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1 Introduction

Developing doctoral research necessitates a structured and reflective process that encompasses
more than identifying a research topic. It involves the systematic development of an initial
research idea into a focused and academically defensible research plan through ongoing
evaluation, learning and research decisions. (Saunders ez a/., 2023). This research portfolio has
been prepared for the Advancing to Doctoral Research (ADR) module within the Doctor of
Business Administration (DBA) programme. The portfolio documents how the proposed
doctoral study developed across the module and explains the decisions that shaped its final
direction. Rather than presenting only the final proposal, the portfolio reflects on how the
research idea changed through literature engagement, critical reflection and progressive
refinement.

Choosing a suitable doctoral research topic is an iterative process that evolves gradually via
critical thought and interaction with current knowledge (Booth et al., 2016). Developing a
meaningful doctoral study requires an extensive review of the literature, evaluation of
competing theoretical perceptions, identification of research gaps and continuous justification
of research decisions. Artificial intelligence is increasingly reshaping digital banking by
changing how financial institutions deliver services and interact with customers (Lee et al.,
2023: Lee and Zhou, 2026).This development creates a need to understand what influences
customers’ satisfaction with Al-enabled banking and their willingness to continue using these
services.

The portfolio presents the key stages involved in the development of the proposed doctoral
research. It commences by identifying the research problem and establishing its significance
within the contemporary banking environment. It then demonstrates how an extensive
exploration of the academic literature informed the evolution of the research idea through the
evaluation of relevant theories, empirical findings and scholarly perspectives. Building upon
these stages, the portfolio explains how the research focus was progressively refined, how
suitable methodological decisions were developed and justified, and how these processes
collectively contributed to the formulation of the final doctoral research proposal. The final
research direction therefore centres on Al competencies and their relationship with customer
satisfaction and continued use of Al-enabled digital banking in India, reflecting both an
emerging research priority and an identified gap within the existing literature.

Overall, the portfolio shows how the study moved from an early research interest to a more
focused doctoral plan through evidence-based evaluation and reflection. The process also
demonstrates how literature, feedback and methodological considerations informed key
research decisions. By documenting each stage of this journey, the portfolio establishes a strong
academic foundation for the subsequent stages of doctoral research while demonstrating the
analytical and reflective capabilities expected of doctoral researchers (Saunders et al.. 2023).




2 Portfolio Item 1: Research Context

Portfolio Item 1 presents the initial stage of the research journey by examining the background,
research problem, research context and the original research concept. Together, these
foundations explain how the initial research interest was established and provide the foundation
for the following development and refinement of the proposed doctoral research.

2.1 Background

The banking sector is being reshaped by rapid developments in digital technology, particularly
artificial intelligence (AI). Financial institutions are increasingly integrating Al into digital
banking services to enhance operational efficiency, strengthen security, improve service
delivery and deliver more personalised customer experiences. As customer expectations
continue to evolve towards intelligent, seamless and frictionless digital interactions, banks and
financial technology (FinTech) organisations are investing substantially in Al-enabled
capabilities to strengthen their competitiveness and create greater customer value. As a result,
research on Al-enabled digital banking has become strategically significant in both academic
literature and banking practice (Omoge, Gala, and Horky, 2022; Sheth et al., 2022; Kumar and

Manrai, 2024).

This doctoral research has a solid foundation because the banking industry has always been a
focus of my academic and professional interests. Digital banking and the wider impact of
digital technologies on banking services were the subject of earlier scholarly research. which
enhanced my understanding of the digital transformation occurring within financial
institutions. Through continued engagement with current academic literature, I recognised that
Al is extending beyond traditional digital banking by changing customer interactions, service
delivery and decision-making processes. This journey of progressive learning inspired me to
change the focus of my study from general digital banking to Al-enabled digital banking,
realising the growing academic and practical significance of this area.

At the preliminary stage of this research journey, the proposed study focused on customer
satisfaction in digital banking. Perceived Ease of Use (PEOU) and Perceived Usefulness (PU)
were primarily selected as the principal constructs because they have been broadly adopted
within technology acceptance research and have constantly demonstrated their ability to
explain customers' acceptance of digital technologies (Davis, 1989: Kruger and Steyn, 2025).
These constructs gave a suitable theoretical foundation, but they only offered a limited
understanding of consumer experiences in more Al-enabled banking contexts because they
mainly explain technology adoption.

As the research progressed, a more inclusive review of contemporary literature relating to Al-
enabled banking and intelligent financial services was undertaken. The review examined new
Al-related conceptions, different theoretical stances, empirical data, and various geographic
contexts rather than merely depending on conventional technological adoption theories. This
more thorough review of the literature showed that more recent research is looking at Al-
specific traits, skills, and intelligent service capabilities as significant predictors of customer
outcomes. extending beyond the explanatory power of traditional technology adoption models
(Lee et al., 2023: Alnaser et al., 2023: Bhatnagar, Rajesh and Misra, 2024:; Lee and Zhou,
2026). These insights encouraged a critical re-evaluation of the initial research direction and
ultimately led to the refinement of the proposed doctoral study towards investigating the
relationship between Al competencies, customer satisfaction and continued usage intentions in
the Indian Al-enabled digital banking environment.




2.2 Research Problem

The banking industry is undergoing an important transformation as financial institutions
increasingly adopt artificial intelligence (Al) to strengthen competitiveness within a developing
digital environment. Banks are investing substantially in Al-enabled technologies to enhance
customer interactions, automate routine banking processes and improve service productivity
through applications such as intelligent chatbots, personalised recommendation systems and
virtual financial assistants. Though these technological developments have improved
operational capabilities, many financial institutions continue to face challenges in consistently
meeting customer expectations. When Al-enabled services are unable to offer precise answers,
tailored support, or sympathetic aid during intricate financial transactions, customers often
express discontent. Consequently, the adoption of Al technologies alone does not necessarily
guarantee higher customer satisfaction or sustained customer engagement, creating an
important strategic challenge for the banking industry (Omoge, Gala and Horky, 2022; Sheth
et al., 2022: Kumar and Manrai, 2024).

