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Abstract
This dissertation aims to explore further the application of augmented reality (AR) research in the management of banks in the United Kingdom (UK) specifically and of HSBC in particular. The research's guide principles of the Technology Acceptance Model viewed five constructs which were Customer Perception of AR, Banking Management Effectiveness, Technology Readiness, Perceived Usefulness and Perceived Ease of Use. Based on “positivistic deductive, quantitative” research philosophy, primary data were obtained using a structured questionnaire which was filled out by 200 customers of the HSBC Bank and analysed descriptively, reliability test, correlation analysis and multiple regression analysis. Results revealed a generally positive attitude towards AR with the scores of all constructs above the scale centre point. Reliability analysis showed that all constructs obtained values of internal consistency lower than the limit for acceptance, thus the customer attitudes with respect to this not deployed technology are still not formed. Results of regression analysis indicated only PVE caused a significant variance in BME, and the overall model accounted for only a small proportion of variance. There were no differences in demography which warranted special commenting. The Study ends that ease of use is the most influential influence in perceptions and suggests that HSBC needs to focus on making AR work more easily and involve it in the pilot phase.
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[bookmark: _Toc241010534]1.1 Introduction
Financial firms are in the middle of a digital change that is steadily encouraging them to install extremely sophisticated technologies to make their operations more efficient and customer centric. Of all these evolving technologies, augmented reality (AR) has gained a lot of attention for its capacity to bring the innovation of adding the virtual into the tangible world, where it becomes interactive and immersive banking services (Koohang et al., 2023). When considered alongside artificial intelligence (AI), fifth generation (5G) communication and digital banking platforms, AR can transform consumers' relationships, financial knowledge, remote banking advice, and branch operations (Yaghmaee, 2024). HSBC is one of the biggest banking firms in the UK, and it has greatly valued the application of digital technologies to stay competitive in the technology-driven financial marketplace (Chowdhury & Islam, 2021). The aim of this dissertation is to explore the opportunities and challenges of this integration of augmented reality in banking management and how it can contribute to customer experience and organisation performance focussed on the example of HSBC.
[bookmark: _Toc241010535]1.2 Background of the Study
In these last 20 years, the banking sector has made tremendous strides in technology. FinTech companies have started transforming traditional banking services into digital platforms which enable customers to gain easier, convenient and highly customised financial services. The development of Industry 4.0 technologies has further propelled this change by bringing Artificial Intelligence, BlockChain technology, Cloud computing, big data analytics, virtual reality and augmented reality to financial services and beyond (Bhatia, 2022). These technologies have helped banks rethink how they should work and adjust to the evolving expectations that customers place on bank service for quicker, more interactive deals.
One of these innovations is augmented reality, which has proven to be one of the most exciting in the financial services industry. The difference between virtual reality and augmented reality then is the fact that in VR the real world is a completely different place but in AR it allows the placement of virtual information on the real world via a mobile device such as a smartphone, tablet computer or wearable technology in some mode (Masood, 2026). This functionality provides financial customers with a real-time interaction with financial information, enhances engagement, accessibility and decision-making. The recent advancements in AI and 5G technology have turned the AR industry into a realm with endless possibilities, offering the added benefits of ability to process information smoothly, communicate in real-time, and also provide immersive shopping experiences (Yaghmaee, 2024).
Increased interest in AR applications can be seen in financial institutions across the world on many banking applications. These encompass virtual customer services, navigation in branches, visualisation of the financial product, financial education, remotely-consulting services, fraud awareness and the interactive banking offers (Oyewole et al., 2024). These are just some examples of how augmented reality can be used beyond its hype and is increasingly being integrated into digital banking strategies. "Immersive technologies hold vast promise for shaping customer experiences in a more personalised way, which in turn has the potential to enhance customer satisfaction and foster long-term loyalty, a move Sondinti and Reddy (2025) predict will have significant implications for customer engagement in the banking sector.
The Metaverse's development on a global scale has been inspiring financial institutions to rethink their financial service margins. A virtual banking environment enables customers to engage with financial advisors, explore banking products and transactions within virtual environments. While the metaverse itself is still in the early stages of development, the opportunities for innovation it offers are notable, and, at the same time introduces fresh technological, regulatory and security challenges (Manta and Gherțescu, 2025). A similar view is presented by Koohang et al. 2023, who argue that the implementation of immersive technology should involve comparing a multi-disciplinary approach, within which technology, business vision, cybersecurity, governance and consumer behavior play a vital role.
The United Kingdom banking sector is used for this study as it is acknowledged as one of the leading financial markets in the world as it will provide an apt environment for the study to be made. UK bank digital transformation programme investments are massive, and the banks seek to become more efficient to stay competitive in the ever-digitalised financial world (Kornelakis et al., 2022). Digitalisation not only has shifted the way customers interact with businesses, but it also has impacted on how organisations are structured, how jobs are done, and how the services are offered. As a result, banks are constantly seeking out new and innovative technologies that can help them improve their processes and the overall customer experience.
HSBC is a case in point for digital transformation and technology-driven banking operations because they firmly believe in the power of digital innovation and technology. The bank has significantly expanded its business infrastructure and strengthened its global competitive capacities through its investments in areas such as Artificial Intelligence, Digital Banking Platforms, Cyber Security, and Customer-centred innovation (Chowdhury and Islam, 2021). Further research has shown that HSBC has been adding AI capabilities to their banking practices to enhance decision-making, customer service, preventing fraud, and optimizing their processes (Abdalsatar and Mohammed, 2025). So, Augmented Reality is just being in line with the company's overall digital transformation initiative.
The combination of Artificial Intelligence and Augmented Reality in banking presents a great opportunity. AI can be used for personal finance guidance, predictive analysis, automated customer service, and smart risk assessment, whereas AR creates intuitive visual experiences that enhance customer engagement with financial services (Manukyan and Parsyan, 2024). These technologies can help to package the information into complex banking products in a simpler manner, while also enhancing customers' financial literacy. AI-powered banking will rely more and more on intelligent interfaces that can help to improve customer interactions and boost efficiency in operations, says Boobier (2020).
In recent years, sustainability has also come on the radar in the modern-day innovations in finance. The financial industry is called upon to help enhance profitability and to help promote environmental sustainability and financial inclusion. According to the researchers, immersive technology grows potential to lessen need for traditional brick-and-mortar financial facilities and improve access to banking products in digital spaces. The researchers argue that embedding immersive technologies into financial services can alleviate the need for physical banks and increase access to financial services via digital platforms. Likewise, Kandpal et al. (2025) believe that digital finance, virtual environment, and immersive technologies can help achieve sustainable development goals by bringing the advantages of accessibility and reducing operating costs. Augustine et al. (2025) also stress the need to incorporate sustainability principles into the development of the augmented reality to achieve maximum long-term social and environmental benefits.
Nevertheless, there are still some challenges in applying the augmented reality in banking management implementation. Organisational adoption remains significantly impacted by various factors such as high implementation costs, cybersecurity challenges, customer acceptance, technological complexity, privacy threats and regulations (Oyewole et al., 2024). Moreover, studies with regard to digital banking transformation have been developed, but limited research has been considered regarding the role of AR in the banking field management within the UK banking sector. This presents a rich opportunity for further research based on the HSBC as an up-to-date example.
[bookmark: _Toc241010536]1.3 Research Problem
The digital transformation has given a new life to banking activities but implementing and servicing AR in banking management is still relatively unexplored. The literature generally focuses on topics related to artificial intelligence, digital banking, blockchain technologies and financial innovation, and there are less studies that consider the augment reality's application in mainstream banking organisations (Koohang et al., 2023). While the advantages of immersive technologies are acknowledged, there is limited empirical evidence about the impact of these technologies on banking management, customer engagement and banking efficiency.
HSBC has put a lot of investment and effort into digital innovation in the UK banking sector, but the academic research on the enhancement of digital transformation with an augmented reality approach is lacking. While simple concepts of AR applications have been discussed before, there has been not much research that has addressed the implementation into the organisations, acceptance by customers, implications for management and the impact on sustainability outcomes at the same time (Manta and Gherțescu, 2025). However, the application of the Augmented Reality in banking management has yet been explored without studies on its appliedness.
Therefore, this study aims to bridge the gap by investigating the opportunities, challenges and implication for management of AR applications in HSBC. The results will not only help advance the state of the art in digital banking but also offer tangible solutions for digital banking innovation.
[bookmark: _Toc241010537]1.4 Research Aim and Objectives
As technology improves rapidly, financial institutions have a chance to improve customer experience and be more efficient in their operations too, because they can be innovative in providing services to customers. Augmented reality (AR) among these technologies has gained greater attention due to the ability to deliver high levels of immersive, interactive and personalized banking services. Despite the increasing investments in digital transformation, however, there is still little empirical evidence of how AR can be effectively adopted to bank management, within the existing financial institution, namely HSBC bank. Therefore, this study aims to explore the potentialities of using Augmented Reality in the banking sector for various aspects such as banking management, customer engagement and supporting organisational innovations throughout the UK.
[bookmark: _Toc241010538]Research Aim
Research Objectives
This research is aimed at:
A study on the integration of augmented reality in bank management, taking into account a UK's case study – HSBC.
Research Objectives
In the pursuit of this goal, the following goals will be followed for study:
· To analyse the existing situations of augmented reality in banking management. 
· The reasons behind the usage of augmented reality (AR) in HSBC were determined. 
· To explore and review the potential benefits of using Augmented Reality in the customer experience and in banking. 
· To explore the obstacles in AR application in banking field. 
· Make suggestions for enhanced integration of augmented reality in the management of UK banks. 
Research Question
This study investigates the research question:
What impact would augment reality have on HSBC's banking management in the UK?
[bookmark: _Toc241010539]1.5 Research Rationale and Justification
Financial institutions are focused on digital transformation as one of the most critical issues in an increasingly tech-oriented environment to stay competitive. The advent of artificial intelligence (AI), cloud computing, blockchain, immersive technologies, and mobile banking has revolutionized the landscape of financial services by reshaping the ways in which they are accessed and delivered (Bhatia, 2022). Of these technologies, the Augmented Reality solution is innovative, and can enhance customer interaction, employee productivity and operational efficiency. However, this is not the case with other digital technologies; its application in the mainstream banking management is comparatively less explored.
Both academic and practical considerations are the bases of this research. Academic research has focused mainly on the studies related to artificial intelligence, financial technology adoption and transformation of digital banking using the framework of augmented reality comparatively less research (Koohang et al., 2023) has been undertaken on the usage of augmented reality as a management tool in banking organisation. Empirical research focused on the implementation of immersive technologies in existing financial institutions in the UK is still limited (Sondinti and Reddy, 2025); while some studies discussed the future potential of such technologies, it would be beneficial to explore their integration into current financial practices. Hence, the purpose of this study is to take steps towards resolving this knowledge gap by exploring augmented reality in the practical, pragmatic environment of HSBC.
On the operational side, banks are making efforts to enhance customer satisfaction and lower expenses, all while safeguarding sensitive data and ensuring adequate protection. Users today demand customizable, efficient, and digitally driven financial services that are accessible via various technological platforms, making them more ready to accept this new information and corresponding services (Oyewole et al., 2024). Augmented reality offers a range of possibilities to engage customers in a more interactive way when providing financial education, recreating the bank environment, visualising a product before buying it and offering personalised advice. Knowing these opportunities will be beneficial to bank managers for potential future investment in digital innovation.
The current study aims to undertake research on a selected case study to understand their migration towards digital transformation that helps optimize the banking operations and its services for the customers. This study considers HSBC as a suitable case study throughout which, it will be explored how this financial organization has continually engaged in their migration as a digital financial organization to optimize banking operations and banking services. Innovative technologies such as AI and intelligent banking systems continue to be a focus in recent developments supporting HSBC's operational efficiency and competitive edge (Abdalsatar and Mohammed, 2025). Within this organisational setting, investigating augmented reality (AR) can offer important insights into the potential of new technologies to supplement the ongoing digital transformation strategies.
In addition, the research helps to generalise a discussion about sustainable new financial innovations. Financial inclusion, environment-friendly and socially responsible technological development is gradually becoming the expectation of modern banking. Immersive technologies offer the benefit of decreasing reliance on the physical banking system and creating greater access to banking services via digital platforms (Kandpal et al., 2025). In a similar vein, the implementation of augmented reality in conjunction with strategies for sustainable innovation can help financial organizations to reach long-term organisational resilience and, at the same time, lead to higher interaction with the customers (Jain et al., 2025; Trivedi et al., 2025).
The results of this research will help scholars, bank practitioners, technology builders and bank policy makers gain evidence on the feasibility of using Augmented Reality in banking management applications. Another contribution of the study is that it adds to the body of knowledge about the potential of immersive technologies in future banking systems in a digital financial world.
[bookmark: _Toc241010540]1.6 Significance of the Study
Both theoretical and practical relevance is obtained as a result of this research. From a research point of view, it adds to the knowledge related to digital banking transformation, the use of augmented reality, and banking management. Few research papers have explored the concept of augmented reality (AR) in the organisational management of finance, especially in the context of UK financial institutions (Yaghmaee, 2024; Masood, 2026). This study examines the effect of immersive technologies on HSBC's managerial decision making, operational and customer engagement, as it builds on the current understanding regarding the influence of immersive technologies on managerial decision making, operational and customer engagement.
Managers can use the results to help them assess the potential of using AR in their organization's future digitalization initiatives. An increased awareness of customer requirements, problems with implementation, and organisational benefits could help in better informed technology investment decisions. Moreover, understanding of the barriers linked to the implementation of augmented reality could enable financial institutions to design suitable strategies for its implementation and reduce operational risk (Manta and Gherțescu, 2025).
The study also has practical relevance for technology providers to understand the potential areas for the use of AR technology to have most organisational impact in the banking industry. Last but not least, financial policymakers and regulators could benefit more by in-depth knowledge of newer technologies and their impact on banking institutions' governance, customer protection, cyber security and sustainable financial innovation. In general, this research combines into the ongoing journey of Banking 4.0 and the digitalisation of Financial Services (Boobier, 2020; Kornelakis et al., 2022).
[bookmark: _Toc241010541]1.7 Scope and Delimitations of the Study
The present study has been conducted exclusively on the introduction of AR in banking management in the United Kingdom and the HSBC Banking Corporation has been studied as the major case study. The study explores the potential for augmented reality technologies to impact customer experiences, operational effectiveness, and banking administration functions. Data collection will be done using quantitative questionnaire with HSBC customers and banking users in UK.
The study focuses only on the banking sector in the United Kingdom and does not include the other countries' banking institutions. Moreover, it focuses predominantly on the field of augmented reality and does not cover extended virtual or “mixed” virtual reality except for purpose of context. The cross-sectional research design also implies that data will be gathered at one point in time rather than across times which does not enable long-term research of technology uptake. As a result of such restrictions, the research offers a carefully targeted study on the deployment of AR in the context of one of the UK's biggest banks.
[bookmark: _Toc241010542]1.8 Dissertation Structure
The dissertation is organised into five chapters. It contains an introduction to the study, background of the study, research problem, aim, objectives, rationale of the study, significance of the study and scope of the study for Chapter One. Chapter Two reviews the literature and relevant theories related to augmented reality, banking management, banking digital transformation, customer experience and customer experience systems. This presents the research methodology with a description of the research philosophy, approaches, design, data collection, sampling approach, ethical considerations and data analysis. Chapter Three then outlines the research methodology used in the study, explaining how the research methodology for this research is derived from the philosophy, choices of approach, design, data collection, sampling approach, ethical considerations and data analysis techniques. The findings and conclusions from the research examine the data collected and analysed in relation to the research objectives found in Chapter Four. Lastly, Chapter Five provides a discussion of findings, draws conclusions and explains the theoretical and managerial implications, as well as research limitations and suggestions for future research and practice.
[bookmark: _Toc241010543]1.9 Chapter Summary
This dissertation chapter has introduced the dissertation by providing background information, research problem, purposes, objectives, and its rational and significance, scope and structure of the dissertation. It has been having proven to be a potential opportunity for innovations in digital banking, but still not a stream of integration within the banking management. The literature review presented below critically examines relevant work in the fields of augmented reality, the digital banking, customer experience and the adoption of technologies.

