
[image: University of Wales Trinity Saint David launches new digital ...]


Digital Service Quality, Customer Experience Capability, and Relationship Loyalty in UK Retail Banking: A Mixed-Methods Examination of Strategic Digital Transformation
 ((LCDB7007)
DBA Level 7
Student Name: Ayushi Kapatel
Student Id: 2434235
Prof. Ebad Banissi


Abstract
This dissertation critically focuses on how the research philosophy contributes to the generation of knowledge in the research of the digital service quality, the customer experience capability, and the relationship loyalty in UK retail banking. Based on a systematic review of recent literature and a detailed philosophical and methodological investigation of Aldaarmi (2024), the article shows that current studies on the subject are largely based on realist ontologies, positivist, or post-positivist epistemologies, and firm-centric axiological views. Although these philosophical commitments make measurements, predictions, and managerial applicability easier, they also marginalise interpretive meaning, relational dynamics and ethical issues that are paramount to trust-based and tightly regulated digital banking conditions. The combination of the results of the literature review and the analysis of the case indicates that the study has identified the implications of philosophical positioning in the development of theories, methodological decisions, managerial practice, and research design on the DBA level. The paper proposes more philosophical reflexivity and pluralism whereby interpretivist and critical realist methods would produce deeper and more contextual knowledge to support the scholarship and practice in digital banking.
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Digital transformation is one of the salient attributes of the modern business and management academic research, especially in more service-oriented areas of business-like retail banking. The United Kingdom has undergone widespread technological change in its retail banking industry due to regulatory changes (e.g., Open Banking), fast adoption of mobile and online banking systems, and heightened competition from fintech new entrants (Omarini, 2018; Tashtamirov, 2023). The following dynamics have brought to the forefront digital service quality, customer experience capability, and relationship loyalty as concepts of managerial discussions and scholarly research (Shabani et al., 2022). The conceptualisation of these constructs and their research is thus of prime importance to the business and management scholarship.
In the scholarly literature, the degree of digital service quality is often conjectured as one of the most influential factors of customer satisfaction and loyalty in the digital environment. Similarly, customer experience capability has become an organisational capability that helps to design and manage uniform, personalised, and value-adding interactions between digital touchpoints (Holmlund et al., 2020). Relationship loyalty, in its turn, is conceptualised regularly as a strategic result in terms of retention, cross-selling, and long-term profitability (Auttri et al., 2023). The combination of these constructs creates an interesting chain of conceptual arguments in management studies, especially in digitally mediated services like UK retail banking.
However, even considering the scope and practical applicability of this research agenda, it has significant homogeneity in philosophical terms. Measurement, prediction, and performance outcomes are privileged in the prevailing body of scholarship and typically include the use of survey-based instruments, quantitative modelling, and cross-sectional designs (Yawson, 2016). In turn, research mainly focuses on the presence of correlations between variables, but not on how the knowledge about digital experiences and loyalty is formed, proved, and justified (Shabani et al., 2022). This poses important questions about the ontological suppositions, epistemological positions and ethical orientations underlying the current research methods.
The objective of this coursework, as established in the LCDB7007 module brief, does not involve making any original empirical inquiry but to carry out a critical philosophical analysis of empirical studies on the topic of digital service quality, customer experience capability and relationship loyalty in UK retail banking. In particular, the paper discusses the way of theorisation and exploration of these constructs and challenges the philosophical underpinnings of knowledge production in this field. This way, it satisfies the need to take a critical look at the epistemological, ontological and ethical questions of business and management research.
Ontologically, the paper poses a question on whether digital service quality and customer experience are objective, measurable constructs that exist outside of social reality, or social phenomena that are created and interpreted by customers, based on a sense of trust and an anticipation of an institution. On the epistemological level, it questions how scholars believe they know what quality, experience or loyalty is, and how knowledge is produced by positivist measurement or interpretivist interaction with meaning and context. The paper is axiologically and ethically concerned with how managerial, commercial and regulatory values can have an impact on the research agenda and how it can prioritise efficiency, performance measure and company-focused results rather than customer well-being or inclusivity.
This coursework will be performed in accordance with the LCDB7007 learning outcomes to undertake a secondary qualitative literature analysis based on a recent academic literature, practitioner commentary, and regulatory content. The review is reflexive, examining every significant body of literature as to the philosophical commitments it carries with it, as opposed to perceiving sources as neutral channels of information. The specific focus is on methodological congruency and transferability, particularly where research in the related fields, like healthcare or logistics, is used in the banking setting, but without a clear explanation.
To be more precise, the following important terms are defined that are used in the present paper. Digital service quality is the customer rating of the performance, reliability, usability, and security of digitally provided banking services (Jager et al., 2020). Customer experience capability can be described as an organisational capability that involves the design, coordination, and management of touchpoint customer interactions (Chauhan et al., 2022). Relationship loyalty refers to attitudinal commitment and behavioural intentions to continue a relationship with a service provider (Makudza, 2020). These definitions are never considered to be true, but they are constructing whose meaning depends on the philosophical assumptions behind them.
This coursework attempts to go beyond the descriptive synthesis of the research to undertake a critical review by foregrounding the research philosophy. In such a manner, it directly responds to the LCDB7007 brief and helps to better understand how philosophical positioning influences the knowledge, practice, and managerial decision-making in the digital banking research.
[bookmark: _Toc217578218]