Despite the widespread application of Al-powered banking services, sustaining long-term
customer relationships remains a significant concern for financial institutions. Although many
customers at first adopt Al-enabled banking applications, continued usage is often influenced
by concerns relating to limited transparency, inconsistent service quality, privacy, trust and the
perceived ability of Al systems to deliver meaningful customer value. When Al-enabled
services are unable to deliver precise answers, tailored support, or sympathetic aid during
intricate financial transactions, customers often express discontent. Consequently, improving
customer retention and strengthening long-term customer relationships have become critical
priorities within Al-enabled digital banking (Lee ef al., 2023; Ni, 2024; Lee and Zhou, 2026).

During the literature review, I observed considerable variation in the factors used to explain
customer behaviour within Al-enabled banking. Previous research has looked at a wide range
of elements like customer satisfaction, technology acceptability, trust, quality of service, and
Al features. These studies frequently yield inconsistent and fragmented results in various
circumstances. This multiplicity indicates that the current literature has yet to establish a
consistent understanding of the primary causes of favourable customer results in banking
settings with Al capabilities. More significantly, relatively limited attention has been given to
Al competencies as a comprehensive construct capable of explaining customer satisfaction
and continuance intention within a unified conceptual framework. This observation
emphasised an important gap in the literature and suggested that further investigation of Al
competencies could give a more thorough insight into how customers interact with Al-enabled
banking (Alnaser ef al., 2023; Bhatnagar, Rajesh and Misra, 2024; Lee and Zhou, 2026).

The original research direction was critically re-evaluated as a result of these observations. The
literature suggested that a more comprehensive study challenge focusing on how Al
capabilities impact consumer satisfaction and inclination to stick with Al-enabled digital
banking services should be investigated rather than sticking to traditional technology adoption
variables alone. Therefore, the research focus was progressively refined through continued
engagement with modern literature, resulting in a research direction that better reflects current
developments within the banking industry while addressing an identifiable theoretical,
contextual and practical research gap.



2.3 Research Context

Artificial intelligence (AI) has become a powerful force in the global banking industry,
fundamentally changing how financial institutions develop, provide, and manage digital
financial services. Banks are gradually embedding Al technologies into their digital banking
ecosystems to improve operational performance, strengthen security and provide more
intelligent customer experiences. Conversational chatbots, fraud detection systems, automated
credit evaluation, tailored financial advice, and predictive analytics are examples of
applications that are now crucial to modern banking operations. These developments
demonstrate that Al is reshaping not only internal banking processes but also the nature of
customer—bank interactions, facilitating the provision of more individualised, effective, and
responsive digital services by financial institutions (Omoge, Gala and Horky, 2022; Sheth et
al.. 2022: Moharrak and Mogaji, 2025).

India provides a particularly appropriate context for examining Al-enabled digital banking
because of its rapid digital transformation and expanding financial technology ecosystem. The
nation has seen significant increases in smartphone usage, internet accessibility, and digital
financial inclusion, making it among the global marketplaces for digital banking that are
expanding the fastest. The deployment of intelligent banking technology in the retail banking
industry has accelerated due to government initiatives supporting digital payments and growing
customer acceptance of Al-driven financial services. Additionally, India's large and diverse
banking population offers a suitable setting for investigating customer perceptions of Al-
enabled banking services within a dynamic and evolving digital environment (Kumar and
Manrai, 2024; Ramprasad and Muralidharan Devi, 2024: Shaikh et al., 2024).

Despite the rapid adoption of Al-enabled banking services, financial institutions continue to
encounter challenges in consistently meeting customer expectations. Banks differ greatly in
how AI technologies are implemented and developed, which affects client experiences,
personalisation, and service quality. While Al can improve competence and convenience,
customers may remain concerned about trust, transparency, service quality and the capacity of
Al systems to efficiently handle intricate financial requirements. These persistent challenges
imply that the abilities ingrained in Al-enabled banking services that influence consumer
perceptions and behavioural outcomes are just as important for effective Al implementation as
technology advances. (Ni, 2024; Lee ef al., 2023: Lee and Zhou, 2026).

Accordingly, this research is situated within the Indian retail banking sector and examines how
Al competencies influence customer satisfaction and continuance intention towards Al-
enabled digital banking services. By concentrating on this environment, the study aims to add
to the expanding corpus of information on Al-enabled banking while offering useful insights
that could help financial institutions create more efficient Al-driven banking services and
fortify enduring client connections.

2.4 Initial Research Concept

At the beginning of this doctoral research journey, the initial research concept centred on
examining customer satisfaction within the context of digital banking services. The
proposed study concentrated on customers' experiences of digital banking rather than Al-
enabled banking, with the primary objective of understanding how customers perceived,
accepted and interacted with digital banking technologies. At this stage the purpose of the study
was to look at what influences customer satisfaction by looking at consumers' acceptance and



perceptions of digital banking services, representing a well-established and widely recognised
area of research within the banking literature (Kruger and Steyn, 2025).

The ongoing digital transformation of the banking sector prompted the development of the
initial research proposal. where financial organisations were increasingly replacing traditional
banking services with digital channels. As digital banking became embedded within customers'
everyday financial activities, customer satisfaction emerged as one of the most widely
investigated outcomes within digital banking research. Consequently, the Technology
Acceptance Model (TAM) was selected as the initial theoretical foundation because of its
extensive application in explaining customers' adoption and acceptance of digital technologies.
Within this framework, Perceived Ease of Use (PEOU) and Perceived Usefulness (PU) were
identified as appropriate concepts for examining customer satisfaction and comprehending
client acceptance of online banking services (Davis, 1989; Kruger and Steyn, 2025).

