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1. Introduction
[image: ]The financial services sector has undergone remarkable transformation in recent years, driven by rapid advances in Financial Technology (FinTech). FinTech refers to the integration of innovative digital technologies such as artificial intelligence, blockchain, mobile banking, and big data analytics into financial services, with the aim of improving efficiency, accessibility, and the overall customer experience.
	Figure 1: Growth of the UK FinTech Market (2025–2031)
Source:https://www.mordorintelligence.com/industry-reports/united-kingdom-fintech-market


 The United Kingdom is widely recognised as one of the leading global FinTech hubs, underpinned by a robust regulatory environment that includes the Financial Conduct Authority (FCA) and the Open Banking framework. The UK FinTech market is projected to grow significantly, reaching an estimated USD 43.92 billion by 2031, propelled by rising adoption of digital financial services and continued regulatory support (Mordor Intelligence, 2025). Open banking, real-time payments, and a well-established regulatory sandbox have expanded the addressable market considerably, even as broader macroeconomic uncertainty continues to reshape investment patterns. Whilst London retains its position as a global magnet for venture capital, regional centres such as Manchester and Edinburgh are carving out specialised niches. Simultaneously, neobanks are transitioning from growth-oriented strategies towards sustainable profitability, and embedded finance is deepening partnerships between retailers and FinTech providers.
The increasing uptake of digital banking services reflects a fundamental shift in consumer behaviour, with customers seeking faster, more convenient, and technology-driven financial solutions. Understanding how FinTech adoption shapes customer satisfaction to determining the future strategic positioning. This study aims to examine the impact of FinTech adoption on customer satisfaction and the strategic positioning of traditional retail banks in the United Kingdom.

2. 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.
2.1 Research Objectives
1. To evaluate major FinTech innovations adopted by traditional retail banks in the UK.
2. To analyse the effect of FinTech services on customer satisfaction and overall banking experience.
3. To evaluate whether FinTech acts as a competitive threat or a strategic partnership opportunity for traditional banks.
2.2 Research Questions
1. How extensively have these FinTech innovations been integrated into traditional banking operations?
2. How do FinTech-enabled services influence customer satisfaction in traditional UK banks?
3. To what extent does FinTech pose a competitive threat to traditional banks in the UK?

2.3 Research Hypotheses
H1: Higher FinTech integration significantly improves the operational efficiency of traditional UK retail banks.
H2: FinTech-enabled services have a significant positive impact on customer satisfaction in the UK banking sector.
H3: Strategic partnerships with FinTech firms provide a greater competitive advantage to traditional banks than competing against them.





Literature Review
This literature review synthesises ten 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 such as Monzo and Starling.
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) contribute a systematic literature review and taxonomy analysis that categorises the determinants of FinTech success. They argue that trust, security, and user experience constitute the three foundational pillars of digital banking success. Whilst primarily conceptual, the study provides the core methodological variables trust, security, and user experience that this dissertation adopts for its primary data collection phase.




















