








[image: ]




Master of Business Administration
Dissertation Title
The Impact of Financial Technology (FinTech) on Customer Satisfaction and Strategic Positioning of Traditional Retail Banks in the UK
BY
Varma Vishvesha Rajkumar
ID: 2436048@student.uwtsd.ac.uk


Supervisor: Dr. Andry Rakotovololona
21

Declaration
I hereby declare that this dissertation entitled “The Impact of Financial Technology (FinTech) on Customer Satisfaction and Strategic Positioning of Traditional Retail Banks in the UK” is my own original work and has not been submitted, either in whole or in part, for any other degree, diploma, or qualification at this or any other institution.
I confirm that all sources of information used in this dissertation have been properly acknowledged and referenced in accordance with the University’s academic regulations and the Harvard referencing style.
I further declare that this work complies with the University’s policies on academic integrity and plagiarism.


Student Name: Varma Vishvesha Rajkumar
Student ID: 2436048


Signature: 
[image: ]		
Date: 7-06-2026

AI Use Acknowledgement
I acknowledge that artificial intelligence (AI) tools (ChatGPT, Gemini, Claude) were used in a limited and responsible manner during the preparation of this dissertation.
AI tools were used to support:
· Language refinement and grammar correction.
· Improvement of sentence clarity and academic structure.
· Formatting assistance.
All core academic work, including:
· Topic selection.
· Literature review.
· Research design.
· Data interpretation.
· Critical analysis.
· Findings, discussion, and conclusions, was completed independently by the author.
I confirm that the use of AI did not replace my own intellectual contribution, critical thinking, or academic judgement. I take full responsibility for the originality, accuracy, and integrity of this dissertation.

Acknowledgements
I would like to express my sincere gratitude to my dissertation supervisor for their valuable guidance, constructive feedback, and continuous support throughout the development of this research.
I am also thankful to the academic staff of the Institute of Inner-City Learning, London Campus, for providing the knowledge and academic foundation that supported this study.
My heartfelt appreciation goes to my family and friends for their encouragement, patience, and constant motivation during this journey.
Finally, I would like to thank all the participants who contributed their time and insights to this research. Their responses were essential in enabling the successful completion of this dissertation.

Abstract
This dissertation examines the impact of Financial Technology (FinTech) on customer satisfaction and the strategic positioning of traditional retail banks in the United Kingdom. The rapid growth of digital financial services has transformed the banking industry, creating both opportunities and challenges for incumbent banks. This study aims to analyse how FinTech adoption influences customer experience and whether it strengthens or threatens the competitive position of traditional retail banks.
The research adopts a quantitative methodology based on a positivist research philosophy and a deductive approach. Primary data was collected through an online survey distributed amongst customers of traditional retail banks operating within the United Kingdom. The study focuses on key FinTech-enabled services such as mobile banking applications, digital payment systems, online customer support, and artificial intelligence-based features. Statistical analysis is used to examine the relationship between FinTech adoption, customer satisfaction, and strategic positioning.
The findings indicate that FinTech adoption has a significant positive impact on customer satisfaction by improving convenience, accessibility, speed, and service efficiency. The study also suggests that whilst FinTech increases competitive pressure from digital challenger banks, it simultaneously provides traditional banks with strategic opportunities to enhance customer loyalty and sustain competitive advantage.
This dissertation contributes to the existing literature by offering an integrated analysis of customer satisfaction and strategic positioning within the UK banking context. The findings provide practical insights for banking managers and policymakers seeking to balance digital innovation with trust and customer- centric service delivery.
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Chapter 1: Introduction
The global financial services industry has undergone significant transformation over the past decade, primarily driven by the rapid advancement of Financial Technology (FinTech). FinTech refers to the integration of innovative digital technologies into financial services to improve operational efficiency, enhance customer experience, and expand financial accessibility. Technologies such as mobile banking applications, artificial intelligence (AI), blockchain, machine learning, digital wallets, and real-time payment systems have fundamentally reshaped the way banking services are delivered and consumed.
The United Kingdom is widely recognised as one of the world’s leading FinTech hubs, supported by a progressive regulatory framework, high digital literacy, and strong consumer adoption of digital financial services. The introduction of Open Banking, the presence of the Financial Conduct Authority’s (FCA) regulatory sandbox, and increased investment in digital infrastructure have created an environment conducive to FinTech innovation. According to Mordor Intelligence (2025), the UK FinTech market is expected to reach USD 43.92 billion by 2031, reflecting strong growth prospects and the increasing integration of technology into mainstream financial services.
Traditional retail banks in the UK, including major institutions such as Barclays, HSBC, Lloyds Banking Group, and NatWest Group, have historically relied on branch-based service models, physical customer interaction, and legacy banking systems. However, the emergence of digital-only challenger banks such as Monzo and Starling Bank has intensified competition and significantly altered customer expectations.
Today’s banking customers increasingly demand convenience, speed, transparency, personalisation, and seamless digital experiences. FinTech adoption is no longer merely a tool for improving operational efficiency; it has become a strategic necessity for survival and competitiveness in the modern banking landscape.
Despite substantial investment in digital technologies, traditional retail banks continue to face critical challenges. These include balancing digital convenience with trust and security, maintaining personalised customer relationships in an increasingly automated environment, and adapting legacy systems to support innovation. Therefore, understanding the impact of FinTech on customer satisfaction and strategic positioning has become an important area of academic and managerial enquiry.

1.2  Research Problem
Whilst existing literature has extensively explored FinTech adoption, much of the research focuses either on digital banking service quality or on the financial performance of banks in isolation. There remains limited integrated research examining how FinTech influences both customer satisfaction and the long-term strategic positioning of traditional retail banks within the specific context of the United Kingdom.
A major issue facing traditional UK banks is the “trust-convenience paradox”. Although FinTech enhances convenience and service efficiency, excessive digitalisation may reduce personal interaction and weaken trust-based relationships that have historically differentiated incumbent banks from newer digital competitors. Furthermore, the UK’s post-pandemic digital-first environment has accelerated branch closures and customer migration towards online platforms, creating both opportunities and operational risks.
This dissertation seeks to address this gap by evaluating how FinTech adoption affects customer satisfaction and whether it acts as a competitive threat or strategic opportunity for traditional retail banks in the UK.
1.3  Research Aim
The aim of this study is to analyse the impact of Financial Technology (FinTech) on customer satisfaction and the strategic positioning of traditional retail banks in the United Kingdom.
1.4  Research Objectives
This study is guided by the following objectives:
1. To evaluate the major FinTech innovations adopted by traditional retail banks in the UK.
2. To analyse the effect of FinTech-enabled services on customer satisfaction and overall banking experience.
3. To assess whether FinTech acts as a competitive threat or strategic partnership opportunity for traditional banks.

1.5  Research Questions
This dissertation aims to answer the following research questions:
Q.1 how extensively have FinTech innovations been integrated into traditional banking operations in the UK?
Q.2 how do FinTech-enabled services influence customer satisfaction in traditional UK banks?
Q.3 To what extent does FinTech pose a competitive threat to traditional banks in the UK?
1.6  Research Significance
This study is significant for several reasons. First, it contributes to the growing academic literature on FinTech by examining its impact through both customer satisfaction and strategic positioning perspectives. Unlike previous studies that focus solely on technological adoption or financial performance, this dissertation adopts an integrated approach.
Second, the study offers practical value for banking managers and policymakers by identifying the key FinTech factors that improve customer experience whilst maintaining trust and service quality. The findings may support traditional banks in designing more effective digital transformation strategies.
Third, the research is particularly relevant in the UK context, where the banking industry is undergoing rapid digital restructuring. The findings can help incumbent banks better respond to changing customer expectations and competitive pressures.
1.7  Scope of the Study
This research focuses specifically on traditional retail banks operating in the United Kingdom. It examines the adoption of customer-facing FinTech services such as mobile banking applications, online customer support systems, digital payments, and AI-enabled service features.
The study is limited to customer perceptions of digital banking services and strategic positioning. It does not examine investment banking, corporate banking, or international FinTech ecosystems beyond the UK market.


1.8 Dissertation Structure 
This dissertation is organised into six main chapters.
Chapter 1: Introduction – presents the research background, problem, objectives, and scope.
Chapter 2: Literature Review – critically reviews existing studies and develops the theoretical framework.
Chapter 3: Research Methodology – explains the research design, data collection, and analysis methods.
Chapter 4: Data Analysis – presents the findings from the survey data.
Chapter 5: Discussion – interprets the findings in relation to the literature and research objectives.
Chapter	6:	Conclusion	–	summarises	the	key	findings,	implications, recommendations, and limitations.
This structure ensures a logical flow from problem identification to evidence- based conclusions.

Chapter 2: Literature Review
This literature review synthesises twenty academic articles that form the scholarly foundation of this dissertation. Each study is reviewed individually, beginning with the author(s) and publication year, followed by a discussion of the key argument, methodology, and principal findings. Studies have been selected for their direct relevance to the UK retail banking sector and the evolving role of Financial Technology in shaping customer satisfaction and strategic positioning.
Daoud et al. (2026) investigate the structural relationship between technology and user perception, arguing that FinTech innovations are the primary drivers of contemporary customer satisfaction. Employing a PLS-SEM methodology with a sample of 400 respondents, the authors establish that perceived usability functions as a critical mediator. Their findings suggest that for UK banks, the mere adoption of technology is insufficient; digital systems must be intuitively designed in order to generate positive customer outcomes. This study provides the primary empirical framework for Objective 1 of this dissertation.
Kappil and Santhi (2025) examine the dimensions of e-banking service quality through the lens of the E-BSQ model. Drawing on a survey-based methodology with 183 respondents, they argue that whilst website aesthetics play a secondary role, reliability, privacy, and security are the dominant factors influencing user satisfaction. Their findings confirm that data protection constitutes a non-negotiable strategic pillar for traditional banks migrating to digital platforms a consideration of particular significance within the UK’s high- governance banking environment.
Nandy et al. (2026) provide a comprehensive meta-analysis of 56 existing studies to identify the global success factors of mobile banking. They demonstrate that system quality and perceived security are the most consistent predictors of customer adoption and satisfaction across different markets. Notably, the authors identify a research gap concerning how emerging artificial intelligence technologies may alter these established success models a gap that this dissertation specifically aims to address within the UK retail banking context.
Kumar et al. (2022) investigate the impact of Electronic Customer Relationship Management (E-CRM) on customer satisfaction, with customer experience as the mediating variable. Utilising a large-scale survey of 836 respondents alongside Structural Equation Modelling (SEM), they find that personalised