However, continued engagement with contemporary academic literature gradually challenged
this initial research direction. The research showed that the connections between perceived
utility, perceived simplicity of use, and customer happiness have been thoroughly examined in
a number of digital banking studies, producing an established and mature body of knowledge.
Furthermore, recent Al-enabled banking research increasingly extends beyond traditional
technology acceptance models by examining Al-specific characteristics, intelligent service
capabilities and emerging constructs that better reflect the changing nature of digital financial
services. Although TAM remains an important theoretical foundation depending only on
PEOU, PU was considered unlikely to generate sufficient originality or make a substantial
doctoral-level contribution. These insights encouraged a critical reassessment of the initial
research concept and motivated the exploration of more modern factors that are relevant to Al-
enabled banking (Bhatnagar, Rajesh and Misra, 2024: Lee et al., 2023; Lee and Zhou, 2026).

Accordingly, the initial research concept provided an important foundation for understanding
customer behaviour within digital banking. However, ongoing critical analysis and engagement
with contemporary literature demonstrated the need to refine the research focus to achieve
greater originality, stronger theoretical contribution and increased practical relevance. This
iterative process of literature exploration, reflection and research refinement ultimately led to
the development of the final doctoral research direction, which investigates the influence of Al
competencies on customer satisfaction and continuance intention towards Al-enabled
digital banking services in India.



3 Portfolio Item 2: Research Development

Building on the original study idea that was offered in Portfolio Item 1, Portfolio Item 2 details
the suggested research's critical assessment and improvement. This section shows how the
research developed into a more focused and academically sound doctoral study by examining
the literature, identifying research gaps, and justifying the revised topic.

3.1 Topic Development

The original research topic focused on investigating customer adoption and continuance
intention towards digital banking services. Digital banking was chosen because it reflects
one of the biggest changes in the financial services industry, as traditional banking practices
are progressively being replaced by digital platforms and technology-enabled service delivery.
At the initial stage of the research, the study was developed around Perceived Usefulness (PU)
and Perceived Ease of Use (PEOU) because these concepts have been used extensively. to
explain customers' acceptance and continued use of digital banking technologies. Given their
extensive application within technology acceptance research, this appeared to provide an
appropriate theoretical foundation for examining customer perceptions of digital banking
services (Davis, 1989: Kruger and Steyn, 2025).

As the literature review progressed, my understanding of the research area extended
substantially through the systematic evaluation of contemporary studies relating to Al-enabled
banking, intelligent financial technologies and digital transformation. Rather than limiting the
review to traditional technology adoption research, I critically observed different theoretical
perspectives, research variables, methodological approaches and geographical contexts across
recent empirical studies. This broader engagement with the literature highlighted the rapid
progression of Al-enabled banking and demonstrated that the research landscape had expanded
beyond conventional digital banking towards intelligent and data-driven financial services
(Omoge, Gala and Horky, 2022: Sheth et al., 2022: Moharrak and Mogaji, 2025).

Critical evaluation of the literature further demonstrated that the relationships between
perceived usefulness, perceived ease of use, trust, customer satisfaction and continuance
intention have been extensively investigated within digital banking research. Numerous
studies have consistently used well-known theoretical frameworks like the Expectation
Confirmation Model (ECM) and the Technology Acceptance Model (TAM), producing
relatively consistent findings across different contexts. Although these theories continue to
provide valuable explanations of customer behaviour, the maturity of this research stream
recommended that further investigation using the same constructs would offer limited
originality and contribute only modestly to doctoral-level knowledge. Consequently, it became
essential to identify emerging concepts capable of providing a stronger theoretical and practical
contribution (Davis, 1989; Bhattacherjee, 2001; Kruger and Steyn, 2025:; Lee et al., 2023).

Further exploration of recent Al-enabled banking literature revealed an increasing shift from
traditional technology acceptance variables towards Al-specific constructs that better represent
the capabilities of intelligent banking systems. Al competences are being emphasised more and
more in contemporary research as a multifaceted construct that defines customer happiness,
determines how customers view Al-enabled banking services, and promotes ongoing intention.
These studies suggest that Al competencies offer a more thorough justification of customer
experiences than just conventional technological acceptance factors, while also reflecting the
growing strategic importance of Al within the banking industry. This emerging perspective



provided a stronger conceptual foundation for refining the proposed doctoral research (Lee et
al., 2023; Alnaser et al., 2023: N1, 2024: Lee and Zhou, 2026).

As a result, the research evolved from a typical study of digital banking to a more modern
examination of Al-enabled digital banking through ongoing contact with the literature, critical
reflection, and methodical improvement. The ultimate study topic was developed as a result of
this iterative process:

Figure 1. Evolution of the proposed research topic

1. Initial Research Interest
Broad interest in the impact of technology
on banking services

v

2. Focus on Digital Banking Services
Narrowed interest to digital banking
and customer-related outcomes

!

3. Comprehensive Literature Exploration
Systematic review of existing studies
(72 peer-reviewed articles)

v

4. Identification of Research Gap
e Limited emphasis on AI competencies in digital banking

e Limited evidence from the Indian context
e Need to better understand continuance intention

v

5. Research Refinement
e Integration of Al competencies as a key driver

e Customer satisfaction identified as a mediating mechanism
e Focus on Al-enabled digital banking services in India

'

6. Final Research Topic

The Role of AI Competencies in Enhancing
Customer Satisfaction and Continuance Intention
towards Al-enabled Digital Banking Services in India

Source: Developed by the author.