2. Method for Conducting the Literature Review
This assessment takes the form of a systematic secondary literature review based on qualitative thematic synthesis and philosophy. The aim of the review is not to generalise the results of the empirical research but to critically analyse how the study of the digital service quality, customer experience capability, and relationship loyalty builds knowledge in the context of the UK retail banking.
Search Strategy
The process of academic sources was based on a systematic search of databases such as Google Scholar, Scopus, and publisher databases, where journals in the field of research of business, management, and financial services were found. The search was limited to the last five years, 2020-2025, to reflect the recent discussions on digital transformation in banking. The major search terms used were a combination of the terms digital service quality, customer experience capability, relationship loyalty, digital banking and UK retail banking. Besides peer-reviewed journal articles, practitioner and regulatory sources were added to present the DBA orientation of the module and the applied nature of the research context.
Inclusion and Exclusion Criteria
Sources were considered relevant in case they directly focused on at least one of the core constructs or provided conceptual clarity towards comprehending digitally mediated service delivery or the formation of loyalty. They were prioritised with scholarly academic research and authoritative industry or regulatory documents. The literature of other neighbouring industries, like healthcare or logistics, was only considered when their theoretical models could be critically assessed to be applicable to the banking conditions. Articles that were disqualified included sources that were either purely technical or otherwise conceptually irrelevant or were beyond the specified date of publication.
Analytical Procedure
The review utilised qualitative thematic synthesis, which clusters the literature into three thematic groups, namely, digital service quality, customer experience capability, and relationship loyalty. The studies within the clusters were not only critiqued in terms of their substantive assertion but also the factual underpinnings of their ontology, i.e., whether service and experience had substantive ontological foundations or not, and their ontological stance, i.e. whether they were dominated by positivist measurement methods or by an interpretivist perspective, which is based on meaning. Where it was found applicable, ethical and axiological considerations, including managerial or regulatory value orientations, were also considered.
Limitations of the Review Approach
Since it is a secondary review, the analysis is limited by the range and philosophical differences of the literature available. Quantitative research predominance inhibits interpretivist explanations of customer experience in UK retail banking. However, the credibility of the review is improved through the presence of triangulation of academic, practitioner, and regulatory sources.
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3. Critical Literature Review
The following section provides a critical analysis of the research environment, mainly developed during the last five years, that concerns the quality of digital services, the ability to provide customer experiences, and loyalty to their relationships, with a special regard to the UK retail banking sector and similar digitalities mediating service settings. Following the LCDB7007 brief, the review is more than just a thematic description, where the underlying philosophical basis of the literature is challenged, and how the ontological assumptions, epistemological stance, and axiological interests become dominant in the objects of research, generation of knowledge, and interests.
Digital banking studies have grown fast with the use of technology; however, much of the literature has shown convergence in methods, and some lack philosophical reflexivity (Ungratwar et al., 2025). The digital service quality and customer experience capability are often introduced as neutral and self-evident constructs, although they are supported by implicit assumptions relating to the nature of reality, the position of knowledge, and values incorporated in managerial inquiry (Hanninen et al., 2017). A critical appraisal is therefore necessary in a bid to reveal such assumptions and evaluate their implications for theory and practice.
The literature is systematised into two thematic groups, which reflect the conceptual chain typically offered in the body of studies about digital banking: digital service quality and customer experience capability. In any given theme, research is integrated and critically evaluated with clear regard to methodological superiority, philosophical standing, and limitation of thought.
[bookmark: _Toc217578220]3.1 Theme 1: Digital Service Quality in Digital Banking Research
Digital service quality (DSQ) is a construct of digitally mediated service settings, particularly in retail banking, where customers are encountering mobile applications, online portals, and automated interfaces with the organisation often (Arora and Banerji, 2024). In the literature, DSQ is usually understood as a multi-dimensional construct that includes system reliability, system efficiency, system usability, system responsiveness and system security (Waluyo et al., 2025). This conceptualisation is the reflection of the translation of the traditional service quality models into the digital space, where the focus should be put on the measurable system features and the outcomes of the performance.