digital interactions are the strongest drivers of long-term customer loyalty. This study provides a theoretical rationale for this dissertation’s focus on how traditional UK banks may use FinTech to replicate human-centric service within a digital-first environment.
Bhuvaneswari and Maruthamuthu (2024) analyse the influence of service quality dimensions in digital banking, employing a quantitative SEM approach with 232 respondents. They find that responsiveness and reliability exert a significantly stronger influence on customer satisfaction than tangibility. This finding is particularly pertinent to this dissertation, as it provides strategic justification for the widespread closure of physical bank branches across the UK in favour of enhanced digital support systems.
Mutambik (2023) explores the customer experience within the emerging Open Banking ecosystem. Through a survey-based methodology, the author demonstrates that the ease of use afforded by third-party API integrations significantly improves perceived value and loyalty intentions amongst customers. This research is central to Objective 2, as it examines how the UK’s regulatory shift towards Open Banking has compelled traditional banks to fundamentally redefine their strategic positioning.
Mainardes and Freitas (2023) conduct a comparative study between traditional incumbent banks and FinTech firms, drawing on a sample of 792 respondents analysed using PLS-SEM. They find that whilst FinTech firms excel in convenience and innovation, traditional banks retain a superior advantage in terms of trust- based satisfaction. This study serves as a key benchmark for this dissertation’s comparative analysis of the UK’s Big Four banks against digital-only challenger banks.
Al-Omoush (2026) examines the role of AI-driven cybersecurity in enabling FinTech innovation and operational efficiency. Using a survey of 247 respondents and Smart PLS analysis, the author finds that AI integration significantly enhances risk management, which in turn improves customer satisfaction levels. This study is particularly relevant in that it connects internal technological infrastructure to external customer perception a core theme of this research.
Dasilas and Karanovic (2025) provide the most directly applicable evidence for this dissertation by examining how FinTech adoption influences bank performance specifically within the UK market. Using secondary panel data and regression analysis, they find that FinTech integration leads to measurable

improvements in both profitability and operational efficiency. This work provides the strategic justification for Objective 3, namely why UK banks are committing substantial investment to digital transformation.
Werth et al. (2023) further extend their taxonomy-based analysis by identifying key structural drivers of FinTech success, including regulatory support, technological infrastructure, and platform scalability. Their findings reinforce the importance of aligning innovation strategies with user-centric design and institutional trust, thereby offering a comprehensive framework for evaluating the strategic positioning of UK retail banks.
Gomber et al. (2018) examine the evolution of digital financial services and introduce the concept of “invisible banking,” wherein financial services are seamlessly integrated into digital ecosystems. Using a conceptual and industry- based analytical approach, they argue that traditional banks risk losing direct customer relationships as FinTech platforms mediate interactions. This study is highly relevant in understanding how Open Banking and embedded finance are reshaping competitive dynamics in the UK.
Lee and Shin (2018) analyse the FinTech ecosystem, focusing on business models, investment decisions, and emerging challenges. Through a conceptual framework, they identify collaboration between banks and FinTech firms as a critical success factor. Their findings suggest that strategic partnerships, rather than direct competition, may offer sustainable advantages for traditional banks.
Gozman et al. (2018) explore Open Banking innovation and its implications for financial institutions, using a qualitative research design based on industry interviews. They highlight that regulatory frameworks such as the UK’s Open Banking initiative are driving increased competition and innovation. However, they also note that banks face challenges in adapting legacy systems to new technological environments.
Vives (2019) investigates competition and stability in the FinTech era using a theoretical economic model. The study finds that whilst FinTech increases competition and efficiency, it may also introduce systemic risks. This duality is particularly relevant for UK regulators and banks seeking to balance innovation with financial stability.
Junger and Mietzner (2020) examine the role of FinTech in shaping customer expectations and financial behaviour. Using survey data, they find that digital

convenience significantly influences customer satisfaction, but trust remains a decisive factor in long-term banking relationships. This reinforces the trust– convenience paradox identified in existing literature.
Philippon (2016) provides an economic perspective on the FinTech opportunity, arguing that technological innovation has the potential to reduce costs and improve financial intermediation. Using empirical data from the US financial sector, the study highlights efficiency gains but also notes that traditional institutions have been slow to adopt transformative technologies.
Fuster et al. (2019) analyse the impact of digital technologies on credit markets, focusing on FinTech lenders. Using quantitative data analysis, they find that FinTech firms improve access to credit through data-driven decision-making. This has implications for traditional banks in the UK, particularly in terms of competitive positioning and customer acquisition strategies.
Thakor (2020) explores the future of banking in the context of FinTech disruption. Through a conceptual analysis, the study argues that banks must innovate continuously to remain competitive, particularly by leveraging data analytics and digital platforms. The research highlights the strategic necessity of technological adaptation.
Zetzsche et al. (2020) examine the regulatory challenges posed by FinTech, particularly in relation to data protection, cybersecurity, and financial stability. Using a legal and regulatory analysis, they argue that whilst innovation is essential, robust governance frameworks are critical to maintaining trust in the financial system.
Finally, Arner et al. (2016) provide a historical overview of FinTech evolution, identifying key phases of technological transformation within financial services. Their study highlights the transition from traditional banking models to digitally integrated ecosystems, offering a foundational understanding of how FinTech has reshaped the global financial landscape.

	Article Title
	Research Aim
	Research Gap

	What determines FinTech success? A taxonomy
analysis of FinTech success factors
	To identify key
determinants of FinTech success through taxonomy analysis
	
Lacks empirical validation in UK retail banking context

	Digital Financial Services and Open Banking Innovation: Are Banks Becoming ‘Invisible’?
	
To examine how digital ecosystems transform banking visibility
	
Limited focus on customer satisfaction impact

	The dark side of FinTech in financial services
	To explore risks and ethical concerns in FinTech
development
	Lacks quantitative validation and UK-specific evidence

	Opportunities for digital banking: financially
vulnerable customers (UK)
	To analyse digital banking experiences of vulnerable UK users
	
Does not link findings to
strategic positioning of banks

	The impact of
technological development on UK banks
	To assess impact of technology on bank productivity
	
Limited focus on customer satisfaction outcomes

	AI-based methods for credit risk assessment
	To review AI techniques in credit risk modelling
	Lacks customer-centric perspective in banking

	Evolution of CRM to data mining-based CRM
	To analyse development of CRM systems in banking
	Weak linkage with FinTech- driven transformation

	Mobile banking adoption (UTAUT model)
	To examine factors influencing mobile banking
adoption
	Limited UK-specific empirical testing

	Digital Transformation
Strategies in South African Banking
	To explore digital transformation strategies in banking
	
Context-specific, lacks applicability to UK

	Open banking: a systematic literature review
	To synthesise existing research on open banking
	Lacks empirical customer behaviour analysis

	FinTech innovations and customer satisfaction (Daoud et al.)
	To examine usability’s mediating role in satisfaction
	
Limited focus on long-term strategic positioning



	E-banking service quality (Kappil & Santhi)
	To evaluate service quality dimensions in e-banking
	Does not integrate emerging technologies like AI

	Mobile banking success meta-analysis (Nandy et al.)
	To identify global success factors of mobile banking
	Limited exploration of AI integration impact

	E-CRM and customer satisfaction (Kumar et al.)
	To analyse role of E-CRM in customer satisfaction
	Lacks focus on UK banking environment

	Digital banking service quality (Bhuvaneswari et al.)
	
To examine service quality impact on satisfaction
	
Limited strategic implications for banks

	Open banking and customer experience (Mutambik)
	To study customer experience in open banking
	
Lacks direct UK empirical evidence

	Traditional vs FinTech banks (Mainardes & Freitas)
	To compare satisfaction between banks and
FinTech firms
	
Does not provide strategic integration roadmap

	AI-driven cybersecurity (Al- Omoush)
	To assess AI role in risk management and
satisfaction
	Limited focus on competitive positioning

	FinTech and bank
performance (Dasilas & Karanovic)
	
To analyse FinTech impact on UK bank performance
	
Limited focus on customer perception

	
FinTech success taxonomy (Werth et al.)
	
To categorise FinTech success factors
	
Lacks empirical validation across regions



Table 1: Summary of Selected Literature (Aim and Research Gap of Key Studies) Source: Author's compilation based on reviewed literature (2026).

1.1  Theoretical Framework
The Theoretical foundation of this study is built upon the integration of established technology acceptance models and service quality theories. To understand how FinTech impacts customer satisfaction and strategic positioning in the UK retail banking sector.
1.1.1  Technology Acceptance Model (TAM)
As identified in the review of Daoud et al. (2026), the Technology Acceptance Model (TAM) serves as the primary lens for this study. Originally proposed by Davis, TAM posits that Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) are the fundamental determinants of user acceptance. In the context of UK retail banking, this study applies TAM to evaluate how intuitively designed digital systems lead to positive customer outcomes.
1.1.2  Diffusion of Innovation (DOI) Theory
To address Objective 2 regarding strategic positioning, this study draws on Rogers’ Diffusion of Innovation Theory. As argued by Mutambik (2023) and Werth et al. (2023), the adoption of Open Banking and AI is not merely a technical shift but a strategic one. This theory helps explain how traditional "Big Four" banks in the UK are re-positioning themselves to compete with digital-only "challenger" banks by adopting innovations that offer relative advantages in convenience and speed.
1.1.3  The GAP Model of Service Quality (SERVQUAL)
The study also incorporates the SERVQUAL framework, specifically focusing on the dimensions of Reliability, Responsiveness, and Security, which Kappil and Santhi (2025) and Bhuvaneswari and Maruthamuthu (2024) identify as more critical than physical "tangibles" in a digital environment. Following the research philosophy advocated by Saunders et al. (2023), this research adopts a deductive approach, testing these established theories against the current UK FinTech landscape.


2.2 Conceptual Framework And Hypothesis Development
[bookmark: _GoBack]The conceptual framework of this study serves as a visual and logical map that explores the relationship between technological innovation and consumer behaviour within the UK retail banking sector. Following the Deductive Research Approach suggested by Saunders et al. (2023), this framework identifies specific variables to be tested through primary research.
2.2.1  Independent Variables: FinTech Service Dimensions
The independent variables represent the "drivers" of change. Based on the meta-analysis by Nandy et al. (2026), these are categorized into three critical dimensions:
System Quality (Technical Reliability): This refers to the 24/7 availability, speed, and bug-free nature of mobile banking applications. In the UK’s competitive landscape, where "Challenger Banks" offer high-speed interfaces, system quality is no longer a luxury but a baseline requirement for satisfaction.
Perceived Security (AI-driven Cybersecurity): As per Al-Omoush (2026), customers' fear of digital fraud is a major barrier. This study focuses on how AI- driven security (e.g., biometric login, real-time fraud alerts) reduces "perceived risk" and enhances the user's willingness to engage with digital-only services.
Personalisation (E-CRM): Drawing from Kumar et al. (2022), this variable measures how effectively banks use data to provide a "human-centric" feel. It is not just about automation, but about using FinTech to offer tailored financial advice, making the customer feel valued despite the lack of physical branch interaction.
2.2.2  Mediating Variable: Strategic Positioning
The relationship between FinTech and Satisfaction is not always direct; it is often mediated by how the bank positions itself. Mainardes and Freitas (2023) argue that technology alone doesn't create loyalty; it is the Strategic Positioning the brand’s ability to balance "traditional trust" with "modern innovation" that matters.