4. RESEARCH GAP
Despite the considerable body of research on Financial Technology and its influence on the banking sector, several critical gaps remain that this dissertation seeks to address.
The “Human-Centric” Digital Gap: Whilst studies such as Daoud et al. (2026) and Nandy et al. (2026) emphasise technological usability and system quality, there is limited research examining how traditional UK banks can preserve a human-centric service ethos whilst simultaneously closing physical branches. The literature for example, Bhuvaneswari and Maruthamuthu (2024) acknowledges that responsiveness is a key determinant of satisfaction, yet it does not fully account for how AI-driven FinTech can replicate the emotional trust associated with face-to-face banking.
The Trust Convenience Paradox: Mainardes and Freitas (2023) highlight that FinTech firms lead on convenience whilst traditional banks lead on trust. Nevertheless, there remains a gap in the literature concerning the strategic roadmap by which the UK’s Big Four banks might achieve both simultaneously. Current research does not adequately explore the long-term customer loyalty implications.
Regulatory and Strategic Evolution: Whilst Mutambik (2023) explores the customer experience within the Open Banking ecosystem, there is a notable absence of empirical evidence directly connecting regulatory shifts to the repositioning strategies of incumbent banks in the post-2025 environment. Most studies tend to be either purely technical or purely financial in orientation.
The UK Specificity Gap: Many models such as the E-BSQ framework employed by Kappil and Santhi (2025) have been tested across diverse global markets. However, the UK’s distinctive banking landscape, characterised by high levels of digital maturity and the aggressive expansion of challenger banks such as Monzo and Starling, demands a more localised empirical investigation.
In summary, existing research tends to focus predominantly on either the financial performance of banks or the technical dimensions of FinTech adoption. There is a clear absence of integrated scholarship examining how traditional UK retail banks are strategically deploying these technologies to bridge the trust convenience divide and enhance customer satisfaction within a post-pandemic, digital-first economy. This dissertation seeks to address that specific gap.
5. THEORETICAL FRAMEWORK
This study draws upon a set of well-established theoretical frameworks to explain the relationships between FinTech adoption, customer satisfaction, and strategic positioning in the banking sector. Together, these theories provide a conceptual foundation for understanding how digital technologies influence customer behaviour and competitive dynamics.
5.1 Technology Acceptance Model (TAM)
The Technology Acceptance Model (Davis, 1989) explains user adoption of technology on the basis of perceived usefulness and ease of use. In the context of FinTech, customers are more likely to engage with digital banking services when they find them efficient, intuitive, and straightforward to operate.
5.2 Diffusion of Innovation Theory
Rogers’ (2003) Diffusion of Innovation theory describes the process by which new technologies spread through a population over time. It illuminates how FinTech innovations are progressively adopted by different segments of customers, from early adopters to the broader majority.
5.3 SERVQUAL Model
The SERVQUAL model (Parasuraman et al., 1988) provides a framework for evaluating service quality across five dimensions: reliability, responsiveness, assurance, empathy, and tangibility. Within this study, it serves as a tool for assessing how FinTech-enabled services affect the customer experience in banking.
5.4 Porter’s Five Forces
Porter’s (1979) Five Forces framework analyses the competitive dynamics of an industry. In the banking context, it explains how the rise of FinTech firms intensifies competitive pressure and influences the strategic positioning of traditional retail banks.
5.5 Theoretical Integration
Taken together, these theoretical frameworks offer a comprehensive lens through which to examine how FinTech adoption shapes customer behaviour, enhances satisfaction, and affects the competitive positioning of traditional retail banks in the UK.
6. CONCEPTUAL FRAMEWORK
This study develops a conceptual framework to examine the relationships between FinTech adoption, customer satisfaction, and strategic positioning in traditional retail banks.
FinTech adoption is treated as the independent variable, representing the deployment of digital financial technologies such as mobile banking applications, artificial intelligence, and digital payment systems. Strategic positioning is treated as the dependent variable, reflecting how banks compete and maintain their market position in an increasingly digital landscape.
Customer satisfaction is introduced as a mediating variable, capturing the mechanism through which FinTech-enabled services influence customer experience and, in turn, shape the strategic positioning of incumbent banks.
Strategic Positioning
Customer Satisfaction
FinTech Adoption






Figure 2: Conceptual Framework of the Study
Source: Author creation 









7. METHODOLOGY
This chapter outlines the methodological framework employed to investigate the impact of Financial Technology (FinTech) on customer satisfaction and strategic positioning within traditional retail banks in the United Kingdom. The methodology follows the structure of Saunders et al.’s (2019) Research Onion, ensuring that the data collection and analysis procedures are consistent with the underlying philosophical assumptions and approach to theory development.
7.1 Research Philosophy
The outermost layer of Saunders’ Research Onion concerns research philosophy. This dissertation adopts a positivist philosophical stance. Positivism holds that social reality is observable, measurable, and independent of the researcher. This philosophy is well suited to this study, as it seeks to objectively measure existing phenomena specifically, customer satisfaction levels and perceptions of strategic positioning using statistical methods, rather than subjective interpretation. The aim is to identify patterns and causal relationships between FinTech integration and measurable outcomes.
Justification: The adoption of positivism is justified by the study’s intention to test hypotheses derived from established theories, including TAM and SERVQUAL. Since both customer satisfaction and strategic positioning can be operationalised through measurable scales (e.g. Likert scales), a positivist stance enables objective, value-free analysis. It minimises researcher bias and ensures that findings are grounded in statistical evidence a requirement of particular importance in financial sector research.
7.2 Approach to Theory Development
Moving to the second layer, this study employs a deductive approach. Given the substantial body of existing theory concerning technology acceptance, service quality, and competitive advantage as outlined in the literature review hypotheses have been developed from this prior scholarship. These hypotheses will subsequently be tested empirically to determine whether they should be accepted or rejected, thereby confirming, refining, or extending existing theory within the specific context of the UK banking market.
Justification: A deductive approach is appropriate here because the relationship between technology adoption and banking customer satisfaction is already well documented in the international literature. Rather than constructing new theory from the ground up, this study seeks to validate whether established global patterns hold in the distinctive context of the UK’s retail banking landscape. This approach provides a clear, structured pathway from hypothesis to empirical testing well suited to the scope of an MBA dissertation.
7.3 Methodological Choice
For the third layer, this research adopts a mono-method quantitative approach. Quantitative methods are appropriate because they allow the researcher to collect and analyse numerical data on satisfaction metrics and strategic ratings across a large, representative sample. A single quantitative method ensures focused data collection that facilitates statistical comparison essential for examining competitive strategy in the banking sector.
Justification: The quantitative mono-method is selected on the grounds of generalisability. To draw meaningful conclusions about the impact of FinTech across the UK banking sector, a large volume of data is required. Quantitative methods provide the breadth necessary to survey hundreds of respondents, enabling statistical inferences that a qualitative approach, such as interviews, could not support. This ensures that the findings are representative of the broader UK customer population.
7.4 Research Strategy
The strategy selected from the fourth layer of the Research Onion is a survey. Surveys are an efficient means of gathering extensive data from UK banking customers within a defined timeframe. This dissertation will employ an online standardised questionnaire. This approach enables systematic comparisons, is cost-effective, and is well suited to reaching a geographically dispersed population of customers across a range of traditional high-street banks, including Barclays, Lloyds, NatWest, and HSBC.
Justification: The survey strategy is justified as the most effective instrument for collecting standardised data from a large population. Given that UK bank customers are geographically dispersed from London to Edinburgh an online survey ensures accessibility and a higher response rate than face-to-face methods. Standardised questions also ensure that every respondent interprets constructs such as trust or usability consistently, thereby reducing measurement error.