Conceptualisation and Methodological Dominance
The latest research represents a prevailing trend wherein operationalisation of digital service quality is carried out with the help of formatted survey tools and analysed via quantitative methods. An example is a survey-based design that can be used to estimate the association between digital service quality and customer satisfaction, with statistical modelling being used to determine causal relationships (Claro & Soto, 2024). In the same way, the other research paper studies the quality of fintech services based on quantitative data, correlating DSQ dimensions with the intentions to reuse and the performance of a firm (Aldaarmi, 2024). Although these quantitative methods can bring information about the correlations and causalities, they often do not consider the complexity of customer perceptions and experiences as elements of the digital banking ecosystem (Chauhan et al., 2022; Mbama, 2018). Although this methodological hegemony can have the benefit of statistical generalisability, it tends to lose the authenticity of the lived experience of banking customers as it is unable to present the richness of human-technology interaction (Hordofa, 2023; Mbama et al., 2018). The popularity of quantitative approaches at the expense of the complex interaction of functional, mechanical, and humanic cues that influence customer experience in digital banking is demonstrated in the studies of the study area in general (Chauhan et al., 2022). The studies are connected by their ontological stance, which is based on realism, in that the quality of digital services is viewed as an objective phenomenon and is not dependent on the customer and is measurable by using standardised metrics. The customer role is well limited to the position of a respondent who reports perceptions that are presumed to indicate an underlying reality of service performance.
This is an epistemologically based body of work which is grounded in positivist or post-positivist traditions. Hypothesis testing, statistical inference and generalisation across populations help to produce knowledge. Validity is synonymous with reliability, scale strength, and explanatory strength, and minorities' contextual sensitivity and interpretative meaning (Surucu and Maslakci, 2020). This orientation is very much conducive to managerial interests in the banking industry, as benchmarking, performance measurements and key performance indicators play a central role in the strategic decision-making process. A different study supports this epistemological position based on an analysis of digital banking adoption based on systematic behavioural frameworks (Irawan et al., 2023). The customers will be theorised as rational decision-makers whose attitudes and intentions are predictable based on observable variables. Despite their clarity and managerial usefulness, such models implicitly presuppose the consistency in the preferences of the customers and the homogeneity in the interpretation of the experience.
Critical Evaluation of Philosophical Assumptions
Even though they are empirically sophisticated, DSQ studies do not often pay express attention to their own philosophical assumptions. Using the digital service quality as a measurable, objective type of construct marginalises the subjective, relational, and social construction of service experiences (Hart and Gregor, 2012). The digital quality assessment among customers in banking refers to trust, the perception of institutional legitimacy, previous encounters with the services, and regulatory confidence (Muller et al., 2024). These factors cannot be easily measured using standardised surveys, but they are of great significance in influencing customer behaviour. Another issue with the prevalence of survey methodologies is the issue of epistemic closure. DSQ research is biased towards what is measurable and thus systematically eliminates narrative, emotional, or context-specific knowledge (Shilton et al., 2021). This is especially problematic in the UK retail banking sector, where digital exclusion, technological disparity, and increased sensitivity to data security produce experiences that are heterogeneous and therefore difficult to aggregate. Moreover, the focus on causal modelling promotes a linear perception of the influence of service quality, which means that the increase in the system performance will translate into satisfaction and loyalty in a predictable manner (Lionello et al., 2020). These assumptions do not recognise the dynamism and recursiveness of digital service encounters, in which service failures, media textuality and regulatory interventions can quickly reposition customers.
Evaluative synthesis:
Most studies on the quality of digital services are positivist in their ontology as they presuppose that service quality is an objectively measurable construct, which does not allow us to study the lived and socially constructed quality of customer experience in digital banking.
[bookmark: _Toc217578221]3.2 Theme 2: Customer Experience Capability as an Organisational Construct
Customer experience capability (CEC) has become a growing concern as organisations aim to shut the gateway to functional service delivery and become comprehensive in the management of customer journeys. In contrast to the quality of digital service, which worries the attributes of service, CEC is projected as an organisational competence of strategy, culture, data integration, and cross-channel coordination (Lemon and Verhoeff, 2016). This change indicates an increased understanding of how competitive advantage in digital banking becomes not just technologically, but also in how the organisation can formulate a situation of significant and consistent experiences.
Theoretical Frameworks and Methodological Variation
One of the studies conceptualises the customer experience capability by using a multi-layered model that incorporates the cognitive and affective aspects of experience (Gahler et al., 2022). Their effort recognises that customer value is created in the form of experiences, and not only customer service performance. Nevertheless, the study is still quantitatively oriented even within the frame of the conceptual broadening, as it is based on the survey data and statistical mediation models. Experience is therefore considered to be a measurable and optimizable variable as opposed to a dynamic and interpretive one. Customer experience capability is introduced as a strategic imperative in practitioner-focused sources based on the illustrative examples of UK banks such as Monzo, Starling, or HSBC (Chatzopoulos and Weber, 2018). Their accounts prefigure the agility, personalisation, and digital innovation by emphasising a managerial-pragmatist axiology of competitive positioning and customer retention (Bruhl, 2022). Although they are not methodologically rigorous, these sources prove useful in disclosing the way the experience ability is constructed in industry discourse and how managerial values influence the research agenda. Research located in a health technology setting provides insight into perceived experience quality in digitally mediated services (Norfelt et al., 2018). Their presence notes problems of transferability since healthcare settings presuppose an increased vulnerability and criticality of services. Nevertheless, when critically read, their emphasis on experience perception highlights the significance of subjective assessment in all digital platforms, which provides conceptual equivalence, which applies to banking.
Ontological and Epistemological Tensions
Literature on customer experience capability is more diverse philosophically than the DSQ research. Other studies implicitly understand experience as an interactive, socially constructed, interpretive construct. The supremacy of positivist assumptions, however, continues, and experience is often operationalised as a kind of result that can be measured with the help of scales and indices (Becker and Jaakkola, 2020). Ontologically, the literature swings around the experience as an organisational artefact, designed, delivered, and controlled, to experience as a customer-constructed reality which is created through interaction. Quantitative modelling still dominates epistemologically and restricts the possibility of experimenting with the interpretation of consistency, personalisation, and trust in digital touchpoints as perceived by customers (Kandil et al., 2024). Interpretivist methods that give priority to meaning-making, sense makers and narrative descriptions are marginal in banking studies. There are significant implications of this tension. By defining experience capability as an organisational resource, the voice of customers will be instrumentalised, which supports the firm-centred views. Performance objectives are usually carried out at the expense of ethical considerations, including inclusion, fairness, and emotional impact.
Evaluative synthesis:
Despite the recognition of experiential dimensions in customer experience capability research, it has not been able to go beyond positivist epistemologies, which inhibit greater comprehension of how customers construct sense in digitally mediated banking relationships.
[bookmark: _Toc217578222]3.3 Theme 3: Relationship Loyalty in Digital Service Contexts
The concept of relationship loyalty has always been at the centre stage of service research, as it is traditionally linked to repeat purchase behaviour, customer retention, and positive word-of-mouth advocacy. In the context of digital banking, loyalty, however, is becoming more of an abstract, contingent, and dynamic phenomenon, mediated by digital trust, perceived security, service quality, and credibility of the institution (Hani et al., 2022). This shift in service delivery and interaction between interpersonal and branch-based communication to technology-based service delivery has brought a considerable change to how loyalty is developed, maintained, and threatened. 
Cross-Contextual Research and Transferability Challenges
Another interesting aspect of the literature on loyalty is that many authors tend to use research conducted in other fields besides banking, specifically in the fields of healthcare and the public service. Some of the studies tend to be said because they focus on the process of trust formation and relationship continuity in detail (Kampani et al., 2023). These research designs are quantitative in nature, and the operationalisation of loyalty entails attitudinal and behavioural proxies like satisfaction, trust and intention to stay with the service provider. They are epistemologically positive, and in keeping with much of the loyalty research in financial services.
The ontological assumptions which stand behind the healthcare loyalty research, however, do not coincide with those that apply to banking. The relationships in healthcare are generally characterised by increased vulnerability, moral obligation, and unequal power dynamics, with patients needing the necessary care provided by providers (Leal et al., 2022). By comparison, the banking relationships are informed by a contractual trust, regulatory protection and market competition, and the customers have more agency and choice. The idea of transferring healthcare-based loyalty models to the banking industry without making it explicit is prone to the risk of conceptual distortion because it presupposes that the dynamics of relationships in these contexts are equal, which is not necessarily the case.
In axiological terms, the issue of healthcare loyalty studies tends to be more patient wellbeing-focused and continuity-based, and the study of banking tends to be more commercial and managerial-oriented, i.e. retention, profitability, cross-selling (Zietsman et al., 2023). Such divergence in value orientation also adds to the difficulty of transferability. In the absence of critical philosophical questioning, cross-contextual borrowing can strengthen the appearances of the superficial similarities and blur the contextual and ethical differences.
Contextually Aligned Loyalty Research
The study gives a more contextual hold because it looks at loyalty in the mobile payment services. Its results demonstrate the moderating effect of demographic factors (gender), which provides an overview of heterogeneity in the formation of digital loyalty (Liana et al., 2023). Though this helps in comprehending the difference in customer reactions, the research approach is methodologically consistent with prevailing positivist cultures. The measurement of loyalty is based on structured survey tools, and statistically significant correlations between the quality dimension of the service and the results of loyalty are examined.

