpoint in the customer journey, from mobile app usability to how complaints are handled digitally. A positive digital experience can foster satisfaction, trust, and emotional engagement—factors that significantly influence whether customers remain loyal or switch to competitors.
Customer loyalty—defined not only by repeat use but also by advocacy and emotional commitment—can drive profitability, reduce churn, and lower customer acquisition costs. In developing regions, where banking options may be limited, loyalty also carries social dimensions rooted in community trust, brand reputation, and cultural fit. For banks like BOSVG, which compete with both regional banks and emerging fintech services, cultivating loyalty through digital excellence could be a decisive competitive advantage.
Although literature is abundant on digital banking, much of it is skewed toward developed economies and tech-savvy populations. Few studies examine how digital transformation affects customer satisfaction and loyalty in small island nations, where socioeconomic and infrastructural conditions differ markedly from urban centers in North America or Europe. Moreover, models such as the Technology Acceptance Model (TAM) and E-S-QUAL, while useful, may not fully capture the lived experiences of users in SIDS environments, where psychological, cultural, and infrastructural factors play a significant role.
This gap underscores the need for contextualized research that considers the accessibility and usability of digital platforms in remote or underserved regions, the emotional and functional drivers of digital loyalty in developing markets, and the influence of digital trust and perceived risk on long-term customer relationships.
4. [bookmark: _Toc202551546]Aim of Study
This study aims to evaluate how digital banking services offered by BOSVG influence customer experience and loyalty. In doing so, it will examine customer perceptions of digital usability, accessibility, and reliability, and explore how these perceptions relate to trust, satisfaction, and repeated usage of BOSVG’s digital channels.
Through a mixed-methods approach combining quantitative surveys and qualitative interviews, the research will offer a well-rounded view of both trends and individual experiences. The findings are expected to contribute to both academic understanding and practical applications, offering BOSVG and similar institutions evidence-based recommendations for improving digital service delivery, enhancing customer satisfaction, and building deeper, more sustainable customer relationships in the digital age.
5. [bookmark: _Toc202551547]Research Objectives:
1. To identify the digital banking services currently offered by BOSVG.
2. To examine the relationship between digital service usage and customer satisfaction.
3. To assess the impact of digital banking on customer loyalty at BOSVG.
4. To evaluate customer perceptions regarding the ease of use, accessibility, and reliability of BOSVG’s digital platforms.
6. [bookmark: _Toc202551548]Literature Review
Digital banking has become an essential component of modern financial service delivery, reshaping customer interactions and redefining traditional service paradigms. As banks continue to adopt digital solutions globally, scholars have examined the implications of this transformation for customer experience, trust, satisfaction, and loyalty. This literature review synthesizes relevant research to provide a conceptual foundation for the current study, with a focus on service quality, customer experience, loyalty, and the challenges of implementing digital banking in developing and small island contexts.
[bookmark: _Toc202551549]6.1 The Evolution of Digital Banking
Digital banking originated as an efficiency-driven response to the limitations of traditional, branch-based banking. In the early stages, emphasis was placed on reducing costs and streamlining transactions through basic internet platforms (McKinsey & Company, 2020). With the advent of smartphones, cloud computing, and artificial intelligence, digital banking has evolved to encompass real-time services, mobile payments, digital wallets, robo-advisors, and biometric authentication.
This shift has not only changed operational processes but also the strategic role of banking technology. Osei et al. (2023) note that fintech innovations have disrupted conventional banking value chains, leading banks to reassess their approach to customer engagement. Similarly, the COVID-19 pandemic was a catalyst for accelerating digital adoption, as physical access to banks was restricted in many regions. Sugihyanto and Arsjah (2023) highlighted a 56.7% increase in digital transactions in Indonesia during the pandemic, suggesting a growing reliance on digital channels worldwide.
[bookmark: _Toc202551550]6.2 From Transactions to Customer-Centricity
Contemporary digital banking is no longer viewed merely as a platform for transactions, but as a space for value co-creation and customer engagement. According to Pousttchi and Dehnert (2018), banks must now focus on building relationships, not just delivering services. This includes providing personalized, timely, and intuitive digital experiences that reflect customer preferences and behaviors.
