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Abstract

This study has analysed ways in which Open Banking and AI-based personalisation can influence consumer retention and strategic differentiation in the UK retail banking sector. The key focus of this study was on understanding digital transformation, loyalty, trust, and service quality, with a better analysis of competitive positioning among challengers and traditional banks. This study has answered the question of whether open banking and AI-based personalisation are influencing UK digital banking. At the same time, key factors that are impacting consumer trust and loyalty in UK digital banking have been assessed, followed by perception of consumers considering digital service quality of traditional banks when being compared to challenger banks.
Adapting a quantitative approach and online survey of 51 participants, the research collected data and analysed them via in-depth descriptive statistics and graphical analysis. The findings highlighted that Open banking enhances financial convenience and even visibility while on the contrary, AI-focused personalization supports informed decision making ensuring better consumer engagement. Factors like trust, transparency, safety and human inputs were considered as crucial factors encouraging better loyalty. Challenger banks were shown to be more preferred and stronger as digital service-providing entities, while traditional banks were mainly preferred for their better trust and security. This study has finally shown that consumer-based personalisation, continuous innovation in digital aspects, and secure data management play a key role to enhance retention and maintain competitiveness in the rapidly changing UK banking context for long-term growth.
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[bookmark: _Toc240973734]Chapter 1: Introduction
[bookmark: _Toc240973735]1.1 Background information
Retail banking in the United Kingdom has faced major transformations due to advancing digital technologies over the last few years, which changed how financial services are consumers and provided. Based on studies, it can be identified that consumers raised their expectations for seamless access to banking services through mobile applications, online platforms, and even integrated financial contexts (Murray and Buckenham, 2025). Furthermore, financial institutions are facing pressure to enhance their operational efficiencies, improve consumer relationships and respond to competition with consideration of technological aspects. These developments have increased investment in digital innovation in the complete sector. Among these developments, some key ones include Open Banking and Artificial Intelligence-based personalisation, which are most influential. The concept of open Banking ensures consumers can securely share their financial data with authorised providers through application programming interfaces. This supports better connectivity among banks and external service-providing entities to ensure consumers can access a vast range of financial products (Mohammed, 2024). 
On the other hand, AI allows banks to analyse consumer behaviour, automate interactions, identify patterns and needs while providing personalized recommendations (Celestin and Vanitha, 2021). Personalised aspects like budgeting support, product suggestions, fraud monitoring and others are becoming more popular in banking contexts. The interrelation of these innovations is changing the competitive landscape of UK retail banking, as traditional high street banks are modernising their digital channels to maintain market alignment, while challenger banks are using technologies in business models to attract and retain consumers (Pimlott, 2023). However, these also increase consumer choices for service quality, convenience, transparency, and personalised recommendations, influencing banking decisions, hence, digital transformation in UK retail banking is a crucial factor to be analysed, as it can impact consumer experiences, organisational competitiveness, and long-term growth in the industry.
[bookmark: _Toc240973736]1.2 Research problem
Regardless of major investments in digital aspects of banking technologies, various financial companies are still facing issues retaining consumers and ensuring differentiation in the competitive market. While Open banking has developed opportunities for data sharing and innovation, it also reduced barriers for consumers to switch among providers (Awrey and Macey, 2023). On the contrary, AI-focused personalization can enhance consumer engagement, yet consumers for security, privacy, and trust can still impact user acceptance. Furthermore, in existing studies analysing digital banking adaptations, technology acceptance or service quality are often examined separately. On the other hand, there has been limited focus given to understanding how Open Banking and AI-driven personalisation can collaboratively impact consumer loyalty and strategic differentiation in the UK retail banking context. There is also a gap among existing studies to discuss the difference among established banks and challenger institutions in relation to digital service experience perspectives. This research aims to address these gaps through analysing the relationship among digital innovation, retention outcomes, and consumer perceptions in the current UK banking context.
[bookmark: _Toc240973737]1.3 Research Aim and objectives
Aim
This study aims at evaluating the impact of the digital banking revolution on customer retention and strategic differentiation within the UK retail banking sector.
Objectives
· To analyse the current trends driving the UK digital banking landscape, specifically the integration of Open Banking APIs and AI-driven personalization
· To investigate the key determinants that influence modern UK consumer trust and loyalty
· To compare digital service quality gaps between traditional high-street banks and digital-only challenger banks
· To strategically recommend UK financial institutions to reduce customer churn in a highly fragmented digital marketplace
[bookmark: _Toc240973738]1.4 Research Questions
· How are open banking and AI-based personalisation influencing UK digital banking?
· What are key factors impacting consumer trust and loyalty in UK digital banking?
· How do consumers consider digital service quality of traditional banks compared to challenger banks?
· Which digital banking approaches can enhance consumer retention for UK financial institutions?
[bookmark: _Toc240973739]1.5 Relevancy and contribution of the study
In terms of relevancy and contribution, this research is relevant as digital transformation has become a key strategic priority for financial companies that operate in the UK (Theglobalcity, 2026). As banking companies are becoming more data-focused, companies need a greater understanding how technological innovations influence consumer behaviours and competitive performance. Analysing Open Banking and AI-based personalisation collaboratively will provide a better perspective on the factors that manage consumer experiences in the current rapidly shifting financial context.
This study will contribute to wider academic knowledge by considering real-time perspectives on innovation adaptations, organisational adaption and consumer engagement in a single framework. Furthermore, it also provides practical value for managers, policymakers, and financial services providing companies who aim to enhance consumer relations and improve digital service delivery. Through comparing traditional banks and challenger banks, this study aims to provide critical insights into other areas often not properly considered in existing studies and allow companies to enhance competitiveness, enhance trust and allow consumer retention. The findings will also support future similar research regarding responsible innovation, consumer-focused digital banking approaches, and even data governance.
[bookmark: _Toc240973740]1.6 Overview of the structure of the dissertation
This research is separated into six key chapters, including chapter 1, which introduces the research topic background, identifies the key problem, showcases the aim, objectives, and questions. Chapter 2 provides an in-depth analysis of relevant academic and industry literature related to digital transformations, Open Banking, AI, Consumer trust, service quality and others in retail banking. Chapter 3 provides an in-depth understanding of the chosen methodologies for this particular study, including design, sampling, data collection methods, analytical processes, and even ethical considerations. Chapter 4 provides a detailed overview of the findings through statistical and visual representations. The chapter 5 then discusses the results from the analysis chapter while aligning to the research questions, and chapter 6 provides a concluding analysis of the findings, suggests potential opportunities for future research and sheds light on the limitations of this research.  
[bookmark: _Toc240973741]1.7 Theoretical framework
This research is guided mainly via three key theoretical perspectives, for example, the Dynamic Capabilities theory showcases how banks can develop and manage resources to respond to technological changes and evolving consumer expectations (Magnano et al., 2024). The Technology-Organisation- Environment framework has been chosen as it can evaluate the technological, organisational and even external factors that impact digital transformations. The Diffusion of Innovation Theory was also chosen, as it provides critical insights regarding how consumers can adapt various new banking technologies with changing situations (Shaikh et al., 2023). Therefore, these theories collaboratively provide crucial support for competitiveness, innovation and consumer response analysis in the UK retail banking sector.
[bookmark: _Toc240973742]1.8 Methods utilised
For this research, positivist philosophy was chosen as the philosophical base while the deductive approach was used to analyse the impact of digital banking analysis. Through a quantitative, and a descriptive research design the study guided the focus of this research and analysed the findings via online survey. The survey was done through Google Forms to collect the primary data from 51 participants from the United Kingdom who were selected via convenience sampling method. The structured questionnaire considered various close-ended questions to measure on the five-point Likert Scale. All the gained data were analysed in Microsoft Excel, through descriptive statistics methods that supported the summarised perspective of chosen participants. The Linear regression analysis also helped to analyse the diverse relationship among dependent and independent variables. 
[bookmark: _Toc240973743]1.9 Main findings
This research showcased that Open Banking and AI-based personalisation majorly enhanced consumer financial visibility, daily banking convenience and decision-making. Although traditional banks mainly focused on baseline trust and security providing, the study also showed the digital-only challenger banks focused on providing crucial user experiences and personalised financial tracking benefits. Based on the findings, it was also prominent that data security risks and cyber fraud concerns were major threats impacting user adaptations, showing that human contribution and transparency are crucial for trust development. Finally, proactive financial nudge, seamless switching capabilities for accounts and customised digital services were also provided to be key support to ensure long-term consumer retention and loyalty basis. 
[bookmark: _Toc240973744]1.10 Summary of the chapter
[bookmark: _heading=h.pks559d3cmzh]This chapter has provided a basic understanding regarding the research context for digital transformation in UK retail banking and showed how the cruciality of Open banking and AI-based personalisation is growing. The chapter focused on the key research problem that this study aims to solve and hence showed the study, wider relevancy and contribution in the topic area. The Aim, objectives, questions, and dissertation structure sections provided reliable guidance for the study to be conducted. Finally, the theoretical framework shed light on 3 most relevant theories chosen to support this study’s findings.