Figure 1. Evolution of the Proposed Research Topic

Figure 1 demonstrates the progression of the research topic from its initial broad focus on
digital banking towards the refined investigation of perceived Al competencies, customer
satisfaction and continuance intention within Al-enabled digital banking services in India.

Source: Author's own illustration (2026).

“The Role of AI Competencies in Enhancing Customer Satisfaction and Continuance
Intention towards AI-Enabled Digital Banking Services in India”



The modified study topic has more theoretical originality and practical significance than the
original research concept, tackles developing topics seen in recent Al-enabled banking
literature, and is in line with current advancements within the banking industry. As a result, it
advances academic understanding and banking practice while strengthening the basis for
doctoral research (Lee and Zhou, 2026).

3.2 Literature Exploration

The literature exploration commenced following the identification of the initial research topic
and formed a central component of the research development process. Initially, the review
focused on digital banking and customer behaviour, with particular consideration given to
customer satisfaction, continuance intention, customer loyalty and technology adoption within
digital banking services. As the review progressed, the scope was systematically expanded to
include Al-enabled banking and intelligent financial technologies, enabling a broader
understanding of how artificial intelligence is transforming contemporary banking services. In
addition to offering a solid basis for improving the suggested doctoral research, this systematic
examination of the literature enabled a deeper comprehension of the body of current
knowledge, new research trends, and theoretical advancements (Bhatnagar, Rajesh, and Misra,
2024: Lee et al., 2023).

Relevant papers were gathered from a number of reputable academic databases, including
Scopus, Web of Science, ScienceDirect, Emerald Insight, SpringerLink, and Google Scholar,
in order to guarantee a thorough and methodical literature assessment. Keywords including
"artificial intelligence", "Al-enabled banking", "digital banking", "AI competencies",
"customer satisfaction", "continuance intention", "digital financial services", "retail banking",
and "India" were used in an organised search approach. In order to narrow down the search and
find papers that closely matched the goals of the study, Boolean operators like 'AND' and
'OR' were used. In addition to guaranteeing that pertinent recent studies were found, this
methodical search procedure enhanced the literature review's transparency, consistency, and

thoroughness (Booth, Sutton, and Papaioannou, 2021; Saunders, Lewis, and Thornhill, 2023).

The initial search acknowledged a substantial number of publications relating to digital banking
and artificial intelligence. To enhance the quality and academic rigour of the review, duplicate
records were removed and predefined inclusion and exclusion criteria were applied throughout
the screening process. Recent peer-reviewed journal articles published in respectable academic
journals were given preference, but non-English publications, conference papers, and studies
that were not directly related to the research objectives were omitted. A final dataset of 72
research papers was produced as a result of this methodical screening approach, offering a
thorough but manageable body of material for in-depth critical study. The final dataset captured
contemporary developments in Al-enabled digital banking and formed the evidence base for
refining the research topic, identifying knowledge gaps and developing the conceptual
framework (Booth, Sutton and Papaioannou, 2021; Saunders, Lewis and Thornhill, 2023).

Critical synthesis of the selected literature revealed several recurring research themes,
including Al adoption, digital transformation, customer satisfaction, trust, continuance
intention and AI competencies within digital banking. Significant differences in the
theoretical stances, research techniques, and geographic settings used by earlier scholars were
also noted in the review. Examining studies undertaken across different countries provided
valuable insights into how Al-enabled banking has evolved within diverse banking
environments while demonstrating that customer behaviour and the factors influencing Al
adoption vary across contexts. More importantly, the review revealed an increasing emphasis
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on Al-specific capabilities and intelligent service delivery, reflecting the evolving nature of
digital banking research (Omoge, Gala and Horky, 2022: Alnaser et al., 2023; Kumar and
Manrai, 2024; Lee et al., 2023; Lee and Zhou, 2026).

S
Figure 2. Literature Search and Study Selection Process
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Figure 2. Literature Search and Study Selection Process

Figure 2 presents the systematic literature search and screening process undertaken to identify
relevant studies that are part of the critical literature review. The procedure summarises the
identification, screening and final selection of the literature that informed the development of
the proposed study.

Source: Author's own illustration based on the literature search process undertaken for this
study (2026).

The suggested research's general direction was greatly influenced by the literature review.
Rather than simply providing a summary of existing studies, the review enabled critical
evaluation of previous findings, comparison of alternative theoretical perspectives and
identification of areas requiring further investigation. This iteration process informed the
refinement of the research title, research questions and key research variables, supported the
selection of an appropriate conceptual framework and ultimately facilitated the identification
of a meaningful research gap. Consequently, the literature exploration established the
intellectual foundation upon which the final doctoral research proposal was developed
(Saunders, Lewis and Thornhill, 2023).
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3.3 Research Gap

The existing body of literature has made substantial contributions to understanding the
acceptance and ongoing utilisation of digital banking services, providing valuable insights into
customer behaviour within digital financial environments. Previous studies have extensively
examined factors such as technology acceptance, trust, service quality, customer
satisfaction and continuance intention, drawing upon well-established theoretical
frameworks, particularly the Technology Acceptance Model (TAM) and the Expectation
Confirmation Model (ECM), to explain customer adoption and post-adoption behaviour
(Davis, 1989:; Bhattacherjee, 2001:; Kruger and Steyn, 2025). Although these studies have
generated important theoretical and practical insights, much of the present evidence remains
centred on conventional digital banking services rather than the increasingly sophisticated
environment of Al-enabled banking.