However, not all users embrace digital transformation uniformly. Venkatesh et al. (2003) emphasize that user readiness varies based on technology familiarity, trust, and risk perception. This has major implications for banks operating in developing regions, where digital divides may persist and users may lack confidence in digital interfaces.
[bookmark: _Toc202551551]6.3 Customer Experience in Digital Banking: Functional and Emotional Dimensions
Customer experience (CX) has emerged as a key differentiator in digital banking. Lemon and Verhoef (2016) define CX as a combination of cognitive, emotional, sensory, and behavioral responses arising during a customer’s interaction with a brand. In digital contexts, this includes not just ease of use and functionality but also how users feel while interacting with the platform.
Ozkan et al. (2016) emphasized that usability, especially speed, clarity, and consistency, is a core driver of satisfaction. Klaus and Maklan (2013), however, argue that emotional factors like trust, delight, and empowerment often have a stronger impact on loyalty than functional attributes. Similarly, Gentile et al. (2007) suggest that symbolic rewards (such as feeling in control or appreciated) can drive deeper engagement and repeated use.
In markets with lower technological penetration, functionality becomes even more critical. Rose et al. (2012) contend that for first-time or inexperienced users, a confusing or unstable digital interface can significantly erode trust, regardless of the bank’s reputation.
[bookmark: _Toc202551552]6.4 Measuring Digital Service Quality
One of the most widely used frameworks for evaluating digital service quality is the E-S-QUAL model by Parasuraman et al. (2005). It includes four dimensions:
· Efficiency: Ease and speed of accessing and using the site.
· Fulfillment: Accuracy and timeliness of services.
· System Availability: The technical functioning of the service.
· Privacy: Safety of personal data.
While robust, E-S-QUAL has been critiqued for neglecting emotional and relational aspects of customer experience. To address this, the E-RecS-QUAL model was introduced to evaluate service recovery processes when problems occur (Zeithaml et al., 2002). Scholars like Belanche et al. (2012) have further argued for including constructs such as perceived risk, user trust, and emotional satisfaction to better capture modern service environments.
[bookmark: _Toc202551553]6.5 Trust and Loyalty in the Digital Space
Trust is a cornerstone of digital banking success. Lin and Wang (2006) and Gefen et al. (2003) both argue that no matter how efficient or feature-rich a banking app may be, a lack of trust can lead users to abandon it. Trust is built through both systemic reliability (e.g., uptime, accurate transactions) and relational consistency (e.g., helpful customer service, transparent policies).
Loyalty is another key variable. Oliver (1999) views it as a layered process involving belief, attitude, and behavioral commitment. Vroman (1996) takes a more behaviorist view, emphasizing observed actions such as repeat use or referrals. Gopalsamy and Gokulapadmanaban (2021) synthesize these views, concluding that loyalty is a combination of emotional attachment and rational satisfaction with value.
In developing contexts, loyalty may also stem from community-based trust. Choudrie et al. (2018) note that in areas with limited access to digital platforms, word of mouth, peer endorsement, and brand legacy often shape user trust more than direct service experiences.
[bookmark: _Toc202551554]6.6 Models of Technology Adoption
The Technology Acceptance Model (TAM) by Davis (1989) and the Unified Theory of Acceptance and Use of Technology (UTAUT) by Venkatesh et al. (2003) remain dominant frameworks for predicting user adoption of digital services. TAM posits that perceived usefulness and ease of use drive user intentions. UTAUT expands this by including factors like social influence and facilitating conditions.
However, several scholars have pointed out that these models were developed in industrialized nations and may not fully account for infrastructural and cultural factors in developing regions. Asongu and Nwachukwu (2016) argue that access limitations and digital literacy gaps dilute the explanatory power of TAM and UTAUT in African and Caribbean contexts. Kaur et al. (2021) call for modified or hybrid models that integrate social, environmental, and infrastructural elements.