[bookmark: _Toc240973745]Chapter 2: Literature review
[bookmark: _Toc240973746]2.1 Introduction
To cope with the rapid banking pressure in the digitised era, digital transformation plays an important role to transform the overall UK retail banking sector. This has been through the integration of cutting-edge digital technologies into the service, business operations as well as banking service delivery aspect also. In this regard, the Open Banking and AI-driven personalisation have proven to be important strategic drivers of innovation due to its focus towards customer centricity, along with achieving competitive advantage. This chapter critically reviewed existing literature about these developments in the UK-based banking industry and its contribution to digital transformation to foster service delivery. Furthermore, it also explored the difference in adoption between traditional banks and challenger banks. Analysis of the theoretical perspectives and gaps in existing literature provided a basis for the empirical investigation.
[bookmark: _Toc240973747]2.2 Digital Transformation in UK Retail Banking
As per Alonge et al. (2021), retail banking refers to everyday personal banking services which maintain a strong connectivity between the public and financial institutions. In this, virtual platforms have become more popular than the physical appearance of the high-street branches. The UK-based retail banking aspect has faced a transformational business model under the name of digital transformation whereas, organisational restructuring taking a vital space rather than the conversion of analogue processes into digital formats (Dureja, 2024). In the UK, digital transformation has grown at a faster pace due to the evolving nature of the consumer demands from the financial institutions, regulatory changes along with the emergence of new technologies such as cloud computing, artificial intelligence (AI), big data analytics that influence the concept of Open Banking as well as the use of mobile wallets. More than 86% of adults in the UK use online banking or mobile banking services. In 2024, the digital payment transactions reached 48.8 (up by 1.9% from 2023), demonstrating consumers' desire for digital financial services (UK Finance, 2025). 
In addition to these, the traditional financial institutions like HSBC, Barclays and Lloyds Banking Group are pouring resources into digital channels, to keep pace with the challenger banks which run on cloud-based infrastructures and have a digital-first approach to its customer experience (Cocuzza, 2025). However, as argued by Diener and Špaček (2021), technology is not the key to successful digital transformation of the banking sector, in which leadership commitment, regulatory compliance and customer trust are the key features of the sustainable transformation and recognised as the strategic capability that needs to be interpreted with the regulatory reforms in the UK-based banking industry.  
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[bookmark: _heading=h.s0c9gmofi503]Figure 2.1: Payment volumes from 2014-2024
(Source: UK Finance, 2025)
[bookmark: _Toc240973748]2.3 The concept of Open Banking and AI-Driven Personalisation in the banking transformation
According to the research of Syed, (2025) Artificial Intelligence plays an innovative role in revolutionizing digital banking whereas hyper-personalized consumer experiences are going beyond standard segmentation. In this regard, the concept of open banking needs to be considered which is defined as a regulatory initiative that allows customers to securely share their financial data with authorised third-party providers via Application Programming Interfaces (APIs) as opposed to the isolated silos of the traditional banking aspects (Akyildirim et al., 2025). On the contrary Alshahrani , Awrey and Macey (2023) argued that Open Banking is not merely a technological advancement, but rather a shift towards a more innovative and competitive financial landscape in which customers gain greater insights into their financial lives. 
In the current era, banks are shifting away from transaction processing and toward designs that aim to specify user outcomes. In this context, the integration of agentic AI is followed that acts behalf of users, empowered the decision-making approach in the open banking system and pushed banks toward outcome-driven architectures (Alshahrani et al., 2025). Using machine learning, predictive analytics, and natural language processing aspects, AI-driven personalisation examines the customer behaviour and provides customized financial products and data along with the automated advisory services and real-time decision-making. However, due to its vast paradigm towards the product-centric to customer-centric insights, integration of AI in the banking sector is challenging due to algorithmic bias, transparency issues, privacy and consumer trust, in which effective AI governance and ethics are crucial to ensure sustainable digital transformation.
Regardless of regulatory compliance, the combination of Open Banking and AI has changed how financial institutions consider consumer behaviours. In traditional methods, the majority of focus was on limited historical records, while in this approach banks are able to analyse spending patterns in various accounts and identify various emerging needs with better accuracy levels. Studies like the one by Wewege et al. (2020) have shown how consumers are raising demand for personalised experiences that are creating more pressure on banks to modernise their service patterns. AI models can analyse transaction data, recurring payments, and lifestyle indicators to generate tailored recommendations that can support consumers in managing budgets and reducing potential excess spending. Personalisation is also changing how product development strategies operate in this sector (Wolniakand Grebski, 2023). In contrast to promoting similar offerings to wider consumer groups, banks are potentially increasing the use of behavioural insights for targeted savings tool development, pending products and investment services. There are various UK financial institutions that have developed and utilise AI-based budgeting features that even allow for categorisations of transactions automatically. For example, Starling Bank has launched its first UK-first feature, Spending Intelligence, that allows consumers to ask questions regarding their money and understand their spending habits, with a mission to make the UK ‘Good with money’ (Starlingbank, 2025). These types of capabilities allow increasing convenience while improving consumer engagement. Consumers who receive relevant financial support and guidance through digital channels can become more engaged with their banking interactions and explore more services over a long time of usage.
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[bookmark: _heading=h.s7thtdu9eczg]Figure 2.2: Open Banking driven by AI
(Source: Neupane, 2025)
The rising adaptation for embedded finance has increased the relevance of Open Banking ecosystems. Through secure data sharing processes, consumers can access their banking services in travel, digital commerce or even retail platforms without the need for shifting between various applications (Ozili, 2022). AI can also provide crucial support to these systems through analysing risks, verifying identities and providing more solid recommendations.  Regardless of these opportunities, concerns for data security are still significant for consumers and regulators. Zhou (2024) identified how data privacy is still a major concern in the UK banking sector that can hinder consumer’s willingness to share their personal data with third-party entities or utilise mobile applications. Customers are often supportive of personalised services, yet a proper level of transparency for how their data is collected, processed and stored should be shared. This made banks invest in cybersecurity frameworks, fraud detection systems and consent management approaches. Effective governance can allow better trust development that can impact adaption rates and long-term success of digital banking approaches in the banking sector. 
As per Khan et al. (2023), the approach towards Open Banking and AI-based personalisation has developed potential competitive advantage opportunities through a strategic perspective. While traditional banks have greater access to consumer data and long-term reputations, challenger banks often benefit through flexible digital infrastructures and rapid innovation cycles (Polasik et al., 2022). Therefore, the success is mainly based on a combination of these strengths and ensures a seamless experience with trustworthiness. Continuous interments in technologies like intelligent automations, predictive consumer analytics, and digital engagement platforms, UK banking companies can ensure efficient consumer experiences. Thus, through evolving consumer expectations, companies with effective innovation approaches, transparency and security can better position them in the competitive edge of the market.
[bookmark: _Toc240973749]2.4 Analysis of the influence of Open Banking as a Driver of Digital Transformation
Open Banking has dramatically speeded up the digital transformation in UK retail banking by allowing for secure data sharing, driving innovation and moving banks to platform-based business models. According to the data of the UK banking industry, Open Banking Limited (OBL) has been recognised as the significant turning point for the UK economy and an innovation made feasible by the implementation of PSD2 (Akyildirim et al., 2025). This achievement coincides with the FCA's identification of open banking as a crucial endeavour to promote national growth and open new use cases, especially SME lending, in a recent letter to the Prime Minister. In the successive aspects of open banking, the introduction of Competition and Markets Authority (CMA) Open Banking initiative and the introduction of the Second and third Payment Services Directive (PSD2 and PSD3) played a significant role where users grant explicit consent for third-party providers (TPPs) to access their data via secure APIs (Neupane, 2025). Therefore, the study of Swaiss (2024) revealed that the regulatory move has paved the way for banking to become a digital, interdependent and collaborative ecosystem, between banks, fintech companies and technology providers. The most recent data shows that in 2024, Europe accounted for 31.3% of the worldwide open banking market, with over 64 million users in the European Economic Area (EEA) and €12.4 billion in revenue in 2025 (RedCompass Labs, 2025). 
However, the uptake of the open Banking market has also increased very quickly across the industry where the UK has seen a rapid adoption, with over 16.5 million UK consumers and businesses actively using services built on Open Banking (Joachim, 2026). On the contrary, the integration of APIs and scale to handle digital transformation creates more hurdles for the legacy IT structure for several banks rather than the challenger one like Monzo. This has attracted over 6 million customers with its user-friendly mobile app and focus on financial transparency (Swaiss, 2024). Open Banking is not just revolutionizing banking technologies, but it's also taking center stage in the UK retail banking competitive arena. It fosters ongoing innovation, quicker product development and service delivery to customers whilst promoting secure interoperability between financial institutions and third parties. Yet, for digital transformation to succeed, banks must build Open Banking capabilities into their organizations, bolster their cybersecurity and manage data effectively. Those institutions that can integrate technological innovation within a regulatory compliance and consumer trust organization will have a better chance to enjoy sustainable competitive advantage (Openbanking, 2026). That means Open Banking needs to be seen as a technology enabler and a strategic catalyst in the future digital change of the UK retail banking sector.