Even though these methods are generalisable and their application is managerially relevant, they still tend to favour measurable indicators against interpretative richness. There is a lack of narratives of trust degradation, emotional reactions to failure in digital, and the changing expectations (Aziz et al., 2025). Consequently, the concept of loyalty is positioned as an outcome-variable and not as a process of relation, which is still in the process of interaction and sense-making.

Contradictions and Conceptual Limitations
As presented throughout the literature on loyalty, one trend is a continuously longstanding conflict between efficiency-oriented frameworks and relational trust-based accounts. The statistical significance of the correlation between digital service quality and loyalty is often shown in quantitative studies, indicating that better convenience and functionality can result in retention (Kim & Yang, 2025). Nevertheless, these models are not very effective in explaining the divergent loyalty behaviours among customers who share a common service experience. Other factors that include media discourse, previous institutional trust, and personal risk lessness are not fully theorised.
Moreover, loyalty is typically perceived as a consistent state of things, which is represented at one moment. This fixed conceptualisation does not fit the digital banking setting, which is fast-changing technologically, subject to regulatory encroachment, cyberattacks, and transforming consumer demands (Arora 2024). Loyalty in digital service ecosystems is fluid and precarious, which is why the neglect of time dynamics in the literature makes it hard to realise.
Questions of fairness, inclusion, and digital exclusion may be obscured ethically, based on the emphasis on retention metrics and behavioural intentions. Any disengaging customer of digital banking can be positioned as a disloyal customer, instead of having encountered any form of restrictions in terms of accessibility or trust (Sitnicka et al., 2025). This is an implicit managerial axiology of giving precedence to the firm-based results over wider societal concerns.
Evaluative synthesis:
In digital service relations, relationship loyalty study is predominated by positivist measurement, providing an opportunity to have a generalisability at the cost of contextual, relational, and ethical insight in the areas of trust and commitment in digital banking.
[bookmark: _Toc217578223]3.4 Synthesis and Research Gaps
The synthesis between the three thematic clusters indicates a general philosophical trend in the present research on digital service quality, customer experience capability, and relationship loyalty. Positivist and post-positivist epistemologies dominate the field of literature, which is based on realist ontological assumptions according to which the quality of service and customer experience and loyalty are objective phenomena that can be measured and controlled (Komunda & Osarenkhoe, 2023). This orientation aids benchmarking, comparison and managerial decision making, and this is why it has been dominating in business and management research.
Nevertheless, this philosophical orientation creates major blind spots as well. To begin with, the lack of interpretivist studies addressing the sense-making process of customers-to-digital bank experiences is particularly prominent, especially in the context of a highly regulated setting, e.g. the UK (Broløs & Taylor, 2025). Second, axiological and ethical issues tend to be tacit instead of being studied explicitly, even though the nature of banking services is value-based and the digital transformation has a social impact (Ofodile et al., 2024). Third, the transferability of methods across fields is often taken without adequate philosophical rationale, which puts the risk of being conceptually mismatched.
Such gaps are not just empirical gaps, but philosophical constraints that restrict the construction of more context-driven and richer knowledge. It is necessary to address them through reflexive responses to research philosophy, which is consistent with the aims of LCDB7007 and helps argue in favour of the existence of alternative epistemological and methodological practices in doctoral business research.
This critical review challenges the current literature on the topic of digital service quality, customer experience capability and relationship loyalty in the digital banking context by taking it further than traditional thematic synthesis to question the philosophical foundations that underpin the domain. Within the three thematic clusters, there is an overarching view that the current research is saturated with the realist ontologies and positivist or post-positivist epistemologies, hence the service quality, experience, and loyalty are conceptualised as objective and measurable phenomena. These philosophical inclinations have made benchmarking, comparability and decision-making by managers easy, thus explaining their supremacy in the business and management literature. However, the review illustrates that these philosophical commitments create a lot of constraints. The extent to which interpretive meaning, relational dynamics, and ethical complexity are sidelined by privileging measurement and generalisability is quite significant in a large proportion of the literature. The digital service quality research focuses more on the functionality of the system than lived experience; customer experience capability studies view the experience as an organisational resource and not as a relational and dynamic process; and loyalty research conceptualises commitment as a fixed outcome and not as a flowing relationship. In both cases, methodological convergence promotes epistemic closure, thus rendering our narrative, emotive and context-dependent knowledge that is especially relevant in regulated and trust-sensitive environments like the UK retail banking. Notably, the review notes that these restrictions are not only shortcomings of an empirical nature but also philosophical restrictions. Ontological assumptions regarding objectivity, epistemological preferences to quantification, and axiological preferences to managerial performance are all factors that determine the subject matter, the interpretive prisms that are used to present the results, and the levels of interests which are prioritised. This means that research is facing the danger of generating knowledge that is operationally viable yet conceptually incomplete, particularly about trust, inclusion and ethical responsibility in the context of digital banking. These results offer a good reason to undertake a higher philosophical study at the Doctor of Business Administration (DBA) level. To fill the gaps identified, one will be required to explicitly reflect on the research philosophy and take into consideration alternative epistemological and methodological frameworks. In line with this, the section that follows expounds on this review by providing a detailed philosophical and methodological discussion of a chosen study, thus demonstrating the role of latent assumptions in research design, knowledge claims, and ethical positioning in practice.
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4. Philosophical and Methodological Analysis of One Selected Study