Note for Methodology: This study will examine if "Strategic Positioning" acts as a bridge. For instance, a traditional bank like Barclays may use FinTech to enhance its existing trust, whereas a firm like Monzo uses it to define its entire identity.
2.2.3  Dependent Variable: Customer Satisfaction and Loyalty
The dependent variable the "result" is the level of satisfaction among UK banking customers.
Customer Satisfaction: Measured by the gap between user expectations and the actual performance of digital tools.
Customer Loyalty: Following the "Invisible Banking" concept by Gomber et al. (2018), loyalty in this study is defined by the customer’s intention to continue using the app as their primary financial hub and their willingness to recommend it to others.
2.2.4  Summary of Hypotheses
Based on the conceptual framework and supporting literature, the following hypotheses were developed for empirical testing within this study.
H1: Higher System Quality leads to increased Customer Satisfaction.
H2: AI-driven security features positively influence Strategic Positioning.
H3: Personalisation (E-CRM) significantly improves long-term Customer Loyalty.

Strategic Positioning


Customer Satisfaction
System Quality (H1)












Figure 1: Conceptual Framework of the StudyPerceived Security (H2)
Transaction Efficiency (H3)

Source: Developed by the author based on Daoud et al. (2026), Kumar et al. (2022), Nandy et al. (2026), and Mainardes & Freitas (2023).

Chapter 3: Research Methodology
1.2  Introduction
This chapter outlines the research methodology adopted to investigate the impact of Financial Technology (FinTech) on customer satisfaction and the strategic positioning of traditional retail banks in the United Kingdom. The chapter explains the research philosophy, research approach, methodological choice, research strategy, data collection methods, sampling techniques, analytical procedures, ethical considerations, and research limitations.
The methodology is structured using the Research Onion framework developed by Mark Saunders, Lewis, and Thornhill (2019), which provides a systematic structure for conducting business and management research. According to Saunders et al. (2019), research methodology helps researchers select the most appropriate methods for collecting and analysing data to answer research questions effectively.
This chapter ensures that the study is conducted in a reliable, valid, and academically rigorous manner.
1.3  Research Philosophy
Research philosophy refers to the assumptions and beliefs regarding how knowledge is developed and understood within academic research (Saunders et al., 2019). This study adopts a positivist research philosophy.
Positivism is based on the principle that reality is objective and can be measured through observable and quantifiable evidence. According to Saunders et al. (2019), positivist research emphasises numerical data, statistical analysis, objectivity, and hypothesis testing. This philosophy is appropriate for the present study because the research seeks to examine measurable relationships between FinTech adoption, customer satisfaction, and the strategic positioning of traditional retail banks.
The study relies on structured quantitative data collected through survey responses, making positivism particularly suitable for analysing customer perceptions regarding digital banking services. Furthermore, variables such as perceived ease of use, accessibility, service efficiency, and customer satisfaction can be measured effectively using Likert-scale responses and statistical analysis.

The positivist approach also assists in reducing researcher bias and improving the reliability and consistency of findings. Since the research focuses on identifying patterns and relationships between measurable variables, the philosophy aligns closely with the objectives of the study.
1.4  Research Approach
This study adopts a deductive research approach. According to Saunders et al. (2019), deductive research begins with existing theories and develops hypotheses that are subsequently tested through empirical investigation and data analysis.
The deductive approach was considered appropriate because the research draws upon established theoretical models relating to technology adoption, service quality, and competitive strategy. The study specifically applies concepts derived from the Technology Acceptance Model (Davis, 1989), the SERVQUAL model (Parasuraman et al., 1988), and Porter’s Five Forces framework (Porter, 1980) in order to examine how FinTech adoption influences customer satisfaction and the strategic positioning of traditional retail banks within the United Kingdom.
The use of deduction provides a structured and scientific approach to the research process by enabling the study to test predefined hypotheses against primary quantitative data. Furthermore, the deductive approach is commonly associated with positivist philosophy and quantitative research methods, making it suitable for the overall design of this dissertation.
1.5  Methodological Choice
This research adopts a mono-method quantitative research design. Quantitative research involves the collection and statistical analysis of numerical data in order to identify patterns, relationships, and measurable outcomes (Creswell, 2014). According to Saunders et al. (2019), quantitative methods are particularly effective when research aims to test theories and examine relationships between variables objectively.
The quantitative approach was selected because the study seeks to examine the relationship between FinTech adoption and customer satisfaction using measurable data obtained through structured questionnaires. The research specifically  investigates  customer  perceptions  regarding  digital  banking

usability, transaction efficiency, security, and overall satisfaction within traditional retail banking institutions.
The quantitative method also supports statistical techniques such as descriptive analysis, correlation analysis, and regression analysis, all of which are relevant for evaluating the research hypotheses established within this study. In comparison with qualitative approaches, quantitative research offers greater reliability, consistency, and potential for generalisation across a wider sample population.
1.6  Research Strategy
The research strategy adopted within this study is the survey strategy. Surveys are widely used in business and management research because they enable researchers to collect standardised quantitative data from a large number of respondents efficiently (Saunders et al., 2019).
This study utilised an online questionnaire distributed through Google Forms in order to collect primary data from customers of traditional retail banks operating within the United Kingdom. The questionnaire was distributed through academic networks, social media platforms, professional contacts, and online communities associated with digital banking users.
The survey strategy was considered appropriate because it allows the collection of standardised responses that can be analysed statistically. In addition, online surveys provide a cost-effective and time-efficient method of reaching geographically dispersed participants. The strategy also aligns closely with the explanatory nature of the research, which seeks to examine relationships between FinTech adoption and customer satisfaction.
1.7  Theoretical and Conceptual Framework
1.7.1  Theoretical Framework
This study is based upon three major theoretical frameworks that provide the academic foundation for examining the relationship between FinTech adoption, customer satisfaction, and strategic positioning within the UK retail banking sector.
The first framework applied within this study is the Technology Acceptance Model (TAM) developed by Davis (1989). TAM explains how users adopt and accept technology based primarily on perceived usefulness and perceived ease

of use. Within the context of this dissertation, the model assists in explaining how customers evaluate FinTech-enabled banking services such as mobile banking applications, online payment systems, and digital customer support tools.
The second theoretical framework utilised within this study is the SERVQUAL model developed by Parasuraman et al. (1988). SERVQUAL measures service quality using dimensions such as reliability, responsiveness, assurance, empathy, and tangibility. The framework is particularly relevant within digital banking environments because customer satisfaction is strongly influenced by service quality, efficiency, responsiveness, and trust.
Finally, Porter’s Five Forces framework (Porter, 1980) is applied in order to examine the competitive impact of FinTech on traditional retail banks. The framework assists in understanding how technological innovation increases competition within the banking sector whilst simultaneously encouraging digital transformation and strategic adaptation amongst incumbent banking institutions.
1.7.2  Conceptual Framework
The conceptual framework of this study explains the relationship between the independent and dependent variables examined within the research.
The independent variable within this study is FinTech adoption, which refers to the implementation and usage of digital banking technologies such as mobile banking applications, online banking services, AI-enabled customer support systems, and digital payment platforms.

	Variable Type
	Variables

	Independent Variable
	FinTech Adoption

	Dependent Variable 1
	Customer Satisfaction

	Dependent Variable 2
	Strategic Positioning


Table 2: Variables Used in the Study
Source: Developed by the author based on the conceptual framework and literature review.
The dependent variables are customer satisfaction and the strategic positioning of traditional retail banks. Customer satisfaction refers to customer perceptions regarding service quality, convenience, reliability, and digital banking experience, whilst  strategic  positioning  refers  to  how  traditional  banks  maintain

competitiveness and customer trust within an increasingly digital financial environment.

	Construct
	Dimensions

	FinTech Adoption
	Ease of use, accessibility, innovation

	Customer Satisfaction
	Reliability, responsiveness, service
quality

	Strategic Positioning
	Competitive advantage, trust,
perceived value


Table 3: Dimensions Measured scale
Source: Adapted from Davis (1989), Parasuraman et al. (1988), and reviewed literature.
The conceptual framework assumes that greater FinTech adoption positively influences customer satisfaction by improving accessibility, efficiency, convenience, and service quality. It also assumes that FinTech adoption affects the strategic positioning of traditional banks by increasing competitive pressure and encouraging digital transformation.
1.8  Data Collection, Sampling, and Analysis Procedures
1.8.1  Data Collection Method
This study utilised primary data collection through a structured online questionnaire. According to Saunders et al. (2019), questionnaires are effective tools for collecting standardised quantitative data from large populations in a consistent and systematic manner.
The questionnaire was developed using Google Forms and distributed online to participants who actively use digital banking services provided by traditional retail banks within the United Kingdom. The survey utilised a five-point Likert scale ranging from “Strongly Disagree” to “Strongly Agree” in order to measure customer perceptions relating to FinTech adoption and customer satisfaction.
A five-point Likert scale was selected because it offers a simple and effective means of measuring attitudes and perceptions. Its widespread use in quantitative research also enhances the reliability and consistency of the data collected. The numerical responses were subsequently used for statistical analysis and interpretation.

	Scale
	Meaning

	1
	Strongly Disagree

	2
	Disagree

	3
	Neutral

	4
	Agree

	5
	Strongly Agree



Table 4: The questionnaire uses a 5-point Likert scale
Source: Adapted from Likert (1932).
The questionnaire consisted of demographic questions alongside items relating to digital banking usability, transaction efficiency, perceived security, and overall customer satisfaction. A copy of the questionnaire is included within the Appendix section of this dissertation.
The survey consists of approximately 15 - 18 close-ended questions, divided into the following sections:
1. Demographic Information
2. FinTech Adoption
3. Customer Satisfaction
4. Strategic Positioning

	Section
	Purpose

	Demographics
	Age, gender, banking behaviour

	FinTech Adoption
	Ease of use, accessibility, innovation

	Customer Satisfaction
	Service quality and reliability

	Strategic Positioning
	Trust and competitive perception


Table 5: Survey Sections and purpose
Source: Developed by the author for primary data collection (2026).
1.8.2  Target Population
The target population for this study consisted of customers of traditional retail banks operating within the United Kingdom who actively use online or mobile banking services. This included customers of major banking institutions such as Barclays, HSBC, Lloyds Bank, and NatWest.
The study focused specifically on digital banking users because these individuals are more familiar with FinTech-enabled services and therefore able to provide customer satisfaction and digital banking experiences.
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Figure 2: Selected Traditional Retail Banks Included within the Scope of the Study
Source: Compiled from the official websites of Barclays, HSBC, Lloyds Bank, and NatWest (2026).