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[bookmark: _heading=h.854mx5g49gws]Figure 2.3: The Open banking evaluation
(Source: RedCompass Labs, 2025)
Another key aspect of digital transformation is the effect of Open Banking on payment innovations is the rise of account-to-account payments has reduced dependency on traditional card networks for transactions. This offers companies to potentially lower the processing costs and enhance rapidness of settlement times. Industry analysis is showing that Open Banking payments in the UK have gained a major increase over time, reaching 351 million transactions in 2025, showing how consumers are more willing to adopt secure digital payment systems (Openbanking, 2026). This shift is beneficial for banks as it is allowing them to create more added services for payments, data analysis, and financial management. It is also creating opportunities for greater collaboration with fintech companies that can eventually lead to better innovations in the banking context. Apart from these, Open Banking has contributed to digital transformation through the reinforcement of bank’s operational efficiency, promoting product innovation, and powering data-driven financial services (Khan et al. 2023). For example, NatWest, Barclays, and Lloyds Banking Group use Open Banking APIs to provide real-time account aggregation, payment initiation and personalised financial management, which not only enhance customer relationships but also drive lower transaction costs. Regarding this aspect, the case of Lloyds Banking Group needs to be considered, where they have created more than 100 Open Banking APIs to facilitate the secure integration of fintech partners for account aggregation, payment initiation and personal financial management services (Finextra, 2020; Zhang, 2023). 
The bank has hundreds of third-party providers via its Lloyds API Developer Portal, which plays an innovative role to drive digital innovation and improve customer experience in the competitive UK retail banking industry (Lloyds Banking Group, 2024). 
In addition, partnerships with fintech firms have accelerated product development and enhanced digital ecosystems in the retail banking of the UK which is strongly aligned with the Open Innovation Theory which emphasises the exchange of knowledge and innovation from outside the organisation, which enhances the agility and competitive edge of organisations. On the other hand, Alshahrani et al. (2025) argued the uneven nature of Open Banking due to the issues regarding cybersecurity and privacy concerns. Furthermore, digital transformation outcomes are majorly impacting how consumers adapt and their level of financial literacy. Chan et al. (2022) showed that regardless of Open Banking providing better benefits, consumers, especially in the UK, can be slightly hesitant to share their data especially for uncertainty for potential risks. Banks with transparency in communication, simple consent approaches and accessible digital education programs can have better opportunities to win the trust of consumers and increase willingness. These approaches can support users to increase confidence in these banking systems and understand how personalisation services develop practical value. So, consumer awareness is crucial to increase the potential of Open Banking's transformational power in the retail banking market.
[bookmark: _Toc240973750]2.5 Factors impacting consumer trust and loyalty in digital banking
Consumer trust and loyalty are key factors influencing success in digital banking, especially for the UK banking sector. This is particularly crucial as banks are increasing their use of mobile platforms, digital ecosystems, and personalised services. While technological innovations have increased the level of convenience, there are still consumers who remain highly sensitive to issues of security, privacy, transparency and even reliability. As per the study by Choudhuri et al. (2024), trust is a key support pillar for ensuring long-term loyalty development. Without proper confidence in banks to maintain strong personal data protection approaches, consumers will be less likely to maintain long-lasting partnerships with the institution. In this case, cybersecurity is a major influencing factor for consumer trust in digital banking. With banking activities becoming more digital-centric, concerns for fraud, phishing attacks, identity thefts and even data breaches are increasing. Based on findings regarding UK consumers, only 53% of UK consumers trust their bank or financial provider to keep their personal data secure, showing continuous issues faced by these financial institutions in managing consumer confidence (Duncan, 2024). Concerns regarding fraud or financial information safety are especially major among younger generations who are more active in digital banking service usage. This is making the need for more investment in fraud prevention technologies and even multi-factor authentication crucial for banks that can improve relationships and build trust over time. Data privacy, on the other hand, is also aligned with trust and loyalty in digital banking contexts. AI usage in banking, especially Open Banking platforms and personalised financial services, has increased the need for banks to evaluate major sets of consumer data.
Research by Inala and Somu (2025) showcased how consumers often like personalised recommendations and enhanced experiences in banking, yet there are still gaps in trust levels, especially for how the data is being collected, analysed, and stored or shared. This includes concerns for data security and unauthorised access or sharing of data. Consumers are thus becoming more willing to engage with digital financial services if there is transparency regarding data usage and consent gaining. Thus, effective data governance investment is crucial to ensure trust development and consumer retention (Carr et al., 2025). Furthermore, brand reputation and credibility also play a major role to build consumer trust. Traditional banks often rely on pre-established reputation and their pre-developed consumer base and relations, while challenger banks focus on innovation and customer-centric designs for competition. Regardless of growing digital banking systems and companies, consumers still often showcase loyalty more towards traditional banks. This shows the crucial need for trust development over sustained service delivery for long-period. 
[bookmark: _heading=h.ydqe51altlsk]The concept of quality and reliability of digital services is also impacting how consumer loyalty is developed. Consumers are increasing their demand for uninterrupted banking services, rapid transactions, responsive consumer support, and other services (Kotla, 2022). Service disruptions, system issues, or technical disruptions can hinder confidence development among consumers, especially while depending on digital banking services for everyday financial activities. Experience and personalisation also influence loyalty and trust building. AI-budgeting tools, personalised recommendations and rapid financial insights allow for better engagement with banks and consumers. In addition, regulatory compliance and ethical use of customer data are becoming increasingly important in strengthening consumer trust and long-term loyalty. The implementation of the UK GDPR, the FCA Consumer Duty and Strong Customer Authentication (SCA) requirements has encouraged banks to improve transparency, accountability and data protection practices (Alonge et al., 2021). Consumers are more likely to remain loyal to financial institutions that clearly communicate how their personal information is collected, processed and protected while providing consistent, secure and user-friendly digital services. Therefore, trust in digital banking is no longer determined solely by technological capability but also by responsible governance, ethical AI implementation and effective customer relationship management.
Studies have showcased how consumers are increasing demand for personalised experiences in banking services, showing the changing preferences over time (Wewege et al., 2020). Yet, personalisation can only develop positive outcomes when consumers have trust in the company itself. Transparency management is again crucial for managing a balance in data privacy approaches and consumer loyalty creation. Consumers will be more willing to engage with banking entities in the UK who provide a clear understanding of consumer data usage and sharing. This also makes it crucial for banks to maintain proper data transparency and ethical approaches that will avoid damaging consumer confidence (Kotla, 2022). Based on this analysis, trust and loyalty in the UK digital banking are mainly influenced through cybersecurity, privacy protection, service quality, reputation, and personalisation capabilities. Thus, it can be said that financial institutions who effectively address these aspects will be positioned better to enhance their consumer relations, reducing switching behaviour and gaining sustainable competitive advantages in contemporary digital-focused situations.
[bookmark: _Toc240973751]2.6 Examining the impact of AI-driven Personalisation in Digital Transformation of the UK retail banking aspect
[bookmark: _heading=h.z6h8hwrpy3pz]Personalisation is a major aspect of digital transformation in retail banking of the UK, powered by AI technology, which allows banks to move beyond one-size-fits-all service to delivering customer-centric experiences (Kreger, 2025). As one of the key powers of personalisation, AI also brings revolution in the digital banking aspect whereas the use of machine learning (ML), natural language processing (NLP) and predictive analytics delivers highly personalised financial services. By leveraging AI to analyse previous transactions, financial practices, and preferences, it can provide more tailored financial recommendations, product suggestions, and customer support, which enhances customer satisfaction and experience rather than previous. As per the research data, in the retail banking aspect, 75% of UK financial firms have already implemented AI while 10% are looking to do so in the next three years, highlighting the impact of personalised AI services that are becoming crucial to digital banking strategies (Bank of England and FCA, 2024). However, as defined by Alonge et al. (2021), this has transformed UK retail banking from a product-based approach to a customer-centric digital banking experience, driving increased engagement and efficiency. 
[bookmark: _heading=h.v0n5nr60c2cb]On the contrary, the critics argued that AI-driven personalisation needs to be supported by the effective governance structure to enhance digital transformation in the banking sector (Mucsková, 2024). In this regard, the case of NatWest Group needs to be considered which develops the real-world applications of personalising customer service using AI (Kreger, 2025). NatWest Group has rolled out its AI-powered virtual assistant, ‘Cora’ which has so far managed more than 11.2 million customer interactions, successfully resolving approximately half of simple enquiries without human interaction, whereas Cora+, enhanced with GenAI capabilities boosting the efficiency of operations and the timeliness of customer service responses (NatWest Group, 2025; NatWest Group, 2026). In the similar aspect, Lloyds Banking Group, in 2024, rolled out generative AI and advanced analytics into its services, impacting approx. 28 million customers along with delivering £50 million of value in 2025, with the goal of improving personalised banking, fraud detection and customer support (Lloyds Banking Group, 2026). 