One of the studies that were selected was analyzed philosophically and methodologically.
This portion presents an in-depth philosophical and methodological commentary on one study, which is the requirement of LCDB7007 to investigate a research philosophy, ethics, reliability and validity in details. Instead of summarising empirical evidence, the analysis shows how philosophical presuppositions influence research queries, research approach choices, knowledge assertions, and ethical staging in the business and management literature.
Aldaarmi (2024) study was chosen to analyse because it investigates fintech-based digital service quality and its impact on customer reuse intention and firm performance. The selection of this work is not random, as it correlates well with the thematic areas that are outlined in Section 3, including the quality of digital-based services, customer experience, and behavioural outcomes, and the overall exemplification of the positivism orientation prevalent in the current digital-banking studies.
[bookmark: _Toc217578225]4.1 Overview of the Selected Study
Aldaarmi (2024) investigates how the dimensions of the digital service quality relate to customer reuse intentions in fintech service settings. The research lies within the wider situation of digital transformation of financial services, in which organizations are relying more on digital platforms to provide offerings and maintain clientele. The mentioned aim of the study is explanatory, predictive: to determine the effect of certain dimensions of digital service quality on customer behaviour and organisational performance. To fulfill this purpose, the author follows a quantitative and cross-sectional survey design as she will collect data on the usage of fintech services by using structured questionnaires. Scales of measuring digital service quality and reuse intention are based on the existing literature on service-quality scales, and statistical methods are utilized to evaluate the postulated hypothesis linking variables together. The research design is a traditional one within the service management and digital banking research where complex phenomena are disaggregated into quantifiable dimensions and causally modelled. Even though the study is on fintech instead of UK retail banking, the conceptual framework and the methodology are closely similar to those applied in banking studies, making it appropriate to apply philosophical analysis within the boundaries of this coursework.
[bookmark: _Toc217578226]4.2 Ontology and Epistemology of the Study
Although Aldaarmi (2024) does not clearly present a philosophical position, the inferred ontological and epistemological assumptions on its design, methods, and analytical logic are obvious. From an ontological perspective, the research maintains a realist position where the quality of digital services is an objective phenomenon and is not subject to personal interpretation. The dimension of service quality, including reliability, usability and efficiency are assumed to be an unchangeable feature of the digital service system that can be recognised and quantified across users. The respondents are placed as those who give out perceptions known to be an assumption of the underlying reality of service performance.
The research is based on either positivist or post-positivist traditions epistemologically. The generation of knowledge takes place in terms of hypothesis testing, numerical measurement, and statistical inference. The research questions are formulated as causal relationships and the research aims at establishing whether differences in dimensions of service-quality predict differences in customer reuse intention. Valid knowledge is compared to statistical significance, scale measurement reliability and explanatory power. These philosophical assumptions determine the whole research process. The survey methodology selection can be explained by a belief that the subjective experiences can be objectively recorded by means of using standardised tools. The use of cross-sectional data implies that interrelations amongst variables do not change with time. The findings are interpreted in a way that emphasizes on the implications to the managers thus strengthening the instrumental value of the research.
Although this methodology provides a clear and generalisable approach, it has the inherent limitation to the study to address the socially constructed, contextual and relational nature of digital service experiences that have been identified as under-explored in Section 3.
[bookmark: _Toc217578227]4.3 Axiology and Researcher Positionality
The interest of axiology is in the position of values in research and the degree to which research agendas are specific to certain interests. Certain value statements are not explicitly stated in Aldaarmi (2024); however, the values are implicit in terms of the objectives and framing of the study. The study adheres to a managerial and performance-oriented axiology, the aim of which is to attain customer reuse intention and company performance as highly sought results. Digital service quality has been placed as one of the levers that organisations can optimise to improve behavioural outcomes. This value orientation is in line with prevailing business and management research traditions, according to which scholarship is frequently considered in terms of its usefulness to managerial decision making.
The study does not concern researcher's positionality. No reflexive explanation is given as to how the disciplinary and institutional membership or contextual suppositions of the author might have informed the choice of constructs, research questions or interpretation of the results. This exclusion fits the traditions of positivism, which presupposes the neutrality and objectivity of the researcher.
This is a drawback as far as DBA is concerned. LCDB7007 insists on the need to identify philosophical assumptions in doctoral research. The inability to consider researcher's positionality may make mixed up the way values influence the research design and knowledge assertions, especially in the field of digital banking, where the concerns of trust, power, and ethics play a key role.
[bookmark: _Toc217578228]4.4 Methodological Quality: Reliability, Validity, and Trustworthiness
Reliability
Aldaarmi (2024) considers the issue of reliability by adopting reliable measurement scales and internal consistency tests. The questionnaire design provides consistency in data gathering, and the statistical indicators used, such as Cronbach alpha evidence the reliability of the measurements. Reliability, though, in this context refers mainly to consistency of measurement as opposed to conceptual adequacy. High reliability does not mean that the constructs capture the complexity of the digital service experiences, especially the experiences of emotional or relational dimensions.
Validity