Laradi et al. (2023) emphasize psychological readiness, noting that fear of complexity or change, not just access or ability, can be a major deterrent to technology adoption in these contexts.
[bookmark: _Toc202551555]6.7 Caribbean and Small Island Contexts
In the Caribbean, digital banking is gaining momentum, but with unique constraints. Venner (n.d.) describes how Caribbean banks operate under small market sizes, high fixed operational costs, and infrastructural volatility. According to Da Silva (2019), customers frequently report dissatisfaction with digital services due to outdated platforms, glitches, or lack of integration between systems.
To mitigate these issues, some banks have adopted hybrid models that combine physical and digital touchpoints. This approach allows them to serve both younger, tech-oriented users and older customers who still prefer in-person banking. Baptiste et al. (2022) add that in the Caribbean, customer loyalty is often rooted in relational factors such as longstanding community presence, personal connections with staff, and word-of-mouth credibility.
Saint Vincent and the Grenadines, as a Small Island Developing State (SIDS), presents both opportunities and challenges for digital banking. While the geographic dispersion and rural nature of parts of the island make digital solutions attractive, barriers such as digital literacy, cost of data, and technological infrastructure remain significant. Additionally, cultural attitudes toward money, privacy, and technology adoption are critical variables that are often overlooked in global frameworks.
[bookmark: _Toc202551556]6.8 Gaps in the Literature and Conceptual Tensions
Despite growing attention to digital banking, several key gaps persist:
· Contextual limitations of global models: Frameworks like E-S-QUAL, TAM, and UTAUT may require adaptation to be useful in Caribbean or SIDS settings.
· Overemphasis on functional metrics: Many studies prioritize usability and speed over emotional and symbolic drivers of trust and loyalty.
· Underrepresentation of rural and older demographics: Much of the existing research focuses on urban, tech-savvy users, overlooking the needs and challenges of less digitally native populations.
· Limited longitudinal or qualitative studies: There is a lack of research that tracks customer sentiments over time or explores their lived experiences in-depth.
[bookmark: _Toc202551557] 6.9 Conceptual Framing for This Study
This study aims to integrate both functional and emotional dimensions of customer experience in the context of digital banking at BOSVG. Drawing from E-S-QUAL and TAM while incorporating localized variables such as trust, digital literacy, and community influence, the research will develop a context-sensitive framework for evaluating digital banking services in a Caribbean SIDS environment.
7. [bookmark: _Toc202551558]Methodology
[bookmark: _Toc202551559]7.1 Research Design
This study employs a mixed-methods research design combining both quantitative and qualitative approaches. The rationale for using this design lies in its capacity to provide a more comprehensive understanding of how digital banking services impact customer experience and loyalty at the Bank of St. Vincent and the Grenadines (BOSVG). As Creswell and Ahmed, Pereira and Jane (2024) explain, mixed methods offer the advantage of triangulation, enabling researchers to validate results and gain insights that neither method could achieve alone.
The quantitative component will use a structured questionnaire to collect data from a broad customer base. This approach enables statistical generalization and allows the identification of patterns, trends, and correlations between digital banking usage and customer perceptions. The qualitative component, using semi-structured interviews, seeks to delve deeper into individual customer experiences, beliefs, emotions, and attitudes that may not be easily captured through surveys. Together, these components ensure both breadth and depth in the analysis.
A concurrent triangulation design will be adopted, where both quantitative and qualitative data are collected simultaneously, analyzed separately, and then merged during interpretation. This method is time-efficient and facilitates cross-validation of findings.
[bookmark: _Toc202551560]7.2 Population and Sampling
The target population comprises active BOSVG customers who use digital banking services, including mobile banking, online banking, and digital payment systems. The research will focus on users within Saint Vincent and the Grenadines, encompassing urban, semi-urban, and rural regions to ensure representativeness.