[bookmark: _heading=h.hcqci6oslglj]These efforts are analysed to have contributed to the broader digitalisation of financial services in the UK, with 86% of all UK adults using digital banking services, which is creating significant customer data and allows for ongoing learning by AI to optimise services (UK Finance, 2025). However, as argued by Aldasoro et al. (2025), the potential for personalisation with AI also comes with its fair share of challenges. In this context, the 2022’s statement of the Financial Conduct Authority needs to be considered regarding the potential for algorithmic bias, cyber risks and operational risks arising from increased reliance on AI (Bank of England, 2024). On the other hand, the Information Commissioner's Office (2023) raises concerns about the use of automated decision-making, data privacy, and compliance with UK GDPR if AI systems are not transparent and explainable (Kaminski and Malgieri, 2021). However, these aspects can erode customer confidence and restrict customers from providing financial information to the necessary extent, which can stifle the impact of digital transformation powered by AI. 
[bookmark: _Toc240973752]2.7 Theoretical foundation of Digital Transformation in UK Retail Banking
[bookmark: _heading=h.vjryp5upwfa5]The Dynamic Capabilities Theory (DCT) founded by David, and the Technology Organisation Environment (TOE) Framework are two key theories that offer a holistic perspective regarding the adoption of technology and organisational change (Teece et al., 1997). These are relevant to the context of digital transformation in retail banking in the UK. 
Dynamic Capabilities Theory 
Organisations can continuously sense and respond to market opportunities, to also be able to seize digital innovations, and to transform organisational resources into new structures to make themselves more adaptable to the changing environment and sustain their competitive advantage (Verhoef et al., 2021). Due to this reason, UK banks are turning to Open Banking and AI-powered personalisation to improve the customer experience, boost their efficiency and growth, and innovate (Inala and Somu, 2025). In this regard, the core concept of Dynamic Capabilities Theory needs to be considered which is completely aligned with the innovative initiatives of banks. As researched by Magnano et al. (2024), the critical perspective of DCT goes beyond technology adoption in which it emphasises the focus towards ongoing learning, resource reconfiguration and strategic evaluation in dynamic contexts. Through the evaluation of leading UK banks like HSBC, Barclays and Lloyds, it has been followed that re-designing of existing business model and consumer engagement strategies are crucial in the competitive and personalisation-based baking service where the integration of advanced technologies like AI, cloud computing and Open Banking APIs plays an important role (Cocuzza, 2025). Therefore, by evaluating the research of Krasonikolakis et al. (2020), it has been found that the mere acquisition of digital technologies is insufficient for an organisation to gain competitive advantage unless they are able to integrate, deploy and renew the above calibre. On the other hand, challenger banks show a higher organisational agility as they have fewer legacy systems, indicating that dynamic capabilities need equal contribution of the management towards the technological investment along with the managerial competence, culture of innovation and strategic flexibility in fulfilling the goals of open banking approach. 
[image: Understanding the Dynamic Capabilities of an Organization]
[bookmark: _heading=h.x13mu3tyd1ev]Figure 2.4: Dynamic Capabilities Theory 
(Source: Inspired by the ideas of Parveen, 2024)

Technology–Organisation–Environment (TOE) Framework 
[bookmark: _heading=h.etevwxm731kf]The Technology – Organisation – Environment (TOE) Framework (founded by Louis Tornatzky and Fleischer in 1990) indicates that digital transformation is dependent on the technology readiness, the organizational capacity and the external environment (Stjepić et al., 2021). The TOE framework also helps to shed light on the variance in financial outcomes among the UK retail banks in the face of identical regulatory frameworks. Technological readiness is investment in AI, cloud infrastructure, cyber security, while organizational readiness is based on leadership commitment, employee digital skills and innovation culture (Kimiagari and Baei, 2022). In this regard, the innovative initiatives of HSBC completely aligned with the model which developed its partnership with Google Cloud which not only strengthened the bank’s AML system but also enhanced workforce upskilling approach. These processes are influential to foster further innovation and regulatory compliance across its UK operations (HSBC, 2026). Furthermore, the regulatory aspect includes regulatory measures such as PSD2, FCA Consumer Duty, and growing competition among fintechs. The CMA initiative Open Banking and fintech competition in the UK have helped fast-track digital adoption of banks, with organisational culture and leadership being the key factors for success. However, the framework established that lack of customer behavioural aspect and organisational learning in the process of Open Banking adoption can provide significant impact on the financial institution as well as create constant pressure to improve service quality and continuously innovate to maintain their competitive advantage. 
Although the theory mainly investigates the innovation adoption process, it only marginally addresses regulatory pressures, cybersecurity risks and digital banking organisational capabilities (Dinçkol et al., 2023). This plays a significant role within the open banking aspect in the UK. In this regard, it is essential to understand why some organisations maintain competitive advantage following adoption. Therefore, incorporating Dynamic Capabilities Theory and the TOE Framework highlight the importance of the necessity regarding strategic capability development, adaptability of the organisation, supportive regulatory ecosystems as well as evaluation of external influences for digital transformation beyond technological deployment.
Diffusion of innovation theory
The additional theoretical lens that can be analysed to understand digital transformation in UK retail banking is the Diffusion of Innovation (DOI) Theory developed by Everett Rogers, which focuses on how a new technology is embraced within organisations and the social system also. According to Shaikh et al. (2023), the theory emphasizes five characteristics that are important for innovation adoption: relative advantage, compatibility, complexity, trialability and observability. Therefore, the rapidly evolving context of UK-based Open Banking and AI-enabled personalisation shows a clear relative advantage, leading to enhanced customer convenience, financial transparency along with the efficiency of banking services in accordance with the changing needs of the consumers. In this aspect, the digital-first business models of Monzo and Starling need to be considered where the rapid innovation as challenger banks is highly compatible in the digital revolution journey. On the other hand, dependency of traditional banks towards the legacy IT systems highlights the complex aspect of the theory in which inadequate governance structures leads to slower adoption (Shaikh et al., 2023). However, each theory highlights the importance of the necessity regarding strategic capability development, adaptability of the organisation, and supportive regulatory ecosystems for digital transformation beyond technological deployment.
[bookmark: _Toc240973753]2.8 Comparison between Traditional Banks and Challenger Banks
In the digitised age, the technological transformation has not only developed a strong service and operational aspect in the banking industry, but also influenced the competitive approach for two types of banks in the UK. This includes traditional high-street banks and digital challenger banks. The primary comparison approach between these banks relied on its operational model, where the traditional banks maintain a large network of branches, with legacy IT systems and a wide range of financial services to maintain the established customer trust (Dinckol, 2025). On the other hand, Wewege et al. (2020) argued that challenger banks are competing through the use of digital-first approach with cloud in which agile innovative and customer-centric banking solutions revolutionise the banking experience by introducing an open banking aspect. 
Trustworthiness among the customers, diversification of financial services, and investment power are all attributes of established and legacy institutions like HSBC, Barclays Banking Group, Lloyds Banking Group, and NatWest Group. In this regard, the case of Lloyds Banking Group needs to be considered which spent around £4 billion on technology and digital transformation projects in 2024 to support more than 27 million customers, such as using AI and cloud infrastructure (Lloyds Banking Group, 2026). However, Hughes et al. (2024) stated that despite the high potential these banks continue to face challenges associated with legacy IT systems, complex organisational structures and slower innovation cycles to cope with the rapid and evolving banking needs of the recent consumers.
On the contrary, digital challenger banks, like Monzo, Starling Bank and Revolut have built using cloud-native architectures with API-first infrastructures that enable their products to be developed quickly and easily, allowing for smooth AI integration. In this regard, customers were seen to be increasingly preferring 'digital first' banking. The Annual Report of 2024 revealed that Monzo had more than 6 million users due to the excellence of its user-friendly mobile app (Monzo, 2024). On the contrary, Starling Bank has more than 5 million customer accounts and boasts a valuation of £5 billion (Swaiss, 2024). Additionally, the competitiveness between traditional banks and challenger banks has shifted to digital engagement and operational efficiency instead of branch networks. According to the industry data, the UK retail banking industry in Europe has been recognised as one of the most technologically advanced financial markets, with more than 86% of adults who relied on the online banking system as well as 46 million mobile banking users in 2024 (UK Finance, 2024). These aspects have not only highlighted the viability of innovative banking models enabled by PSD2 but also the structural change in the revolutionary shift towards digital-first financial services. In this aspect, although the technological adoption of the traditional banks like HSBC and Barclays through the significant investments in cloud adoption, their transformation is restricted by legacy core banking systems, which add to technology integration costs and hinder innovation. On the other hand, challenger banks rely on modular cloud-native platforms that influence lower operating costs, and allow for necessary updates in real time. 
However, profitability is still recognised as a major concern in the UK-based banking industry, in which the pre-tax profits for Monzo in 2024 needs to be considered that is £15.4 million swinging to the black from a £116.3 million loss the year prior (Browne, 2024). This profit rate has been highlighting a strong capital adequacy and liquidity positions of incumbent banks within the competition of the open banking era. For this reason, the competitive edge in the UK retail banking sector is increasingly becoming more of a combination of technological agility and financial sturdiness, regulatory compliance and customer trust over a longer term. However, challenger banks are still limited in their capital reserves, product offerings and ever-closer watch by regulators (Swaiss, 2024). Thus, challenger banks boast higher levels of technological agility while traditional banks have financial strength and customer trust and a more expansive service ecosystem (Mogaji, 2023). Moreover, the ability to integrate the innovation capabilities of challenger banks with the scale, trust and expertise of incumbent institutions has become the key to competitive success, increasingly. 