Despite artificial intelligence's quick incorporation into modern financial services, a
considerable proportion of existing research continues to depend on traditional technology
adoption and continuance theories to explain customer behaviour. While TAM and ECM
remain valuable in understanding technology adoption and post-adoption intentions, they were
developed before the widespread implementation of Al-enabled financial services and
therefore provide only a partial explanation of customer experiences within intelligent banking
environments. According to recent research, Al-enabled banking offers novel features that go
beyond the explanatory reach of these conventional models, such as intelligent decision-
making, adaptive learning, and Al-specific capabilities. Consequently, Al competencies
remain comparatively underexplored as a comprehensive construct capable of explaining
customer satisfaction and continuance intention within Al-enabled digital banking (Lee ef al.,
2023: Alnaser et al., 2023; Lee and Zhou, 2026).

The spatial focus of earlier empirical research is another drawback found in the literature study.
Much of the available evidence has been generated within developed economies characterised
by mature digital infrastructures, different regulatory environments and distinct customer
expectations. Although these studies offer insightful information about Al-enabled banking,
their conclusions might not be immediately applicable to emerging economies. India’s fast
digital transformation, growing financial technology ecosystem, and rising usage of Al-enabled
banking services make it an especially pertinent study context. Nevertheless, comparatively
limited empirical research has examined the influence of Al competencies on customer
satisfaction and continuance intention within the Indian retail banking sector, pointing out a
substantial gap in the present literature's context (Kumar and Manrai, 2024; Ramprasad and
Muralidharan Devi, 2024: Shaikh et al., 2024).

The literature review also identified a conceptual gap. Concerning the connections between Al
competencies, customer satisfaction and continuance intention. Individual Al applications,
such as intelligent chatbots, virtual assistants, and customised financial services, have been the
subject of an increasing number of studies. Nonetheless, these factors have often been studied
separately or in disjointed conceptual models. Examining Al capabilities as a precursor to
customer satisfaction and the subsequent effect of customer satisfaction on intention to
continue utilising a single, coherent conceptual framework has received relatively little
consideration. In Al-enabled banking systems, addressing these relationships may offer a more
thorough explanation of client behaviour. (Lee ef al., 2023; Alnaser et al., 2023; Ni, 2024; Lee
and Zhou, 2026).

Accordingly, the proposed research aims to fill in the conceptual, theoretical, and contextual
gaps found in the literature review. The study extends existing knowledge by examining Al
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competencies as a key determinant of customer satisfaction and continuance intention
within the context of AI-enabled digital banking services in India. The research attempts to
improve current theoretical understanding while producing context-specific data that advances
both academic knowledge and managerial practice by combining these categories into a unified
conceptual framework. As a result, the discovered research gaps offer a convincing rationale
for honing the research topic and creating the suggested doctoral programme.

3.4 Research Refinement

Critical evaluation of the literature established that the initial research topic and its associated
conceptual framework had been extensively investigated within previous digital banking
studies. Earlier research predominantly focused on well-established constructs, including
Perceived Usefulness (PU), Perceived Ease of Use (PEOU), trust, service quality, customer
satisfaction and continuance intention using well-established theories of technology adoption
to analyse consumer behaviour. Although these studies have made significant contributions to
understanding digital banking adoption and post-adoption behaviour, the literature also
indicated that these relationships have reached a relatively mature stage of theoretical
development. Consequently, it became evident that greater originality could be achieved by
moving beyond traditional technology adoption variables towards a more contemporary
research focus that reflects recent developments in Al-enabled banking (Davis, 1989:
Bhattacherjee, 2001:; Kruger and Steyn, 2025: Bhatnagar, Rajesh and Misra, 2024).

Following the identification of these limitations, the research focus was progressively refined
from digital banking services to Al-enabled digital banking services. Additionally, this
improvement moved the focus from widespread technology deployment to comprehending
client experiences in intelligent banking settings. The ability of consumers to comprehend,
engage with, and successfully use Al-enabled banking services is represented by Al
competences, a multifaceted construct that has been increasingly emphasised in contemporary
literature. Because of their continued significance in explaining long-term customer
engagement with Al-enabled digital banking, customer satisfaction and continuance intention
were kept as the key outcome variables, while Al competencies were chosen as the primary
independent variable (Lee et al., 2023; Alnaser et al., 2023 [ee and Zhou, 2026).

The refinement process was informed by both critical engagement with the literature and
constructive supervisory feedback. Recent empirical studies demonstrated that Al
competencies represent an emerging research construct with increasing theoretical and
practical relevance within Al-enabled financial services. At the same time, supervisory
feedback consistently emphasised the importance of strengthening the originality and academic
contribution of the proposed research by moving beyond variables that have been extensively
examined in previous digital banking studies. The combination of evidence from the literature
and supervisory guidance therefore strengthened the theoretical foundation of the study while
improving its relevance to the rapidly evolving Al-enabled banking sector (Lee ef al., 2023
Kumar and Manrai, 2024: Lee and Zhou, 2026).

The overall study design was subsequently influenced by the refinement of the research topic.
To fill up the conceptual, contextual, and theoretical gaps identified in the literature review,
the research aim, objectives, and conceptual framework were updated. Furthermore, the
selection of research variables was guided by their theoretical relevance, empirical support and
arrangement with the proposed research objectives, ensuring consistency between the research
problem, research questions and conceptual framework. This systematic refinement
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strengthened the overall coherence of the proposed study and established a robust foundation
for the subsequent stages of the doctoral research (Saunders, Lewis and Thornhill, 2023).

As a result of this technique of iterative refining, the research evolved into a more focused and
academically robust investigation of the impact of AI competencies on customer satisfaction
and continuance intention towards Al-enabled digital banking services in India. In addition
to addressing current advancements in Al-enabled banking and the swift digital transformation
of the Indian banking industry, the streamlined topic fills a clear gap in the body of previous
research. As a result, the final doctoral research proposal included in this portfolio is based on
the improved study direction, which offers greater theoretical, contextual, and practical
contributions.