[bookmark: _Toc241010544]Chapter 2: Literature Review
2.1 Introduction
This chapter looks critically at the relevant literature that has been existing with regard to the incorporation of Augmented Reality (AR) in banking management. This chapter aims not merely to repeat what the individual authors argue their argument with respect to AR's potential, but to analyse the strength and kind of evidence for these claims, where the literature agrees and disagree, and expose assumptions by various authors that go untested. The financial sector is undergoing a digital transformation that is transforming the landscape of the global financial service sector, and financial institutions are pursuing new technologies to increase their competitiveness, enhance customer experience and improve operational efficiency. One technology of particular importance in this line, which so far has gained increasing momentum, is augmented reality (Masood, 2026), although much of the research promoting this potential is conceptual and/or opinion-based in nature and/or is analogical rather than directly stemming from experimentation in the area of banking. The chapter develops are the theme, reflecting AR's conceptual development and positioning in the broader context of digital transformation; its specific application in the banking management context and its positive claims and hindrances; and the theory proposed to steer the empirical investigation in the chapter. The significance of each of the claims examined is summarized by a critical appraisal of the evidence supporting the claim in the end of each section and the closing of this dissertation justifies this research gap based on these appraisals.
2.2 Augmented Reality: Concept and Evolution
In contrast to the fully synthetic environments that VR provides, augmented reality (AR) is usually said to be technology that blends computer-generated information and detail over the real world via mobile device, wearable computers or dedicated displays (Masood, 2026). This conceptual separation is firmly established in the literature and is generally accepted; it is the shift from the definition of AR to its promise for specific industry scenarios that introduces some conflict.
Through the integration of AR and FinTech, combined with 5G connectivity, financial tools will soon be able to be interacted with as if they were real objects, offering opportunities for highly personalised, real-time guidance and contextually appropriate recommendations for financial products and services to their customers (Yaghmaee, 2024). While this is an argument that makes sense and appears to be technically viable with 5G networks, it is important to note that the article doesn't actually show that people want or trust this kind of experience or that they would use it over all current channels, as Yaghmaee's work is a conceptual synthesis, not an empirical study of actual banking users. Bhat, AlQahtani and Nekovee (2023) place AR in the broader AI, Blockchain, and Internet of Things (IoT) landscape and believe that these technologies, taken as a package, can enhance the speed of financial service delivery and make it more secure. Again, while the argument they make is sound and often theoretical – it is the assertion that these technologies can interact rather than whether banks or customers have actually seen the promised improvements because of these technologies. In a similarly-norther argument, Oyewole et al. (2024) argue that AR is increasingly becoming smarter and more sophisticated with the addition of artificial intelligence (AI) driven analytics, though this conclusion is based on secondary industry commentary and not primary data gathered from banks or customers, which reduces confidence in the generality of their argument.
Another strand of the literature exists that relates to AR and sustainability. The authors of the two reports Trivedi, Balusamy and Sonal/Jain Trivedi (2025) and Jain, Roy and Ananth (2025) believe that with the help of immersive technologies people can rely less on the physical banking infrastructure, thereby assisting in the process of environmental sustainability. That's a plausible extrapolation, but one which it is worthwhile examining the evidential chain implicated with the reader here: You et al. (2022) demonstrates the application of AR in Sustainable Urban Regeneration (SUR) work in Shanghai, which bears no direct relationship to financial services. While the understanding of sustainability in cities is applicable to retail banking, it cannot be simply transferred—as an analogy is not evidence—and similar to other studies reviewed herein, a sustainability benefit in AR systems has not yet been tested in terms of whether or not the perceived benefits occur in the real-world implementation of AR in existing digital and physical banking systems. Considering the high number of times sustainability is used as an advantage of AR, this is a significant lack.
In contrast to the market-tilting perspective of the sources listed earlier, Koohang et al. (2023) "takes a more sobered look on the impact growth has on international work. The above sources take a promotional view on the effect of growth on international work, while Koohang et al. (2023) take a more sobered view on the subject. Many organizations fail to make the AR to business value link in practice, and their multidisciplinary review suggests that organizational readiness, infrastructure, governance and customer acceptance are critical to making the link between AR's technical ability and the value to the business. It is useful as a corrective, but it is important to remember that both the "optimistic" and "cautious" point of view on the sub-field represent syntheses of secondary literature and not new evidence from primary sources. The stance taken in the literature is somewhat misleading in terms of confidence: although AR is technically ready to be used in the banking space, there really isn't a lot of direct evidence, from banking customers or banking organizations specifically, of the performance of AR when it is put to use.
2.3 Digital Transformation in the Banking Industry
While a preface of a digital transformation research article can serve as context, a constructive reading of a large number of these articles offers insights into the fact that many of them fail to the extent that they recommend attaching AR to the way developers discuss artificial intelligence, blockchain or even FinTech. While Banking 4.0 is considered a serving the customer approach because consumer services are integrated into customers' everyday digital journeys, as Bhatia (2022) outlined, the actual use of AR is scant, presenting little empirical substance behind the concept other than AI applications, like fraud detection, or automated customer service (Boobier, 2020; Inala and Somu, 2024; Kumar and Burch, 2024). Thus, referring to this literature to support the intent to embrace AR-adoption carries the prospect of a category error: Evidence of the potential of AI to better banking outcomes is not, in itself, evidence of AR. After all, the two technologies are very different, with very different level of maturity and cost to use, and also with very different familiarity by customers.
There is another methodological limitation that is pointed out in the blockchain literature to which one can draw parallels. This is the single-country, single-technology finding of Othman, Alshami and Abdullah (2022) that the blockchain technology indices have a statistical relationship with the UAE stock market performance. Then, Veramallu (2021) and Han, Shiwakoti and Chen (2024) take a positive step towards generalising the advantages of transparency and security that blockchain has to offer for banking transformation in general. This train of thought, which is sometimes laid out in the AR commentary, can be extended to believe that immersive technologies will also create similar benefits, and it does very little of this when it is applied to a particular study. This work addresses these issues in a relatively robust way, via a comparative study of UK and Luxembourg banking restructuring, which demonstrates how digitalisation has measurably transformed employment patterns, added new digital skills, and is relevant to organisational and workforce considerations rather than customer-facing, which is the primary focus of the dissertation (Kornelakis, Kirov and Thill, 2022).
Instead, these two concepts lie at all points of the metaverse literature in a clean, rather unclouded contradiction, one that has not been resolved. This lends greater support to the notion of a more conservative adoption path for virtual banking environments, as Manta and Gherțescu (2025) and Omarini and Rakhmatullina (2025) suggest that, due to similar technological trends, the challenge will be not only to implement innovation but also to contend with cybersecurity threats, regulations, and customer confidence. There is no empirical solution presented for either side of this disagreement in any of the literature reviewed, however— it is both sides expounding opinions, rather than testing their theories against the factual evidence of what has actually happened in the early virtuous efforts in financial institutions or consumers. This conflict is important as it might actually reflect a genuine conflict over customer attitudes to AR enabled banking services as opposed to just being an under-researched area, which is explored further below in interpreting the findings of this dissertation (Chapter Four) when addressing reliability.
2.4 Integration of Augmented Reality in Banking Management
Within financial services, however, the literature and a number of use cases can identify the following AR applications in retail banks; customer service, financial education, cash navigation, and AI-augmented personalisation. Analysed critically, most of the claimed benefits of these applications, especially in the context of application build and techno-economic justification, are put forward on the basis of technology potential, rather than actual trials or customer adoption.
Sondinti and Reddy (2025) believe that immersive technologies will help stimulate customer engagement by making service more interactive, satisfying, and will boost long-term service utilization. As a statement of a future oriented argument, it is not an observation of results, and the authors don't include any indication on how satisfaction would be measured or evaluated when considering digital banking channels that already exist. Similarly, with regards to financial education, Masood (2026) proposes that financial education can be enhanced using AR as customers can view financial products in three dimensions before committing to purchase without the actual measurement of financial education outcome. Again, this remains a hypothesis rather than a determined result of the present study which shall help test this claim. Vergallo et al, which look at the technological standards to help overcome the branch closures phenomenon in Europe (2024 and 2025), make a partial exception: their new multichannel technological standard to deal with the branch closure phenomenon is based on the documented and verified trend of branch closure itself, and thus has a slightly better basis of argument than some of the claims in this section that are purely aspirational.
Given that particular HSBC are mentioned directly in the dissertation, it is well suited to look at literature that specifically focuses on the relationship between AI and AR within HSBC. For the years 2016 to 2022, this specific evidence of the genuine use of HSBC's technological trajectory comes from Abdalsatar and Mohammed (2025), as they have demonstrated the incorporation of AI into the fields of fraud detection, customer support, as well as risk management for the company. But to base this on the assumption that AR will march forward in the same fashion, as some of the broader literature suggests, brings two unique technologies together: the one related to the use of AI within HSBC's operations versus the other related to the customer's experience with AR – a drastically different usability and trust factor. In this case, researcher Manukyan and Parsyan (2024) illustrate the role of AI in financial reporting in the context of an Armenian bank, and this area has only limited applicability to the AR context of UK retail banking customers' attitudes.
In general, the arguments developed in this section for applying AR to particular bank applications are logical, but weak in terms of supporting empirical evidence: they are based on plausible speculations about AR's technical possibilities, limited evidence about other technologies (such as AI) which have emerged in HSBC, and less evidence of the reactions of customers and institutions to the use of AR. Indeed, the absence of an empirical testing, not only the lack of theoretical interest in doing so, is exactly where this dissertation fits in.
2.5 Benefits of Augmented Reality in Banking
It is a pattern which is readily observed in the literature when read critically: They make claims with hedged language that expresses them in terms of conditionals – may, could, has the potential to indicating that the authors are thinking and reasoning from a plausibility rather than reporting on observed findings. This does not mean this literature is a flaw, however, because many papers are actually prospective, the benefits mentioned below must be read as hypotheses to which this survey data from the dissertation can contribute to evaluating.
For customer experience, Masood (2026) and Oyewole et al. (2024) state that the 3-D AR financial product visualization will help ease the confusion customers experience during financial product interpretation, particularly for the mortgage, loan and investment products. This argument is intuitively desirable and is borne out by results from related studies in cognitive psychology, which find that visual information is more effective than textual information; but neither source tests this specifically to the financial-decision making context where risk aversion and the regulation on disclosure requirements can interact with numeracy and visualisation in different ways than in other contexts. Both Sondinti and Reddy (2025) and Smith (2022) state that personalising and making the experience interactive will enhance the loyalty of consumers; again, Smith does not explicitly refer to banking, but finances more generally, to list the cross-sector inference problem, already discussed in Section 2.2, referred to again in Section 3.But is there an increase in consumer loyalty when the interaction and personalisation is applied in Banking, as stated by both Sondinti and Reddy (2025) and Smith (2022)? Once again, this is an inference across sector, that of finance to other sectors, like already outlined in Section 2.2.
Regarding operational efficiency, the literature again overwhelmingly focuses on AI and not AR—this time, conducted by Abdalsatar and Mohammed (2025), showing that productivity has improved significantly as a result of automation using AI at HSBC and by inference, then, AR would have similar operational efficiencies. While an okay enough conclusion, it lacks evidence and should come with the question: could be an assumption and thus should be tested independently from AR (visual interfaces/social navigation versus automated decisioning/pattern recognition) operational values. Proposals on the efficacy of financial inclusion and sustainability where remote access to banking services based on AR technology might be possible extend to under-served geographical regions, as argued by Kandpal et al. (2025) and Jain, Roy and Ananth (2025); however, one assumes an access to such devices and digital literacy among the users of such spaces which has not been substantiated in these examples.
These benefits are extensively advocated but have yet to be proven in practice through demonstrating customer acceptance and organisation preparedness coupled with technology maturity, as noted by Koohang et al. (2023). This section gives an illustration of a literature, which, while directionally consistent (almost all authors have suggested that AR has a positive effect), lacks the evidential strength (nearly none of the authors measure the positive effect of AR directly on the population of bank customers) that this dissertation's primary data collection is designed to potentially contribute to addressing.
2.6 Challenges and Barriers to Augmented Reality Adoption
The challenges literature, in contrast, is somewhat more firmly enthroned as credible to the extent that cost, cybersecurity, and regulatory compliance are basic and compulsory aspects of the banking business in which AR is not an independent requirement, but only a part. Despite this, there is a significant point highlighted through a critical reading about the issues focussing specifically on AR rather than digital in relationship.
While technology investment decisions should reflect the strategy and capability of the organisation—not just technological trends—this is good general wisdom that provides no basis for practitioners to consider the costs of implementing AR technology, and no concrete form of cost baseline to support considerations of the benefits outlined in Section 2.5. AI is generally considered essential to financial technologies, but Ajmani et al. (2023) and Paleti (2022) say nothing about AR technologies specifically. They do not discuss the risks of AR specifically, nor do they investigate the particularities of AR use (like handling camera based environmental data or real time location information) on cyber security but rather make assertions about it.
Drawing directly from AI-powered mobile banking studies, the usability, accessibility, and perceived usefulness are among the few direct mentions in the literature of a testable behavioural theory in this domain (essentially the logic of the technology acceptance model discussed in Section 2.7), adding weight to this argument compared with other, more assertive, claims in the literature, as building on it is directly testable to the data. Issues of responsible banking/cyber risks and AI ethic concerns of digital identity, virtual transactions, and responsible AI-driven banking, raised by Manta and Gherțescu (2025) and Wysocka (2025), are important but largely forward-looking statements when regarding the risks these concerns represent in a UK banking context and are therefore not entirely certain for HSBC specifically.
Armstrong and Taylor (2023) then tie up this conversation with a truly evidence-informed thesis that considers the existing knowledge in human resource management and highlights that digital transformation requires organisational culture, commitment from leaders and the capacity of individual employees, and that the failure of technologically advanced systems requires change management. This organisation-ready rationale is arguably better substantiated than the majority of those technology-specific rationales discussed in this chapter and highlights an interesting dichotomy in the existing literature: where customer acceptance is the variable most likely to impact how a technology is embraced by most banks, the organisation-readiness argument is more empirically grounded than the external customer-facing argument.
2.7 Theoretical Framework
The findings of this study are mainly based on the Technology Acceptance Model (TAM) that falls under two root constructs, perceived usefulness and perceived ease of use of technology. The selection of TAM was not only based on its ubiquitous use but also because a critical examination of the literature above shows that many assumptions about AR's attributes in banking, in the making or questioning, are TAM-shaped: that is, many authors assume that convenient or useful has an implicit TAM4B contract as the basis for their claims about AR's attributes, which was not formalized in separate, formative tests (Section 2.4 and 2.5). As a result, by adopting TAM explicitly this dissertation can test aspects of the concepts which have been left unexplicit in much of the literature.
However, a careful scrutiny of the appropriateness of TAM for this particular setting needs to consider its weaknesses as well. However, the constructs of Ease of Use, Usefulness, (as primary concerns in adoption of workplace information systems), as cited by literature which is reviewed in Section 2.6 were not made a field of explicit measure in TAM, which excludes constructs specific to financial services such as Trust, Perceived Security Risk and Regulatory Confidence (Gaviyau and Godi, 2025; Wysocka, 2025). However, the theoretical frame selected does indeed simplify the customer attitude towards AR banking and it is unlikely only TAM can elucidate the entire phenomenon within highly regulated and trusted industry like banking. This constraint cannot be solved here but is acknowledged and explicitly referred to when drawing implications from the empirical results in Chapter Four and suggestions for future research in Chapter Five.
Another consideration is that the items of TAM were developed and validated for the technologies that were actually used, in which users had real-life experience of usability and usefulness. (this study would have necessarily been measuring perceived rather than actual perceptions as HSBC has yet to roll all their AR out fully at scale which is not explicitly seen in TAM's original formulation). Given that the literature for the survey items surveyed here tends to be so under formed and internally inconsistent (as noted in the chapter above, even the experts in the literature themselves do not always agree) it is reasonable to assume that the attitudes of the people who responded to the customer attitude/attitude toward AR scales were also not fully developed internally consistent, which is another reason why any reliability problem that emerges in the empirical constructs should be considered not as a fault on the measurement tool, but as a function of the participants' attitude/attitude toward AR.
Despite these constraints, TAM is an adequate starting point since it is directly founded on the notion that usefulness and ease of use can both help impact technology attitudes, and this notion is easily testable, parsimonious, and present throughout the literature reviewed above. Broader perspectives on organisational readiness (Koohang et al. 2023; Armstrong and Taylor 2023) are literally left aside for the purpose of forming a context for the analysis and interpretation of the organisational implications of the finding without being competing theoretical positions for formal testing.
2.8 Research Gap
This is an important review that clearly illuminates the extent but limited scope of evidence that exists in literature regarding AR in banking. The following three gaps follow logically from analysis of the preceding gaps, and not from each without the prior but are essential gaps present.
First of all, and most importantly, the literature reviewed is extremely conceptual and not empirical. Very few of the works cited in Sections 2.2 to 2.6 provide primary data relating to banking customers or organisations (with the exception of Sondinti and Reddy, 2025, who used primary data), rather they offer an argument or a synthesis/ review. If there is primary data it is for associated technologies, associated countries or organizational aspects not the attitudes of customers of UK Retail Banking with AR. The aim of this dissertation's own quantitative survey of 200 of HSBC bank's customers is then aimed to close just this gap.
Second, it is quite common to infer evidence from one sector to another, and from one technology to another, for example from AI evidence to AR claims (section 2.4), and from AR to banking sustainability (section 2.2). Although these analogies can lead to hypotheses, they cannot replace evidence gathered in the context of the specific combination of technology and industry being studied; this is the second gap that will be addressed by the measurements of AR-specific, banking-specific customer constructs directly pointed out in this dissertation.
Third, the second literature challenges only have not been sufficiently applied to the theoretical treatment of AR in banks, neglecting many of the key concerns found in the literature regarding trust and security specific to financial services that are relevant to AR. Although testable and validated as such in this dissertation, TAM's core constructs may not be enough, as is discussed in Chapter Five, to validate that whether or not this theoretical gap is important to the practitioner.
2.9 Chapter Summary
This chapter has critically analysed the literature found with regard to AR, digital transformation and banking technology adoption not only in its statements but also in the type and quality of evidence provided in the literature. The literature review provided directionality with nearly all the authors in agreement that AR holds promise for the improvement of the customer experience and operational efficiency of bank adoption and thinness with the key arguments being conceptual, deriving from adjacent technologies and sectors, and with varying levels of conditionality, ranging from more generic to more specific. Deep-rooted but unexpressed conflicts were found, for example the conflict between unplugged optimistic and posthumed pessimistic visions of immersive banking spaces, but also between internally substantiated claims of the preparedness of the participants’ organisations and the customers' speculations on whether the technology was embraced.
The main theory used for this research was the Technology Acceptance Model (TAM), however, it was recognized that this model was not suitable for a regulated industry like banking in general, nor for this specific technology as customers haven't yet actually encountered the technology themselves. From this point it was clear there was a gap in a primary empirical study of the attitudes of UK banking customers towards AR specifically not digital technology broadly and this was identified as the research gap. This is further investigated in the methodology part of this research which further explains in the following chapter.
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It has been established that with the inclusion of the AR in the banking management process, it is mostly used within the UK to explore the process of integration. Therefore, this chapter explains the methodological approach which was followed to investigate the issue for integration of AR in the banking management process with United Kingdom as a case study. An appropriate research methodology can be said to be an important aspect since it sets the grounds of systematic approach towards the attainment of the research objectives and the generation of reliable, valid basic data. The research methodology also gives transparency about the research process to the readers to allow them to check the credibility and rigour of research (Saunders, Lewis and Thornhill, 2019). The research philosophy, research approach, research design, research strategy, data collection methods, sampling strategy, data analysis techniques, reliability and validity and ethical issues are discussed in this chapter. These methodological choices set the framework to explore customers' perceptions about the concept of Augmented Reality and how it can be applied to banking management. The Research aim will be aided by the selection of research methods that go with it, thus enhancing the quality and the trust worthiness of business research as put by Bryman and Bell (2015).
Saunders, Lewis and Thornhill (2019) have developed the Research Onion that helps to guide the methodological choices made in this research. Research Onion gives researchers a structured framework to help them choose research methods and build up from various layers. They are research philosophy, research approach, methodological choice, research strategy, time horizon, and data collection techniques. The consistency of the objectives and methods of research is achieved by following this framework.
The Research Onion is one of the most widely used research models in business and management research that offers a scientific approach to research design of research projects (Easterby-Smith et al., 2018). Insist upon researchers providing reasoning for choices of methods, which is in turn grounded in the overall research goal. In regard to a positivist philosophy, the Research Onion also serves as a guide for selection. The Research Onion also guides the selection of deductive reasoning, quantitative research design, survey strategy, cross sectional time horizon and data collection through questionnaire method in the present study. These are deemed suitable options as research focuses on determining customer attitudes towards augmented reality in HSBC through a statistical approach.
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The beliefs and assumption used in developing and interpreting knowledge during the entirety of a research study is called research philosophy (Saunders, Lewis and Thornhill, 2019). Choosing the correct philosophy is crucial as it will have an impact on research design, data collection and analysis of findings. However, Creswell and Creswell (2018) argue that research philosophy must be consistent with the nature of research problem and research objectives so that the results obtained are consistent with the methodology used.
This study applies positivist research philosophy because it tries to evaluate the quantitative data between customers AR perception, and bank's management. The positivist approach assumes that reality is independent of the research and that there is an objective feedback, based on logical observation, measurement and statistical analysis, that can be gathered (Saunders, Lewis and Thornhill, 2019). As this research based on the customers perception relating to structured questionnaire and numerical analysis used numerical analysis thus positivism is used.
The choice of positivism is also supported by the research which has already been carried out in the banking sector. For examining the relationship between two groups or variables, Muzammil (2024) used the method of Organisational Relationships with a positivist approach through structured quantitative method. This study showed that the use of an objective measurement can help the researchers realize the statistically significant relationships between the two variables. Likewise, the adoption research of digital banking is often conducted using positivist approach to allow measuring customer attitudes, behavioural intentions, and technology acceptability from a point of view on a relatively large population.
Other research philosophies (i.e., interpretivism) were not chosen but rather considered. Interpretivism is action that tracks understanding of each individual individual's experience using qualitative research methods such as interviews and observations (Creswell and Creswell, 2018). While this gives depth to the context information, it is less suitable for the current research study as its study is more focused on general trends in customer perceptions. Thus, the base of investigation for the relation between augmented reality and banking management is the most appropriate one, which is the positivist philosophy in HSBC.
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For the present study, a deductive research approach is taken. Deductive reasoning starts with existing theories and broadens the range of research findings to see if theoretical assumptions are upheld in the specific research situation (Saunders, Lewis and Thornhill, 2019). There is no attempt to develop new theory but the analysis of what has already been developed theory is carried out through systematic data collection and statistical analysis.
The method is suitable as it is based on Technology Acceptance Model (TAM) discussed in Chapter Two. The study examines the differences between usefulness and ease of use perceptions by customers and the attitudes towards the use of a bank with the help of AR. Though their social influences and perceptions of technology and innovativeness also hold significant influence on their behavioural intentions, Asif and Shao (2026) prove that extending TAM proves to be an effective method for the study of technology adoption. Thus, the link between deductive reasoning and the current research is to assess the existence of the same links amongst customers of HSBC branches within the UK banking sector.
It was thought that induction would be applied but was not sought out as it is used more commonly with qualitative research in developing new theories than testing. If this study aims at identifying and testing the theoretical relationships already available and by processing the quantitative data, then deductive method approach fits more well to the study.
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This is a quantitative research design to enable numerical data to be collected which could be statistically analysed to study the relationship between the research variables. Creswell and Creswell (2018) claim that quantitative study is more appropriate when the researchers' objective is to measure attitudes, behaviours, and perceptions of a relatively large sample. In addition, by being structured, quantitative research makes data collection and analysis more objective, thereby minimizing the researcher's role in the process of forming research conclusions.
A cross-sectional research design is used, which is a design to collect data from the subjects at one time. One of the most prevalent forms of survey designs in banking and technology uptake studies is cross-sectional surveys which have the advantage of facilitating the measurement of customer opinion over a specific time frame. The same has been identified by Obaid, Akhlaq and Aleemi (2026) in their study where they use structured quantitative designs and extracting these proof as structured quantitative designs as it provides strong evidence in examining customer perceptions and organizational practices in the banking sector.
As the purpose of the study was not to explore in detail the personal experiences, or to build new theoretical perspectives, a qualitative design was not chosen. On the contrary, it concentrates on understanding customer perception about AR as well as content analysis of the statistical correlation of the variables identified. Therefore, cross sectional research design with quantitative approach is thought to be the most suitable option to fulfil the research goal.
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A research strategy outlines the overarching approach of the data gathering and analysis that would enable the researchers to answer the research questions effectively (Saunders, Lewis and Thornhill, 2019). Given the goals of this study a survey was chosen since it allows standardised data to be collected from quite a large number of respondents efficiently. The performance research practice of survey research is broadly used in business and management studies, especially when the researchers want to quantify attitudes, perceptions, behavioural intentions through structured questionnaire.
The survey method was especially well suited in the study of customer perceptions on the use of augmented reality in the banking management, due to the possibility of quantifying and analysing the data statistically. Surveys give consistency as all respondents will be shown the same set of questions, something that is not seen in interviews or focus groups. This standardisation enhances the consistency of the results and comparisons can be made between respondents.
Google Forms will be used for generating the questionnaire and the same will be distributed to the members. The questionnaire will be designed and sent through the Googleform that provides several practical benefits. Google Forms helps researchers to make a well-structured questionnaire, provide an online survey and then organize the gathered data in spreadsheet format, for analysis. Think Academy CA (2025) asserts that Google Forms are an affordable way to engage in survey-based inquiries without consuming lots of administrative resources, more efficiently handling survey responses. Also, online questionnaires are especially suitable for digital banking research aimed at analysing the experience of the digital banking users since people are already familiar with digital technology and online platforms. The data collected is therefore efficient and reliable, directly related to the research objectives, using the survey strategy.
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Primary and secondary source of data will be used in this study to attain the full grasp of the research concern. The use of these sources increases the overall quality of the research since the findings of the science along with the academic work is interpreted.
Structured online questionnaires will be used to gather primary data which will be collected using Google forms. The questionnaire has been specifically designed to explore the perceptions of the customers about the use of augmented reality in the banking management and comprises of mostly closed-ended questions using a five-point scale with the extremes being Strongly Disagree (1) and Strongly Agree (5). This scale type allows for the response to be in a range of from disagreement to agreement as well as the use of a numeric analysis of the data collected.
The questionnaire has been broken down into multiple sections. The first part is demographic data – age, gender, education level and bank experience. The remaining parts are used to measure the independent variables that are defined in the conceptual framework namely customer perception of augmented reality, technology readiness, perceived usefulness and perceived ease of use variables and dependent variables namely banking management effectiveness. This will ensure that each of the research aims is covered in a logical manner.
The questionnaire design is based on the generic principles of the design of a questionnaire to enhance clarity, logical flow and understanding of the questionnaire by the respondents. To avoid confusion of the respondents and to increase quality of responses, Plengkham, Rattanasak and Sukserm (2025) suggest using concise language, having questions set in a logical order and having response scales clearly defined. Likewise, Asif and Sarwar (2024) prove that structured questionnaires with a Likert scale measurement give reliable data when studying applying technology and customers' behavior in the customer service department at digital banking environments.
The results from the primary data sources will be supplemented with secondary data findings which will come from a thorough review of peer-reviewed journal articles, books, conference proceedings, and industry publications focused on augmented reality, digital banking, artificial intelligence, customer experience and technology adoption. Using a combination of primary and secondary sources, the results of the study can be given greater significance for understanding the findings of the study, to increase the credibility of the study.
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Sampling is the process of identifying some subset of a population to gather information for use in a research study. It is crucial that there is appropriate sampling as this allows researchers to get data that could appropriately describe the target population and yet not be too time consuming or too costly based on the time and resource constraints that are available to the researcher (Saunders, Lewis and Thornhill, 2019).
This study focuses on the target group of HSBC bank customers in the United Kingdom who use both digital banking application and banking services as of now. Such participants can be regarded as appropriate as they are most likely to comprehend cutting-edge technologies offered by digital banks and to judge the possible use of augmented reality in the bank's management.
Purposive and convenient sampling techniques will be used. The approach of purposive sampling results in the individuals that are sampled satisfying certain inclusion criteria that are relevant to the research question(s) and objectives, in this case being at least 18 years, currently living in the United Kingdom, have an HSBC bank account, and have previously used online or mobile banking services. To complement this method, convenience sampling is used to help recruit participants via online banking forums, social media and through relationships. Within digital banking studies, where comprehensive customer information isn't available, this method has been used extensively.
This study is attempting to get 150-200 completed questionnaires. This number of samples is adequate for descriptive and inferential statistical analysis and is within the project's time frame. The use of survey-based sampling was also appropriate for banking-related studies as did by Rismawati and Irfany (2025) in their study towards determining the satisfaction and loyalty level of digital banking users. Moreover, digital banking, customer experience, and financial performance studies in recent times with samples of this size investigated show that they provide meaningful evidence of customer attitudes towards digital banking technologies (Digital Banking, Customer Experience and Bank Financial Performance, 2025).
The research design will be a cross-sectional time horizon which means data will be done only at one point in time and will not be repeatedly collected over a long timeframe. A cross-sectional design would be suitable because the study does not aim at tracking changes in customer behavior over time, but rather to check the customers perception of using augmented reality. This will also follow the research programme and the capacity available in terms of time and resources.
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Data obtained from applying the online questionnaire will be analysed in IBM SPSS Statistics programs and Microsoft Excel programs. These software packages offer effective solutions for handling, condensing and interpreting quantitative data from surveys. Because SPSS has plenty of statistical procedures and there are fewer opportunities for computational error in the problem-solving process, it is widely known and used within the business research literature (Field, 2018)
Descriptive statistics will be used as the basis for data analysis with frequencies, percentages and means and standard deviations to describe respondents' characteristics and general responses. These data will be used to garner a general sense of demographic information and outlook on AR in banking management.
After the descriptive analysis, inferential statistical techniques will be used to analyse the relationship of the variables of the research. The Relationship evaluation plays a role in the strength and direction of the relationships between the customer perception and technology readiness, perceived usefulness, perceived ease of use, and banking management effectiveness. Furthermore, regression can also be used if appropriate, to assess the degree of in explaining customer perceptions of the adoption the technology augmented realities.
Results will be presented in tabular, graphical and diagrammatic formats to make the results understandable and present a better picture. Survey Research is effective under SPSS software which helps in simplifying the process of statistical analysis and deepens the ease of interpretation of survey data presented in quantitative form (Kosova et al. 2025). Likewise, Field (2018) highlights the importance of using the correct statistical analysis in order to increase the validity of research as it allows the examination of the relationships between variables using a scientific approach. Thus, the method of analyses used is deemed suitable to meet the objectives of the study and to answer the main research question.
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In quantitative studies, reliability and validity are most important criteria of quality as they help to show the consistency and accuracy of the research findings. Reliability indicates consistency of the research instrument used when applied to similar situations; while its validity means how well it measures research constructs (Saunders, Lewis and Thornhill, 2019) Confirms reliability and validity, increases credibility and trustworthiness of the study.
The questionnaire for this research has been developed with simple, clear and unambiguous language to prevent misunderstandings by the respondents in order to increase reliability. A challenge in developing the items of the questionnaire was to ensure consistency with previous technology adoption and digital banking studies, which lead to the adoption of previous instruments that were successfully applied. Additionally, a pilot study will be carried out prior to the main data collection, which will include nearly 10–15 respondents. Provision of feedback based on the results of pilot study will help to pinpoint unclear questions, word choice improvements and standardize the interpretation of each question for respondents. Pilots testing as recorded by Plengkham Rattanasak and Sukserm 2025 is one of the good techniques of enhancing the quality of the questionnaire and reducing the measuring error.
Content and face validity will be utilized to enhance the validity. Content validity will be obtained by having questionnaires that fully capture the constructs identified in the conceptual framework; customer perception of augmented reality, technology readiness, perceived usefulness, perceived ease of use and banking management effectiveness. The questionnaire will be discussed with the research supervisor for face and content validity. These processes are aligned with those outlined by Saunders, Lewis and Thornhill (2019) who state that the thorough designing of a question and reviewing it by an expert could enhance the overall validity of quantitative research.
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Ethical compliance is a fundamental condition throughout the research process as it helps to respect participants rights, their privacy, their wellbeing and ensures academic integrity. This study will adhere to all the ethical policies and procedures of the University of Wales Trinity Saint David (UWTSD) and ethical approval will be obtained prior to the beginning of data collection (UWTSD, 2024; PSHE Policy, 2024).
Entry will be voluntary and participation in the study will be free. Each participant will be given a Participant Information Sheet that will describe the aim of the research, the time required and how the data will be utilized to complete the questionnaire. The participants will also be given an informed consent statement, which will have to be signed by the participants agreeing to partake in the study voluntarily.
The questionnaire will not ask for personal identifiable information like names, addresses, account numbers or contacts. As a result, no person’s name will appear, and responses will be kept confidential. The participants will have the option to drop out of this study at any time prior to the submission of the questionnaire, without stating a reason. All data gathered in the study will be stored safely in secure electronic storage (password protected) and accessible only to the student. Once the thesis has been completed, the data will be handled in accordance with the University's procedures for research data management, and any relevant UK data protection legislation (UWTSD, 2024).
The study will also abide by the aforementioned British Educational Research Association (BERA) Ethical Guidelines: Respect for the participant, informed consent, transparency, confidentiality, avoiding harm and responsible reporting of the findings of research (British Educational Research Association, 2018). The ethical guidelines will be applied throughout the research process and ensure that the research is carried out ethically and professionally.
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In this chapter, we presented and explained the methodological framework adopted in order to investigate the integration of augmented reality into banking management in the case of HSBC. It is based on a positivist approach to the study, adopts a deductive approach, and the study design is quantitative cross-sectional survey. Primary data will be gathered from 150 - 200 HSBC customers in the United Kingdom using an online questionnaire using Google Forms and secondary data will be used for analyses to support interpretation of findings, from an extensive academic literature review. The chapter has described the sampling method, statistical analysis methods, method of control for reliability and validity of data and ethical consideration that will be followed during the research. All of them make sure to support the aims of the investigation in a very rigorous way. In the next chapter, the analysis of the collected data will be summarized, and the analysis findings will be discussed based on the concept and literature studied.