[bookmark: _Toc240973754]2.9 Strategies to enhance Digital Transformation
Digital transformation in UK retail banking will need to be a blend of technology and organisation and regulation. In this regard, the UK-based banks must build more secure API connections to fintech firms and adopt explainable and ethical AI frameworks to bolster Open Banking ecosystems and increase AI-driven personalisation. As opined by Chanon et al. (2025), financial organisations must adhere to the evolving regulation in this perspective along with the cybersecurity, and advanced data governance which could be able to enhance operational resilience in the competitive stage. At the same time, employees need to constantly evaluate their learning experience and learn new technologies where organisations need to be agile to support innovations. In this regard, empowering the sharable knowledge in the financial institutions will be influential. As defined by Videgaray et al. (2024), the Financial Conduct Authority has reiterated that good AI governance and consumer trust form the backbone for sustainable digital transformation. In addition, UK retail banks should make an experiment by conducting a shift from Open Banking to the next generation of Open Finance, which encompasses the full spectrum of a consumer’s financial data, including insurance, mortgages, investments, pensions, savings and consumer credit (FCA, 2025). In addition to these, the survey data revealed that Open finance has the potential to enhance the knowledge of the consumers to easily cope with their financial service providers in sharing as well as access their valuable data (Pocha et al., 2026). This aspect highlights the competitive nature of Open Finance which is expected to bring a more customer-focused financial services industry to the UK digital banking network. 
Thus, to be competitive in the long-term, a balance of technological innovation, security, transparency, customer trust and effective regulatory compliance will be required. Furthermore, the research of Moharrak and Mogaji (2025) opined that effective investment into the predictive AI, generative AI and real-time analytics will be able to develop the digital capacity of the banks. Through the integration of this aspect, the institutions can offer proactive financial advice while strengthening its intelligent fraud prevention approach to remain compliant with the UK GDPR, and FCA Consumer Duty (Shpachuk et al., 2026). On the contrary, over-reliance on automation can lead to a lack of transparency and a magnification of algorithmic bias in which effective monitoring and robust cyber-security measures are required (OLAWORE et al., 2025). 
[bookmark: _heading=h.teucbr85xyh7]Furthermore, the partnership between the incumbent banks, fintech and the cloud technology providers should be enhanced with API ecosystems to boost the pace of innovation. Banks that embrace an ecosystem approach to their digital strategies can see more robustness in its product innovation along with the enhancement in its customer engagement (Accenture, 2024).  As defined by the data of Bueno et al., (2024) in order to ensure that the investments in technology bring in sustainable competitive advantages instead of just a digitisation of banking processes, measuring the performance of digital transformation is crucial. In this regard, strong performance measurement system for UK retail banks needs to be balanced, with financial, operational, technological and customer-centric indicators which includes customer adoption of digital channels, active mobile banking users, API usage, Net Promoter Score (NPS), along with the fraud detection accuracy, customer retention and cybersecurity resilience also. Furthermore, ongoing assessment of regulatory compliance against PSD2, the FCA Consumer Duty and UK GDPR should be incorporated into digital performance assessment, to guarantee ethical usage of AI and responsible data stewardship (Shpachuk et al., 2026). Thus, adopting a multi-dimensional approach in the UK retail banks can continuously refine their innovation offering, boost operational resilience and become more digitally competitive in a rapidly evolving financial landscape. 
[bookmark: _Toc240973755]2.10 Literature gap
Existing literature has shown that Open Banking and AI-driven personalisation are two key elements for digital transformation in UK retail banking. In this aspect, studies in the field of digital transformation and technological uptake have mainly been directed towards the customer experience and the introduction of technology, while less attention has been paid to the comparative digital transformation strategies of traditional high-street banks and challenger banks in the UK. Current research also provided evidence regarding how the performance of digital transformation should be measured, defined by financial, operational, technological and customer-centric indicators to assess long-term sustainability. Furthermore, the fast-paced development of generative AI, Open Finance and the evolving regulatory landscape unlocks new strategic challenges that have not been sufficiently discussed in academic research. Moreover, the gap is also highlighted due to there is little empirical research to assess the collective impact of regulatory systems, organizational capabilities and customer trust on successful digital transformation.  
[bookmark: _Toc240973756]2.11 Summary
This chapter has critically analysed past literature works regarding digital transformation in the UK retail banking sector with particular attention towards the impact of Open Banking and AI personalisation. The context of different financial institutions based in the UK have been taken into consideration. This comparative analysis has helped ingathering depth insights about ways in which AI-based budgeting features have been allowing these financial institutions to practice categorisations of transactions in just few clicks. This chapter has also explored the relevant theoretical concepts, analysed the differences between traditional and challenger banks in terms of digital transformation and assessed the opportunities and challenges. However, the review revealed a lack of research knowledge on the integrated impact of these technologies; thus, served as a robust theoretical framework and justification for the empirical investigation in methodology chapter. 


[bookmark: _Toc240973757]Chapter 3: Research methodology 
[bookmark: _Toc240973758]3.1 Introduction
This chapter provides a clear explanation about the methodological approach which has been used to explore the role of Open Banking and AI personalisation in transforming the digital banking process as well as influence strategic differentiation in the UK retail banking industry. It provides an account of the research philosophy, approach, design, strategy, data collection and analysis techniques used in the chosen research methodology. Further, through the critical analysis approach, the chapter also explains the reason behind the selection of this methodology and justify the strategy of sampling, methods of data collection and analysis techniques as well. However, the chapter covers the concerns related to validity, reliability, ethical considerations and methodological limitations which ensure that the research is carried out systematically, rigorously, and credibly. 
[bookmark: _Toc240973759]3.2 Research Philosophy
According to Dehalwar and Sharma (2023), research philosophy is the core beliefs about the production and interpretation of knowledge in research, in which interpretivism, positivism, and pragmatism are found as the core models. Therefore, regarding open banking the positivist philosophy has been applied, which aims to objectively investigate the core impact AI personalisation, digital service quality in influencing open banking as well as develop customer trust and customer loyalty using quantitative data. In this regard, the advocacy of positivism to use structured tools better suit the research rather than interpretivism and pragmatism, both of which are related to qualitative and quantitative research with the aim of emphasising the subjective experience (Pandey et al., 2026). However, as explained by Ali (2024), positivism offers more objectivity, replicability and generalisability in this study as it tests the theories which are already established, such as the Open Innovation, Technology Organisation Environment (TOE) as well as Dynamic Capabilities Theory through statistical evidence. 
[bookmark: _Toc240973760]3.3 Research Approach
Okoli (2023) stated that with the starting of theory interpretation, the deductive approach has been inclined to the top-down outlook in which the existing theories are tested against the empirical data gathered from the digital banking users in the UK. As opposed to the inductive approach which is inclined to the bottom-up by means of observations, the deductive method entails the formulation of hypotheses or propositions based on available theories (Ghasemi et al., 2025). This aspect is aligned with the objectivity of the research and helps the researchers to test the relationship between digital banking innovations and customer retention. However, as the purpose of the study is to test the predefined relationships based on quantitative data, deductive approach ensures more methodological rigour and consistency (Barroga et al., 2023).
[bookmark: _Toc240973761]3.4 Research Design
As stated by Gamage (2025), research design involves choosing accurate methods for gathering, sampling, and analysing data within a systematic way to address the research objectives of the study. As opposed to exploratory research, which is used to investigate relatively underdeveloped topics that used to determine cause-and-effect relationships by conducting experiments, the integration of descriptive design helps in measuring pre-existing perceptions of respondents about the topic (Benites et al., 2025). On the other hand, quantitative design made a strong alignment with positivist philosophy in guiding the structured quantitative surveys, analyse numerical data to determine patterns, relationships, and trends (Mohajan, 2020). In this regard, a quantitative, descriptive research design has been implemented in this study. This helped to explore the relationship between different variables, including correlation testing, frequency analysis, and cross-tabulation, which are appropriate to understand the revolutionary aspect of the UK retail banking industry. 
[bookmark: _Toc240973762]3.5 Research Strategy
The strategy used is a survey as this allows for the collection of standardised quantitative data from a relatively large number of digital banking users in the UK. Despite the integration of ethnographic strategies being able to provide in-depth understanding of context as well as evaluate the ‘why’ behind the respondent’s behaviours, it correlates with smaller sample sizes and takes longer time for data collection. Thus, surveys allow researchers to choose a scalable data collection approach. This, in turn, improves generalisability of findings, provides greater statistical analysis of primary data as well as enhances comparability of respondents (Van Quaquebeke et al., 2022). 