1.8.3  Sampling Technique
This study adopted a non-probability convenience sampling technique. According to Saunders et al. (2019), convenience sampling involves selecting participants who are readily accessible and willing to participate in the research.
Respondents were reached through social media platforms, academic groups, professional networks, organisational contacts, and online communities associated with banking and financial services. Convenience sampling was considered appropriate because access to official banking customer databases is restricted due to UK GDPR regulations and confidentiality requirements.
Although convenience sampling may reduce the generalisability of findings, it remains widely used within academic business research due to practical constraints associated with time, accessibility, and resource availability.
1.8.4  Sample Size
The target sample size for this study was approximately 150–200 respondents. According to Hair et al. (2019), a sample size exceeding 100 respondents is generally considered acceptable for statistical techniques such as regression analysis and Structural Equation Modelling.
The final dataset consisted of 145 valid responses following the data screening process. This sample size was considered sufficient for conducting descriptive statistical analysis, correlation analysis, and regression analysis within the context of the study.
1.8.5  Data Analysis Techniques
The collected data was analysed using Google Forms statistical outputs and Microsoft Excel. Statistical analysis was conducted in order to examine relationships between FinTech adoption and customer satisfaction within traditional retail banking institutions.

Descriptive statistical analysis was used to summarise the data through mean values, frequencies, percentages, and standard deviations. Correlation analysis was conducted to examine the strength and direction of relationships between variables, whilst regression analysis was used to evaluate the extent to which FinTech service dimensions influence customer satisfaction.
The analytical techniques adopted within this study were considered appropriate because they support objective hypothesis testing and allow measurable relationships between variables to be examined systematically.
1.9  Ethical Considerations
Ethical considerations formed an important component of this research. According to Saunders et al. (2019), ethical research must ensure confidentiality, anonymity, informed consent, and participant protection throughout the research process.
Participants were informed regarding the purpose of the study prior to completing the questionnaire, and participation remained entirely voluntary. Respondents were also informed that they could withdraw from the survey at any stage without consequence. No personally identifiable information was collected during the research process, and all data was used solely for academic purposes.
The study complied with the requirements of the United Kingdom General Data Protection Regulation (UK GDPR), and all collected data was stored securely and accessed only by the researcher.
1.10  Expected Findings
The study is expected to demonstrate that FinTech adoption positively influences customer satisfaction within traditional retail banks operating in the United Kingdom. It is anticipated that digital banking services improve customer experience by increasing convenience, accessibility, operational efficiency, and service quality.
The research is also expected to demonstrate that FinTech influences the strategic positioning of traditional retail banks by increasing competition whilst simultaneously encouraging digital transformation and innovation within the banking sector.

1.11  Limitations of the Study
Several limitations are associated with this research. Firstly, the study adopted a convenience sampling technique, which may reduce the generalisability of findings across the wider UK banking population. Secondly, the sample size remains relatively small in comparison with the overall number of banking customers within the United Kingdom.
In addition, the research relied upon self-reported survey responses, meaning that participant perceptions and response bias may have influenced certain findings. Time limitations also restricted the scope of the research, whilst the study focused specifically on customers of traditional retail banks operating within the UK and therefore did not include international banking markets or investment banking sectors.
Despite these limitations, the study provides useful insights into the impact of FinTech adoption on customer satisfaction and strategic positioning within the UK retail banking sector.
1.12  Chapter Summary
This chapter outlined the research methodology adopted for the dissertation. The chapter explained the positivist research philosophy, deductive research approach, quantitative methodological choice, and survey-based research strategy utilised within the study. It also discussed the theoretical and conceptual frameworks, data collection procedures, sampling methods, analytical techniques, ethical considerations, expected findings, and research limitations.
The following chapter presents the statistical analysis and findings generated from the survey responses collected during the research process.

Chapter 4: Data Analysis
This chapter presents the findings obtained from the primary data collected for this research. The purpose of the analysis is to examine the impact of Financial Technology (FinTech) on customer satisfaction within traditional retail banks operating in the United Kingdom. The chapter addresses the research questions and objectives established in earlier chapters and presents the statistical outcomes generated from the survey responses.
The study adopted a quantitative research design based on a positivist research philosophy and deductive research approach. Data collected through the online questionnaire was analysed using Google Forms statistical outputs and Microsoft Excel. The findings are presented using descriptive statistics, correlation analysis, and regression analysis in order to identify relationships between FinTech service dimensions and customer satisfaction.
4.1  Dataset and Respondent Profile
A total of 145 valid responses were collected and included in the final dataset for analysis. The responses were obtained through an online questionnaire distributed via digital platforms, social media groups, and professional networks targeting users of online and mobile banking services in the United Kingdom.
The demographic characteristics of respondents were analysed in order to understand the composition of the sample and identify the behavioural profile of digital banking users participating in the study.

	Demographic
Variable
	Category
	Frequency
	Percentage
	Demographic
Variable

	
Age Group
	18–25
	52
	35.9%
	
Age Group

	
	26–35
	48
	33.1%
	

	
	36–45
	40
	27.6%
	

	
	46+
	6
	4.1%
	

	Gender
	Male
	79
	54.5%
	Gender

	
	Female
	67
	46.2%
	

	Mobile Banking Usage
Frequency
	Daily
	65
	44.8%
	Mobile Banking Usage Frequency

	
	Weekly
	47
	32.4%
	

	
	Monthly
	33
	22.8%
	


Table 6: Demographic Profile of Respondents (N = 145) Source: Author's survey data (2026).
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Figure 3: Age Distribution of Respondents Source: Author's survey data (2026).











Male 54%
Female
46%

Figure 4: Gender Distribution of Respondents Source: Author's survey data (2026).
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Figure 5: Mobile Banking Usage Frequency Source: Author's survey data (2026).MOBILE BANKING USAGE
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The demographic findings indicate that the majority of respondents belonged to the younger and middle-aged customer groups, particularly those aged between 18 and 35 years. This reflects the growing dependence of younger consumers on digital banking technologies and mobile financial services within the UK banking sector. The relatively high representation of digitally active respondents is consistent with the nature of FinTech adoption studies, where younger customers generally demonstrate greater engagement with online banking platforms and mobile applications.
The gender distribution within the sample was relatively balanced, with male respondents representing 54.5% of the total sample and female respondents accounting for 46.2%. This suggests that the study captured perspectives from both genders without significant imbalance.
The behavioural findings further indicate a strong reliance on mobile banking technologies. Nearly half of the respondents reported using mobile banking services on a daily basis, whilst only a small proportion used such services less frequently. This demonstrates the increasing integration of FinTech-enabled services into the routine financial activities of UK retail banking customers.

4.2  Descriptive Statistical Findings
Descriptive statistical analysis was conducted in order to evaluate customer perceptions regarding FinTech-enabled banking services provided by traditional retail banks in the United Kingdom.

	Variable
	Mean
	Standard Deviation

	Mobile banking applications are easy to use
	4.30
	0.66

	Digital transactions are fast and efficient
	4.29
	0.67

	I feel secure using digital banking services
	4.43
	0.54

	Overall satisfaction with bank services
	4.34
	0.67



Table 7: Descriptive Statistics for FinTech Service Variables Source: Author's survey data analysed using Microsoft Excel (2026).
The findings indicate generally positive customer perceptions regarding digital banking services. All variables produced mean scores above 4.0, demonstrating high levels of agreement amongst respondents.
Perceived security recorded the highest mean score of 4.43, suggesting that respondents generally considered digital banking systems to be secure and reliable. Overall customer satisfaction similarly produced a high mean score of 4.34, indicating positive evaluations of banking experiences amongst respondents.
Ease of use and transaction efficiency also produced strong mean scores, suggesting that customers generally perceived digital banking applications as accessible, user-friendly, and operationally efficient. Similar trends have been identified in previous studies relating to digital banking service quality and customer satisfaction.

4.3  Correlation Analysis
Pearson correlation analysis was conducted in order to examine the
Relationship between FinTech service dimensions and customer satisfaction.

	Variables
	Correlation Coefficient
(r)
	Significance Level
(p)

	Ease of Use and Customer
Satisfaction
	0.962
	p < 0.001

	Transaction Efficiency and
Customer Satisfaction
	0.948
	p < 0.001

	Perceived Security and
Customer Satisfaction
	0.214
	p = 0.010


Table 8: Pearson Correlation Results
Source: Author's survey data analysed using Microsoft Excel (2026).
The findings identified a strong positive relationship between ease of use and customer satisfaction. Transaction efficiency also demonstrated a strong positive relationship with customer satisfaction. Perceived security demonstrated a weaker but statistically significant positive relationship with satisfaction levels.
The results suggest that respondents who perceived digital banking systems as simple and efficient were more likely to report higher levels of customer satisfaction. These findings appear consistent with existing literature relating to digital banking usability and service efficiency.
4.4  Regression Analysis
Multiple regression analysis was conducted in order to examine how different FinTech service dimensions influence customer satisfaction within traditional retail banks in the United Kingdom. Regression analysis is a statistical technique used to identify which independent variables have the strongest effect on a dependent variable. In this study, customer satisfaction was treated as the dependent variable, whilst ease of use, transaction efficiency, and perceived security were analysed as independent variables.
The purpose of the regression analysis was to determine whether these FinTech- related service dimensions significantly influence customer satisfaction and to identify which variable has the strongest predictive effect.

	Model Indicator
	Value

	R Square (R²)
	0.938

	Adjusted R Square
	0.937

	F Statistic
	715.9

	Significance Level
	p < 0.001



Table 9: Regression Model Summary
Source: Author's survey data analysed using Microsoft Excel (2026).
The regression model produced an R² value of 0.938, indicating that
Approximately 93.8% of the variation in customer satisfaction can be explained by the independent variables included within the model. This suggests that the selected FinTech service dimensions collectively have a strong relationship with customer satisfaction.
The overall regression model was statistically significant at p < 0.001, indicating that the variables included in the model are meaningful predictors of customer satisfaction.

	Independent Variable
	Beta Coefficient
(β)
	Standard Error
	t-value
	Significance

	Ease of Use
	0.676
	0.071
	9.506
	p < 0.001

	Transaction
Efficiency
	0.326
	0.070
	4.681
	p < 0.001

	Perceived
Security
	-0.059
	0.027
	-2.176
	p = 0.031


Table 10: Regression Coefficients
Source: Author's survey data analysed using Microsoft Excel (2026).
The findings indicate that ease of use had the strongest positive influence on customer satisfaction. This suggests that respondents who considered digital banking applications simple and user-friendly were more likely to report higher levels of satisfaction with their banking experience.
Transaction efficiency also demonstrated a statistically significant positive relationship with customer satisfaction. Respondents who perceived digital transactions as fast and efficient generally expressed more positive evaluations of digital banking services.