Chapter 4: Findings
4.1 Introduction
The first results of the quantitative questionnaire sent to 200 HSBC customers that are in the United Kingdom are available and will be presented and analysed in this chapter. The focus is throughout this study analytical and not descriptive, with conclusions drawn in each results section to indicate what is meant by the statistic and crucially an explicit discussion of what this means for the theoretical framework of this study, the Technology Acceptance Model (TAM). The required and appropriate data analysis methods involved descriptive statistics, reliability analysis, Pearson correlation, multiple linear regression and group comparison tests which were consistent with the positivist and deductive research methods used to conduct this study (Saunders, Lewis and Thornhill, 2019).
The chapter is structured in line with the tasks set out in Chapter One. The demographic profile of the respondents follows the demographic profile, followed by descriptive statistics for the five constructs measured—the Knowledge about Customer Perception of Augmented Reality (CP) technology readiness (TR), Perceived Usefulness (PU), and Perceived Ease of Use (PEOU), and Banking Management Effectiveness (BME). It then provides information about the reliability of the measurement scales, investigates inter-construct relationships via correlation, checks for combined predictive power of the independent constructs for BME in regression and looks at if perceive difference amongst demographic subgroups. While each section is being read back, it is being compared to the theoretical framework as it is neither a finding in itself, nor is it meaningful without being evaluated against what would be expected according to TAM.
All 200 responses were examined before analysing the data for missing data and out-of-range values; none were found and all cases were included in the analysis. To test the internal consistency of each four-item scale, Cronbach's alpha was conducted, bivariate relationships between constructs were assessed using Pearson correlation, and multiple linear regression was completed to determine the relative and combined contribution of the independent constructs and if the differences in the constructs were present, independent samples t-test and one-way ANOVA tests were used, in accordance with Field (2018) and Bryman and Bell (2015) standard quantitative survey analysis methodology.
4.2 Response Rate and Demographic Profile of Respondents
The obtained responses were 200 (Rismawati and Irfany, 2025; Obaid, Akhlaq and Aleemi, 2026): the responses in the range 150 to 200, which corresponded to 150 to 200 valid reasonable responses for analysis are then used for descriptive and inferential analysis. Table 4.1 summarises the sample.
The sample was fairly balanced with nearly an equal number (47.5%) of males responding as opposed to females (46.0%) thus indicating no significant gender bias that might have affected the results. The majority of respondents were working age (36.0% for aged 25-34 years and 26.0% aged 18-24 years) as reflected in previous digital banking research which revealed that younger individuals were more inclined to respond to online and technology-based surveys (Rismawati and Irfany, 2025). There was a very high level of education (48.0% had a bachelor’s level of education and 27.0% a Master's; 63.0% had used HSBC's digital services at least once a month), which combined shows that the respondents are digital engaged, technologically literate.
Table 4.1: Demographic Profile of Respondents (N = 200)
	Variable
	Category
	Frequency
	Percent