A stratified random sampling method will be used for the quantitative survey. This technique allows for division of the customer base into subgroups (strata) based on key demographics such as:
· Age group (e.g., 18–30, 31–50, 51+)
· Geographic location (e.g., urban vs. rural)
· Income level
· Employment status (e.g., self-employed, salaried, unemployed)
Stratification ensures proportional representation and minimizes sampling bias. The anticipated sample size for the survey is at least 200 respondents, which allows for meaningful statistical analysis while remaining feasible within time and resource constraints.
For the qualitative component, 10 to 15 semi-structured interviews will be conducted. Participants will be purposefully selected to ensure diversity in terms of age, digital proficiency, and geographic background. In addition, 2–3 BOSVG staff members involved in customer service or digital operations will be interviewed to provide organizational perspectives.
[bookmark: _Toc202551561]7.3 Data Collection Tools
a. Quantitative Data Collection – Questionnaire
A structured questionnaire will be designed using a five-point Likert scale to measure responses ranging from "Strongly Disagree" to "Strongly Agree." The questionnaire will include items across the following dimensions:
	Construct
	Sample Measurement Item

	Service Quality
	“The BOSVG app performs transactions accurately.”

	Ease of Use
	“It is easy to navigate the BOSVG mobile banking platform.”

	Trust
	“I feel my financial data is secure when using digital banking.”

	Perceived Value
	“The convenience of digital banking is worth the effort.”

	Customer Satisfaction
	“I am generally satisfied with BOSVG’s digital services.”

	Loyalty Intentions
	“I will continue using BOSVG’s digital services in the future.”


The survey will be administered both online and in paper format to maximize accessibility. Google Forms or Qualtrics will be used for digital administration.
b. Qualitative Data Collection – Interviews
Semi-structured interviews will be conducted using a flexible guide that includes open-ended questions such as:
· “Can you describe your overall experience using BOSVG’s mobile or online banking?”
· “Have you faced any challenges while using digital services?”
· “What factors influence your trust in BOSVG’s digital platforms?”
· “Do you feel loyal to the bank? If so, why?”
Interviews will be audio-recorded (with consent) and transcribed for analysis.
[bookmark: _Toc202551562]7.4 Validity and Reliability
To ensure validity, the survey instrument will undergo content validation by academic peers and digital banking experts. A pilot test with 10–15 customers will be conducted to assess clarity, item relevance, and reliability. Based on feedback, modifications will be made before full deployment.
Triangulation across survey and interview data will enhance credibility. Divergent findings between quantitative and qualitative components will be investigated to enrich interpretation and highlight contradictions.
8. [bookmark: _Toc202551563]Ethical Considerations
This research will comply with ethical guidelines established by the Bank of St. Vincent and the Grenadines and international social research standards. Key ethical measures include:
· Informed Consent: All participants will receive clear information on the study's purpose, procedures, and their rights. Consent will be obtained in writing or digitally.
· Voluntary Participation: Participation is entirely voluntary, and respondents may withdraw at any time without penalty.
· Anonymity and Confidentiality: Participants will be identified only by codes, and all data will be stored securely in password-protected files.
· Data Protection: Data will be collected and stored in compliance with relevant data protection laws, including the General Data Protection Regulation (GDPR) where applicable.
9. [bookmark: _Toc202551564]Anticipated Limitations and Challenges
Some challenges are expected in executing the research design:
· Digital Literacy Gaps: Participants with limited digital skills may struggle with online surveys. This will be mitigated by offering paper versions and in-person assistance where needed.
· Non-Response Bias: There is a risk that dissatisfied, or less tech-savvy customers may opt out of participation. To address this, diverse recruitment channels including WhatsApp, Facebook, and community notice boards will be used to reach a wider audience.
· Geographical Barriers: Reaching rural participants may be difficult due to infrastructure issues. Scheduling flexibility and mobile outreach will be employed to overcome this.
· Time Constraints: Coordinating interviews with both customers and bank staff may be time-consuming; early scheduling and buffer weeks will be built into the research timeline.