3.5 Research Justification

The way financial institutions provide services and engage with clients has completely changed
as aresult of the quick development of Al-enabled digital banking. While previous studies have
yielded a wealth of data regarding the adoption of digital banking through constructs such as
perceived usefulness, trust, service quality, and customer satisfaction, these studies have
primarily relied on traditional theoretical frameworks, particularly the Technology Acceptance
Model (TAM) and the Expectation Confirmation Model (ECM). (Davis, 1989; Bhattacherjee,
2001). These theories were created before artificial intelligence was widely included in
financial services, yet they are still useful for explaining technological adoption and continuing
behaviour. Consequently, they provide only a partial explanation of customers' interactions
with Al-enabled banking technologies. Contemporary studies increasingly suggest that Al
competencies represent a more appropriate construct for understanding customers' ability to
effectively engage with intelligent banking systems and may therefore extend existing
theoretical understanding of customer behaviour within Al-enabled financial services (Lee et
al., 2023; Alnaser et al., 2023; Lee and Zhou, 2026). Accordingly, this study seeks to advance
current knowledge by examining Al competencies within the context of Al-enabled digital
banking rather than depending only on traditional technology adoption constructs.

India's fast digital transformation and expanding use of banking services powered by Al
throughout the financial sector make it a particularly pertinent environment for this study. As
customers become more familiar with Al-powered banking applications, their expectations of
personalised, efficient and intelligent financial services continue to evolve, creating new
opportunities and challenges for financial institutions. However, much of the existing empirical
evidence has been generated within developed economies, where technological infrastructure,
customer behaviour and banking environments differ considerably from those in India.
Consequently, findings derived from these settings cannot be assumed to be directly applicable
to the Indian banking sector. By investigating the relationships among Al competencies,
customer satisfaction and continuance intention within the Indian context, this study aims
to generate evidence that is both contextually relevant and practically valuable. The findings
are anticipated to help banks, managers, and legislators create customer-focused Al-enabled
banking services that support continuous digital transformation and enhance long-term
customer engagement (Kumar and Manrai, 2024; Ramprasad and Muralidharan Devi, 2024;
Lee and Zhou, 2026).

Overall, the proposed study addresses the theoretical, contextual and conceptual gaps
identified through the critical literature review by creating a comprehensive framework that
looks at the connections between Al competencies, customer satisfaction and continuance
intention within Al-enabled digital banking services. By expanding on current theoretical
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viewpoints and offering actual data from a significant emerging country, the study is
anticipated to contribute to the growing body of study on banking facilitated by artificial
intelligence. Additionally, by identifying factors that encourage long-term customer
involvement with Al-enabled financial services, the results may aid in the banking industry's
strategic decision-making. The suggested research's individuality, academic relevance,
contextual significance, and practical applicability show that it is appropriate for a doctoral-
level study and offer a solid basis for the final DBA research project.
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4. Portfolio Item 3: Research Design

Portfolio Item 3 describes the suggested research plan created to look into the recognised
research problem after the suggested research topic was refined and justified in the preceding
portfolio item. In order to ensure alignment between the research topic, theoretical
underpinning, and research design, it gives the study aim, objectives, conceptual framework,
and methodological choices that will direct the suggested empirical investigation.

4.1 Research Aim

The aim of this research is to investigate the impact of Al competencies on customer
satisfaction and continuance intention towards Al-enabled digital banking services in
India. This aim emerged from the critical review of the literature, which identified the growing
importance of Al competencies within Al-enabled banking and the need for further empirical
investigation in the Indian context. The research aim provides the overall direction for the study
and guides the selection of the conceptual framework, research philosophy, methodological
approach and subsequent research design.

4.2 Research Objectives

e Examine the influence of Al competencies on customer satisfaction towards Al-enabled
digital banking services in India.

e Investigate the influence of Al competencies on customers' continuance intention
towards Al-enabled digital banking services in India.

e Examine the relationship between customer satisfaction and continuance intention
towards Al-enabled digital banking services.

e Develop and evaluate an integrated conceptual framework linking Al competencies,
customer satisfaction and continuance intention in the context of Al-enabled digital
banking services in India.

4.3 Conceptual Framework

Figure 3: Conceptual Framework of the Proposed Study

Independent Variable Mediating Variable Dependent Variable

Perceived Al
Competencies

Customer
Satisfaction Continuance Intention
towards Al-enabled
Digital Banking
Services

+ Al Foundational Competencies
« Al Development Competencies

= AI Utilisation Competencies

Research Context

Al-enabled Digital Banking Services in India

Source: Author’s own illustration (2026).
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Figure 3. Conceptual Framework of the Proposed Study

Figure 3 presents the proposed conceptual framework illustrating the relationship between
perceived Al competencies, customer satisfaction and continuance intention within the context
of Al-enabled digital banking services in India.

Source: Author's own illustration based on the reviewed literature (2026).

The literature review and the theoretical, contextual, and conceptual gaps found in earlier
research were critically synthesised to create the conceptual framework. It reflects the key
constructs emerging from contemporary research on Al-enabled digital banking and gives the
suggested relationships between the study variables a structured representation. The framework
establishes the foundation for the proposed research design by ensuring consistency between
the research aim, research objectives and the overall direction of the study. Furthermore, it
provides a systematic basis for examining how AI competencies influence customer behaviour
within the context of Al-enabled digital banking services in India while addressing limitations
identified in previous research (Lee ef a/., 2023; Kumar and Manrai, 2024; Lee and Zhou,

2026).