[bookmark: _Toc240973763]3.6 Data Collection and Sampling
The data collection technique in this study has followed a primary quantitative approach in which the structured online questionnaire helps to generate different perspectives of the respondents. By making a strong alignment with the positivist philosophy and deductive approach, the researchers gathered standardised data of a relatively large sample through using Google Forms. As compared to the secondary data collection process, the chosen data collection method helps to collect most up-to-date evidence from first-hand user experience. Furthermore, the questionnaire includes closed-ended questions that are measured on a five-point Likert scale with the choices from ‘Strongly Disagree’ to ‘Strongly Agree’. This is in order to promote consistency in response as well as stay in line with the research needs. This is so by objective assessment of important constructs, such as digital service quality, trust, loyalty and customer retention (Alabi and Jelili, 2023). However, as defined by Mari (2024), this process not only reduces researcher bias, but also aids in the efficient analysis of the data, compared to qualitative data collection methods like interviews or focus groups. 
Sampling:
The finalised sample size has been determined using Cochran's sample size formula:

Where
· n₀ = required sample size 
· Z = Z-value at 95% confidence level = 1.96
· p = estimated proportion of the population = 0.50
· q = 1 − p = 0.50
· e = margin of error = 0.05, representing a 5% margin of error
Therefore, as calculated:

= 
= 384.16
n = 384.16/[1 + (384.16 – 1)/59] 
= 51.26
Therefore, the chosen sample size is 51. The study has integrated the non-probability convenience sampling method, which was determined by accessibility and willingness of the respondents to participate in the study. While probability sampling provides better representativeness and less sampling bias, it takes a lot more time and resources. 
[bookmark: _Toc240973764]3.7 Data Analysis
The data collection for this study has been done through Google Forms that was then exported to Microsoft Excel for analysis. For analysing the quantitative data gathered through closed-ended questions, an inferential statistics approach was chosen to summarise the responses. This method was beneficial as a descriptive statistics approach provided benefits to simplify the responses and convert them into clear, actionable summaries (Cooksey, 2020). These measures allowed for efficiently summing up gathered data and identifying if the respondents had positive, negative, or neutral perceptions regarding the digital banking context (Rana et al., 2023). To test the research objectives, Linear Regression Analysis has been employed as the primary inferential statistical technique. Linear regression is appropriate because the study examines the influence of multiple independent variables (Open Banking adoption and AI-driven personalisation) on dependent variables, such as digital transformation, customer trust and customer loyalty. The statistical significance of the regression coefficients will be assessed at a 5% significance level (p < 0.05).
[bookmark: _Toc240973765]3.8 Validity and Reliability
The validity of the study was supported through ensuring all questions were aligned with the research objectives and were related to literature regarding digital banking, consumer loyalty, trust, and service quality. Questions were designed to measure the key variables clearly and reduce potential for misunderstanding. Reliability was enhanced using the same survey tool for every participant and ensuring consistency in survey questions, so there is less potential for misinterpretation related to different responses (Polas, 2025). Before distribution, the survey questions were reviewed many times to identify issues like repetition, unclear questions, or tool-related technical issues. These steps were supportive in developing dependable findings that properly shed light on the perspectives in the digital banking context of the UK.
[bookmark: _Toc240973766]3.9 Ethical consideration
Ethical consideration is crucial to maintain high standards of findings and validity for future contexts in any research (Hasan et al., 2021). Participation has been kept voluntary, and only adults were considered as eligible participants. Informed consents have been gained through a consent section before survey questions that have clearly stated the research purpose, aim, contribution of participants, and their voluntary nature of participation. No personally identifiable data like names, addresses, contact information have been collected, while collected data has been stored securely on password-protected systems and encrypted cloud storage. All responses have been kept anonymous and confidential and access to data is limited to the researcher and supervisors only. However, primary collected responses will be deleted after the research is completed and will only be used for academic research purposes only.
[bookmark: _Toc240973767]3.10 Limitations of the Methodology
Despite the large benefits of the chosen method, some limitations are still existing. In this regard, the first limitation is related to the use of convenience sampling method which is known for limited approach in generalisability compared to probability sampling techniques, regarding the wider base of digital banking population in the UK (Ahmed, 2024). Apart from these, a structured questionnaire is limited in the number of options given for the responses, which means that unforeseen attitudes and new behavioural patterns have not been explored within the context. Furthermore, as reported by Savchuk (2024), digital banking is an ever-evolving sector with frequent innovations, new regulations, and AI developments within the open banking aspect. Therefore, the integration of cross-sectional design of the study which reflects the customers' perceptions at a single point in time, could limit the long-term relevance of the findings (Wang and Cheng, 2020). 
[bookmark: _Toc240973768]3.11 Summary
In this chapter, the choices made for the methodological chapter for this study have been justified. To collect data objectively and systematically a positivist philosophy, deductive approach, descriptive research design along with the survey strategy and quantitative questionnaire were selected. The chapter also covered sampling, validity, reliability, ethical concerns and methodological constraints, which provides a firm methodological basis for the data analysis and findings chapters. 


[bookmark: _Toc240973769]Chapter 4: Data Analysis
[bookmark: _Toc240973770]4.1 Introduction
This chapter is focused on analysing the survey data gained from the participants to evaluate the impact of digital banking revolutions in terms of consumer retention and strategic differentiation in relation to the UK retail banking sector. Through presenting the survey data for each question, the chapter aims to develop a graphically suitable analytical focus on the key purpose of the research.
The research questions that will be analysed using the survey data include,
· How are open banking and AI-based personalisation influencing UK digital banking?
· What are key factors impacting consumer trust and loyalty in UK digital banking?
· How do consumers consider digital service quality of traditional banks compared to challenger banks?
· Which digital banking approaches can enhance consumer retention for UK financial institutions?
Through providing a detailed analysis of how the survey respondents support answering these questions, the chapter aims to develop a solid base for the next discussion chapter.
[bookmark: _Toc240973771]4.2 Dataset and analytical approach overview
Through utilising the Cochran’s sample size formula, the chosen sample size for this research was 51, among which the participants were mainly chosen through non-probability convenience sampling methods. Google Forms were used to reach a more diverse market and participants to conduct the survey via closed-ended questions. This supported getting first-hand and up-to-date data, while the five-point Likert scale helped to maintain consistency in responses (Alabi and Jelili, 2023). The key base of the survey respondents includes digital banking users in the UK who can provide critical data that can support better statistical analysis. As inspired by the ideas of Benites et al. (2025), the choice of descriptive design also helped in measuring pre-existing perceptions of the research topic from the chosen sample base. Key factors that were considered in the survey regarding demographics included types of banks being used like traditional banks, challenger banks, or digital-only banks, while also focusing on the frequency of using digital banks.
As the analytical approach, the study chose descriptive statistics to simplify the responses and analyse them as per clear and actionable summaries (Cooksey, 2020). Furthermore, the study utilised Linear Regression Analysis to ensure analysis of various independent variables like open Banking adoption and AI-based personalisation, on dependent variables like consumer loyalty, trust, and digital transformation. The same survey tool and Excel for data analysis ensured the reliability and validity of the findings via providing in-depth analytical understanding according to the aim.
[bookmark: _Toc240973772]4.3 Presentation of the survey findings
Section A: Screening & demographics
1)
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[bookmark: _heading=h.cduqvgmey01p]Figure 4.1: Location of the respondents
(Source: Retrieved from the survey)
This initial screen question ensured that only relevant UK-based individuals were chosen for the study on the impact of digital banking revolutions on consumer retention and strategic differentiation in the UK retail banking sector. The responses showed 7.8% reported ‘no’ while 92.2% reported ‘yes’, highlighting a significant portion to be eligible for the study’s analysis.
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[bookmark: _heading=h.7rjg6akynmcu]Figure 4.2: Age group of the participants
(Source: Retrieved from the survey)
In relation to the age group, the majority (66.7%) reported ‘20-24 ’, and another considerable portion of 25.5% reported ‘25-34’. Although there were also smaller portions aged 4 and above, while the minority reported ‘35-44’, the results highlighted greater prevalence of younger generations. Hence, the younger generation is more likely to be aligned with and related to the UK retail banking sector.
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[bookmark: _heading=h.v0lvqwskskt7]Figure 4.3: Frequency of digital banking service usage
(Source: Retrieved from the survey)
This survey response highlighted the frequency of digital banking services, a key factor in the current revolutionary environment. While portions reporting weekly, monthly, or rarely were low, a considerable 15.7% reported using these services multiple times daily. On the other hand, a significant portion (74.5%) reported using them daily, potentially aligning with previous findings of younger generations being involved with digital banking systems more than older groups.
4)
[image: image.png]
[bookmark: _heading=h.h68ykjv0xsb1]Figure 4.4: Type of primary bank for everyday transactions
(Source: Retrieved from the survey)
In response to primary bank utilisation in daily transactions, the majority, at 70.6%, reported using Challenger or digital-only banks like Monzo, Starling and others. A portion of 19.6% reported using traditional banks, and finally 9.8% showed usage of both types of banks equally. This result highlights how both types of banks are popular in the UK context, there is greater preference for Challenger/digital-only banks.
Section B: Open Banking and AI-Driven Personalisation
5)
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[bookmark: _heading=h.havc5eoczj7u]Figure 4.5: Agreement on if Open Banking features give better visibility over personal finances
(Source: Retrieved from the survey)
In relation to this question, the majority of the respondents (70%) strongly agreed, while 20% reported ‘agree’. This shows how open banking can enhance personal finance visibility for UK consumers. This is reinforced as the disagreement responses were significantly lower than positive ones.