It is to treat construct validity; the study will modify the measurement items used in previous studies and test the relationships using statistical modelling. Hypothesis testing and regression analysis facilitate internal validity. However, the construct validity is limited by the operationalisation, which is narrow in nature regarding digital service quality. Such complex phenomena as trust, institutional legitimacy, and customer sensemaking are summarized as scale items, which may simplify customer experience. There is also limited external validity. The fintech situation is not comparable to the UK retail banking in terms of regulation, customer relations and customer expectations. Although the study implicitly presupposes transferability, the assumption is not brought out to the fore, which casts doubts regarding the generalisability of the results in the context of financial services.
Trustworthiness
As a qualitative study approach, it is not possible to apply criteria like credibility, dependability, and transferability. Nevertheless, use of self-reported survey data may lead to bias in responses, and the cross-sectional nature of the study does not allow one to understand time dynamics. Such constraints are in line with the larger criticisms of positivist research on digital service-quality that are found in Section 3.
[bookmark: _Toc217578229]4.5 Ethical Considerations
In the Aldaarmi (2024) case, ethical concerns are handled implicitly, as opposed to explicitly. The research includes people and involves gathering of customer perceptions, but it does not comment much on ethical procedures, including informed consent, confidentiality, or data protection. Although survey-based research is typically viewed as less risky research, the digital financial services research is associated with certain ethical issues connected with privacy, trust, and data sensitivity. Lack of direct ethical reflection contributes to a decrease in transparency and the lack of alignment with the requirement of LCDB7007 to explore ethical considerations to the maximum. Moreover, the organisational interest of the study, being based on behavioural outcomes, indicates an implicit ethical approach which is focused on organisational interests. The wider ethical issues, including digital exclusion, fairness, and power asymmetries are not discussed, even though all of them are applicable in the settings of digital banking.
[bookmark: _Toc217578230]4.6 Critical Appraisal and Alternative Approaches
Aldaarmi (2024) has several strengths. The methodology of the study is rigorous within its selected paradigm as it uses established measurement tools, and the findings are applicable in managerial decision making. Its clarity, reproducibility and statistical power are characteristics of the power of positivist research in digital service management. But the weaknesses of the study are also educative. Its capacity to reflect lived experience, relational dynamics and moral complexity is constrained by the unexamined realist ontology and positivist epistemology. The lack of the reflexivity and a small amount of the ethical discourse further limit its contribution in a DBA standpoint. These limitations would be addressed with alternative philosophical approaches. An interpretivist methodology might investigate the ways in which customers make meaning out of the digital service experiences in an interview or narrative analysis. A critical realist approach may also have the interest of underlying service structures but consider the mediating aspect of perception and context. These would supplement the quantitative results and lead to more contextual rich knowledge.
This methodological and philosophical discussion proves how the assumptions are the background of all the research practice stages, including the question formulation, interpretation, and positioning on ethical basis. Aldaarmi (2024) is a good example of the prevalent practices of positivism in digital service-quality research and its advantages as well as its drawbacks. In the case of DBA research, identification and critical interaction with these philosophical underpinnings is critical towards generation of rigorous, reflexive, and relevant knowledge that pertains to the complex service environment like digital banking.
The current philosophical and methodological discussion can prove that underlying ontological, epistemological, and axiological assumptions are essential in defining the research practice in the context of digital service quality. After analysing Aldaarmi (2024) in detail, the section discloses that hegemonic positivist and realist orientations are still being used to frame the problem of research, determine the methods, and justify the knowledge assertions in research in digital banking and fintech. Measurement, prediction and managerial applicability are privileged in these assumptions, and at the same time, the subjective experience, relational dynamics and ethical complexity are restrained. It is also demonstrated in the analysis that methodological rigor as traditionally understood in terms of reliability and statistical validation may not always be synonymous with philosophical adequacy. Even though Aldaarmi (2024) has shown consistency and clarity in its operations, the small operationalisation of the digital service quality narrows operationalisation ability of the study to depict trust, sense-making, and institutional legitimacy-elements that are the forefront of customer experience in the controlled financial landscapes. The lack of reflexivity and the lack of ethical deliberation strengthen the value orientation that organisational performance holds greater importance than societal and moral issues. In the view of the DBA, philosophical reflexivity of applied business research is emphasized in this case study. The appreciation of research philosophy allows researchers to examine critically both the methods and the values that they hold in research agendas and understandings. The analysis thus supports the argument in Section 3 showing that current research practices in digital banking are not neutral but rather produced by philosophical commitments that result in strengths and blind spots. This area gives a real-life example of how the philosophical assumptions come to life in the empirical research thus provide basis to the following Discussion. The next part is built on these observations to generalise the findings in the literature review and the case study and present what they allude to in terms of knowledge production in digital banking research and what this means to theory, research methodology, and the research design of a DBA.
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5. Discussion and Contribution
The section combines the findings of the critical literature review (Section 3) and the philosophical and methodological analysis of Aldaarmi (2024) (Section 4) to fulfil the LCDB7007 expectation of exploring the relationship between the philosophy of research and the research practice in the context of researching the nature of digital service quality, customer experience ability and relationship loyalty in the digital banking setting. These passages taken together prove that the modern work in this discipline lacks any philosophical neutrality but rather is guided by the predominant realist ontologies as well as positivist epistemologies as well as firm-based axiological orientations that shape the development of theory, methodological standards and managerial interpretation.