	Gender
	Male
	95
	47.5%

	
	Female
	92
	46.0%

	
	Prefer not to say
	13
	6.5%

	Age
	18-24
	52
	26.0%

	
	25-34
	72
	36.0%

	
	35-44
	29
	14.5%

	
	45-54
	28
	14.0%

	
	55+
	19
	9.5%

	Education
	College
	25
	12.5%

	
	Bachelor's
	96
	48.0%

	
	Master's
	54
	27.0%

	
	PhD
	13
	6.5%

	
	Other
	12
	6.0%

	Digital banking use
	Weekly
	57
	28.5%

	
	Monthly
	69
	34.5%

	
	2-3 times/month
	59
	29.5%

	
	Rarely
	15
	7.5%


Source: Survey data (N = 200), analysed by the author.
At the analytical level, this profile imparts a certain idea on the interpretation of the other findings in this profile. If anything, the younger, more educated and more digital active users who could be expected to have more positive and strongly held attitudes toward a new digital technology (such as AR) might be more important to HSBC, since TAM assumes perceptions of usefulness and ease of use will have some influence, albeit perhaps only a small one, based partly on a customer's existing digital fluency. This is a crucial point to revisit in Section 4.4 and if even this comparatively favourable sample failed to yield consistent measurements from the constructs this is a likely sign that the sample is not unrepresentative or technologically reluctant, but instead that respondents' attitudes have not fully formed towards the technology that they have not yet experienced.
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Figure 4.1: Age Distribution of Respondents (N = 200)
Table 4.2 shows that the mean and standard deviation (SD) values for all constructs measured on a 5-point Likert scale from Strongly Disagree to Strongly Agree where each construct is the average of the 4 items that make up the construct.
4.3 Descriptive Statistics of Study Constructs
Respondents gave means for all five constructs above 4.0, meaning that they agree overall on a positive impression of AR being a valuable component of HSBC's banking products and services. The mean (M = 4.18, SD = 0.42) of the perceived ease of use was the highest. A relative question was raised regarding the gap between the highest-scoring construct (PEOU = 4.18) and the lowest-scoring constructs (CP and TR = 4.12), and this difference turns out to be very small; materially smaller than mere ‘ranking first', since it is only a difference of 0.06 on a five-point scale. The width of the gap indicated here implies that, at the level of simple averages, respondents did not necessarily show a very different attitude to the constructs of the TAM, and as explained in Sections 4.5 and 4.6, if there is a difference at this level it is more likely an attitude towards a relationship between constructs than an attitude towards one construct being dramatically endorsed or endorsed or rejected over another.
Table 4.2: Descriptive Statistics for Study Constructs (N = 200)
	Construct
	Mean
	SD
	Rank

	Perceived Ease of Use (PEOU)
	4.18
	0.42
	1

	Banking Management Effectiveness (BME)
	4.16
	0.46
	2

	Perceived Usefulness (PU)
	4.16
	0.46
	2

	Customer Perception of AR (CP)
	4.12
	0.45
	4

	Technology Readiness (TR)
	4.12
	0.44
	4


Source: Survey data (N = 200), analysed by the author.
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Figure 4.2: Mean Scores by Construct, with Standard Deviation (N = 200)
The ease of use and usefulness ratings of the item were both positive factors and, together with both of these, the goals variable (Banking Management Effectiveness) rated among the highest. This pattern seems to be in accordance with the main proposition of the model, which states that ease of use and usefulness (both with the highest ratings among the constructs measured in this study) are positive determinants of attitudes of technologies (Asif and Shaou, 2026). The surprisingly low scores of both the antecedent (more general) constructs of Customer Perception of AR and CP for Technology Readiness, however, cannot be entirely accounted for by TAM, without making an explicit distinction between the met-attitudes of general technology readiness and application-specific usefulness/ease-of-use judgements. For some of the AR use cases identified in the questionnaire, customers' ratings of the specific uses were higher than their ratings of AR in the abstract, a pattern similar to that found in the literature in section 2.2, which suggest that customers' familiarity with AR in the abstract may be lower than the specific AR use cases identified in the questionnaire. The relatively small standard deviations (0.42-0.46) also support the argument that views were rather homogeneous across the respondents, and not high proportions of strongly supportive and strongly appointive respondents, at least at the level of the mean scores.
4.4 Reliability Analysis
Within each 4 items construct their internal consistency (Cronbach's alpha) was checked, with 0.70 being the minimum acceptable value for a scale that is acceptable as being internally consistent (Field, 2018). The reliability coefficients are shown in table 4.3.
Table 4.3: Reliability Statistics (Cronbach's Alpha)
	Construct
	Items
	Cronbach's Alpha (a)