Perceived security demonstrated a statistically significant relationship with customer satisfaction; however, the negative coefficient suggests that its influence within the regression model differed from the other variables
Overall, the regression findings suggest that usability and efficiency are important factors influencing customer satisfaction within FinTech-enabled banking services.
4.5  Hypothesis Testing
The statistical findings generated through regression analysis were used to evaluate the research hypotheses established in Chapter Two.
Hypothesis 1 (H1)
H1 proposed that system quality positively influences customer satisfaction.
The findings demonstrated a strong positive and statistically significant relationship between ease of use and customer satisfaction (β = 0.676, p < 0.001). Therefore, H1 is accepted.
Hypothesis 2 (H2)
H2 proposed that perceived security positively influences customer satisfaction.
The findings demonstrated a statistically significant relationship between perceived security and customer satisfaction, although the effect remained comparatively weaker than the other variables included within the model.

Therefore, H2 is rejected because the observed relationship was statistically significant but negative (β = -0.059, p = 0.031), which is contrary to the hypothesised positive relationship.
Hypothesis 3 (H3)
H3 proposed that transaction efficiency positively influences customer satisfaction.
The regression findings demonstrated a statistically significant positive relationship between transaction efficiency and customer satisfaction (β = 0.326, p < 0.001). Therefore, H3 is accepted.

4.6  Summary of Findings
The findings presented in this chapter indicate that FinTech-enabled banking services are positively associated with customer satisfaction within traditional retail banks operating in the United Kingdom.
The descriptive findings demonstrated generally positive customer perceptions towards digital banking services, particularly regarding usability, transaction efficiency, and security. Correlation analysis further identified strong positive relationships between customer satisfaction and digital banking service quality dimensions.
The regression analysis revealed that ease of use and transaction efficiency were the strongest predictors of customer satisfaction within the sample population. Perceived security also maintained a statistically significant relationship with customer satisfaction, although its influence within the regression model was comparatively weaker.
The findings generated within this chapter provide the empirical basis for the discussion and theoretical evaluation presented in Chapter Five.
4.7  Limitations of the Analysis
Several limitations were identified during the data analysis process. Firstly, the study adopted a convenience sampling technique, which may limit the generalisability of the findings across the wider population of UK banking customers.
Secondly, the analysis relied on self-reported questionnaire responses, meaning that individual perceptions and response bias may have influenced certain findings. In addition, the study adopted a cross-sectional research design in which data was collected at a single point in time. Despite these limitations, the findings provide useful empirical evidence regarding the relationship between FinTech adoption and customer satisfaction within traditional retail banks operating in the United Kingdom.
Detailed questionnaire responses, statistical outputs, and graphical representations are included within the Appendix section of this dissertation.

Chapter 5: Discussion
This chapter critically discusses the findings presented in Chapter Four in relation to the research objectives, research questions, and existing academic literature reviewed in Chapter Two. The purpose of this chapter is to interpret the empirical findings and evaluate how they contribute to understanding the impact of Financial Technology (FinTech) on customer satisfaction and the strategic positioning of traditional retail banks within the United Kingdom.
The discussion is structured around the major findings generated from the quantitative analysis, particularly the influence of ease of use, transaction efficiency, and perceived security on customer satisfaction. The chapter also examines how these findings align with or differ from existing theoretical frameworks, including the Technology Acceptance Model (TAM), SERVQUAL, and strategic banking literature associated with digital transformation and FinTech adoption.
5.1  Discussion of Research Question One
Q.1 How extensively have FinTech innovations been integrated into traditional banking operations in the UK?
The findings presented in Chapter Four indicate that FinTech-enabled banking services are now deeply integrated into the operations of traditional retail banks in the United Kingdom. The high frequency of mobile banking usage observed within the dataset demonstrates that digital banking technologies have become a central component of everyday banking activities amongst UK consumers.
The demographic findings showed that a significant proportion of respondents regularly engage with mobile banking applications, online transactions, and digital financial services. This reflects the increasing digitalisation of the UK banking industry and supports the argument that traditional banks have moved beyond limited technological adoption towards large-scale digital integration.
The descriptive statistical findings further demonstrated strong customer agreement regarding the ease of use and efficiency of digital banking systems. Mean scores above 4.0 across all major FinTech service variables indicate that customers generally perceive digital banking platforms as accessible, efficient, and technologically reliable.

These findings strongly align with the arguments presented by Daoud et al. (2026), who identified usability and system quality as key determinants of customer acceptance within FinTech environments. Similarly, Nandy et al. (2026) argued that mobile banking success is largely influenced by technical performance, convenience, and accessibility. The present study supports these conclusions within the specific context of traditional UK retail banks.
The findings also support the Technology Acceptance Model developed by Davis (1989). According to TAM, perceived ease of use significantly influences technology adoption and customer acceptance. The strong positive responses relating to usability within this study suggest that UK retail banks have successfully implemented FinTech systems that meet customer expectations regarding convenience and functionality.
In addition, the findings reflect the broader transformation occurring within the UK banking sector following the introduction of Open Banking initiatives, increased smartphone penetration, and changing customer preferences towards digital-first financial services. Traditional banks such as HSBC, Barclays, Lloyds, and NatWest have increasingly invested in mobile banking infrastructure, digital payment systems, and AI-enabled customer support in order to remain competitive within a rapidly evolving financial environment.
Overall, the findings indicate that FinTech innovations are no longer supplementary tools within UK retail banking. Instead, they have become strategically embedded within mainstream banking operations and customer service delivery systems.
Q.2 How do FinTech-enabled services influence customer satisfaction in traditional UK banks?
The statistical analysis conducted in Chapter Four demonstrated that FinTech- enabled services have a significant positive influence on customer satisfaction within traditional retail banks operating in the United Kingdom.
The regression analysis revealed that ease of use had the strongest positive impact on customer satisfaction, followed by transaction efficiency. These findings indicate that customers place considerable importance on intuitive digital interfaces, operational simplicity, and the speed of financial transactions when evaluating banking experiences.

The results strongly support the Technology Acceptance Model (TAM), particularly the principle that perceived ease of use positively influences user satisfaction and behavioural acceptance. The findings suggest that customers are more likely to report positive banking experiences when digital banking applications are simple to navigate and capable of delivering efficient services with minimal effort.
These findings are highly consistent with the work of Daoud et al. (2026), who concluded that usability functions as a critical mediator between FinTech adoption and customer satisfaction. Similarly, Bhuvaneswari and Maruthamuthu (2024) found that responsiveness and reliability significantly influence customer perceptions of digital banking quality. The present research supports these conclusions by demonstrating that operational efficiency and usability are major determinants of customer satisfaction within the UK banking context.
The findings also support Kumar et al. (2022), who argued that digital banking technologies enhance customer satisfaction by improving customer experience and convenience. In the modern banking environment, customers increasingly expect seamless and instant financial services that can be accessed at any time through mobile devices.
Furthermore, the regression analysis identified a negative coefficient for perceived security (β = -0.059), indicating that the relationship did not support the hypothesised positive effect on customer satisfaction. Therefore, perceived security was not found to be a positive predictor of customer satisfaction within the regression model.
This finding aligns with the work of Mainardes and Freitas (2023), who argued that traditional banks maintain customer trust through institutional reputation and long-established credibility. Customers may therefore assume that traditional UK banks already provide acceptable levels of security and consequently place greater emphasis on usability and convenience when evaluating satisfaction.
The findings also reflect changing consumer behaviour within the post-pandemic digital economy. Increased dependence on remote banking services, online transactions, and mobile applications has intensified customer expectations regarding speed, accessibility, and digital efficiency. Traditional banks that fail to provide smooth and responsive digital experiences may therefore struggle to maintain customer satisfaction levels.

Overall, the findings confirm that FinTech-enabled services positively influence customer satisfaction by improving convenience, accessibility, and transaction efficiency within traditional UK retail banks.
Q.3 To what extent does FinTech pose a competitive threat to traditional banks in the UK?
The findings of this study suggest that FinTech represents both a competitive challenge and a strategic opportunity for traditional retail banks in the United Kingdom.
The rapid growth of digital banking technologies and customer preference for convenient financial services have intensified competition within the banking industry. Digital-only challenger banks such as Monzo and Starling have transformed customer expectations by offering highly accessible mobile platforms, real-time transaction features, and simplified banking experiences.
However, the findings of this study indicate that traditional retail banks continue to maintain strong customer satisfaction levels despite increasing digital competition. Respondents generally reported positive perceptions towards the digital banking services offered by traditional banks, suggesting that incumbent institutions have adapted effectively to technological change.
This finding supports the argument presented by Lee and Shin (2018), who suggested that collaboration and technological adaptation are essential for long- term competitiveness within the FinTech era. Traditional banks are increasingly integrating FinTech solutions into their existing service models rather than competing directly against technological innovation.
The findings also align with Dasilas and Karanovic (2025), who argued that FinTech integration improves operational performance and strategic efficiency within UK banking institutions. The strong positive customer responses observed in this study suggest that digital transformation strategies adopted by traditional banks are contributing positively towards customer experience and market competitiveness.
At the same time, the study reflects the “trust-convenience paradox” identified within the literature review. Whilst digital challenger banks may offer superior convenience and innovation, traditional banks continue to benefit from customer trust, institutional reputation, and perceived financial security. This may explain why respondents demonstrated particularly strong perceptions

regarding digital banking security despite increasing competition from newer FinTech firms.
The findings further support the theoretical perspective presented by Porter’s Five Forces framework. FinTech has increased competitive rivalry and lowered barriers to entry within the banking sector. Nevertheless, traditional banks appear to be responding strategically through investment in digital infrastructure, AI-enabled services, and customer-focused innovation.
Consequently, FinTech should not be viewed solely as a disruptive threat to traditional banks. Instead, the findings indicate that FinTech functions simultaneously as a catalyst for strategic transformation, operational innovation, and improved customer service delivery.
5.2  Theoretical Implications
The findings of this study contribute to the existing academic literature relating to FinTech adoption, customer satisfaction, and digital banking transformation within the UK retail banking sector.
Firstly, the findings provide empirical support for the Technology Acceptance Model by confirming that perceived ease of use significantly influences customer satisfaction within digital banking environments. Secondly, the study extends SERVQUAL-related research by demonstrating that operational responsiveness and transaction efficiency remain important dimensions of service quality within FinTech-enabled banking systems.
The findings also contribute to strategic banking literature by illustrating how traditional banks are adapting to technological disruption through digital transformation and FinTech integration. The research therefore supports the argument that technological innovation and institutional trust can coexist within modern banking systems.
5.3  Practical Implications
The findings of this study provide several practical implications for banking managers, policymakers, and financial institutions operating within the United Kingdom.
Traditional retail banks should continue prioritising digital usability, application simplicity, and transaction efficiency, as these factors were identified as the strongest  predictors  of  customer  satisfaction.  Investments  in  complex

technological systems should therefore remain customer-focused and experience-driven.
Banks should also continue strengthening cybersecurity infrastructure and communicating security measures clearly to customers in order to maintain trust within increasingly digital financial environments.
Furthermore, traditional banks should view FinTech not solely as external competition but as an opportunity for strategic innovation and long-term service improvement. Collaboration with FinTech firms, AI integration, and digital transformation strategies may enable incumbent institutions to remain competitive whilst preserving customer trust and institutional stability.

