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[bookmark: _Toc213415643]Background 
In the case of the AI-enabled British banking sector, Millennials prioritize the speed and efficiency of AI services, while Gen Z places greater emphasis on trust, security and the ability to personalise interactions. AI-driven virtual assistants and chatbots like NatWest’s “Cora” and HSBC’s “Amy”, have a key role in managing customer enquiries. They provide 24/7 support and help resolve issues much quicker. Both generations believe that using AI can reduce fraud and mitigate data breach risks. Currently, around 75% of UK banks employ chatbots or virtual assistants within their omnichannel customer platforms (bankofengland.co.uk, 2024). However, despite their digital comfort, both generations have shown interest in shifting from a chatbot to a human agent, reflecting a growing need to evaluate satisfaction and trust in AI virtual assistants.
[bookmark: _Toc213415644]Research Rationale & problem statement 
Although AI-based virtual assistants are increasingly used in the UK banking industry to enhance customer service, there is still a lack of information about the effectiveness and usage of these tools across different consumer segments. Gen Z and the Millennials are the most tech-savvy generations, however, despite their high digital receptiveness, there is a knowledge gap regarding how the two generations feel about AI-powered virtual assistants in banks (Wandhe, 2024). The rationale behind this study is to present a comparative analysis by exploring how AI virtual assistants influence service satisfaction, trust and overall customer experience of UK banking consumers from Generation Z and Millennials.
[bookmark: _Toc213415645]Aims
The primary aim of this research is to explore the way AI virtual assistants are effectively enhancing customer service within the UK banking industry. The study seeks to comparatively analyse the virtual assistants’ experiences of Gen Z and Millennial consumers, specifically focusing on how age and gender differences influence the attitude towards different these technologies.
[bookmark: _Toc213415646]Objectives
· To explore how Gen Z and Millennials perceive the adoption of AI virtual assistants in the UK banking sector.
· To analyse the role of AI virtual assistants in improving customer satisfaction and service efficiency.
[bookmark: _Toc213415647]Research Questions
· What influence do generational and gender differences have on adoption of AI virtual assistants and its effectiveness within the UK banking industry?
[bookmark: _Toc213415648]Literature Review 
[bookmark: _Toc213415649]Importance of AI Virtual Assistants in UK banking Industry for enhancing customer service 
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Figure 1: Technology Acceptance Model
(Source: ua.pressbooks, 2025)
In the UK banking sector, AI virtual assistants are increasingly being used for improving customer service effectiveness, accessibility and personalization. The adoption of AI-powered virtual assistants in banking can be explained by perceived utility and ease of use, both of which affect customer satisfaction and trust according to the Technology Acceptance Model (TAM). Kodali (2022) stated that banks are able to provide customers real-time assistance through automated virtual assistants that perform routine banking services like transaction checks, balance inquiries or account updates, thereby enhancing user convenience. In order to ensure a proactive service approach AI-powered virtual assistant systems analyse large datasets to forecast customer needs, spot behavioural trends and identify possible problems before they worsen (Unalp, 2024). For Gen Z and Millennials, virtual assistants offer quick responses and self-service options that align with their digital habits. As Nguyen, (2024), states AI-driven virtual assistants satisfy Gen Z and Millennials’ demands for smooth and customized experiences because they appreciate digital convenience and quick fixes. As a result, TAMs tenets are reflected in the use of AI virtual assistants in UK banking which boosts customer value, innovation and competitiveness. 