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[bookmark: _heading=h.auw52cays9j2]Figure 4.6: Agreement on AI-driven personalised insights supporting smarter financial decisions
(Source: Retrieved from the survey)
This question has shed light on consumer perceptions for AI-driven personalisation in their financial decisions to understand how AI is contributing to UK consumers.  According to the obtained responses, 73.5% strongly agreed with 12.2% agreement with this statement, with very low responses showing disagreements or neutral responses. This, in turn, shows how AI-based personalization is becoming a crucial banking sector aspect. 
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[bookmark: _heading=h.lqntdiud5w6g]Figure 4.7: Agreement on personalised financial nudges, such as spending limits and savings goals, can support managing finances
(Source: Retrieved from the survey)
Based on this survey question 69.4% reported strongly agreeing with this concept, while 22.4% agreed with it. Similarly, with very minimal disagreement or neutrality, the responses have showcased how personalised financial nudges are improving financial management among consumers of UK retail banks.  
8)
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[bookmark: _heading=h.h3ygvez76maw]Figure 4.8: Agreement on integration of Open Banking and AI for improvement of speed and efficiency in daily banking activities
(Source: Retrieved from the survey)
For this particular statement, the responses obtained were mainly positive (69.4% being strongly agreed and 20.4% being agree). This sheds light on the rising trend of Open banking in UK retail banking and how digital revolutions are increasing adoption of AI-based practices to effectively provide benefits like speed and efficiency for daily banking approaches.
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[bookmark: _heading=h.lsezdhpcs3y5]Figure 4.9: Agreement on AI-driven personalisation making digital banking experience more convenient
(Source: Retrieved from the survey)
To support the previous survey question and response, this question sheds light on the fact that AI-based personalisation can actually support better digital banking convenience. In response, the majority (69.4%) reported ‘strongly agree’and 20.4% agreed in this context. These responses highlight that AI is playing a crucial role to make digital banking more convenient and potentially aligns with the trend of higher younger generation engagement.
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[bookmark: _heading=h.p2w5f5j90gwq]Figure 4.10: Open Banking and AI-enabled feature usage
(Source: Retrieved from the survey)
In terms of current usage of open banking and AI-based features, over half (58%) reported “AI-driven personalized offers or product recommendations for loans, savings accounts” while another majority of 20% chose “Viewing accounts from multiple banks in a single app”. While 6% said none of the above, very few chose ‘Automated round-up savings / micro-investing’ or ‘AI chatbots or automated customer support’. These responses highlighted how these technologies have not developed a strong presence in various consumer support areas. Although 8% chose “Automated spending categorization and budget tracking”, the prevalence of personalisation and recommendations shows a rising trend in the sector.
Section C: Trust and Data Privacy (Agreement to statements)
11)
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[bookmark: _heading=h.xxq1t8baxw3z]Figure 4.11: Comfort in allowing banks to use AI for transaction history analysis to provide personalised financial advice
(Source: Retrieved from the survey)
The analysis of this statement's responses showed that a significant portion of 69.4% chose ‘strongly agree’, while 16.3% agreed. This also supports previous findings regarding how AI is becoming a key part of personalisation and how UK consumers are preferring it. Although low, the negative responses and neutrality are showing a considerable portion, making this statement slightly contradictory.
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[bookmark: _heading=h.7bbw1ueg47rr]Figure 4.12: Trusting banks to keep consumer financial data secure when it is shared through Open Banking APIs under UK regulations
(Source: Retrieved from the survey)
In terms of trust, this response showed that a majority with 68% of respondents, trust their banks to keep their financial data secure in these Open Banking API contexts. Another 24% reporting agreed, and very few disagreed or stayed neutral also showed that UK banks have been capable of maintaining a trust base among consumers in this digitally advancing banking system and under UK regulations.
13)
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[bookmark: _heading=h.9cj65w8ls092]Figure 4.13: Clear explanations of how AI generates recommendations can increase trust for banks
(Source: Retrieved from the survey)
Transparency is shown to be another major influential factor as a total of 86% reported they strongly agree or agree that if there is transparency regarding AI recommendation generations, their trust in the banks increases. Although the disagreement levels are low, there are 8% of respondents who reported ‘neither’. This potentially highlights a gap that exists between transparency and trust.
14)
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[bookmark: _heading=h.8knxxxmcq4p8]Figure 4.14: Concerns regarding cyber fraud or data leaks can reduce willingness to use highly personalised AI banking features
(Source: Retrieved from the survey)
With higher digitalisation and AI usage, there are also concerns about data leaks or cyber fraud. As this question showcased, a significant 74% reported to feel less willing to use AI banking aspects if these concerns grow. Another 18% also agreed with it, while the lower minimal disagreements and neutrality show potential perspective diversity for these concerns in the UK market.
15)
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[bookmark: _heading=h.2n0voq4cwrp6]Figure 4.15: Likeliness to trust AI-driven financial advice when there is human oversight
(Source: Retrieved from the survey)
Based on the obtained responses, it is evident that human oversight plays a key role in building trust among UK consumers as a total of 90% strongly agreed or agreed with the statement. While the disagreement levels exist, the majority of agreement indicates the cruciality of having human oversight and how complete replacement of human interaction can hinder trust.
Section D: Digital Service Quality (Agreement to statements)
16)
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[bookmark: _heading=h.q8wlkxida67g]Figure 4.16: Challenger banks providing better user experience for personalised financial tracking than traditional banks
(Source: Retrieved from the survey)
For this statement, although a major 65.3% reported strongly agree, the 24.5% just agree and the remaining portions of disagreement or neutrality are potentially creating concerns. The results may showcase that some consumers may still interact with and prefer traditional banks over challenger banks.
17)
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[bookmark: _heading=h.l9lc0rt6zcfw]Figure 4.17: Traditional banks have improved their digital service quality to compete with challenger banks
(Source: Retrieved from the survey)
This statement sheds light on how consumers agree on the potential betterment of traditional banks. This is due to 89.7% collaboratively agreeing on how traditional banks are aiming to better compete with challenger banks through digital service enhancements, yet there is still a small portion of disagreement developing contradicting perspectives for traditional banks.
18)
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[bookmark: _heading=h.48o84ybn1enk]Figure 4.18: Challenger banks providing greater convenience for everyday digital banking needs
(Source: Retrieved from the survey)
Based on responses of this survey question, a total of 86% reported agreement or strong agreement with the statement, showing how challenger banks can effectively provide better convenience. Yet, 6% disagreement, slight strong disagreement and a considerable ‘neither’ response show traditional banks can also be preferred via some consumers for convenience, supporting previous analysis.
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[bookmark: _heading=h.43ak4xy7vfdq]Figure 4.19: Traditional banks provide greater trust and security than challenger banks.
(Source: Retrieved from the survey)
This statement aligns with the preferability of traditional banks contrasting challenger banks. With a combined 92% response providing positive feedback shows how traditional banks still hold a greater place among UK consumers for trust and security, which can align with rising cyber security concerns aligned with digital or challenger banks.
20)
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[bookmark: _heading=h.gfhnexeswt8l]Figure 4.20: Personalised digital banking services improve my overall satisfaction with my bank
(Source: Retrieved from the survey)
This response showcased the satisfaction context of UK retail banking consumers, with 66% strongly agreeing that personalised services can enhance their satisfaction. On the other hand, regardless of minimal disagreements, a considerable 24% chose ‘agree’ that highlights the need for personalisation in the banking context for better consumer management.
Section E: Customer Retention and Loyalty (Agreement to statements)
21)
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[bookmark: _heading=h.pwornyyzok3f]Figure 4.21: If another bank offered better AI-driven personalised insights, switching of primary bank may occur
(Source: Retrieved from the survey)
This statement got significantly low disagreement, with only 6% reporting neither agreement or disagreement. A total of 90% agreed with the statement, showing that better AI personalisation is crucial for banks to maintain competitiveness and prevent consumer switching behavior.
22)
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[bookmark: _heading=h.i93gimm12qzr]Figure 4.22: Easy account switching through Open Banking and the Current Account Switching Service (CASS) can reduce hesitation to change banks
(Source: Retrieved from the survey)
In support of previous analysis, the statement-related responses highlighted how CASS and open banking can allow seamless account switching to prevent hesitation of back changing. As analysed, 90% collaborative agreements solidified this claim, with disagreement levels to be very low.
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[bookmark: _heading=h.3fmkqq6dk5bp]Figure 4.23: A bank that alerts consumers to money-saving opportunities would increase long-term loyalty
(Source: Retrieved from the survey)
Bank recommendations and consumer engagement were also shown to be crucial, as 70% strongly agreed with the statement. This, in turn, showed long-term loyalty benefits. While 22% only agreed with this, disagreements were relatively low showing the benefits of bank personalised recommendations.
