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Introduction
Artificial Intelligence (AI) has become a key driver of digital transformation in the banking industry, enabling financial institutions to improve operational efficiency and enhance customer service. As customer expectations continue to evolve, banks such as HSBC UK are increasingly adopting AI-powered technologies, including chatbots and virtual assistants, to provide faster and more personalised services. However, while AI offers significant benefits, its implementation also presents challenges related to customer satisfaction, trust, and service quality. Therefore, this research proposal focuses on investigating the impact of Artificial Intelligence on customer service performance at HSBC UK by identifying the business problem, defining the research objectives, and proposing an appropriate research methodology. (Dwivedi et al.,2021)

2. Identification of a Business Problem

2.1 Overview of the Business Problem
Artificial Intelligence (AI) has become one of the most significant technological developments transforming the banking industry. Financial institutions increasingly use AI-powered technologies such as chatbots, virtual assistants, automated customer support systems and predictive analytics to improve service quality, reduce operational costs and enhance customer experiences (Prabhakar et al.,2025). HSBC UK, one of the largest banking institutions in the United Kingdom, has invested heavily in digital transformation and AI technologies to remain competitive in an increasingly digital financial environment. (Huang and Rust,2021)
Despite these investments, the adoption of AI in customer service presents several organisational challenges. Although AI can improve efficiency by providing faster responses and 24-hour customer support, many customers still prefer human interaction when dealing with complex financial issues (Asamoah,2025). AI systems may also struggle to understand emotional concerns, contextual information and complicated customer requests, potentially affecting customer satisfaction and trust. Consequently, HSBC UK faces the challenge of balancing technological innovation with personalised customer service. ( Wirtz et al.,2021)


2.2 Current Business Context at HSBC UK
The UK banking sector has experienced rapid digital transformation due to technological advancements, changing customer expectations and increasing competition from digital banks such as Monzo, Starling Bank and Revolut. Customers now expect immediate, personalised and convenient banking services across multiple digital channels.
To respond to these expectations, HSBC UK has introduced AI-driven customer service technologies designed to improve operational efficiency and enhance customer experiences. These include intelligent virtual assistants, automated enquiry management and data-driven customer support (Karri et al.,2025). However, the increasing dependence on AI raises questions regarding service quality, customer trust, employee roles and long-term customer satisfaction.


2.3 Significance of the Business Problem
The successful implementation of AI in customer service has important strategic implications for HSBC UK. Effective AI adoption can reduce operational costs, improve response times and increase customer satisfaction (Graham et al.,2025). Conversely, ineffective implementation may reduce service quality, damage customer relationships and negatively affect customer loyalty.
Understanding how AI influences customer service performance is therefore essential for helping HSBC UK make informed strategic decisions regarding future investments in AI technologies and digital transformation initiatives. (Verhoef et al.,2021)

2.4 Impact on Organisational Performance
The implementation of Artificial Intelligence has significantly influenced organisational performance in the banking sector by improving operational efficiency, reducing service costs, and enhancing customer support (Asamoah,2025). At HSBC UK, AI-powered technologies such as chatbots and virtual assistants enable faster response times and continuous customer service availability. However, challenges including customer trust, limited human interaction, and system accuracy may affect overall service quality (Rodrigues et al., 2025). Therefore, understanding the impact of AI on organisational performance is essential for evaluating whether these technologies contribute to long-term business success and improved customer experiences. (OECD,2024)
2.5 Strategic Importance
The strategic importance of this research lies in its potential to support HSBC UK’s ongoing digital transformation and customer service strategy. By examining the impact of AI on customer service performance, the study may provide valuable insights for managers when making decisions about future AI investments, customer engagement strategies, and service improvement initiatives. Furthermore, the research contributes to the broader understanding of AI adoption within the UK banking industry and its role in achieving sustainable competitive advantage. (HSBC,2024)


3.Research Aim, Objectives and Questions 
3.1 Research Aim
The aim of this research is to investigate the impact of Artificial Intelligence (AI) on customer service performance at HSBC UK, focusing on customer satisfaction, service efficiency and the challenges associated with AI implementation.

3.2 Research Objectives
This study aims to achieve the following objectives:
1. To examine the use of Artificial Intelligence technologies in customer service at HSBC UK .
2. To evaluate the impact of AI on customer satisfaction and service efficiency.
3. To identify the challenges and limitations associated with implementing AI in customer service.
4. To provide recommendations for improving AI-supported customer service at HSBC UK.