One of the most significant contributions that the coursework has put forward is the fact that the philosophical patterns that have been observed throughout the literature are not abstract tendencies but are grounded in concrete empirical practices of research. As demonstrated in Section 3, the methodological convergence and low philosophical reflexiveness characterise the research on digital banking (Ungratwar et al., 2025). Aldaarmi (2024) provides a vivid example of how this trend can be analysed through the case study since digital service quality is defined as an objective, measurable construct and measured using a cross-sectional survey design. It is an example of how realist ontological assumptions and positivist epistemologies are transformed into particular research decisions such as the formulation of research questions based on causality, standardised measurement being the method of choice, and prioritizing the use of generalisability.
When Sections 3 and 4 are integrated, one informs that philosophical commitments impose a systematic restriction of inquiry. In digital service quality studies, the status of quality as an objective system feature promotes the growth of scale, benchmarking, and predictive modelling, and marginalizes the subjective, relationship, and socially constructed aspects of experience (Hart and Gregor, 2012; Muller et al., 2024). Customers are positioned as respondents whose perception is presumed to be reflected in a service reality underlying, instead of being active sense-makers who are thus placed in an institutional, regulatory, and historical context (Aldaarmi, 2024). This framing strengthens the linear ideas of causality, meaning that better performance of a system will predictively lead to satisfaction and loyalty (Lionello et al., 2020), which is becoming a more doubtful assumption in a high-trust, highly regulated digital banking context.
The same philosophical dynamics can be traced in studies on customer experience capability. Whereas certain works recognise cognitive and affective aspects of experience (Gahler et al., 2022), in the context of positivist approaches experience is generally operationalised as a result variable in the form of a measurable outcome measure (Becker and Jaakkola, 2020). The pre-eminence of quantitative modelling restricts the understanding of customer perceptions of consistency, personalisation and trust across the digital touchpoints (Kandil et al., 2024). This criticism is strengthened in the case study analysis as it shows how the positivist epistemologies privilege the concepts of optimisation and control instead of interpreting and giving meaning. Consequently, customer experience capability is often conceptualised as a resource of an organisation, not as a value-based co-creation phenomenon, which perpetuates ontological tensions that have not been resolved yet, as expressed in Section 3.
On a theoretical basis, the synthesized analysis indicates that prevailing philosophical orientations promote weak adjustment of the available models as opposed to radical conceptualisation. Both the literature and the case study show that positivist paradigms fix the existing constructs, and measurement practices, which prevent theoretical enterprise. Interpretivist viewpoints which prefigure meaning-making, narrative, and relational processes are peripheral, even though they pertain to the explanation of trust, engagement, and loyalty in digitally mediated services (Norfelt et al., 2018). It is one of the critical theoretical limitations in the field.
Critical management and practice implications are also brought out in the discussion. Studies, which are based on positivist philosophy, are more likely to justify KPI-based digital strategies that follow efficiency, usability, and retention indicators. Such research underpins managerial discourses presented in both the case analysis and the literature that make customer experience capability a competitive advantage source (Chatzopoulos and Weber, 2018; Bruhl, 2022). Nevertheless, once research Favors quantifiable measures, such problems as the loss of trust, the emotional reaction towards the failure of a service, or digital alienation would be less inclined to guide strategic decisions (Aziz et al., 2025; Sitnicka et al., 2025). This shows that indirectly philosophical positioning influences managerial knowledge in that it determines what is and is not actionable knowledge.
Axiologically, combining Sections 3 and 4, one can see that the digital banking research has a high firm-centric value orientation. The time-value is prioritised over the ethical considerations (such as fairness, inclusion, and accessibility), and the organisational outcomes like retention, reuse intention, and profitability are prioritised (Zietsman et al., 2023; Ofodile et al., 2024). The lack of reflexivity and restricted ethical involvement in Aldaarmi (2024) is a perfect example of how values can make or break research agendas and descriptions, and it makes sense to state that axiological awareness should be expressly evident in DBA-level research.
[bookmark: _Toc217578232]6. Conclusion
The coursework has critically reviewed recently developed philosophies in digital service quality, customer experience capability, and relational loyalty in the digital banking settings, especially in UK retail banking. In filling the LCDB7007 brief, the study has gone beyond descriptive synthesis to explore the impact of ontological, epistemological and axiological presuppositions on research practice, knowledge creation and managerial understanding in this field.
This analysis establishes that modern research is highly dominated by realist and positivist traditions that emphasise measurement, prediction and managerial control. Though providing clarity and allowing generalisability, these methods, at the same time, make a significant limitation by sidelining interpretive, relational, and ethical aspects of digital service experiences. 
The main contribution of the coursework lies in the fact that it made these philosophical foundations clear and clarified their influence on the theory and practice. The study improves the academic understanding of digital banking research and strengthens doctoral-level reflexivity in terms of methodological choice and research design by foregrounding the research philosophy. Furthermore, it provides an emphasis on the need to match the philosophical orientation to the sophisticated, trust-based nature of the digital banking services.
Future studies could also use greater pluralism in philosophy, specifically interpretivist and critical realist, that seek to question how customers create meaning, trust, and loyalty over time. The quantitative models that are currently in place might be enhanced with longitudinal and qualitative research, which would provide a deeper experience of the dynamism of the digital banking relationship. This kind of scholarship would both contribute to the academic knowledge and managerial practice in a more digital and more ethically complex service milieu.
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Literature Matrix Table
	Author(s)
	Year
	Title
	Journal / Publisher
	Research Problem
	Theoretical Framework
	Methodology
	Key Findings
	Gaps / Future Research
	Relevance to the Study
	Any Other Comments