Considering the literature's critical assessment, Al competencies were selected as the
independent variable because contemporary studies identify them as an emerging capability
that shapes customers' ability to understand, interact with and effectively utilise Al-enabled
banking services. Customer satisfaction was incorporated as the mediating variable because
previous research consistently demonstrates that customers' experiences and evaluations of
digital banking services influence their post-adoption behaviour and continued engagement.
Continuance intention was chosen to be the dependent variable, as it indicates customers'
readiness to continue utilising Al-enabled digital banking services over time. Collectively,
these factors create an integrated conceptual framework that answers directly to the research
gaps indicated in the literature and provides an adequate basis for examining customer
behaviour within the fast-growing Al-enabled digital banking environment in India
(Bhattacherjee, 2001: Lee et al., 2023: Alnaser et al.. 2023; Lee and Zhou, 2026).

The proposed conceptual framework suggests that Al skills influence customers' continuing
intention both directly and indirectly through the mediation effect of customer satisfaction. By
integrating these links within a single conceptual framework, the research aims to offer a more
thorough explanation of customer behaviour in Al-enabled digital banking than has been
offered by many previous studies, which have often explored these constructs independently
or within fractured frameworks. Consequently, the conceptual framework offers the theoretical
underpinning for the empirical investigation and guides the overall research design adopted in
this doctoral study (Lee e al., 2023; Ni, 2024:; Lee and Zhou, 2026).

4.4 Research Philosophy

In academic inquiry, a research paradigm provides the overarching conceptual framework
that guides scientific investigation by shaping a researcher's worldview, methodological
decisions and philosophical presumptions. According to Kuhn (1962). scientific knowledge
progresses through the development of established paradigms, which periodically experience
paradigm changes when new phenomena or persistent abnormalities cannot be explained by
the current frameworks. The scientific community is encouraged by these changes to embrace
other viewpoints that more effectively explain emerging realities. However, rather than
proposing an entirely new paradigm, the present study deliberately builds upon an established
research paradigm to extend existing academic knowledge. Specifically, the research operates
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within the recognised boundaries of digital banking research while advancing understanding
of Al-enabled digital banking by examining the influence of Al competencies on customer
satisfaction and continuance intention. In doing so, the study applies established scientific
principles to investigate how emerging Al technologies shape customer behaviour within
contemporary financial services.

The present study adopts the positivist research paradigm, which is founded on an objectivist
ontological assumption that reality is objective, singular and exists independently of human
consciousness. From an epistemological perspective, positivism assumes that knowledge can
be generated through systematic observation, objective measurement and empirical
investigation, enabling researchers to examine causal relationships through empirical evidence
rather than subjective interpretation (Crotty, 1998: Saunders, Lewis and Thornhill, 2023).
From an axiological perspective The study takes a value-neutral stance, and the researcher
uses objective statistical analysis, standardised research instruments, and consistent data
collection methods to reduce personal bias. Consistent with these philosophical assumptions,
the present study investigates measurable relationships between clearly defined variables
within the proposed conceptual framework, examining the influence of Al competencies on
customer satisfaction and continuance intention in the context of Al-enabled digital banking
services in India. A validated questionnaire will be used to collect structured quantitative data.
in order to guarantee methodological rigour. This will enable objective analysis and improve
the validity and reliability of the research findings.

Positivism provides an appropriate philosophical foundation for quantitative research because
to investigate relationships between variables, it places a strong focus on objective data
collecting, empirical observation, and statistical analysis. This philosophical stance enables the
researcher to test theoretically informed relationships in a systematic and unbiased manner
while enhancing the reliability and validity of the research findings (Saunders, Lewis and
Thornhill, 2023). The positivist paradigm provides the best philosophical approach for
accomplishing the research goal and guaranteeing methodological consistency throughout the
study, since the goal of the current study is to use quantifiable dimensions to examine how Al
competencies affect customer satisfaction and continuation intention.

4.5 Research Approach

This study uses a deductive research methodology. which starts with current theoretical
knowledge before examining proposed relationships through empirical investigation. The
critical literature review identified recurring relationships among AI competencies, customer
satisfaction and continuance intention within the background of digital banking facilitated
by Al The proposed study aims to expand current knowledge by experimentally examining
these correlations within the Indian banking sector, building on previously established findings.
Consequently, the deductive approach is considered appropriate because it enables the research
to progress from established theoretical understanding towards empirical evidence, thereby
providing a logical foundation for the proposed investigation (Saunders, Lewis and Thornhill
2023; Bhattacherjee, 2001).

The deductive approach is closely aligned with the positivist research philosophy adopted in
this study, since both place a strong focus on objective research using methodical empirical
inquiry. It makes it easier to use quantitative data gathered using standardised survey
instruments to examine predetermined correlations among precisely defined variables. This
approach enables the proposed conceptual framework to be examined objectively while
ensuring consistency between the research philosophy, research objectives, conceptual

18



framework and research methodology. Furthermore, it encourages the creation of empirical
data that advances our knowledge of consumer behaviour in Al-enabled digital banking
services. Therefore, the deductive approach provides the most appropriate methodological
foundation for achieving the purpose and goals of the current study (Saunders, Lewis and
Thornhill, 2023).

4.6 Research Methodology

The current study uses a quantitative research approach to look into the relationships between
Al competencies, customer satisfaction and continuance intention within the background of
India's Al-enabled online banking services. In line with deductive research methodology and
positivist philosophy discussed in the preceding sections, quantitative methodology provides a
systematic means of collecting numerical data to examine the proposed conceptual framework.
It is well adapted to accomplishing the research purpose and meeting the research objectives
because of its emphasis on quantifiable constructs and empirical investigation (Saunders,
Lewis, and Thornhill, 2023).

Figure 4. Proposed Research Design

1. RESEARCH PROBLEM

Limited understanding of how perceived Al competencies
influence customer satisfaction and continuance intention
towards Al-enabled digital banking services in India.

¥
2. LITERATURE REVIEW 7

Comprehensive review of 72 peer-reviewed studies on
Al competencies, customer satisfaction, and continuance
intention in digital banking.