	Customer Perception of AR (CP)
	4
	0.134

	Technology Readiness (TR)
	4
	0.031

	Perceived Usefulness (PU)
	4
	0.174

	Perceived Ease of Use (PEOU)
	4
	-0.021

	Banking Management Effectiveness (BME)
	4
	0.209

	Overall scale
	20
	0.174


Source: Survey data (N = 200), analysed by the author.
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Figure 4.3: Cronbach's Alpha by Construct versus the Acceptable Threshold (0.70)
None of the five constructs had an acceptable internal consistency (all were below 0.70; the lowest was on the PEOU construct with a coefficient of -0.021 and the highest was on the BME construct with a coefficient of 0.209; all the 20 items alpha coefficient being 0.174). All values are considered 'unacceptable' based on Field (2018). This result is an important one; and as such it cannot be summarized very concisely, but must be discussed carefully, as it immediately qualifies all the following results in this chapter.
Analytically, a low alpha is suggestive of the four items used to measure each construct did not co-vary as a unidimensional construct, in other words, if one person had a positive attitude towards one item, they also seemed to have a positive attitude towards other items but not necessarily towards the unidimensional construct. It is possible that there are 3 likely reasons and the Argus theory in Section 2.7 can be employed to help sift through them, instead of them being equally likely. First, it might be a methodological explanation if the level of instrument weakness is present, for example, the words in the items are confusing, the number of reverse worded items are not enough to detect the straight lining phenomenon (Kosova et al., 2025; Plengkham, Rattanasak and Sukserm, 2025). Third and more theoretically intriguing is that it might represent the caveat that suggested in Section 2.7—namely, the implicit assumption of the TAM that an attitude structure exists that can be measured and is internally consistent, something the respondents might not have, as TAM was developed to apply to technologies already in use, and the Billerica respondents have not yet experienced directly the AR banking. Third, it may capture the ambiguity and uncertainty of the optimistic / cautious accounts of immersive banking in the literature as a whole; if ascribable and published experts diverge bitterly on prospects for AR, then their views on it, shared by everyday consumers, are likely to be similarly ambivalent and uncertain, yet to be reconciled in one construct score.
This can be important with regard to how the chapter develops. In fact, if the discussion were limited to the method, the results of the correlation and regression presented below would be mostly null and void. However, if the explanation is actually just about not yet-formed, young customer attitudes in the direction of a not yet deployed technology, as the literature review of this study predicted, these results are helpful as evidence of a formation of customer attitude, but not a determination of the customer audience's settled attitude. It is the latter interpretation of this chapter that will be adopted in this book – that the regression and the correlation analysis are simply exploratory and indicative, and not confirmatory, and in Chapter Five this distinction shall be made explicit.
4.5 Correlation Analysis
Pearson correlation coefficients were calculated to determine correlations at the construct level composites. The correlation matrix with two tailed significance value is presented in Table 4.4.
Table 4.4: Pearson Correlation Matrix Between Constructs (N = 200)
	
	CP
	TR
	PU
	PEOU
	BME

	CP
	1.000
	0.089
	0.023
	-0.063
	-0.115

	TR
	0.089
	1.000
	0.058
	-0.191**
	0.019

	PU
	0.023
	0.058
	1.000
	0.075
	0.132

	PEOU
	-0.063
	-0.191**
	0.075
	1.000
	0.205**

	BME
	-0.115
	0.019
	0.132
	0.205**
	1.000


Source: Survey data (N = 200), analysed by the author. **Correlation is significant at the 0.01 level (two-tailed).
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Figure 4.4: Correlation Matrix Heatmap Between Constructs
For the most part, the relationships among the constructs were relatively low and insignificant, in and around 0.13. In order to get into the positive and negative relationships, two relationships were found to be significant at the 0.01 level: Perceived Ease of Use (r = 0.205; p = 0.004) was correlated with Banking Management Effectiveness (BME); and Technology Readiness (TR) was correlated with (PES) r = -0.191; p = 0.007.
The association of ease-of-use with more favourable perceptions of the value of a technology is exactly what TAM predicts that is, of the second: PEOU-BME. While the caveats about reliability in Section 4.4 are understood and accepted with this second association, it is the first that interests. However, it is analytically important - r = 0.205 indicates only about 4% shared variance between the two constructs, a statistically detectable, but practically modest relationship, rather than the strong, dominant relationship that a reader might predict from the typical use of TAM as they peruse the literature (Section 2.4). This is a more restrained and subdued judgement than reporting a relationship as ‘significant’ but goes along with the broad finding of the chapter that attitudes can be shaped by more in this data set than the attendance of the TAM constructs.
The second important thing that was found is the negative correlation of TR-PEOU, which cannot be explained by TAM and must be investigated separately from TAM. Unsurprisingly, it's plausible that one reading of the findings is that those who are more technologically confident and willing to experiment with new tech might be more critical when judging a genuinely new interface, like AR, because they have a stronger sense of what the familiar looks like to compare against; and those who are less tech-confident may be more positive about ease of use, because they have less to compare. It is impossible to substantiate this interpretation from the correlations collected alone but it is illustrative of the type of theoretically guided interpretation that this chapter seeks: rather, it is interpreted as an expansion of or boundary condition upon the assumptions made by TAM. Every other pairwise correlation (Customer Perception with all constructs except ABB, which had the lowest correlation, was not significant (p > 0.05)), and this lack of significance further confirms that, at the composite level, the five constructs relate to each other in relatively few ways, consistent with the low reliability findings in Section 4.4, which serves as another justification for interpreting the correlations shown below as exploratory rather than confirmatory.
4.6 Multiple Regression Analysis
A standard multiple linear regression was done to analyse the effect of CP, TR, PU and PEOU on BME when it was the dependent variable. This works towards Objective 3 (Assess the potential benefits of AR), and Objective 2 (Understand the factors to meet for adoption). The model's summary and ANOVA are reported in Table 4.5, the individual coefficients are reported in Table 4.6.
Table 4.5: Regression Model Summary and ANOVA (DV: BME)
	Source
	Sum of Squares
	df
	Mean Sq.
	F
	Sig.

	Regression
	2.977
	4
	0.744
	3.683
	0.006

	Residual
	39.403
	195
	0.202
	
	

	Total
	42.380
	199
	
	
	


R = 0.265, R Square = 0.070, Adjusted R Square = 0.051, Std. Error of the Estimate = 0.450.
Table 4.6: Regression Coefficients (DV: BME)
	Predictor
	B
	SE
	Beta
	t
	Sig.
	VIF

	(Constant)
	2.966
	0.609
	-
	4.869
	0.000
	-

	CP
	-0.114
	0.071
	-0.110
	-1.589
	0.114
	1.011

	TR
	0.064
	0.075
	0.061
	0.856
	0.393
	1.050

	PU
	0.116
	0.070
	0.116
	1.667
	0.097
	1.012

	PEOU
	0.219
	0.077
	0.201
	2.841
	0.005
	1.048


Source: Survey data (N = 200), analysed by the author.
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Figure 4.5: Standardised Regression Coefficients (Beta) Predicting BME
The overall model was statistically significant, F (4, 195) = 3.683, p = 0.006, indicating a statistically significant (although low) proportion of the variance in Banking Management Effectiveness is explained by the four predictors. An R Square of 0.070 means that the model explains 7.0% of that variation, while the adjusted R Square, which adjusts for the number of predictors in the model is lower (0.051). Interpretation of the contribution of this study on a purely analytical level as the leftovers is the single number most important for the understanding of the study: the full TAM-derived model tested here, accounts for only about 93% of the variance in customers' beliefs about AR's contribution to the effectiveness of the banking management.
This finding in terms of theory has interesting implications: the perceived usefulness and perceived ease of use, combined, would expect to be reasonably strong joint predictors of a downstream attitude (BME), which would be a key causal claim within the theory of change. The observed effect is statistically real albeit in an insignificant level as only Perceived Ease of Use gains individual significance (B = 0.219, Beta = 0.201, t = 2.841, p = 0.005): Every unit increase in perceived ease of use brings about an increase in banking management effectiveness of approximately 0.22 points, with other variables held constant. While this provides partial support of TAM in this context, it is important to be mindful of the theoretical limitation stated in Section 2.7: TAM's two constructs are necessary but not sufficient explanations of AR attitudes in the banking industry as a significant proportion of unexplained variance might be attributed to trust, security or price considerations that TAM does not categorize and formally account for in the banking industry that need to be included alongside TAM, which mirrors the challenges in the literature identified in Section 2.6 (Gaviyau and Godi, 2025; Wysocka, 2025).
Claimed PU is the better of the two factors, in most cases in TAM with B (0.116, p = 0.097) coming into conventional significance, which is analytically noteworthy as it did not reach conventional significance. Both the results (PEOU's significant positive effect) and the interpretation developed in Section 4.3 (for a technology that the customers haven't yet experienced, and for which usefulness beliefs may be more informal and undifferentiated) support the best interpretation that follows. The failure of it to reach significance here and the ease-of-use findings (even in anticipation of use) that improve the confidence net interpretation that follows are consistent with that best interpretation. Both customer perception of AR and Technology Readiness were non-significant with very small coefficients (B = –0.114, p = 0.114 and B = 0.064, p = 0.393, respectively) and none of the general attitudes or self-ratings of technology confidence was a standalone significant co-determinant of customer beliefs with regard to organisational effectiveness in HSBC, implying that the ease-of-use judgements for this application are more meaningful than the general dispositions when considered on their own in this dataset. Variance Inflation Factor (VIF) was close to 1.0 (1.011-1.050) falling short of the VIF threshold of 5 (Field, 2018) indicating a lack of multicollinearity causing the low individual effects found.
4.7 Group Comparisons: Gender and Age Differences
To specifically examine Research Objective 2, independent samples t-test between males and females and one-way ANOVA among three age groups were performed to see if differences in the perceptions of Banking Management Effectiveness were statistically significant.
Table 4.7: Independent Samples t-Test for BME by Gender
	Gender
	N
	Mean (SD)
	t (df), Sig.

	Male
	95
	4.18 (0.45)
	t (184.57) = 0.321

	Female
	92
	4.15 (0.46)
	p = 0.748


Table 4.8: One-Way ANOVA for BME by Age Group
	Age Group
	N
	Mean
	SD
	F (df), Sig.

	18-24
	52
	4.15
	0.48
	

	25-34
	72
	4.22
	0.46
	F (4,195) = 1.200

	35-44
	29
	4.10
	0.33
	p = 0.312

	45-54
	28
	4.03
	0.51
	

	55+
	19
	4.26
	0.51
	


Source: Survey data (N = 200), analysed by the author.
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Figure 4.6: Mean Banking Management Effectiveness (BME) by Age Group
Results from the t-test showed that there was no significant difference between the mean score of perceived Banking Management Effectiveness for male respondents (M = 4.18, SD = 0.45) and the mean score of the same perceived Banking Management Effectiveness perceived by the female respondents (M = 4.15, SD = 0.46), t (184.57) = 0.321, p = 0.748. Similarly, there was no statistically significant difference between the age groups (simply due to some numerical change) with ANOVA F (4, 195) = 1.200; p = 0.312; although the 55+ age group had the highest mean score (M = 4.26) and the 45-54 age group had the lowest (M = 4.03).
In a theoretical sense, this zero result also serves a practical purpose, being an analytical finding of its own. In contrast with gender or age, TAM is not regarded as a key concept, however, other literature on technology adoption found in a broader literature survey in Chapter Two is often tacitly taken for granted that younger and more technologically oriented customers will be more enthusiastic tech adopters (Rismawati and Irfany, 2025; Kornelakis, Kirov and Thill, 2022). The lack of a corresponding age effect here specifically endows that assumption with validity in this customer sample: People with positive attitudes towards the organisational benefits of AR do not seem to be grouped together in a small number of younger, more digitally intelligent, customer segments. This is congruent to the results in the previous chapter (Section 4.6), in which we found that there was not a strong link between Technology Readiness and BME perception; therefore, a general usable proxy such as age should not be used to capture Technology Readiness either. What this means is what practically HSBC should not presuppose that a single group of customers is the early adopters of AR banking capabilities.
4.8 Summary of Findings in Relation to the Research Objectives
Objective 1 (examine current AR use in bank management) is supported descriptively – all five constructs were given mean scores above the scale midpoint, indicating relatively positive awareness and expectations across broadly applicable AR uses to banking management (Section 4.3), but with a fairly low range in mean scores indicating little in the way of sharp differentiation between constructs by application.
As to objective 2, (identify factors which influence AR adoption at HSBC), the correlation, regression and group comparison analyses found that the only factors which are significantly associated with and significantly predict Banking Management Effectiveness are banking management ease of use on AR with no significant differentiating factors found between the variables of Technology Readiness, Customer Perception, gender and age (sections 4.5-4.7). Against TAM this refers to some theoretical backing—specifically in the ease-of-use pathway, and not in the pathway of usefulness the model also predicts that will be relevant.
The mean scores of our four post items (Perceived Usefulness and Banking Management Effectiveness, Section 4.3) were high and the explanatory power of our regression model on them was still modest (R Square = 0.070, Section 4.6) thus showing that customers think that benefits exist, but what they think, is not captured by the model, which is analytically driven by the TAM principle.
The challenge is further motivated by an empirical one arising from this study's data: namely that the internal consistencies (Cronbach's alpha) of all constructs is extremely low (Cornach's alpha values, in Section 4.4) which calls for a more detailed analysis of the results to detect whether the attitudes of bank customers towards AR are actually less valid, or have not been formed at all, to be considered one unidimensional construct at this pre-adoption stage (Manta and Gherțescu, 2025; Koohang et al., 2023).
The second objective (to suggest improvements for the use of AR) is pursued in Chapter Five, this being the pattern that has been followed: the dominant role of perceived ease of use as a predictor of attitude, the inadequacy of the two main constructs of TAM as a sole predictor of attitude, and the need for a more rigorously tested instrument of measurement before robust managerial implications are drawn from experiential attitude data of this type.
4.9 Chapter Summary
[bookmark: _Toc900000002]This chapter has presented the results of the survey of 200 customers for the HSBC and analysed each of the results in terms of the TAM model which was formulated and discussed in Chapter Two. The demographic profile validated a good cross-section of the population with a high degree of digital involvement. The results of the descriptive statistics indicated positive attitude scores, although they were fairly similar for the five TAM constructs. Reliability analysis showed none of the constructs achieved conventional internal consistency thresholds indicating not only measurement error, but also a potential contradiction between the results of the literature review in regard to the level of crystallization within the customer attitudes to an untried technology.
Pearson correlation revealed two significant relationships, one of which is the "banking management effectiveness" and "perceived ease of use" consistent with the path emanating from the core logics used in TAM, but it is moderate in size. The four TAM constructs are found to be together significant (no longer significant individually) at a 95% level and explain 16% of the variance in the Banking Management Effectiveness, further, Perceived Ease of Use was the only construct that was significant at 95%. These results are not complete but rather partial support for the theoretical framework. Multiple regression provides the same results as in the first model, showing that the TAM constructs are jointly and significantly informative at 95% level but the four constructs together account for only 16% of the variance in the Banking Management Effectiveness, and that Perceived Ease of Use is the only individually significant model, confirming partial rather than full support for the theoretical framework. There was no significant difference in perceptions by gender or age: this suggests that assumptions which are widespread in the literature about demographically concentrated technology enthusiasm, including about gender and age, are not necessarily demagogical. These are presented as the bases for the discussion, conclusions and recommendations in Chapter Five with their theoretical and measurement implications.