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Figure 2: Expectancy Disconfirmation Theory
(Source: open.ncl, 2025)
The way that Gen Z and Millennial consumers engage with the UK banking industry has been completely transformed by artificial intelligence (AI)-driven customer service transformation (Alkadi and Abed, 2025). This change can be interpreted as a process where customer satisfaction emerges when AI-enabled virtual assistants exceed expectations in terms of speed, accuracy and empathy guided by the Expectancy Disconfirmation Theory (EDT). With the help of AI technologies like virtual assistants and intelligent chatbots, banks can now successfully meet these expectations (Raghavan, 2022). These technologies provide autonomy and immediate problem-solving without human intervention for Gen Z who prefer self-service platforms and real-time interaction. In contrast, millennials place a high value on efficiency, transparency and trust, all of which AI virtual assistants provide with dependable data-driven and personalized support. AI chatbots such as “Cora” and “Amy” autonomously resolve basic queries, freeing human agents to handle complex tasks systems and offer proactive support, all of which increase customer satisfaction and loyalty (Famoti et al. 2024). In line with this, AI-driven virtual assistants redefine service standards for these tech-savvy generations in the UK.
[bookmark: _Toc213415651]Measuring the effectiveness of AI-enabled virtual assistants in enhancing customer preferences among GenZ and Millennials 
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Figure 3: SERVQUAL Model
(Source: collidu, 2025)
In the British banking sector, customers expect transactions to be consistent, error-free, and fraud-free. AI virtual assistants influence perceived service quality, and this can be understood using the SERVQUEL model. Based on the model, due to the higher receptive ability of the AI virtual assistants and chatbots, customers can receive efficient and quick services immediately.  As per Veerasamy (2025), chatbot-driven assistance ensures promptness and accuracy, but users may question empathy or data transparency. This model posits that the AI virtual assistants provide assurance that there will be fewer wait times and less havoc in account opening and loan applications. Quantitative measures, such as Net Promoter Scores, can be used to identify the extent to which financial advice is customized financial advice based on GenZ needs (Zang et al. 2025).
The model further shows that AI enforce empathy, creates value personalisation, and customise banking options. According to Correia, (2024), when chatbots exhibit consistent reliability and assurance, they strengthen user confidence and loyalty across both generational cohorts. As the transactions are not disrupted by ransomware, millennials find AI bearable. As per the model, tangible assets of the bank, such as mobile applications and websites, help increase customers' accessibility to financial products. Such becomes appealing for the Gen Z and reduces the turnaround during transfers, check deposits.
[bookmark: _Toc213415652]Methodology
[bookmark: _Toc213415653]Research Philosophy 
A “positivism philosophy” will ensure trend identification, baseline establishment, and support the future implications of the study. UK banks have predominantly switched to better products, offers, and innovation for meeting customer needs (Karupiah 2022). The research philosophy deciphers the impact of AI virtual assistants on financial transparency and human support options.
[bookmark: _Toc213415654]Research Approach 
A “deductive approach” will be used in the groundwork, which works as a mediation between the strategic decision and plan for improvements. The UK bank has followed a top-down approach to ensure connectivity and fewer planning hypotheses (Kumar and Ujire, 2024). Such methodology can predict the manner in which payments are affected by AI virtual assistants.
[bookmark: _Toc213415655]Research Design 
A “descriptive design” will ensure the research is coherent, robust, and subjective according to the needs. The UK banking sector has faced a slowdown in deposits due to growing third-party interference (Mishra and Alok, 2022). The research design will allow systematic comparison of how Gen Z and Millennials perceive AI virtual assistants service quality.
[bookmark: _Toc213415656]Research Strategy 
The “quantitative strategy” will be utilised to understand the common identity patterns and themes. The relationship between the AI-driven virtual assistants and customer satisfaction is positive in the Banking sector (Gamage, 2025). The strategy will identify the extent to which a customer is affected by the AI-based system in UK Banks.
[bookmark: _Toc213415657]Data collection method 
In this study, “primary data” will be collected using the “survey method”. The data will be collected through a structured online questionnaire designed using Google Forms. The study sample size will be 60-80 participants, representing Gen Z and Millennial banking service users in the UK. The study respondents will be reached out by sharing the questionnaire online via social media platforms such as Instagram, X, Facebook and YouTube. The participants will be fully informed about the purpose of the study, their rights to withdraw from the study and remain anonymous (Badampudi et al. 2022). The study will ensure voluntary and ethical participation.