10. [bookmark: _Toc202551565]Significance and Contributions of the Study
The growing adoption of digital banking worldwide has spurred a wave of academic research, policy discussions, and industry innovation. However, much of the existing literature and analysis is rooted in developed, urbanized economies with strong digital infrastructure, high digital literacy, and abundant financial resources. In contrast, Small Island Developing States (SIDS) like Saint Vincent and the Grenadines (SVG) face unique challenges and opportunities that are rarely captured in mainstream research. This study addresses that gap by exploring how digital banking services influence customer experience and loyalty in a local, underrepresented Caribbean context.
[bookmark: _Toc202551566]10.1 Academic Contribution
This study will add to the limited body of scholarly literature on digital banking adoption and service quality in the Caribbean. While global models such as the Technology Acceptance Model (TAM), Unified Theory of Acceptance and Use of Technology (UTAUT), and E-S-QUAL provide a foundation, they often fall short in capturing context-specific variables such as cultural attitudes, community-based trust, infrastructural limitations, and digital exclusion. By critically engaging with these models and integrating localized insights from both customers and bank staff, this research proposes a more nuanced understanding of digital banking in SIDS.
Additionally, the mixed-methods design offers methodological value by combining broad quantitative patterns with rich qualitative data. This dual approach enhances the reliability of findings and can serve as a reference for future studies across similar geographic and socioeconomic contexts.
[bookmark: _Toc202551567]10.2 Practical Contribution
For the Bank of St. Vincent and the Grenadines (BOSVG), this research provides timely, actionable insights into the effectiveness of its digital service delivery. Understanding how customers perceive digital banking services, whether in terms of usability, trust, satisfaction, or value, will help the bank refine its offerings and tailor its outreach strategies. For instance, the study can identify which features users find most beneficial, what barriers discourage wider adoption, and which user segments require further support or education.
Beyond BOSVG, the findings may be relevant to other indigenous and regional banks in the Eastern Caribbean, many of which face similar operational environments and customer dynamics. Insights into what drives loyalty and satisfaction in digital channels can inform product design, service enhancements, and customer relationship strategies across the sector.
[bookmark: _Toc202551568]10.3 Policy and Social Implications
This study also has implications for broader development goals, including financial inclusion and digital empowerment. Policymakers and regulators in SVG and the Eastern Caribbean could leverage the findings to support digital literacy initiatives, invest in telecommunications infrastructure, or develop inclusive digital banking policies that reduce the risk of exclusion for rural, elderly, or low-income populations.
From a social perspective, digital banking, when inclusive and accessible, can improve financial well-being, reduce service delivery costs, and foster economic resilience, especially in remote communities. By uncovering what works and what doesn’t in the local context, this research contributes to creating more equitable and user-friendly financial ecosystems.
11. [bookmark: _Toc202551569]Research Timeline
The dissertation project will be conducted over 15 weeks, aligning with academic deadlines and research approval procedures. The timeline is structured to ensure smooth progression across key research phases, including literature review, ethics clearance, data collection, analysis, and final reporting.
Weeks 1–2: Proposal Development and Supervisor Feedback
· Finalize and submit the research proposal.
· Meet with supervisor for feedback and revisions.
· Conduct preliminary scoping review of relevant literature and theoretical frameworks.
Weeks 3–4: Literature Review and Framework Development
· Conduct a comprehensive literature review on digital banking, service quality, trust, customer experience, and loyalty models.
· Develop a conceptual framework guiding the research (e.g., integration of E-S-QUAL and TAM).
· Refine research questions and objectives based on literature gaps.
Weeks 5–6: Survey and Interview Design, Ethics Application
· Design and pilot the questionnaire (Likert scale) and semi-structured interview guide.
· Revise data collection tools based on pilot feedback and ethical review outcomes.
Weeks 7–8: Data Collection Phase
· Launch online and paper-based surveys using channels such as WhatsApp, Google Forms, and community outreach.
· Schedule and conduct interviews with 10–15 customers and bank staff (via Zoom or in-person).
· Maintain data logs and backup for security and traceability.
Weeks 9–10: Data Analysis
· Use SPSS to analyze quantitative survey data (descriptive stats, correlation, regression).