Chapter 6: Conclusion
This chapter presents the final conclusion of the dissertation by summarising the major findings generated from the research and evaluating the extent to which the research aim and objectives have been achieved. The purpose of this study was to examine the impact of Financial Technology (FinTech) on customer satisfaction and the strategic positioning of traditional retail banks in the United Kingdom.
The research was conducted within the context of the rapidly evolving UK banking industry, where digital transformation, mobile banking technologies, and FinTech innovation continue to reshape customer expectations and competitive dynamics. Through quantitative analysis of primary survey data, the study explored how FinTech-enabled banking services influence customer satisfaction and how traditional retail banks are responding strategically to increasing digital competition.
This chapter provides a concise overview of the key findings, addresses the research questions, outlines the theoretical and practical contributions of the study, identifies the limitations of the research, and presents recommendations for future research and industry practice.
6.1  Key Findings
The findings of this study demonstrated that FinTech adoption has become highly integrated within traditional retail banking operations in the United Kingdom. The empirical evidence collected from the survey responses indicated that digital banking technologies are now widely used by customers for routine financial activities, including mobile banking, online transactions, and digital payment services.
The descriptive statistical findings revealed generally positive customer perceptions towards FinTech-enabled banking services. Respondents reported high levels of satisfaction regarding the usability, accessibility, transaction efficiency, and security of digital banking platforms provided by traditional UK retail banks.
The regression analysis further demonstrated that ease of use and transaction efficiency were the strongest predictors of customer satisfaction. Customers who perceived digital banking systems as simple, convenient, and operationally efficient were significantly more likely to report positive overall banking

experiences. These findings indicate that user-friendly digital interfaces and efficient financial services play a major role in shaping customer satisfaction within modern banking environments.
Although perceived security produced strong descriptive ratings amongst respondents, the regression analysis revealed a statistically significant negative relationship with customer satisfaction (β = -0.059, p = 0.031). This indicates that the observed relationship was opposite to the hypothesised positive direction. Therefore, the findings did not support the proposed positive effect of perceived security on customer satisfaction, despite respondents generally perceiving digital banking systems as secure.
The findings also demonstrated that FinTech has significantly influenced the strategic environment within the UK banking sector. Traditional retail banks are increasingly investing in digital transformation strategies in response to changing customer expectations and growing competition from FinTech firms and digital challenger banks. However, the study also identified that traditional banks continue to retain competitive advantages associated with institutional trust, reputation, and long-established customer relationships.
Overall, the findings indicate that FinTech adoption has positively influenced customer satisfaction whilst simultaneously encouraging strategic transformation across traditional retail banking institutions in the United Kingdom.
6.2  Addressing the Research Questions
The first research question examined the extent to which FinTech innovations have been integrated into traditional banking operations within the United Kingdom. The findings confirmed that digital banking technologies are now deeply embedded within the operational structure of traditional retail banks. The high frequency of mobile banking usage amongst respondents demonstrated the growing dependence of customers on digital financial services and technology-enabled banking platforms.
The second research question explored how FinTech-enabled services influence customer satisfaction within traditional UK retail banks. The findings demonstrated that FinTech services positively influence customer satisfaction by improving convenience, accessibility, speed, and operational efficiency. Ease of

use and transaction efficiency emerged as the strongest determinants of customer satisfaction within the statistical analysis.
The third research question examined the extent to which FinTech poses a competitive threat to traditional retail banks in the United Kingdom. The findings suggest that FinTech functions both as a competitive challenge and as a strategic opportunity. Whilst digital challenger banks and FinTech firms have intensified competition within the banking industry, traditional retail banks have increasingly adopted digital transformation strategies in order to strengthen competitiveness and maintain customer satisfaction.
The study therefore successfully addressed all research questions and fulfilled the overall research aim established at the beginning of the dissertation.
6.3  Contribution to Literature and Research Gap
One of the primary objectives of this dissertation was to address the literature gap identified within previous academic research. Existing studies frequently examined either customer satisfaction or FinTech adoption independently, whilst limited research explored the relationship between FinTech, customer satisfaction, and strategic positioning simultaneously within the context of traditional UK retail banks.
This study contributes to the existing literature by providing an integrated examination of FinTech adoption and customer satisfaction within the UK retail banking sector using primary empirical data. The research extends existing knowledge by demonstrating how digital usability and transaction efficiency influence customer satisfaction within traditional banking environments undergoing digital transformation.
The findings also provide empirical support for the Technology Acceptance Model (TAM), particularly regarding the significance of perceived ease of use in shaping customer acceptance and satisfaction with digital banking systems. Furthermore, the study supports service quality theories by demonstrating the importance of operational responsiveness and efficiency within FinTech-enabled banking environments.
In addition, the research contributes to strategic banking literature by highlighting how traditional banks are adapting to increasing digital competition through investment in technological innovation and customer-focused digital transformation strategies.

6.4  Practical Contributions and Recommendations
The findings of this study provide several practical implications for traditional retail banks, banking managers, policymakers, and financial institutions operating within the United Kingdom.
Firstly, traditional retail banks should continue prioritising usability and customer experience within digital banking platforms. Since ease of use emerged as the strongest predictor of customer satisfaction, banks should focus on intuitive mobile application design, simplified navigation systems, and user-friendly digital interfaces.
Secondly, banks should continue improving transaction speed and operational efficiency across digital banking services. Customers increasingly expect fast, seamless, and uninterrupted digital banking experiences, particularly within highly competitive financial markets.
Thirdly, although customers generally perceived digital banking systems as secure, financial institutions should continue strengthening cybersecurity systems and data protection measures in order to maintain customer trust and institutional credibility within digital banking environments.
Furthermore, traditional banks should continue investing in digital transformation strategies that integrate artificial intelligence, customer personalisation systems, and data-driven service improvements. Such strategies may assist banks in strengthening customer engagement and remaining competitive against FinTech firms and digital challenger banks.
Policymakers and financial regulators should also continue supporting responsible technological innovation whilst ensuring appropriate governance frameworks relating to digital security, consumer protection, and financial stability.
6.5  Limitations of the Study
Several limitations should be considered when interpreting the findings of this study.
Firstly, the study adopted a convenience sampling technique, which may limit the generalisability of the findings across the wider population of UK banking customers. The sample primarily consisted of digitally active respondents and

therefore may not fully represent customers with limited access to digital banking technologies.
Secondly, the study relied on self-reported questionnaire responses, meaning that personal perceptions and respondent bias may have influenced certain findings.
Thirdly, the research adopted a cross-sectional design in which data was collected at a single point in time. Consequently, the study does not capture long-term changes in customer behaviour or future developments associated with FinTech adoption and digital banking innovation.
Additionally, the study focused specifically on traditional retail banking customers within the United Kingdom and did not include comparative analysis involving international banking sectors or purely digital challenger banks.
Despite these limitations, the study provides valuable empirical insights into the relationship between FinTech adoption, customer satisfaction, and digital transformation within the UK retail banking sector.
6.6  Recommendations for Future Research
Future research may expand upon this study in several important ways.
Firstly, future studies could utilise larger and more diverse sample populations in order to improve the representativeness and generalisability of findings across different customer groups within the UK banking industry.
Secondly, comparative research examining customer satisfaction between traditional retail banks and digital-only challenger banks may provide deeper insight into changing customer expectations and competitive dynamics within the FinTech era.
Thirdly, future studies could adopt longitudinal research designs to examine how customer perceptions evolve over time as banking technologies, artificial intelligence, and Open Banking systems continue to develop.
Further research may also investigate additional variables such as customer loyalty, behavioural intention, financial inclusion, trust formation, and AI-driven personalisation within digital banking environments.

Finally, future studies could examine the broader ethical and regulatory challenges associated with FinTech integration, particularly in relation to cybersecurity, data governance, and digital financial accessibility.
In conclusion, this dissertation demonstrates that Financial Technology has become a significant transformational force within the United Kingdom retail banking sector. FinTech-enabled services have substantially improved customer experiences by enhancing convenience, accessibility, operational efficiency, and digital service delivery.
The findings indicate that traditional retail banks are not merely responding to technological disruption but are actively adapting through strategic digital transformation and innovation. Whilst FinTech continues to intensify competition within the banking industry, traditional banks retain important competitive strengths associated with institutional trust and customer confidence.
The study therefore concludes that successful integration of FinTech within traditional banking systems has the potential to improve customer satisfaction whilst strengthening long-term competitiveness within an increasingly digital financial environment.
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Appendix - A
Survey Questionnaire for Digital Banking Experience & Customer Satisfaction
Dear Participants,
This survey aims to understand the impact of FinTech (Financial Technology) on customer satisfaction in the retail banking sector.
Your responses will help in academic research and will be kept strictly confidential. Participation is voluntary, and you may skip any optional questions.
Section A: Demographic Information
1. Age Group
· 18–25
· 26–35
· 36–45
· 46+
2. Gender
· Male
· Female
3. Occupation
· Employed
· Self-employed
· Student
· Other
4. How long have you been using your current bank?
· Less than 1 Year
· 2–3 Years
· 3–5 Years
· More than 5 Years
5. How frequently do you use mobile banking?
· Daily
· Weekly
· Monthly

· Rarely


Section B: Digital Banking Usage
6. Which digital services do you use?
· Mobile banking app
· Online banking
· AI/chatbot support
· Investment apps
Section C: Customer Satisfaction & Digital Banking Experience
7. Mobile banking apps are easy to use.
(1 = Strongly Disagree, 5 = Strongly Agree)
8. Digital transactions are fast and efficient.
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree
9. I feel secure using digital banking services.
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree
10. Overall, how satisfied are you with your bank? (1 = Strongly Disagree, 5 = Strongly Agree)
Section D: Open Feedback
11. What improvements would you like in digital banking? (User own Review and unique answers)

Appendix – B

	




Name
	



Email (Optional)
	



Age Group
	




Gender
	




Occupation
	

How long have you been using your current bank?
	

How frequently do you use mobile banking?
	


Which digital services do you use?
	

Mobile banking apps are easy to use
	

Digital transactions are fast and efficient
	
I feel secure using digital banking services
	Overall, how satisfied are you with your bank?
	