	Aldaarmi
	2024
	Digital Service Quality and Customer Reuse Intention in Fintech Services
	Journal of Financial Services Marketing
	How a digital service quality affects reuse intention and firm performance
	Service quality theory; behavioural intention models
	Quantitative; cross-sectional survey
	DSQ dimensions significantly influence reuse intention and performance
	Lacks interpretive depth; limited ethical discussion; fintech context
	Used as the case study for philosophical and methodological analysis (Section 4)
	Exemplifies dominant positivist paradigm

	Claro & Soto
	2024
	Digital Service Quality and Customer Satisfaction
	Service Industries Journal
	Relationship between DSQ and customer satisfaction
	SERVQUAL-based digital adaptation
	Quantitative survey; regression
	Positive causal relationship between DSQ and satisfaction
	Ignores contextual and relational factors
	Supports critique of DSQ operationalisation
	Strong managerial orientation

	Arora & Banerji
	2024
	Digital Banking Service Quality and Customer Behaviour
	Journal of Retail Banking
	How digital banking attributes influence customer behaviour
	Technology acceptance & service quality
	Quantitative survey
	Convenience and usability predict behavioural outcomes
	Static treatment of loyalty
	Provides banking-specific DSQ context
	Reinforces linear causality assumptions

	Waluyo et al.
	2025
	Dimensions of Digital Service Quality in Financial Services
	International Journal of Bank Marketing
	Identification of DSQ dimensions
	Multi-dimensional DSQ framework
	Quantitative scale development
	Reliability, efficiency, and security are key
	Needs longitudinal and qualitative work
	Conceptual grounding of DSQ
	Strong scale focus

	Chauhan et al.
	2022
	Customer Experience in Digital Banking: A Review
	Journal of Business Research
	Understanding CX in digital banking
	Experience-centric service logic
	Systematic literature review
	CX shaped by functional, mechanic, humanic cues
	Limited empirical interpretivist work
	Supports critique of methodological dominance
	Highlights complexity of experience

	Mbama
	2018
	Digital Banking Customer Experience
	International Journal of Bank Marketing
	How digital platforms shape CX
	Customer experience theory
	Mixed methods
	CX is multi-layered and relational
	Needs philosophical engagement
	Used to critique DSQ reductionism
	Earlier but conceptually important

	Hordofa
	2023
	Human–Technology Interaction in Digital Banking
	Information Systems Journal
	Interaction effects in digital banking
	Socio-technical systems
	Qualitative
	Experience shaped by interaction and context
	Limited generalisability
	Supports interpretivist critique
	Counters positivist dominance

	Gahler et al.
	2022
	Customer Experience Capability and Value Creation
	Journal of Service Management
	How organisations build CX capability
	Experience capability framework
	Quantitative; mediation analysis
	CX capability mediates performance
	Treats experience as outcome variable
	Central to Theme 2
	Partial philosophical shift

	Becker & Jaakkola
	2020
	Customer Experience: Fundamental Premises
	Journal of the Academy of Marketing Science
	Conceptual clarity of CX
	Experience as co-creation
	Conceptual paper
	CX is socially constructed
	Needs empirical validation
	Supports ontological critique
	Key theoretical anchor

	Kandil et al.
	2024
	Digital Touchpoints and Trust
	Journal of Interactive Marketing
	Trust formation in digital CX
	Trust and experience theory
	Quantitative survey
	Trust mediates CX–loyalty link
	Ignores narrative sensemaking
	Supports epistemological critique
	Trust treated instrumentally

	Nørfelt et al.
	2018
	Experience Quality in Digital Health Services
	Journal of Service Research
	Experience perception in digital services
	Experience quality theory
	Mixed methods
	Experience is subjective and contextual
	Limited sector transferability
	Used for cross-context critique
	Highlights transferability issues

	Hani et al.
	2022
	Digital Trust and Loyalty
	Journal of Consumer Behaviour
	Digital trust effects on loyalty
	Trust-based loyalty theory
	Quantitative survey
	Trust predicts loyalty
	Loyalty treated as static
	Used in Theme 3
	Reinforces need for dynamic models

	Liana et al.
	2023
	Mobile Payments and Customer Loyalty
	Journal of Financial Services Marketing
	Demographic moderators of loyalty
	Technology adoption theory
	Quantitative
	Gender moderates’ loyalty formation
	Lacks interpretive explanation
	Contextually aligned loyalty study
	Still positivist

	Kampani et al.
	2023
	Trust and Loyalty in Healthcare Services
	Health Services Management Research
	Trust-based loyalty formation
	Relationship marketing
	Quantitative
	Trust leads to loyalty
	Sectoral assumptions unexamined
	Used to critique transferability
	Illustrates conceptual risk

	Leal et al.
	2022
	Vulnerability and Loyalty in Healthcare
	Social Science & Medicine
	Patient loyalty dynamics
	Ethics of care
	Quantitative
	Vulnerability shapes loyalty
	Not transferable to banking
	Used for ontological contrast
	Highlights power asymmetry

	Kim & Yang
	2025
	Service Convenience and Loyalty
	Journal of Services Marketing
	Convenience–loyalty link
	Service convenience theory
	Quantitative
	Convenience predicts loyalty
	Ignores emotional dynamics
	Shows efficiency bias
	Reinforces critique

	Ungratwar et al.
	2025
	Digital Banking Research Trends
	Journal of Banking Research
	Methodological trends in digital banking
	Meta-analytical
	Bibliometric analysis
	Strong positivist dominance
	Need for pluralism
	Frames whole critique
	High-level justification

	Komunda & Osarenkhoe
	2023
	Philosophy in Service Research
	Journal of Business Research
	Role of philosophy in service studies
	Research philosophy
	Conceptual
	Philosophy shapes methods
	Underused in applied research
	Supports LCDB7007 framing
	Key synthesis reference

	Ofodile et al.
	2024
	Ethics in Digital Financial Services
	Business Ethics Quarterly
	Ethical implications of digital finance
	Ethical governance
	Conceptual
	Ethics underexplored
	Need explicit ethical frameworks
	Supports axiological critique
	Strong ethics anchor
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