2

3. RESEARCH GAP )
Lack of empirical studies examining the role of Al competencies

in enhancing customer satisfaction and continuance intention

in the Indian context.

~

¥

4. RESEARCH AIM

To examine the influence of perceived Al competencies on

customer satisfaction and continuance intention towards

Al-enabled digital banking services in India.
s = -

5. RESEARCH OBJECTIVES

To identify the dimensions of Al competencies, assess their impact

on customer satisfaction, and examine the effect of satisfaction on
continuance intention.

¥

6. CONCEPTUAL FRAMEWORK

Proposed model: Al Competencies — Customer Satisfaction —
Continuance Intention.

)@0006

L=

7. PROPOSED METHODOLOGY
Quantitative approach using a structured questionnaire, pilot study,
primary data collection, and analysis using SPSS.

2

8. EXPECTED CONTRIBUTION

The study will contribute to theory and practice by providing insights
into the role of Al competencies in driving satisfaction and
continuance intention in India’s digital banking sector.

00

Figure 4. Research Process of the Proposed Study

Figure 4 demonstrates the general research methodology used for the suggested study,
demonstrating the sequential stages from identifying the research problem through literature
review, research gap identification, conceptual framework development and methodological
design to the anticipated research contribution.
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Source: Author's own illustration (2026).

Customers who actively utilise Al-enabled digital banking services in India will be given a
structured questionnaire to complete in order to gather primary data. A convenience sample
approach will be employed in order to identify respondents with relevant expertise with Al-
enabled banking technology within the designated research term. Additionally, using a
standardised questionnaire will strengthen the quality of the empirical evidence by encouraging
uniformity in data collecting and enhancing participant response comparability. (Saunders,
Lewis and Thornhill, 2023).

The selected quantitative methodology provides an appropriate framework for generating
empirical evidence to examine the proposed conceptual relationships. By enabling the
systematic collection and analysis of numerical data, this methodological approach supports
the production of reliable and valid findings that address the research objectives. Consequently,
quantitative methodology is considered the most suitable approach for achieving the purpose
of the proposed doctoral study and establishing a robust foundation for the subsequent
empirical investigation (Saunders, Lewis and Thornhill, 2023).

4.7 Ethical Considerations

Ethical considerations will form an integral part of the proposed doctoral research. As the study
intends to involve human participants, appropriate ethical principles relating to the research
design will involve voluntary participation, informed consent, confidentiality, and research
integrity. To make sure the planned research satisfies the necessary ethical standards, the study
will be examined in compliance with the university's ethical approval processes prior to starting
any empirical investigation.

Should the proposed research proceed to the data collection stage Participants will receive
comprehensive information about the study's objectives. before deciding whether to participate.
Participation is intended to be voluntary, and respondents will be free to withdraw prior to
submitting their responses. Additionally, by processing responses with confidentiality and
limiting the collecting of needless personally identifying information, the proposed study will
aim to protect participant privacy.

If ethical approval is granted and primary data are collected, the data will be kept safe and used
only for educational purposes. The results of the study will be given truthfully and openly,
devoid of any fabrication, falsification, or deception. These ethical principles are intended to
support the credibility and integrity of the proposed doctoral research.
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5 Conclusion

This Advancing to Doctoral Research (ADR) portfolio's main goal has been to methodically
gather and provide thorough documentation of the research planning activities carried out to
facilitate the shift to doctoral-level research. From the original conceptualisation of the study
hypothesis to the creation of a cohesive and academically rigorous doctoral research proposal,
the research development process has been recorded throughout the portfolio. This process
incorporated extensive literature exploration, critical evaluation of existing theoretical
perspectives and continuous refinement of the research focus, ensuring that each stage of
development was supported by scholarly evidence and critical reflection. Consequently, the
portfolio provides tangible evidence of a structured and methodical approach to long-term
doctoral research planning.

The research journey began with a broad investigation of digital banking services, initially
underpinned by the Technology Acceptance Model (TAM) through the constructs of Perceived
Usefulness and Perceived Ease of Use (Davis, 1989). However, systematic engagement with
contemporary literature broadened the understanding of the rapidly evolving Al-enabled
banking landscape and highlighted limitations associated with relying solely on traditional
technology adoption variables. The identification of important research gaps was made easier
by the critical review of prior empirical studies, which also provided guidance for the proposed
study's gradual improvement. Consequently, the study developed into the final doctoral
proposal titled "The Role of AI Competencies in Enhancing Customer Satisfaction and
Continuance Intention towards Al-enabled Digital Banking Services in India".

The improved research proposal aims to investigate how Al competencies affect customer
satisfaction and continuance intention within the context of Al-enabled digital banking services
in India. By integrating an emerging Al-focused construct into an established research domain,
the study is expected to contribute both theoretically and practically. From an academic
standpoint, it adds to the body of knowledge by offering current information about the adoption
of Al-enabled banking and post-adoption behaviour. From a practical perspective, the findings
are expected to support banking organisations in developing more customer-centred Al
strategies that enhance customer experience and long-term engagement. Consistent with
Kuhn's (1962) perspective on scientific progress, the proposed research does not seek to replace
an established paradigm but rather contributes to its ongoing development by extending
existing theoretical understanding within an emerging technological context.

The next stage of the doctoral journey will involve translating the proposed research design
into an empirical investigation through questionnaire development, ethical approval, data
collection and statistical analysis. Through these exercises, the conceptual framework
presented in this portfolio will be able to be experimentally investigated while upholding
ethical integrity and methodological rigour. Overall, this portfolio has established a coherent,
feasible and academically robust foundation for the successful progression of the doctoral
research and offers a precise path for the study's ensuing empirical phase.
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