Chapter 5: Conclusions and Recommendations
[bookmark: _Toc900000003][bookmark: _Toc241010557]5.1 Introduction
This final chapter synthesises the empirical data in chapter four and takes a look at what this means for theory as well as the management of HSBC and the wider banking sector in the UK in the context of augmented reality (AR). The aim of the chapter is not to articulate the statistics which have already been presented, but to understand what these statistics mean in terms of the research aim, objectives and research question set in Chapter One. The chapter is divided into sections of six more. Clarifications for each of the 5 research objectives are given in section 5.2. Theoretically, the study's results are presented in section 5.3. Practical recommendations to HSBC's management defined in Section 5.4. In Section 5.5, the limitations of the study are discussed, especially the reliability issues pointed out in Chapter Four. In Section 5.6 proposals for further research are outlined and the conclusion of the dissertation is given in Section 5.7.
[bookmark: _Toc900000004][bookmark: _Toc241010558]5.2 Conclusions by Objective
[bookmark: _Toc900000005]Currently, the applications of augmented reality in the banking management are examined, which are given in descriptive form in the findings of the objective 1 in Section 4.3. Interestingly, HSBC customers' perception of AR has been noted to be broadly favourable with the majority of the respondents agreeing that the perception that it has the potential to enhance their financial lives exceeds the scale mid-point in the conceptual discussion presented in Chapter Two, as seen from its rating on the seven-point Likert scale (Oyewole et al., 2024; Sondiniti and Reddy, 2025). So, while HSBC has yet to take AR to scale, the understanding, and expected value of AR banking applications exists in the customer base.
The results from correlation, regression and group comparison analyses are used in Sections 4.5 to 4.7 to answer Objective 2 which aims to identify the factors influencing the adoption of augmented reality at HSBC. The construct Perceived Ease of Use was the only construct that was significantly correlated with and predictive of Banking Management Effectiveness, and the other three constructs – Customer Perception, Technology Readiness, Perceived Usefulness, were not found to be significant predictors. There were also no significant differences on gender and age. This basically means that, all within this sample, ease of use has the biggest influence on customers' beliefs about the organisational value of AR and that these beliefs are not confined to any particular demographic segment but are widespread.
In these sections (4.3 in both cases) the mean scores are generally good, hovering around the 4.1 point on the 1 to 5 scale, with the provision of objective 3 (evaluating the potential benefits of augmented reality for customer experience and banking operation) seen as above average for Perceived Usefulness and Banking Management Effectiveness. Customers recognize that there is value to them in both their personal and business banking experience and in HSBC's overall performance. The conclusion is tempered by the fact that with an R² of only 0.070 in the regression model presented in Section 4.6, the four TAM constructs measured in this study account for only a small portion of customers' perception that AR is beneficial, indicating that there are some other factors not measured that influence it as well.
As observed in Section 4.4, the reported value for Cronbach's alpha was very low, as revealed by the data from this study, which further corroborates literature such as the one from Oyewole et al., 2024; Gaviyau and Godi, 2025 that identified cost, cybersecurity, regulatory compliance, and organisational readiness as barriers to the implementation of AR in banking services. This finding at a measurement level is evidence of a challenge – attitudes toward AR banking features might not be monolithic or consist of a simple unidimensional construct, but rather a more heterogenous mix, especially for one of the technologies most respondents never used in practice.
In Section 5.4 below the aim of Objective 5 (to provide recommendations to enhance the use of augmented reality in UK banking management) is addressed directly, based upon the pattern of results observed throughout Objectives 1 to 4, especially the perceived ease of use aspect and the necessity to develop more robust scales to measure customer attitudes in the future.
[bookmark: _Toc241010559]5.3 Theoretical Contributions
The research that this paper offers adds to the technology acceptance body of knowledge in three areas. The first is that it utilizes a TAM-based five construct model with a technology-context combination that has not been studied extensively, like augmented reality in banking management, rather than studying the technology-context combination of general digital/or mobile banking adoption, as occurred in the past (Asif and Shao, 2026). The use of a managerial effectiveness outcome variable, instead of the more traditional behavioural-intention-to-use outcome, thus builds on the TAM-based reasoning from individual usage turns towards the perception of the organization, which had been identified as an area that had been scarcely explored in the literature related to the immersive technology (Manta and Gherțescu, 2025; Koohang et al., 2023).
Secondly, the results of the study indicate that, unlike Perceived Usefulness, Perceived Ease of Use was the only and clear strongest predictor, indicating that there is a certain twist in the theory. Many times, in traditional TAM literature studies, perceived usefulness is a more powerful mediator of downstream attitudes when a technology has become familiar with its uses (Asif and Sarwar, 2024). That ease of use dominates here is consistent with the speculation that usefulness beliefs are less specific or more generalized (across individuals) than ease-of-use perceptions in a pre-adoption context when there exists a technology that customers have not really experienced.
Third, the findings of the reliability contribute to the methodology. Low Cronbach's alpha across all five constructs overall demonstrate the common and often underestimated bias in technology-adoption research: study participants might not have an attitude structure that is sufficiently formed or stable because they lack a first-hand experience that they have to gauge the items in the scale uniformly and consistently (Plengkham et al., 2025; Rattanasak and Sukserm, 2025; Kosova et al., 2025). Such an argument lends support to pre-adoption AR research in general that instead of just emphasizing construct tests, also consider instrument validation.
[bookmark: _Toc900000006][bookmark: _Toc241010560]5.4 Managerial Recommendations
[bookmark: _Toc900000007]The above findings lead to the recommendations listed below for HSBC's management in determining future investment in augmented reality:
Focus on the usability of the design when creating an AR. Only the most crucial aspects of the initial AR features, such as ease of navigating branches or visualising products would be developed for ease and natural interaction, followed by aspects that would increase the perceived organisational benefit, since the only significant driver of perceived organisational benefit is perceived ease of use.
Test before implementing. Considering customer attitudes to AR seem to be undefined, more time should be spent testing a single, specific AR use case with customers carefully and continuing to develop it through a series of prototypes to prove the concept and maturity before locking it into a phased enterprise rollout.
Design Inclusively for all customers. However, since there did not seem to be a correlation between benefits and gender or age, HSBC shouldn't target AR communications and pilots specifically for younger and self-described tech-confident users but rather test and design features with a wide range of customers.
Combine the rollout with support for onboarding. Technology Readiness was neither highly predictive of perceived effectiveness, nor was there a one-to-one correspondence between scores and positive attitudes about AR; contextually helpful, guided onboarding documents and in-app assistance could help users less confident with this technology to create accurate impressions and develop positive attitudes toward ease of use.
Run sound and well-established customer research before large capital investments. Based upon the shortcomings found with the survey evidence identified in this study, HSBC should send for or develop a piloted psychometrically tested attitude scale following the guidance in Saunders, Lewis and Thornhill (2019) for the design of questionnaires before resorting to survey evidence to support a significant investment in AR.
Make large changes in AR communications about tangible ease of use. As part of the rest of the digitalisation-of-banking literature focusing on the customer-centred framing (Kornelakis, Kirov and Thill, 2022), marketing and internal communication on AR should put a focus on translating the element into proven, easy-to-implement interactions.
[bookmark: _Toc241010561]5.5 Limitations of the Study
[bookmark: _Toc900000008]Limitation of this study is measurement reliability. The alpha reliability scores for all 5 constructs ranged far below the normal threshold of 0.70, with some below 0.05. The reliabilities are reported in section 4.4. This indicates that the four items that represented each construct did not form a reliable scale and therefore, the correlations and regression results that were developed using the construct scores should be viewed in exploratory and indicative, not confirmatory, ways (Field, 2018).
A second restriction is related to the sampling. The research may also have restricted statistical generalisability of the results as it used online, purposive and convenience sampling of HSBC customers in the United Kingdom which does not necessarily enable the results to be generalisable to the broader population of all HSBC customers (Bryman and Bell, 2015; Saunders, Lewis and Thornhill, 2019).
A third limitation relates to the cross-sectional, self-report design. The data was gathered once in time, which may not be able to come to any conclusions about the causal effects of the constructs measured and respondents' responses were based on perceptions rather than real experiences with AR banking features, likely a limitation in pre-adoption technology-acceptance studies (Yaghmaee, 2024; Manta and Gherțescu, 2025).
Furthermore, the limited explanatory power of the regression model (R2 = 0.070 and adjusted R2 = 0.051), suggest that there may be other factors not measured by the four constructs of TAM that also have an important role in explaining perceived Banking Management Effectiveness. Finally, the study represents a single-organisation case-study focused on the issue of HSBC and may not be generalisable to the other banks in the UK, or to banking customers beyond the UK.
[bookmark: _Toc241010562]5.6 Future Research Directions
[bookmark: _Toc900000009]Based on the above limitations, the following directions were recommended for future studies:
Proper pilot testing and exploratory or confirmatory factor analysis should be used to build and check the AR-banking attitude scale before being deployed on a large scale for decisions making (Kosova et al., 2025; Plengkham, Rattanasak and Sukserm, 2025).
For longitudinal research or experimental studies, adopt live AR prototypes (e.g., navigation in a branch, product visualization pilot) to benefit from experienced (and not just expected) customer perceptions (Vergallo et al., 2025).
Enrich the theoretical model with other constructs including the perceived security (or privacy risk) level, trust and cost sensitivity, especially in financial services-related settings (Gaviyau and Godi, 2025; Wysocka, 2025).
Conduct comparative, multi-bank or cross-country studies to assess generalisability of perceived ease of use superiority found here for HSBC in its home nation the UK banking sector (Manchanda et al., 2025).
Implement mixed-methods designs (qualitative interviews and quantifiable surveys) that will provide a richer understanding of why customer attitudes towards the individual constructs have been found to be so varied in this study (Creswell and Creswell, 2018; Easterby-Smith et al., 2018).
[bookmark: _Toc241010563]5.7 Final Conclusion
This dissertation aimed to explore the use of Augmented reality in banking management in the United Kingdom and in HSBC in particular. While the above-mentioned measurement issues should be taken into account, the study offers genuine, exploratory empirical evidence that UK banking customers have fairly positive attitudes towards AR integration within HSBC, and that these attitudes are deepest and most significant for ease of use perceived in terms of AR banking applications. Whilst the overall models' level of explainability was moderate, the model was statistically significant and perceived ease of use was shown throughout the data analysis as the most actionable lever that the management of HSBC could use.
At the similar period, the very low dependability of the quantity scales is itself an important finding, underscoring that customer attitudes toward augmented reality in banking are not yet well-formed enough to be captured confidently by a single set of survey items, and that more rigorous instrument development is a necessary next step before firm managerial conclusions can be drawn. Taken together, the findings answer the research question by showing that, at this early stage, augmented reality is viewed positively by HSBC customers primarily through the lens of ease of use, while its wider influence on banking management effectiveness remains an open and only partially explained question that merits continued investigation.
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APPLICATION FOR ETHICAL APPROVAL – INTRODUCTORY NOTES

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: 
“[C]reative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. 
As such this covers activities undertaken by:
· Members of staff (academic staff or support staff);
· Individuals holding honorary title from the University;
· Postgraduate research students;
In all of these cases ethical review is required regardless of discipline.

The individual undertaking the research activity is known as the lead researcher.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism. 

For most projects you will only need to complete sections in the main part of the form. A few projects will need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points in this form you will be asked questions about your research in the following way:

	1
	Does your research involve <<something specific>>?
	YES
	Click to continue to appendix <<N>>
	NO
	Continue to the next section

	2
	Have you completed appendix <<N>>?
	YES
	☐
	NO
	· 



Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each appendix is a box. Clicking on this will return you to the question that originally took you to the appendix.

	
	
	
	
	


	Return to the main form



NB These clickable links will only work if you are editing the document in the desktop version of Word, not the browser version. Please download and save the form before editing it.

Guidance notes are provided as comments or as text IN GREEN throughout this form. Please ensure that the comments are removed and that the green text is replaced by your own text or removed as appropriate BEFORE submitting this form.

Please ensure that you have read the UWTSD Research Ethics and Integrity Policy and the UWTSD Research Data Management Policy BEFORE submitting this form.
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	Member of staff:
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	Honorary research fellow:
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	Undergraduate Student
	· 
	Taught Postgraduate Student
	n	Postgraduate Research Student
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	Institute/Academic Discipline/Centre:
	
University of Wales Trinity Saint David.
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	Campus:
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	E-mail address:
	
2505335@student.uwtsd.ac.uk
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	Contact Telephone Number:
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	Project Title
	INTEGRATION OF AUGMENTED REALITY IN BANKING MANAGEMENT IN UK: A CASE STUDY OF HSBC
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	Proposed Start Date
	8thJune 2026

	Proposed End Date
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	For students:

	9
	Student Number:
	2505335

	10
	Programme of Study:
	MBA

	11
	Director of Studies/Supervisor:
	MR. KA PO CHONG



SECTION B: Grant or Contract Funding 
	1
	Has your research been awarded, applied for, or intend to apply for external funding?
	YES
	Click to continue to appendix 1
	NO
	Continue to the next section

	2
	Have you completed appendix 1?
	YES
	☐
	NO
	· 



[bookmark: SEC_C]SECTION C:  Internal and External Ethical Guidance Materials
	Ethical Guidance Documents
Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Policy
	✓
	2
	UWTSD Research Data Management Policy
	✓

	3
	UWTSD Open Access Publications Policy
	✓

	4
	UWTSD Export Control Policy 
Required ifAppendix8completed
	☐
	5
	UWTSD Trusted Research and Innovation Policy 
Required if research is taking place outside the UK
	☐

	6
	[List any other relevant documents here]
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[bookmark: SEC_D]SECTION D: External Collaborative Research Activity 
	1
	Does your research involve collaborating partners at another institution or organisation?
	YES
	Click to continue to appendix 2
	NO
	Continue to the next section

	2
	Have you completed appendix 2?
	YES
	☐
	NO
	· 



[bookmark: SEC_E]SECTION E: Details of Research Activity
	Aims, Vision and Approach of the Research (maximum 200 words per section)
Please outline what are you hoping to achieve with your proposed work and how will you deliver it?

	1
	Research aims and objectives

	Aim:
The main aim of this study includes in determining the process of integration of Augmented Reality (AR) within the banking operations of HSBC. 
Objectives:
· To determine the importance of implementing Augmented Reality in managing banking operations of HSBC.
· To analyse the factors associated with AR in enhancing customer engaging within HSBC
· To explore the challenges faced by HSBC to integrate AR processes in the banking process of HSBC.
· To evaluate the strategies of mitigating the issues faced by HSBC to implement the AR technologies.


	2
	Vision

	
The importance of the research includes in analysing the process to integrate the AR in the banking operations of HSBC and it also focus on determining the challenges faced by HSBC for analysing the AR process important for the banking process.
It also focuses on determining the current understanding of knowledge regarding banking process for the integration of the AR technologies that bridging the digital data. In addition, the current trends that are associated with the digital banking process include employee training scenarios, Biometric Authentication, digitalised banking processes and others.This particular banking process is having the potential to generate the overall impact of the society and economical approaches of HSBC. It also focuses on securing innovative process and leveraging customer experience where the banking sector increases overall operational efficiency.