· Identify patterns and triangulate findings across data sources.
Weeks 11–12: Drafting Findings and Discussion
· Write up key findings, supported by both statistical data and qualitative quotes.
· Relate findings to literature and theoretical framework.
· Begin drafting discussion and interpretation chapters.
Weeks 13–14: Final Report Writing and Proofreading
· Complete full draft of the dissertation, including introduction, methodology, significance, and conclusion.
· Conduct thorough editing and proofreading (structure, clarity, grammar, citations).
· Incorporate final supervisor feedback.
Week 15: Final Submission
· Submit the completed dissertation.
12. [bookmark: _Toc202551570]Ethical Considerations
Ethical integrity is a foundational requirement of this research project. Given that the study involves human participants, specifically, customers and employees of the Bank of St. Vincent and the Grenadines (BOSVG), strict ethical guidelines will be followed to protect participants’ rights, privacy, and well-being throughout the research process.
Informed Consent
All participants will receive clear and detailed information about the study’s purpose, methods, data usage, and their rights as research subjects. This will be provided via a participant information sheet and a consent form. For digital surveys, a consent checkbox will precede the questionnaire. For interviews, verbal or written consent will be obtained before recording. Participants will be informed that their participation is entirely voluntary and that they may withdraw at any stage without penalty or explanation.
Anonymity and Confidentiality
Anonymity will be preserved by assigning pseudonyms or ID codes to each participant during data processing. No names, addresses, or account details will be used in the final report or any dissemination. Data will be stored securely on encrypted, password-protected devices and cloud storage compliant with institutional policies. Only the researcher and academic supervisor will have access to raw data.
Data Protection and GDPR Compliance
The study will adhere to data protection principles under the General Data Protection Regulation (GDPR), where applicable. This includes the rights of participants to access, correct, or request the deletion of their data. Data will be stored no longer than necessary and destroyed securely after the study concludes.
Risk Minimization
Given that the study involves non-sensitive topics (e.g., digital platform usability and satisfaction), the level of risk is minimal. Nonetheless, every effort will be made to ensure that participants feel comfortable and respected. For example, interviews will be scheduled at times convenient to participants, and questions will be phrased in a neutral, non-intrusive manner.
13. [bookmark: _Toc202551571]Anticipated Challenges
While the research design is robust, several anticipated challenges may arise that could affect data collection, analysis, or interpretation. A proactive approach will be used to address these issues.
Low Digital Literacy Among Participants
Some segments of BOSVG’s customer base, particularly older adults or rural residents, may lack confidence or skills to complete digital surveys. This could lead to the underrepresentation of these groups in the data. To mitigate this:
· Paper-based versions of the survey will be made available.
· Assistance will be offered to those completing surveys in person.
· Community outreach may be used to encourage participation from harder-to-reach demographics.
Non-Response or Low Participation Rates
Given that participation is voluntary, the study may experience a low response rate, especially for interviews. To improve engagement:
· Multiple recruitment channels (email, WhatsApp, Facebook) will be used.
· Scheduling for interviews will be flexible, including after-hours or weekend options.
Geographic and Logistical Barriers
Saint Vincent and the Grenadines includes multiple islands and rural areas where internet access or travel can be a constraint. To address this:
· Surveys will be available both online and in print.
· Interviews may be conducted via phone or Zoom for remote participants.
Participant Bias and Social Desirability
Participants may provide overly positive feedback due to perceived affiliation with BOSVG or fear of repercussions. To reduce this:
· The study will emphasize confidentiality and academic independence.
· Survey and interview instructions will stress that there are no “right” or “wrong” answers.
· Interview questions will be neutral and exploratory in tone.
Time Constraints
Balancing survey distribution, interview scheduling, transcription, and analysis within the dissertation timeline is a logistical challenge. To manage time effectively:
· A week-by-week plan is in place (see Timeline section).
· Tasks like transcription and initial analysis will begin while data collection is still ongoing.
· Buffer periods will be included to absorb any delays.Top of Form

Bottom of Form
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