What improvements would you like in digital banking?

	



Hritvik
	

Pandeyh k9978@g mail.com
	



18 - 25
	



Male
	



Employed
	



2 - 3 Years
	



Daily
	Mobile banking app, Online banking, Investment apps
	



4
	



Agree
	



Agree
	



4
	


Simpler user interface

	

Sonam Sharma
	Sonamsh arma899 @gmail.c om
	

26 - 35
	

Female
	

Self- employed
	

3 - 5 Years
	

Daily
	

Online banking
	

4
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	

Sumit Gupta
	
	

18 - 25
	

Male
	

Student
	
Less than 1 Year
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

5
	More cashback offers

	

Vivek Patel
	
	

18 - 25
	

Male
	

Student
	

2 - 3 Years
	

Weekly
	
Online banking
	

5
	
Strongly agree
	

Agree
	

5
	Better customer support

	

Shivam Akre
	
	

18 - 25
	

Male
	

Employed
	

2 - 3 Years
	

Daily
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Agree
	

5
	
Lower transaction failure rate

	
Vishal Singh
	
	
18 - 25
	
Male
	
Employed
	
2 - 3 Years
	
Weekly
	Online banking
	
5
	Strongly agree
	
Agree
	
5
	Faster app performance

	

Ishant Sharma
	
	

18 - 25
	

Male
	

Student
	
Less than 1 Year
	

Weekly
	
Online banking
	

4
	

Agree
	

Neutral
	

5
	Better investment tracking

	



Kartik Sharma
	
	



26 - 35
	



Male
	


Self- employed
	



3 - 5 Years
	



Daily
	Mobile banking app, Online banking, Investment apps
	



4
	


Strongly agree
	



Neutral
	



5
	

No major improvement s needed

	

Ritik Gupta
	
	

18 - 25
	

Male
	

Self- employed
	

3 - 5 Years
	

Daily
	Mobile banking app, Online banking
	

4
	

Agree
	

Neutral
	

5
	
Improved security features

	

Nitin Singh
	
	

26 - 35
	

Male
	

Employed
	

3 - 5 Years
	

Monthly
	
Online banking
	

4
	

Neutral
	

Agree
	

4
	More cashback offers

	

Aarav Patel
	aarav221 @gmail.c om
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	

Agree
	
Strongly Agree
	

5
	
Faster app performance

	

Neha Sharma
	
	

26 - 35
	

Female
	

Employed
	
More than 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	

Agree
	

4
	Better customer support

	

Kabir Mehta
	
	

18 - 25
	

Male
	

Student
	

2 - 3 Years
	

Daily
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
More cashback offers

	

Riya Desai
	
riya554@ gmail.co m
	

36 - 45
	

Female
	

Self- employed
	

3 - 5 Years
	

Monthly
	Online banking, Investment apps
	

4
	

Agree
	

Agree
	

4
	

Simpler user interface

	

Aman Gupta
	
aman199 @gmail.c om
	

26 - 35
	

Male
	

Employed
	

More than 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed

	

Sneha Verma
	
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Weekly
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	Improved security features

	

Rohit Singh
	rohit482 @gmail.c om
	
46 and above
	

Male
	
Self- employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Lower transaction failure rate

	



Ishita Kapoor
	

ishita312 @gmail.c om
	



26 - 35
	



Female
	



Employed
	



2 - 3 Years
	



Daily
	Mobile banking app, Online banking, Investment apps
	



5
	


Strongly agree
	


Strongly Agree
	



5
	

Better investment tracking

	
Rahul Joshi
	
	
36 - 45
	
Male
	
Employed
	
3 - 5 Years
	
Weekly
	Online banking
	
4
	
Agree
	
Agree
	
4
	Faster app performance

	

Pooja Yadav
	pooja291 @gmail.c om
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers





	

Arjun Patel
	
	

26 - 35
	

Male
	

Employed
	
More than 5 Years
	

Daily
	Mobile banking app, Online bank
	

5
	
Strongly agree
	
Strongly Agree
	

5
	Better customer support

	

Meera Sharma
	meera52 4@gmail. com
	

36 - 45
	

Female
	
Self- employed
	

3 - 5 Years
	

Weekly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	
Simpler user interface

	

Vivaan Desai
	vivaan37 7@gmail. com
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	Improved security features

	

Simran Mehta
	
	

26 - 35
	

Female
	

Employed
	

2 - 3 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	No major improvement s needed

	

Karan Gupta
	
	

36 - 45
	

Male
	

Self- employed
	

More than 5 Years
	

Weekly
	Mobile banking app, Investment apps
	

5
	

Agree
	

Strongly Agree
	

5
	
Better investment tracking

	

Aditya Verma
	
	

18 - 25
	

Male
	

Student
	

2 - 3 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Priya Joshi
	
	

26 - 35
	

Female
	

Employed
	
More than 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	

Nikhil Patel
	nikhil284 @gmail.c om
	

36 - 45
	

Male
	
Self- employed
	

3 - 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Better investment tracking

	

Diya Kapoor
	
diya591 @gmail.c om
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Agree
	

5
	

Faster app performance

	



Rohit Sharma
	
	



26 - 35
	



Male
	



Employed
	


More than 5 Years
	



Daily
	Mobile banking app, Online banking, Investment apps
	



5
	


Strongly agree
	


Strongly Agree
	



5
	

No major improvement s needed

	

Sneha Patel
	sneha437 @gmail.c om
	

36 - 45
	

Female
	
Self- employed
	

2 - 3 Years
	

Weekly
	
Online banking
	

4
	

Agree
	

Agree
	

4
	
Simpler user interface

	

Aarav Singh
	aarav904 @gmail.c om
	

18 - 25
	

Male
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	Improved security features

	

Meera Gupta
	
meera67 0@gmail. com
	

26 - 35
	

Female
	

Employed
	

3 - 5 Years
	

Weekly
	Online banking, Investment apps
	

4
	

Agree
	

Strongly Agree
	

4
	
Lower transaction failure rate

	

Rahul Desai
	
	
46 and above
	

Male
	
Self- employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	

Ishita Sharma
	ishita129 @gmail.c om
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Aman Verma
	
aman356 @gmail.c om
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	Mobile banking app, Online banking
	

5
	

Agree
	

Strongly Agree
	

5
	

Faster app performance

	

Pooja Mehta
	
	

36 - 45
	

Female
	

Employed
	
More than 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Better investment tracking

	

Kabir Joshi
	
kabir247 @gmail.c om
	

18 - 25
	

Male
	

Student
	

2 - 3 Years
	

Daily
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Agree
	

5
	
Improved security features

	
Simran Kapoor
	
	
26 - 35
	
Female
	
Employed
	
3 - 5 Years
	
Weekly
	Online banking
	
4
	
Agree
	Strongly Agree
	
4
	Simpler user interface

	

Arjun Yadav
	
	

36 - 45
	

Male
	

Self- employed
	

More than 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed

	

Ethan Walker
	
	

26 - 35
	

Male
	

Employed
	

More than 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	

Olivia Bennett
	
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Weekly
	
Mobile banking app
	

4
	

Agree
	

Agree
	

4
	More cashback offers

	
Noah Harrison
	
	
36 - 45
	
Male
	Self- employed
	
3 - 5 Years
	
Monthly
	Online banking
	
4
	
Agree
	Strongly Agree
	
4
	Faster app performance

	

Amelia Carter
	
	

26 - 35
	

Female
	

Employed
	

More than 5 Years
	

Daily
	Online banking, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed





	

George Wilson
	
	
46 and above
	

Male
	
Self- employed
	
More than 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	

Agree
	

4
	Better customer support

	

Sophia Turner
	
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	Improved security features

	

Jack Edwards
	
jackedwa rds40@g mail.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	

Simpler user interface

	

Emily Collins
	
	

36 - 45
	

Female
	

Employed
	

3 - 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Lower transaction failure rate

	

Harry Mitchell
	
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Weekly
	
Mobile banking app
	

4
	

Agree
	

Agree
	

4
	More cashback offers

	

Lily Thompson
	
	

26 - 35
	

Female
	

Employed
	

More than 5 Years
	

Daily
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	

Daniel Scott
	
	

36 - 45
	

Male
	
Self- employed
	

3 - 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	
Grace Murphy
	
	
18 - 25
	
Female
	
Student
	
1 - 2 Years
	
Daily
	Mobile banking app
	
5
	Strongly agree
	
Agree
	
5
	Faster app performance

	

Benjamin Clark
	
	

26 - 35
	

Male
	

Employed
	

More than 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed

	

Chloe Adams
	
	

36 - 45
	

Female
	

Employed
	

2 - 3 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Better investment tracking

	

Lucas Foster
	
	

18 - 25
	

Male
	

Student
	
Less than 1 Year
	

Weekly
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	Improved security features

	
Hannah Green
	
	
26 - 35
	
Female
	
Employed
	
3 - 5 Years
	
Daily
	Online banking
	
5
	Strongly agree
	Strongly Agree
	
5
	Simpler user interface

	
Matthew Cooper
	
	
46 and above
	

Male
	
Self- employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	
Zoe Richardson
	
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Henry Morris
	
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	Mobile banking app, Online banking
	

4
	

Agree
	

Strongly Agree
	

4
	

Faster app performance

	

Isla Hughes
	
	

36 - 45
	

Female
	
Self- employed
	
More than 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Better investment tracking

	

Nathan Reed
	
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	Lower transaction failure rate

	

Ava Brooks
	
	

26 - 35
	

Female
	

Employed
	

More than 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better customer support

	

Ryan Bailey
	ryanbaile y93@gm ail.com
	

36 - 45
	

Male
	
Self- employed
	

3 - 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	

Agree
	

4
	Improved security features

	
Ella Price
	
	
18 - 25
	
Female
	
Student
	Less than 1 Year
	
Daily
	Mobile banking app
	
3
	
Neutral
	
Agree
	
3
	Simpler user interface

	

Samuel Ward
	
	

26 - 35
	

Male
	

Employed
	

More than 5 Years
	

Weekly
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed

	
Mia Watson
	
	
36 - 45
	
Female
	
Employed
	
2 - 3 Years
	
Monthly
	Investment apps
	
4
	
Agree
	
Agree
	
4
	Faster app performance

	

David Kelly
	
	
46 and above
	

Male
	
Self- employed
	
More than 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	

Ruby Evans
	
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Thomas Phillips
	
	

26 - 35
	

Male
	

Employed
	

3 - 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	

Evie Parker
	
	

36 - 45
	

Female
	
Self- employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	

Agree
	

4
	Lower transaction failure rate





	

Ahmed Raza
	
	

26 - 35
	

Male
	

Employed
	

More than 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better customer support

	

Fatima Noor
	fatimanoo r22@gma il.com
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Weekly
	