	3
	Approach

	Explain your approach and how you have designed:
· Clearly describe both the methodological framework for data collection (if applicable) and any specific analysis methods proposed, making it clear what specific techniques may be used
· Explain the reasons for their choice
· Explain how these are feasible, effective and proportionate to achieve your objectives  
· Identify any risks to delivery and how they will be managed   
· Explain how your approach will maximise translation of outputs into outcomes and impacts   

Do NOT simply copy this from your PG1 – summarise it to extract the relevant sections.

To examine how the banking operations of HSBC in the UK have integrated Augmented Reality (AR) in its banking activities, this research will take the mixed method approach of research where both primary and secondary data collection methods will be used.
The primary data will be gathered in 10-12 semi-structured interviews with the banking customers who have knowledge of digital banking technologies, innovation, and banking operations. Purposive sampling will be used to sample participants that will be able to offer pertinent information concerning the opportunities and challenges related to AR implementation in the banking sector.
Peer-reviewed journal articles, HSBC annual reports, industry reports, banking publications and other reliable academic sources will be used as a source of secondary data. Primary and secondary data will be used to give a holistic picture about the research topic and enable triangulation of data.
The research will use inductive research approach and interpretivist research philosophy. Audio recordings will be made during interviews with participants and transcribed into Microsoft Word files with their consent. Thematic analysis will be used to analyse data gathered in interviews and sources to determine major themes, trends and associations concerning the use of AR in banking activities.
Risks that may occur are confidentiality and exposure of sensitive organisational information. The informed consent procedures, anonymisation of participant data, secure data storage and limited access to research data will address these risks.

	4
	Location of research activity
Identify all locations where research activity will take place.

	
· UWTSD Swansea campus.
· Microsoft Teams or Zoom online interviews.
(this box should expand as you type)



	5
	Will any of your research be undertaken outside of the UK?
	YES
	Click to continue to appendix 3
	NO
	Continue to the next section

	6
	Have you completed any of appendix 3?
	YES
	☐
	NO
	· 



[bookmark: SEC_F]SECTION F:Research Methods 
	Will the research activity include:
	YES
	NO

	[bookmark: _Hlk153204538]1
	Use of a questionnaire or similar research instrument?
	☐
	· 

	2
	Use of interviews?
	✓
	

	3
	Use of focus groups?
	☐
	· 

	4
	Use of participant diaries? 
	☐
	· 

	5
	Use of video or audio recording?
	✓
	

	6
	Use of computer-generated log files?
	☐
	· 

	7
	Participant observation with their knowledge?
	☐
	· 

	8
	Participant observation without their knowledge?
	☐
	· 

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	· 

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	· 

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	· 

	12
	Investigation of participants involved in illegal activities?
	☐
	· 

	13
	Use of procedures that involve deception?
	☐
	· 

	14
	Administration of any substance, agent or placebo?
	☐
	· 

	15
	Working with live vertebrate animals?
	☐
	· 

	16
	Procedures that may have a negative impact on the environment?
	☐
	· 

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	· 

	Details of any other primary data collection method:
The above list covers most common data collection methods. If you will use other types of data collection for all or some of your data collection then please describe them here.

It includes in analysing the secondary data methods which includes in analysing the information from the secondary sources.
	
	



SECTION G: Research Participants 

	Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.

	1
	Does your research involve human or non-human participants?
	YES
	Continue this section
	
	Click to continue to section N




	Participant numbers and source
How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?

	1
	How many participants will be recruited and how was the number decided upon?
	
About 10-12 banking customers take part in semi-structured interviews. This sample size is suitable to conduct qualitative researches and thematic analysis.

	2
	Who will the participants be?
	The participants will be banking customers who have knowledge of digital banking technologies, innovation, and banking operations.

	3
	How will you identify the participants?
	The participants will be determined using professional networking sites including LinkedIn, professional contacts and referrals.

	4
	Will you be excluding any groups of people, and if so what is the rationale for that?
	Those who lack the corresponding knowledge or experience of digital banking technologies, innovation or banking processes will be filtered out.

	5
	Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study
	No deception will be used. All the participants will be informed about the study in its entirety.

	6
	Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 
	
The study will allow participants to quit any time prior to data analysis. All the information given by the withdrawn participants will be destroyed.


	7
	How long will the participant have to decide whether to take part in the research?
	The participants will be provided with five to seven days to study the participant information sheet and then make a decision on whether to participate or not.

	8
	What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?
	The information of the participants will be presented in a simple and understandable language. The interviews will be done in English.





SECTION H: Research with Vulnerable People 
	1
	Are your participants classed as vulnerable people?
	YES
	Click to continue to appendix 4
	NO
	Continue to the next section

	2
	Have you completed appendix 4?
	YES
	☐
	NO
	· 



[bookmark: SEC_I]SECTION I:ResearchInvolving Animals
	1
	Are your participants non-human animals?
	YES
	Click to continue to appendix 5
	NO
	Continue to the next section

	2
	Have you completed appendix 5?
	YES
	☐
	NO
	· 



[bookmark: SEC_K]SECTION J:Research with the Prison Service or the Probation Service
	1
	Are your participants staff or offenders within the Prison Service or the Probation service?
	YES
	Click to continue to appendix 6
	NO
	Continue to the next section

	2
	Have you completed appendix 6?
	YES
	☐
	NO
	· 



[bookmark: SEC_J]SECTION K:Health and Social Care Research
	1
	Are your participants selected due to their health or social care needs?
	YES
	Click to continue to appendix 7
	NO
	Continue to the next section

	2
	Have you completed appendix 7?
	YES
	☐
	NO
	· 



[bookmark: SEC_L]SECTION L:Types of Personal Data
	Personal Data
Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO

	[bookmark: _Hlk153191083]1
	Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.
	✓
	

	
	If you ticked YES, provide a description of the data and explain why this data needs to be collected:
	
	

	
Personal information gathered can be participant names, email address, signed consent forms, audio recordings of interviews and interview transcripts. These data are required in the process of recruiting the participants, communicating with them, getting informed consent and carrying out the interviews. The transcription of audio recordings will be done in Microsoft word documents to be analyzed.




	Special Category Data
Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO
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	Racial or ethnic origin
	☐
	· 

	3
	Political opinions
	☐
	· 

	4
	Religious or philosophical beliefs
	☐
	· 

	5
	Genetic, biometric or health data
	☐
	· 

	6
	Sex life or sexual orientation
	☐
	· 

	7
	Trade union membership
	☐
	· 

	If you ticked YESto any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:

	8
	Any use of special category data must be fully justified.

(this box should expand as you type)

	9
	Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:

	Only the information that is required by the research will be gathered. No sensitive personal information relating to health, religion, ethnicity, political opinions, sexual orientation or other special category data will be collected.
(this box should expand as you type)

	10
	Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:

	All personal information will be anonymised and kept under strict security measures. Only the researcher and supervisor will be allowed to access the research. Data processing will not be harmful or distressing to the participants.

(this box should expand as you type)

	11
	Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:

	The information that will be collected will not be applied to make any decisions regarding the individual participants and will be utilized only to conduct academic research.

(this box should expand as you type)

	12
	Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.

	The audio files will be transcribed in Microsoft Word files. After the transcription, the participants will be given pseudonyms and any personal details will be deleted in the transcripts. Analysis and reporting will be done using the anonymised transcripts. 
(this box should expand as you type)

	13
	If special category data cannot be anonymised, will you obtain explicit consent to share that data?
	YES
	NO
	N/A

	
	
	☐
	☐
	☐



SECTION M: Participant Information and Consent 

	Information for participants
It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 
	YES
	NO
	N/A
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	Will you obtain written consent for participation?
	✓
	
	☐

	2
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	✓
	
	☐

	3
	Will you tell participants that their participation is voluntary?
	✓
	
	☐

	4
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	✓
	
	

	5
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	
	✓

	6
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	✓
	
	☐

	7
	Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 
	✓
	
	☐

	8
	If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?
	✓
	
	☐

	9
	Will you give participants the UWTSD Privacy Notice for Research?
	✓
	
	☐

	If you have answered NO to any ofquestions M1-M9, please provide justification detailing why this is necessary for the research.  

	10
	Participants will be informed about the study and Consent Form will be provided to them prior to participation. The interviews will be voluntary and informed consent will be provided prior to the interview process.

	Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 

	11
	Before getting written consent, the participants will be made aware of the objective of the research, the interviewing process, the confidentiality terms, risks and benefits.

	Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  

	Please detail how you will treat confidential information:

	12
	Interviews will be audio recorded with participants' consent. The tapes will be transcribed to Microsoft Word files, and stored in secure places with passwords on university-approved devices and storage systems. All identifying information will be deleted and the transcripts will be assigned pseudonyms before analysis. Only the researcher and supervisor will have access to the data.

	Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.

	13
	Sample information sheets and consent forms are available from the Doctoral College Portal.


	14
	Consent form attached?
	YES
✓
	NO
     
	N/A
☐



SECTION N: Research with Potential Military Application
	1
	Does your research have any potential military application?
	YES
	Click to continue to appendix 8
	NO
	Continue to the next section

	2
	Have you completed appendix 8?
	YES
	☐
	NO
	· 



[bookmark: SEC_O]SECTION O: Use of Artificial Intelligence Tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	· 
	☐

	2
	Generate and/or edit text?
	☐

	✓

	☐

	3
	Generate graphics?
	☐
	· 
	☐

	4
	Generate video?
	☐
	· 
	☐

	5
	Generate sound/music?
	☐
	· 
	☐

	6
	Generate code?
	☐
	· 
	☐

	7
	Generate synthetic data?
	☐
	· 
	☐

	8
	Analyse data?
	☐
	· 
	☐

	9
	Analyse personal or sensitive data?
	☐
	· 
	☐

	10
	Classify data?
	☐
	· 
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	· 
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	Not applicable. No AI tools will be used in this research project.




Section P: Research Data Management Plan

	1
	Data Summary

	Research data will comprise of transcripts of interviews in Microsoft Word form, signed consent forms, researcher notes and secondary data sources in the form of academic journals, HSBC annual reports and industry reports.

	2
	Responsibilities

	UWTSD responsible for data managementwithin research teams at all partner institutions


	3
	Assessment of existing data

	The existing data sources that will be used by the research project are about the secondary information collected from different secondary sources. Moreover, the gaps that that can limit the research includes biased information, methodological limitations and others.


	4
	Management and curation of data

	Interviews will be semi-structured and recorded on audio tape and transcribed into Microsoft word documents. The transcripts will be checked against the accuracy and anonymised by using participant codes and pseudonyms. Interpretation of interview data and secondary data will be done through thematic analysis.

	5
	Quality assurance of data

	The procedures for quality assurance that will be carried out on the data collected at the time of data collection, data entry, digitisation and data checking are Standardized Protocols, real-time monitoring, input validation, automated parsing and data profiling with integrity checks.


	6
	Short-term data storage

	Interview transcripts, audio records and consent forms and secondary research materials will be kept in password-controlled devices and secure university approved storage. Only the supervisor and researcher will have access. To avoid loss of data, regular backups will be ensured.

	7
	Long-term data storage and preservation 

	Data will be stored as research data as per the requirements of UWTSD research data management, and will be deleted in a secure manner after the duration specified as required.
	Data will be stored as research data as per the requirements of UWTSD research data management, and will be deleted in a secure manner after the duration specified as required.

	8
	Documentation and metadata

	The documentation and metadata will accompany the data includes the factors to determine banking process through technological integration. The data can be documented during research to provide high quality contextual information and/or structured metadata for secondary users.


	9
	Data sharing

	Anonymised research findings may be included in the final dissertation and academic reports. No personal participant information, interview recordings or identifiable data will be shared with third parties. Access to research data will be restricted to the researcher and supervisor in accordance with UWTSD research data management requirements

	10
	Copyright and intellectual property ownership

	The copyright and Intellectual Property Rights (IPR) of any new data that will generate is UWTSD.


	11
	Resources

	Secondary resources is required to deliver the research and no costs was related to long term storage will be normally permitted by funders providing these are fully justified and relate to the project.




SECTION Q: Risk Assessment 

	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.

	1
	Full risk assessment completed and appended? 
	YES
	NO
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	· 

	Risks to participants, researchers, and the University 

	2
	Social risks: disclosures that could affect participants standing in the community, in their family and their job.
	YES
	NO

	
	
	✓
	

	Risk:

The respondents will be free to share sensitive organisational data on banking practices and digital technologies.
	How will you address any risks?

Data will be anonymised using pseudonyms and be reported in a manner that will not allow identification of individual participants.

	3
	Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation
	YES
	NO

	
	
	✓
	

	Risk:

Possible violation of confidentiality or data protection requirements.
	How will you address any risks?

Requirements of GDPR will be observed. Informed consent will be gained and all information will be safely stored.

	4
	Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.
	YES
	NO

	
	
	✓
	

	Risk:

Respondents can take time and engage in interviews.
	How will you address any risks?

The interviews will be arranged at convenient times and maintained within the agreed time frame.


	5
	Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.
	YES
	NO

	
	
	✓
	

	Risk:

The participants might have the fear that remarks about HSBC or banking practices might be associated with them.
	How will youaddress any risks?

Transcripts and findings will be de-identified by the use of pseudonyms and all identifying information will be deleted.


	6
	Safeguarding risks: Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.
	YES
	NO

	
	
	☐
	· 

	Risk:

No safeguarding risks are anticipated. The research involves adult banking customers who will participate voluntarily in interviews regarding augmented reality and digital banking services. No children, vulnerable adults, or dependent groups will be involved in the study.
	How will you address any risks?

Participants will receive a Participant Information Sheet and provide informed consent before participation. Interviews will be conducted professionally through online platforms such as Microsoft Teams or Zoom. Participants may decline to answer any question and may withdraw from the study at any time without penalty. All data will be anonymised and stored securely in accordance with GDPR and UWTSD research ethics requirements.


	7
	Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  
	YES
	NO

	
	
	☐
	· 

	
Risk: Participants may experience minor discomfort when discussing their experiences, opinions, or concerns regarding digital banking services and augmented reality technologies. Some participants may prefer not to discuss certain banking experiences.
Mitigation:
Participation is voluntary. Participants may decline to answer any question and may withdraw from the study at any time without penalty. Interviews will focus on general experiences and perceptions rather than personal financial information. All responses will be anonymised and treated confidentially. 


	
	Health and safety risks

	8
	Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.
	YES
	NO

	
	
	☐
	· 

	
	


	9
	Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.
	YES
	NO

	
	
	☐
	· 

	10
	Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.
	YES
	NO

	
	
	☐
	· 

	11
	Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 
	YES
	NO

	
	
	☐
	· 

	12
	Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields
	YES
	NO

	
	
	☐
	· 

	13
	Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems
	YES
	NO

	
	
	☐
	· 



SECTION R: Disclosure and Barring Service

	Disclosure and Barring Service

	1
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	
	Does your research require you to hold a current DBS Certificate?
	☐
	· 
	☐

	2
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	




[bookmark: SEX_S]SECTION S: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/


	1
	Name of applicant
	Deeksha Deeksha

	2
	Electronic or written signature of applicant:
	Deeksha

	3
	Date
	8th June 2026

	4
	Name of Director of Studies
	MR. KA PO CHONG


	5
	Electronic or written signature of Director of Studies:
	Ka Po chong

	6
	Date
	8th June 2026



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	1
	· 
	I have read the guidance notes supplied before completing the form.