[bookmark: _Toc213415658]Data analysis
The collected data will be analysed by applying a “statistical analysis” method. Using the SPSS software, participant responses will be evaluated with the help of “descriptive statistics”, summarising data mean, standard deviation and frequency value (Zaidi, 2024). Additionally, inferential tests such as “correlation analysis”, “regression analysis” and “ANOVA” will be carried out to compare differences between the views of Gen Z and Millennial banking customers and to examine the relationship between adoption of AI virtual assistants and customer satisfaction or service efficiency within the UK banking industry. The reliability of the Likert scale will be checked using Cronbach’s alpha (Malapane and Ndlovu, 2024). 
[bookmark: _Toc213415659]Ethical Considerations
The study will strictly adhere to the research ethical guidelines. Informed consent of the participants will be obtained before their participation in the survey. Respondents’ identity and personal information will be kept anonymous and confidential. Data gathered will be stored securely in a password protected file and used only for the purpose of the study. The participants will have the right to withdraw from the study at any point without explanation and penalty. The academic vigour is withheld by ensuring that the information collected is verified, justified, and tested (Piran and Tran, 2024).
[bookmark: _Toc213415660]Expected Findings
This section will discuss the key analysis of AI virtual assistant-driven customer service and the evolving expectations in the British banking sector. The expected findings are to analyse comfort levels with AI in Gen Z compared to millennials regarding banking chatbots and AI assistants. It focuses on trust, transparency in communication, and perceived responsiveness. The analysis will highlight how virtual assistants streamline basic banking tasks such as account inquiries and payments, enhancing convenience, accessibility, and service speed. The study anticipates that Gen Z users will demonstrate greater ease with virtual assistants due to their mobile-first behaviour and digital fluency, while Millennials may exhibit higher expectations of empathy, accuracy, and data protection (Bista, 2025). The effectiveness of AI virtual assistant in terms of personalisation and security will be highlighted. A comparison will be suggested between human and AI-led services. The research will anticipate the convenience, satisfaction, and loyalty associated with AI-enabled banking experiences. With growing digitalisation, issues such as cybersecurity, data privacy, and trust assurance will be central to evaluating overall satisfaction (Adegbite, 2025).
[bookmark: _Toc213415661]Limitations
The study's main drawback might be its small sample size of 60–80 participants which could limit how broadly the results can be applied to the larger UK banking clientele. Because the study uses a quantitative methodology, self-reported responses could introduce bias since participants might give false or socially acceptable answers (Quinio and Lam, 2021). Furthermore, the depth of data collection and analysis may be limited by time constraints. The study may not be as applicable to other demographic groups or international banking contexts due to its focus on Gen Z and Millennial consumers’ perceptions of AI virtual assistants within the UK banking sector. 
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Figure 4: Gantt Chart 
(Source: created by author)
As seen in the Gantt chart that is attached, the timeframe section offers a reasonable timeline for finishing the dissertation. It describes a twelve-week schedule broken up into doable stages. Weeks one through three were spent deciding on the topic and preparing the introduction. Developing research questions objectives and the literature review were the main focus of weeks four through six. Surveys, primary data collection and methodology selection took up weeks seven through nine. Lastly data analysis discussion chapter preparation finalizing conclusions proofreading and submission were all part of weeks 10 through 12. This organized schedule guarantees methodical advancement and on-time completion.  
[bookmark: _Toc213415663]Conclusion
This research proposal presents a detailed plan to evaluate the effectiveness of AI virtual assistants in improving customer service within the UK banking sector, focusing on Gen Z and Millennial consumers. It is summarised from the study that intuitive and demanding work is in the UK bank sector. It will explore the role of AI in the UK banking sector with respect to Gen Z and Millennials. The Technology Acceptance Model, Expectancy Disconfirmation Theory, and SERVQUAL model have been used to analyse the determinants of user satisfaction and perceived service quality in virtual assistant interactions. A primary quantitative approach will be deployed to analyse the various perspectives of how AI virtual assistants influence digital service.
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