Mobile banking app
	

4
	

Agree
	

Agree
	

4
	More cashback offers

	

Muhammad Bilal
	muhamm adbilal88 @gmail.c om
	

36 - 45
	

Male
	

Self- employed
	

3 - 5 Years
	

Monthly
	

Online banking
	

4
	

Agree
	

Strongly Agree
	

4
	

Faster app performance

	

Ayesha Khan
	
	

26 - 35
	

Female
	

Employed
	

More than 5 Years
	

Daily
	Online banking, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	

Hassan Ali
	
	

18 - 25
	

Male
	

Student
	

2 - 3 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	Improved security features

	
Sana Javed
	
	
36 - 45
	
Female
	
Employed
	
3 - 5 Years
	
Weekly
	Investment apps
	
4
	
Agree
	
Agree
	
4
	Simpler user interface

	

Imran Sheikh
	
	
46 and above
	

Male
	
Self- employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Lower transaction failure rate

	
Mahira Siddiqui
	
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	More cashback offers

	

Faisal Qureshi
	
	

26 - 35
	

Male
	

Employed
	

More than 5 Years
	

Weekly
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better customer support

	Zara Mahmood
	
	
36 - 45
	
Female
	Self- employed
	
2 - 3 Years
	
Monthly
	Investment apps
	
4
	
Agree
	
Agree
	
4
	Faster app performance

	

Abdul Hadi
	
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	Improved security features

	
Noor Ul Ain
	
	
26 - 35
	
Female
	
Employed
	
3 - 5 Years
	
Weekly
	Online banking
	
4
	
Agree
	Strongly Agree
	
4
	Simpler user interface

	

Tanvir Hasan
	tanvirhas an92@g mail.com
	

36 - 45
	

Male
	
Self- employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	

Agree
	

4
	Better investment tracking

	

Nusrat Jahan
	nusratjah an18@g mail.com
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Rakib Hossain
	
rakibhoss ain67@g mail.com
	

26 - 35
	

Male
	

Employed
	

More than 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better customer support

	

Sadia Islam
	
	

36 - 45
	

Female
	

Employed
	

2 - 3 Years
	

Weekly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Lower transaction failure rate

	
Farhan Ahmed
	
	
18 - 25
	
Male
	
Student
	Less than 1 Year
	
Daily
	Mobile banking app
	
3
	
Neutral
	
Agree
	
3
	Faster app performance

	

Mehnaz Akter
	
	

26 - 35
	

Female
	
Self- employed
	

3 - 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better investment tracking

	

Shoaib Malik
	
	

36 - 45
	

Male
	

Employed
	

More than 5 Years
	

Weekly
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed

	
Tahmina Rahman
	
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	Improved security features

	

Pratik Thapa
	
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Sushmita Rai
	
	

26 - 35
	

Female
	

Employed
	

3 - 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	
Binod Gurung
	
	
36 - 45
	
Male
	Self- employed
	More than 5 Years
	
Monthly
	Investment apps
	
4
	
Agree
	
Agree
	
4
	Faster app performance

	

Anjali Koirala
	
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	Improved security features

	

Roshan Lama
	
roshanla ma55@g mail.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	
Kavindu Perera
	
	

36 - 45
	

Male
	
Self- employed
	
More than 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Lower transaction failure rate





	

Dinithi Fernando
	dinithifern ando19@ gmail.co m
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	

Mobile banking app
	

5
	

Strongly agree
	

Agree
	

5
	
More cashback offers

	

Chamara Silva
	
chamaras ilva71@g mail.com
	

26 - 35
	

Male
	

Employed
	

3 - 5 Years
	

Weekly
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better customer support

	Nethmi Jayasinghe
	
	
36 - 45
	
Female
	
Employed
	More than 5 Years
	
Monthly
	Investment apps
	
4
	
Agree
	
Agree
	
4
	Faster app performance

	

Asif Chowdhury
	asifchow dhury89 @gmail.c om
	

18 - 25
	

Male
	

Student
	

Less than 1 Year
	

Daily
	

Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	

Simpler user interface

	

Rafiul Karim
	rafiulkari m33@gm ail.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better investment tracking

	
Tanjina Sultana
	
	

36 - 45
	

Female
	
Self- employed
	
More than 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Improved security features

	

Adnan Farooq
	
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Hira Nadeem
	
	

26 - 35
	

Female
	

Employed
	

3 - 5 Years
	

Weekly
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better customer support

	

Danish Iqbal
	
	

36 - 45
	

Male
	
Self- employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Lower transaction failure rate

	Roshni Acharya
	
	
18 - 25
	
Female
	
Student
	Less than 1 Year
	
Daily
	Mobile banking app
	
3
	
Neutral
	
Agree
	
3
	Faster app performance

	

Yuvraj Bista
	
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better investment tracking

	
Ishani Senanayake
	
	

36 - 45
	

Female
	

Employed
	
More than 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Better customer support

	
Farzana Haque
	
	

18 - 25
	

Female
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Junaid Akram
	
	

26 - 35
	

Male
	

Employed
	

3 - 5 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed

	

Vivek Menon
	
	

36 - 45
	

Male
	
Self- employed
	
More than 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Improved security features

	
Riddhima Kaul
	
	
18 - 25
	
Female
	
Student
	
1 - 2 Years
	
Daily
	Mobile banking app
	
5
	Strongly agree
	
Agree
	
5
	Simpler user interface

	

Tsering Bhutia
	tseringbh utia58@g mail.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	
Faster app performance

	

Malsha Wickramasing he
	malshawi ckramasi nghe13@ gmail.co m
	


36 - 45
	


Female
	


Employed
	

More than 5 Years
	


Monthly
	

Investment apps
	


4
	


Agree
	


Agree
	


4
	

Better investment tracking

	

Rehan Siddique
	rehansidd ique74@ gmail.co m
	

18 - 25
	

Male
	

Student
	

Less than 1 Year
	

Daily
	

Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	
Lower transaction failure rate

	

Mousumi Dhar
	mousumi dhar43@ gmail.co m
	

26 - 35
	

Female
	

Self- employed
	

3 -
	
	
	
	
	
	
	

	

Dhruv Vyas
	
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Krupa Trivedi
	
	

26 - 35
	

Female
	

Employed
	

3 - 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	
Maulik Bhatt
	
	
36 - 45
	
Male
	Self- employed
	More than 5 Years
	
Monthly
	Investment apps
	
4
	
Agree
	
Agree
	
4
	Faster app performance

	

Hetal Choksi
	hetalchok si19@gm ail.com
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	Improved security features

	

Yash Gajjar
	
yashgajja r91@gma il.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking





	
Devanshi Parekh
	
	

36 - 45
	

Female
	

Employed
	
More than 5 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Lower transaction failure rate

	Harshit Solanki
	
	
18 - 25
	
Male
	
Student
	
1 - 2 Years
	
Daily
	Mobile banking app
	
5
	Strongly agree
	
Agree
	
5
	Simpler user interface

	

Ruchika Shah
	
	

26 - 35
	

Female
	

Employed
	

3 - 5 Years
	

Weekly
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better customer support

	Parth Makwana
	
	
36 - 45
	
Male
	Self- employed
	More than 5 Years
	
Monthly
	Online banking
	
4
	
Agree
	
Agree
	
4
	Faster app performance

	
Jinal Mevawala
	
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	More cashback offers

	

Kunal Rathod
	
kunalrath od88@g mail.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Daily
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	

Bhavika Soni
	
	

36 - 45
	

Female
	

Employed
	
More than 5 Years
	

Weekly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Better customer support

	

Tirth Panchal
	tirthpanch al67@gm ail.com
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	Improved security features

	

Nidhi Dholakia
	nidhidhol akia24@ gmail.co m
	

26 - 35
	

Female
	

Self- employed
	

3 - 5 Years
	

Weekly
	

Online banking
	

4
	

Agree
	

Strongly Agree
	

4
	

Faster app performance

	

Manan Joshipura
	
	

36 - 45
	

Male
	

Employed
	

More than 5 Years
	

Monthly
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
No major improvement s needed

	Vaishnavi Modh
	
	
18 - 25
	
Female
	
Student
	Less than 1 Year
	
Daily
	Mobile banking app
	
3
	
Neutral
	
Agree
	
3
	Simpler user interface

	

Ronak Vasoya
	
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	

Heena Kakkad
	heenakak kad18@g mail.com
	

36 - 45
	

Female
	
Self- employed
	
More than 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	Lower transaction failure rate

	

Aaryan Lodha
	aaryanlod ha84@g mail.com
	

18 - 25
	

Male
	

Student
	

1 - 2 Years
	

Daily
	
Mobile banking app
	

5
	
Strongly agree
	

Agree
	

5
	More cashback offers

	

Mitali Zaveri
	
	

26 - 35
	

Female
	

Employed
	

3 - 5 Years
	

Weekly
	Mobile banking app, Online banking
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	
Chintan Barot
	
	
36 - 45
	
Male
	Self- employed
	More than 5 Years
	
Monthly
	Online banking
	
4
	
Agree
	Strongly Agree
	
4
	Faster app performance

	
Kashvi Sanghvi
	
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	Improved security features

	

Dev Bhandari
	devbhand ari90@g mail.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Better customer support

	

Rupal Kothari
	rupalkoth ari54@g mail.com
	

36 - 45
	

Female
	

Employed
	
More than 5 Years
	

Monthly
	
Investment apps
	

4
	

Agree
	

Agree
	

4
	
Simpler user interface

	
Siddharth Dani
	
	
18 - 25
	
Male
	
Student
	
1 - 2 Years
	
Daily
	Mobile banking app
	
5
	Strongly agree
	
Agree
	
5
	Faster app performance

	

Tanvi Mistry
	
	

26 - 35
	

Female
	

Self- employed
	

3 - 5 Years
	

Weekly
	Mobile banking app, Investment apps
	

5
	

Strongly agree
	

Strongly Agree
	

5
	
Better investment tracking

	
Pranav Thakkar
	
	

36 - 45
	

Male
	

Employed
	
More than 5 Years
	

Monthly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	No major improvement s needed

	

Isha Vora
	
	

18 - 25
	

Female
	

Student
	
Less than 1 Year
	

Daily
	
Mobile banking app
	

3
	

Neutral
	

Agree
	

3
	More cashback offers

	

Meet Kansara
	meetkans ara61@g mail.com
	

26 - 35
	

Male
	

Employed
	

2 - 3 Years
	

Weekly
	
Online banking
	

4
	

Agree
	
Strongly Agree
	

4
	Lower transaction failure rate

	

Khushi Acharya
	khushiac harya39 @gmail.c om
	

36 - 45
	

Female
	

Self- employed
	

More than 5 Years
	

Monthly
	

Investment apps
	

4
	

Agree
	

Agree
	

4
	
Better customer support
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