3.3 Research Questions

The proposed study seeks to answer the following research questions:

· RQ1: How is Artificial Intelligence currently used in customer service at HSBC UK?
· RQ2: How does Artificial Intelligence influence customer satisfaction and service efficiency at HSBC UK?
· RQ3: What challenges does HSBC UK face when implementing Artificial Intelligence in customer service?
· RQ4: What recommendations can be proposed to improve the effectiveness of AI-supported customer service at HSBC UK?

3.4 Research Scope
This research focuses on the impact of Artificial Intelligence on customer service performance at HSBC UK. The study specifically examines the use of AI technologies, such as chatbots and virtual assistants, and their influence on customer satisfaction, service efficiency, and the challenges associated with AI implementation (Prabhakar et al.,2025). The research is limited to HSBC UK and does not compare findings with other banking institutions.


3.5 Significance of the Study
This study is significant because it will provide valuable insights into how Artificial Intelligence influences customer service performance within HSBC UK. The findings may help managers understand the benefits and challenges of AI adoption and support informed decision-making regarding future investments in AI technologies. In addition, the study may contribute to the existing academic literature on Artificial Intelligence in the banking sector by providing insights that could support future research.


4.Critical Literature Review 
This chapter critically reviews the existing academic literature on the use of Artificial Intelligence (AI) in customer service within the banking industry. It examines current research on AI technologies, their adoption in financial services, and the theoretical framework underpinning this study. Furthermore, the chapter identifies gaps in the existing literature that justify the need for the proposed research.

4.1 Artificial Intelligence in Customer Service
Artificial Intelligence (AI) has transformed customer service by improving response times, automating routine enquiries, and providing 24/7 support. AI technologies, such as chatbots and virtual assistants, help organisations enhance customer experiences while increasing operational efficiency.

4.2 AI Adoption in the Banking Industry
The banking industry has increasingly adopted AI to improve customer service, reduce operational costs, and support digital transformation. Banks such as HSBC UK use AI technologies to enhance efficiency, personalise services, and remain competitive.

4.3 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) explains how users accept and adopt new technologies. The model suggests that perceived usefulness and perceived ease of use influence customers’ willingness to use AI-powered banking services. (Davis,1989)

4.4 Critical Evaluation of the Literature
The literature demonstrates both the benefits and limitations of AI in customer service. While AI improves efficiency and accessibility, concerns regarding trust, privacy, and the lack of human interaction remain significant challenges. (Venkatesh and Davis ,2000)


4.5 Research Gap
Although previous studies have examined AI in banking, limited research focuses specifically on its impact on customer service performance at HSBC UK. This study aims to address this gap by investigating both the benefits and challenges of AI implementation.

5. Research Methodology
5.1 Research Philosophy
This study adopts a positivist research philosophy, as it aims to examine the impact of Artificial Intelligence on customer service performance through objective data collection and analysis. This philosophy supports the use of measurable evidence to answer the research questions.
5.2 Research Approach
A deductive research approach will be adopted because the study is based on existing theories and literature, particularly the Technology Acceptance Model (TAM). The research will test concepts identified in previous studies within the context of HSBC UK.
5.3 Research Design
This research will use a quantitative research design. A structured questionnaire will be used to collect data from participants, allowing the researcher to examine the relationship between AI and customer service performance. ( Dwivedi et al.,2021)
5.4 Data Collection Methods
Primary data will be collected using an online questionnaire distributed to customers or employees of HSBC UK. Secondary data from academic journals, books, and industry reports will also support the research.
5.5 Sampling Strategy
The study will use convenience sampling, selecting participants who are easily accessible and have experience using HSBC UK’s customer service. This method is appropriate for the limited time and resources available.
5.6 Data Analysis
The collected data will be analysed using descriptive statistical analysis, including percentages, charts, and tables, to identify patterns and relationships between AI adoption and customer service performance.
5.7 Reliability, Validity and Ethical Considerations
The study will ensure reliability by using consistent research methods and validated questionnaire items. Ethical considerations include obtaining informed consent, protecting participants’ confidentiality, ensuring voluntary participation, and complying with data protection regulations.

6. Business Relevance and Practical Implications
6.1 Business Relevance for HSBC UK
This research is relevant to HSBC UK as it explores how Artificial Intelligence can improve customer service performance, operational efficiency, and customer satisfaction. The findings may support the bank’s digital transformation strategy and help identify opportunities for enhancing AI-powered customer services.

6.2 Managerial Implications
The findings of this study may assist managers in making informed decisions regarding the implementation of AI technologies in customer service. The research may also help managers balance AI automation with human interaction to improve service quality and customer trust.

6.3 Practical Recommendations
Based on the proposed research, HSBC UK may consider improving AI technologies through regular system updates, employee training, and continuous customer feedback. Combining AI with personalised human support may enhance customer satisfaction and strengthen long-term customer relationships.
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