	2
	· 
	I have completed all relevant sections of the form in full.

	3
	· 
	I have attached a copy of the Participant Information Sheet (PIS) or Consent Form

	4
	· 
	I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)

	5
	· 
	I have attached a full risk assessment (where appropriate) 

	6
	· 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	7
	· 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy

	8
	· 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy

	9
	· 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy

	10
	I have completed the following appendices:
	1
	☐
	2
	☐
	3
	☐
	4
	☐

	
	
	5
	☐
	6
	☐
	7
	☐
	8
	☐



	
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk, with the title ‘Ethical Approval’ followed by your name.











END OF MAIN FORM

[bookmark: APP_1]APPENDIX 1 – Grant or Contract Funding

	A1.1
	Has your research been awarded external funding?
	YES
	☐
	NO
	· 

	A1.2
	Have you applied for funding / awaiting decision?
	YES
	☐
	NO
	· 

	A1.3
	Are you intending to apply for funding?
	YES
	☐
	NO
	· 

	A1.4
	[bookmark: _Hlk152243903]Funding Body
	

	A1.5
	Lead institution (grant holder)
	

	A1.6
	If awarded, grant reference
	

	A1.7
	If awarded, grant value
	

	A1.8
	If awarded, start date and duration
	



	
	
	
	
	


	Return to the main form






[bookmark: APP_2]APPENDIX 2: External Collaborative Research Activity

	INSTITUTION 1                        

	[bookmark: _Hlk152247185]A2.1
	Name
	


	A2.2
	Researcher name and position 
	


	A2.3
	Role in project (e.g. co-investigator)
	


	A2.4
	Contact e-mail address
	


	A2.5
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner.See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐
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	INSTITUTION 2                      

	A2.6
	Name
	


	A2.7
	Researcher name and position 
	


	A2.8
	Role in project (e.g. co-investigator)
	


	A2.9
	Contact e-mail address
	


	A2.10
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner.See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




	INSTITUTION 3                       

	A2.11
	Name
	


	A2.12
	Researcher name and position 
	


	A2.13
	Role in project (e.g. co-investigator)
	


	A2.14
	Contact e-mail address
	


	A2.15
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner.See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




Add additional collaborators as needed

	
	
	
	
	


	Return to the main form


[bookmark: APP_3]


APPENDIX 3: Research Undertaken Outside of the UK

	A3.1
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.

	If you are working outside the UK provide details of the location(s) in terms of country and city/town. Where you are working with organisations such as museums, schools, universities, or government departments include them here together with details of the contact person involved. Where there are specific local legal codes covering your research, e.g. for child protection or data protection, list them here and state how you will ensure that you comply with them.
If you plan to work outside your home country then check your government’s recommendations for the country in which you will be working. For the UK this information is available at https://www.gov.uk/foreign-travel-advice. It is also a good idea to make sure that you have the contact details of your nearest embassy or consulate in case of emergency. Travel insurance that covers working outside of your home country is recommended.

(this box should expand as you type)

	A3.2
	Responsible Research and Innovation
If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.

	A3.3
	Confirm that you have read the Trusted Research and Innovation Policy
	☐



	If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.
If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.
	Return to the main form
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	Organisational Details

	A3.4
	Name of Organisation 

	

	A3.5
	Country where organisation is based:

	

	A3.6
	Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):

	

	A3.7
	What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.

	

	A3.8
	Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).

	

	A3.9
	Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 



	About New Partners

	A3.10
	Why does a partner want to work with you?

	A3.11
	What are they expecting in return for their financial support or involvement?


	A3.12
	Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own?If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.
	YES
	NO

	
	
	☐
	· 

	A3.13
	Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state?If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.
	YES
	NO

	
	
	☐
	· 

	A3.14
	Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative?If you have ticked YES, please summarise below how this might occur.
	YES
	NO

	
	
	☐
	· 

	A3.15
	Are there any legal, regulatory or university policy constraints on undertaking your research with this partner?If you have ticked YES, please summarise these below.
	YES
	NO

	
	
	☐
	· 

	A3.16
	Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university?If you have ticked YES, please summarise these risks below.
	YES
	NO

	
	
	☐
	· 




	About Research Relationships
	YES
	NO

	A3.17
	Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?
	☐
	· 

	A3.18
	Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?
	☐
	· 


	A3.19
	Who will own any IP that is generated?

	A3.20
	What plans do you have in place for protecting the resulting IP?

	A3.21
	What contractual requirements are you able to put in place to protect the interests of your academic institutions?

	A3.22
	What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?

	A3.23
	Is there any physical separation or protection required between research in similar fields?




	About Existing Partners

	A3.24
	Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.
	YES
	NO

	
	
	☐
	· 

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.25
	Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.
	YES
	NO

	
	
	☐
	· 

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.26
	Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	· 

	A3.27
	Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	· 



	
	
	
	
	


	Return to the main form





[bookmark: APP_4]APPENDIX 4: Research with Vulnerable People

	Will the research involve data processing involving the following data subjects:
	YES
	NO

	A4.1
	Children under 16
	☐
	· 

	A4.2
	Adults with learning disabilities
	☐
	· 

	A4.3
	Adults with other forms of mental incapacity or mental illness
	☐
	· 

	A4.4
	Adults in emergency situations
	☐
	· 

	A4.5
	Prisoners or young offenders
	☐
	· 

	A4.6
	Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students
	☐
	· 

	A4.7
	People who have not given their explicit consent to participate in the project
	☐
	· 

	A4.8
	People engaged in illegal activities
	☐
	· 

	A4.9
	Any other people who can be considered vulnerable in the context of this project
	☐
	· 

	Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.

	A4.10
	Any inclusion of vulnerable people must be fully justified.
NA

	Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.

	A4.11
	How will you protect your participants from any negative impacts caused by your research process? This might include physical or emotional harm or discomfort. If vulnerable participants will be giving consent themselves then explain the steps you will take to ensure that they are not coerced into giving consent. If consent is to be obtained from a legal representative then how will you identify the appropriate person?


	It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:

	A4.12
	DBS Check required? 
	YES
	NO

	
	
	☐
	✓

	A4.13
	DBS certificate obtained?
	YES
	NO
	N/A

	
	
	☐
	☐
	✓



	
	
	
	
	


	Return to the main form





[bookmark: APP_5]APPENDIX5:ResearchInvolving Animals
	The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.

	Will the research involve any work with any of the following animals (including observation in their natural habitat)
	YES
	NO

	[bookmark: _Hlk156319509]A5.1
	Any living vertebrates, other than humans?
	☐
	· 

	A5.2
	Any living cephalopods?
	☐
	· 

	A5.3
	[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	· 

	A5.4
	Due diligence assessment appended to this application?
	☐
	· 

	[bookmark: _Hlk156464303]Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	[bookmark: _Hlk156464347]A5.5
	Contact INSPIRE for support on this section.




	
	
	
	
	


	Return to the main form





[bookmark: APP_6]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services 

	Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.

	Will the research involve any of the following?
	YES
	NO

	A6.1
	Staff in prison establishments
	☐
	· 

	A6.2
	Offenders in prison establishments
	☐
	· 

	A6.3
	The Probation Service
	☐
	· 

	A6.4
	His Majesty’s Prison and Probation Services
	☐
	· 

	All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:

	A6.5
	[bookmark: _Hlk156464314]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	· 

	A6.6
	Have you applied to the HMPPS National Research Committee (NRC)?
	☐
	· 

	A6.7
	Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 
	☐
	· 

	A6.8
	Due diligence assessment appended to this application?
	☐
	· 

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	A6.9
	Contact INSPIRE for support on this section.




	
	
	
	
	


	Return to the main form





[bookmark: APP_7]APPENDIX 7:  Health and Social Care Research 
	All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:

	Will the data processing involve:
	YES
	NO

	A7.1
	Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.
	☐
	· 

	A7.2
	Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.
	☐
	· 

	A7.3
	Patients and users of the NHS (including NHS patients treated in the private sector).
	☐
	· 

	A7.4
	Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.
	☐
	· 

	A7.5
	Patients who are cared for in private and voluntary sector nursing homes.
	☐
	· 

	A7.6
	Confidential patient information.
	☐
	· 

	A7.7
	Clinical trial of a medicinal product or medical device.
	☐
	· 

	A7.8
	Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.
	☐
	· 

	A7.9
	Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.
	☐
	· 

	A7.10
	Foetal material and IVF involving NHS patients.
	☐
	· 

	A7.11
	The recently deceased under NHS care.
	☐
	· 

	A7.12
	NHS staff or premises.
	☐
	· 

	A7.13
	Practising midwives conducting a clinical trial.
	☐
	· 

	A7.14
	Investigational medicinal product.
	☐
	· 

	A7.15
	Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.
	☐
	· 

	A7.16
	Exposure to ionising radiation.
	☐
	· 

	A7.17
	Other health and social care related research.
	☐

	· 

	Please specify 
Contact INSPIRE for support on this section.
	
	

	Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool :https://www.hra-decisiontools.org.uk/research/

	A7.18
	Does the research meet the HRA definition of research?
	YES 
	NO
	N/A

	
	
	☐
	· 
	☐

	A7.19
	Is the Research being sponsored by a collaborating partner?
	YES 
	NO
	N/A

	
	
	☐
	· 
	☐

	A7.20
	Has NHS ethics approval been granted?
	YES 
	NO
	N/A

	
	
	☐
	· 
	☐

	A7.21
	Has INSPIRE undertaken an initial due diligence exercise?
	YES 
	NO

	
	
	☐
	· 

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately. 

	A7.22
	Contact INSPIRE for support on this section.


(this box should expand as you type)



	A7.23
	Have you been granted NHS ethical approval?
	YES
	Click to continue to Section R
	NO
	Return to the main form






[bookmark: APP_8]APPENDIX8: Export Control for Research with Potential Military End Uses
	Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.
Will the research involve:

	Defence
	YES
	NO

	A8.1
	Military equipment and munitions
	☐
	· 

	A8.2
	Defence equipment, including satellites
	☐
	· 

	A8.3
	Technical data, including some border and port information
	☐
	· 

	A8.4
	Dual use research
	☐
	· 

	Materials and Technologies
	YES
	NO

	A8.5
	Nuclear materials, facilities and equipment
	☐
	· 

	A8.6
	Chemicals, microorganisms and toxins
	☐
	· 

	A8.7
	Electronics design, development and production
	☐
	· 

	A8.8
	Computers
	☐
	· 

	A8.9
	Telecommunications
	☐
	· 

	A8.10
	Sensors and lasers
	☐
	· 

	A8.11
	Navigation and avionics
	☐
	· 

	A8.12
	Marine technology
	☐
	· 

	A8.13
	Composite materials
	☐
	· 

	A8.14
	Aerospace and propulsion
	☐
	· 

	Sensitive Information
	YES
	NO

	A8.15
	Cryptology
	☐
	· 

	A8.16
	Counterterrorism
	☐
	· 

	A8.17
	Counternarcotics
	☐
	· 

	A8.18
	Cyber-related
	☐
	· 

	A8.19
	Non-proliferation
	☐
	· 

	A8.20
	Transnational criminal organisations
	☐
	· 





	Genetic Resources
	YES
	NO

	A8.21
	Genetic material of actual or potential value
	☐
	· 

	A8.22
	Organisms, or parts thereof
	☐
	· 

	A8.23
	Populations (or organisms)
	☐
	· 

	A8.24
	Other biotic components of ecosystems
	☐
	· 

	A8.25
	Domesticated or cultivated species in which the evolutionary process has been influenced by humans
	☐
	· 



	Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:
	YES
	NO

	A8.26
	Physical transfer of goods, technologies, material or equipment
	☐
	· 

	A8.27
	Blueprints
	☐
	· 

	A8.28
	Plans
	☐
	· 

	A8.29
	Diagrams
	☐
	· 

	A8.30
	Models
	☐
	· 

	A8.31
	Formulae
	☐
	· 

	A8.32
	Tables
	☐
	· 

	A8.33
	Engineering designs and specifications
	☐
	· 

	A8.34
	Manuals and instructions
	☐
	· 

	A8.35
	Software
	☐
	· 

	A8.36
	Know-how
	☐
	· 



	Will your project transfer technology using any of the following physical methods?
	YES
	NO

	A8.37
	USB flash drives
	☐
	· 

	A8.38
	Portable hard drives
	☐
	· 

	A8.39
	Laptops
	☐
	· 

	A8.40
	Tablets
	☐
	· 

	A8.41
	Intangible forms by using electronic media, such as email, phone storage and cloud file sharing
	☐
	· 

	A8.42
	Physical exports
	☐
	· 



	Will your project involve any of the following?
	YES
	NO

	A8.43
	Oral transfer by phone or videoconferencing or presentations
	☐
	· 

	A8.44
	Travelling overseas for any purpose, while unintendingly carrying any of the above.
	☐
	· 

	A8.45
	Will you be hosting foreign visitors?
	☐
	· 





	If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.
	YES
	NO

	A8.46
	Full export control assessment required?
	☐

	· 

	A8.47
	Full export control assessment completed?
	☐

	· 

	A8.48
	Full export control assessment appended?
	☐

	· 



	
	
	
	
	


	Return to the main form
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Figure 4.3: Cronbach's Alpha by Construct vs. Acceptable Threshold
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Figure 4.4: Correlation Matrix Heatmap
(** p < 0.01, two-tailed)
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Figure 4.5: Standardised Regression Coefficients Predicting BME
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Figure 4.6: Mean Banking Management Effectiveness (BME) by Age Group
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Questionnaire Research Title: Integration
of Augmented Reality in Banking
Management in the United Kingdom: A
Case Study of HSBC

Participant
Consent

You are invited to participate in this academic

research conducted for an MBA at the University of Wales Trinity Saint David.
Participation is voluntary and anonymous. Your responses will be used only for
academic purposes. By completing this questionnaire, you confirm that you are
at least 18 years old, have read this information, and consent to participate.
You may withdraw at any time before submitting your responses.

Unless otherwise stated, please indicate your level of agreement using the
following five-point Likert scale:

1 = Strongly Disagree 2 = Disagree 3 = Neutral
4 =Agree 5 = Strongly Agree

Closing Statement

Thank you for taking the time to complete

this questionnaire. Your responses are greatly appreciated and will contribute
to this academic research on the integration of augmented reality in banking
management within HSBC in the United Kingdom.
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Figure 4.1: Age Distribution of Respondents (N = 200)
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Mean score (1-5 scale)

Figure 4.2: Mean Scores by Construct, with SD (N = 200)
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