7.5 Data Collection, Sampling, and Analysis
The core of Saunders’ Research Onion concerns practical implementation. The data collection instrument will be an online questionnaire distributed via social media and academic networks, featuring Likert scales (ranging from 1 to 5) to measure satisfaction, perceived ease of use, security perceptions, and the perceived strategic advantages of traditional banks. The data will be analysed using statistical methods, including descriptive statistics, regression analysis, and mediation analysis via PLS-SEM using SmartPLS, in order to test the proposed hypotheses.
7.6 Target Population
The target population comprises current customers of traditional retail (high-street) banks in the United Kingdom.
7.7 Sampling Technique
A non-probability convenience sampling technique will be employed. Whilst probability sampling is theoretically preferable, convenience sampling permits faster data collection within the resource constraints of a student-led dissertation. The target sample size is 200 respondents, a threshold consistent with the minimum requirements recommended for PLS-SEM analysis (Hair et al., 2014), thereby ensuring adequate statistical validity.
Justification: Convenience sampling is justified on practical grounds. As an independent researcher, direct access to private customer databases held by UK banks is unavailable, partly owing to UK GDPR restrictions. Reaching respondents via professional networks and social platforms represents the most pragmatic means of securing a sufficient sample within the dissertation’s timeframe.
7.8 Ethical Considerations
Consistent with the central tenets of the Research Onion, ethical considerations are paramount. Participation will be entirely voluntary, all respondents will remain anonymous, and all data collected will be handled in strict accordance with the UK General Data Protection Regulation (UK GDPR). No personally identifiable information will be recorded at any stage.


7.9 Expected Findings
The study is expected to reveal that FinTech adoption significantly enhances customer satisfaction by improving the convenience, accessibility, and efficiency of banking services. Digital innovations such as mobile banking applications, real-time payment systems, and automated customer support are anticipated to positively influence the overall user experience.
The findings may also indicate that FinTech creates both competitive pressures and strategic opportunities for traditional retail banks. Whilst the growth of digital-only banks may erode market share, the strategic integration of FinTech capabilities is expected to strengthen the positioning of incumbent institutions.
7.10 Limitations
This study is subject to certain limitations. The sample size is relatively modest as a consequence of time and resource constraints, which may limit the generalisability of the findings. Additionally, reliance on self-reported survey data may introduce response bias, as participants’ perceptions may not always accurately reflect their actual banking behaviour. Future research employing larger probability samples or mixed-methods designs would be well placed to address these limitations.
TIMEFRAME
	Week
	Activity

	Week 1
	Topic approval and initial literature review

	Week 2
	Extended literature review and proposal refinement

	Week 3
	Survey design and data collection

	Week 4
	Data analysis and interpretation

	Week 5
	Dissertation writing (first draft)

	Week 6
	Final editing and submission





CONCLUSION
This research proposal aims to investigate the impact of Financial Technology (FinTech) on customer satisfaction and the strategic positioning of traditional retail banks in the United Kingdom. In so doing, it addresses a gap in the existing literature by examining how incumbent banks are deploying digital technologies to navigate the competing demands of convenience and trust in a post-pandemic, digital-first economy.
The study underscores the growing significance of FinTech in transforming financial services enhancing efficiency, broadening accessibility, and reshaping the customer experience. At the same time, it acknowledges the challenges facing traditional banks, including intensified competition from challenger institutions, heightened security concerns, and the imperative for continuous technological adaptation.
By adopting a rigorous quantitative research design, the study is well positioned to yield robust and generalisable insights into how FinTech influences both customer perceptions and strategic decision-making in UK retail banking. The findings are expected to offer meaningful contributions to the academic literature as well as practical guidance for banking strategists seeking to capitalise on the opportunities that digital transformation presents.
Ultimately, this research seeks to bridge the divide between technological innovation and customer-centric banking strategy, thereby supporting sustainable growth and competitive advantage within the UK banking sector.
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