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[bookmark: _heading=h.nxnhffvdvwv0]Figure 4.24: Accurate and non-intrusive AI personalisation encourages better loyalty to primary bank
(Source: Retrieved from the survey)
To support the loyalty analysis, obtained responses shed light on the cruciality of non-intrusive AI personalisation is crucial to ensure consumer loyalty. A significant percentage of the participants (74% + 18% = 92%) showed collaborative response for agreement, with very low disagreement supporting the statement. Contrarily, 2% strongly disagreed and disagreed with the statement of accurate and non-intrusive AI personalisation being more likely to remain with my current bank.
25)
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[bookmark: _heading=h.cx7898pq4h4k]Figure 4.25: Personalised financial services being a crucial factor for decision to remain with current banks
(Source: Retrieved from the survey)
Considering previous responses and this survey question, it is highlighted how personalisation is crucial for UK banking sector companies. This is as 74% and 18% reported agreement and strongly agreed with the fact that personalisation of financial services can encourage them to stay loyal to current banks. Contrarily, 2% strongly disagreed and disagreed with the statement.

[bookmark: _Toc240973773]4.4 Statistical analysis
[bookmark: _Toc240973774]4.4.1 Descriptive Statistics
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[bookmark: _heading=h.vktuqy6666s]Table 4.1: Comfort with AI-driven financial advice
(Source: calculated using MS Excel)
It is analysed from table 4.1 that there is a high level of comfort with AI-driven financial advice, with a mean of 4.39 and median and mode of 5. The negative skewness (-2.06), however, indicates concentration toward agreement. This, in turn, demonstrates positive attitudes toward AI-based transaction analysis.
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[bookmark: _heading=h.31dwbji4roxg]Table 4.2: Strong trust in banks’ protection of financial data
(Source: calculated using MS Excel)
A strong trust in banks’ protection of financial data is deduced from the mean score of 4.50 and median and mode of 5. A strong negative skewness of -2.51 is estimated, which depicts responses to be concentrated toward agreement, indicating high confidence in Open Banking data security.
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[bookmark: _heading=h.rufo1tszpzvc]Table 4.3: Strong agreement that AI transparency increases customer trust
(Source: calculated using MS Excel)
The results as shown in table 4.3 shows a strong agreement that AI transparency increases customer trust, with a mean of 4.46 and median and mode of 5. The negative skewness highlights the importance of clear AI explanations in banking.
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[bookmark: _heading=h.6zokl0v3pf5l]Table 4.4: Strong concern regarding cybersecurity risks
(Source: calculated using MS Excel)
A high mean of 4.64 and median and mode of 5 reveals a strong concern regarding cybersecurity risks. The strong negative skewness suggests fraud and data-leak concerns substantially reduce willingness to use personalised AI banking features.
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[bookmark: _heading=h.ehis4bqt05ii]Table 4.5: Strong preference for human oversight in AI-driven financial advice
(Source: calculated using MS Excel)
As analysed from the above descriptive statistics, there is a strong preference for human oversight in AI-driven financial advice, with a mean of 4.52 and median and mode of 5. The negative skewness, however, suggests human involvement significantly strengthens customer trust in AI-based financial advice.
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[bookmark: _heading=h.m4k3n8t02zhw]Table 4.6: strong preference for challenger banks’ personalised financial tracking
(Source: calculated using MS Excel)
A strong preference for challenger banks’ personalised financial tracking is analysed from the obtained mean (4.60) and median and mode of 5. The skewness of -2.96 revealed that the surveyed respondents perceive challenger banks as providing a superior personalised user experience.
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[bookmark: _heading=h.m84f51w5lu8l]Table 4.7: strong agreement that traditional banks have improved digital service quality
(Source: calculated using MS Excel)
The results indicate strong agreement that traditional banks have improved digital service quality, with a mean of 4.44 and median and mode of 5. The negative skewness (-1.98) shows responses concentrated toward agreement, suggesting successful efforts to compete with challenger banks.
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[bookmark: _heading=h.tdd2uiam6n1h]Table 4.8: strong agreement that challenger banks offer greater everyday banking convenience
(Source: calculated using MS Excel)
There is a strong agreement obtained in context to challenger banks offering greater everyday banking convenience. This is analysed from the mean score of 4.46, with both median and mode of 5. The negative skewness, however, reveals favourable perceptions of challenger banks’ digital convenience.
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[bookmark: _heading=h.4bwwoae9cmar]Table 4.9: strong agreement that challenger banks offer greater everyday banking convenience
(Source: calculated using MS Excel)
A strong agreement is analysed in this context in regards to traditional banks providing greater trust and security. Responses obtained against this survey question yielded a mean of 4.50 and median and mode of 5. Responses are found to be concentrated toward agreement with the negative skewness of -2.51. This, in turn, reveals stronger security perceptions of traditional banks.
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[bookmark: _heading=h.nunqyjunf36c]Table 4.10: Strong agreement that personalised digital banking improves overall satisfaction
(Source: calculated using MS Excel)
The results indicate strong agreement that personalised digital banking improves overall satisfaction, with a mean of 4.28 and median and mode of 5. The negative skewness (-1.62) shows responses concentrated toward agreement, suggesting personalisation positively contributes to customers’ banking satisfaction.
[bookmark: _Toc240973775]4.4.2 Linear Regression
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[bookmark: _heading=h.6alvo9glvmfo]Table 4.11: Regression Model Summary
(Source: calculated using MS Excel)
The results show strong explanatory power across all three models. Open Banking and AI-driven personalisation jointly explain 85.5% of variation in digital transformation, 90.3% in customer trust, and 73.8% in customer loyalty. Customer trust therefore produced the highest R² value.
Model 1: Digital Transformation
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[bookmark: _heading=h.khv54werfbq8]Table 4.12: ANOVA – Digital Transformation
(Source: calculated using MS Excel)
The overall regression model is statistically significant (F(2,46) = 136.124, p < 0.001), demonstrating that Open Banking and AI-driven personalisation collectively have a significant relationship with perceived digital transformation.
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[bookmark: _heading=h.cqno0ry8de74]Table 4.13: Regression Coefficients – Digital Transformation
(Source: calculated using MS Excel)
Both predictors are statistically significant. Open Banking has the stronger standardised effect (β = 0.564, p < 0.001), followed by AI-driven personalisation (β = 0.397, p < 0.001). Therefore, stronger perceptions of both factors are associated with greater perceived digital transformation.
Model 2: Customer Trust
[bookmark: _heading=h.x8pp14tqm5ae][image: ]
[bookmark: _heading=h.asldyadr7639]Table 4.14: ANOVA – Customer Trust
(Source: calculated using MS Excel)
The customer trust model is statistically significant (F(2,46) = 213.105, p < 0.001). The predictors collectively explain approximately 90.3% of the variation in customer trust, making this the strongest of the three regression models.
[bookmark: _heading=h.n2qdkblrg61l][image: ]
[bookmark: _heading=h.cbid93y45cxx]Table 4.15: Regression Coefficients – Customer Trust
(Source: calculated using MS Excel)
AI-driven personalisation has the strongest standardised relationship with customer trust (β = 0.573, p < 0.001), while Open Banking is also a significant positive predictor (β = 0.415, p < 0.001). This suggests that AI personalisation is particularly important in explaining respondents' trust perceptions.
Model 3: Customer Loyalty
[bookmark: _heading=h.vy8105o2uade][image: ]
[bookmark: _heading=h.uenh3zfptlm4]Table 4.16: ANOVA – Customer Loyalty
(Source: calculated using MS Excel)
The regression model for customer loyalty is also statistically significant (F(2,46) = 64.835, p < 0.001). The model explains approximately 73.8% of the variance in customer loyalty, indicating substantial explanatory power.
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[bookmark: _heading=h.m3e8wqlxu39s]Table 4.17: Regression Coefficients – Customer Loyalty
(Source: calculated using MS Excel)
Both Open Banking (β = 0.473, p = 0.002) and AI-driven personalisation (β = 0.421, p = 0.005) are statistically significant positive predictors of customer loyalty. Open Banking shows a slightly stronger standardised effect in this model.
[bookmark: _Toc240973776]4.5 Summary
This chapter provided the survey response in a structured manner to analyse them in relation to digital banking revolutions in the UK retail banking sector. Through statistical and graphical analysis, the responses from all the participants were effectively summarised for 25 questions. Based on the findings, response patterns were identified for open banking, AI-based personalisation, data privacy, trust, consumer retention, digital service quality, and even loyalty. There were higher agreement levels in various statements related to security, personalisation, transparency, switching mentality, and convenience. Furthermore, the chapter effectively shed light on the limitations faced during the study, mainly focusing on how there were sampling barriers, closed question design restrictions, self-reported data bias and potential representativeness barriers for wider populations.

[bookmark: _Toc240973777]Chapter 5: Discussion
[bookmark: _Toc240973778]5.1 Introduction
This chapter sheds light on the analysis of the survey data while discussing it in relation to the research questions. The discussion showcases an in-depth understanding of the topic context. The analysis is potentially supportive to cover the gap identified previously and supporting future practical and theoretical understandings. The chapter discussed the findings also through the theoretical perspectives that were chosen in the literature review chapter, supporting the findings.
[bookmark: _Toc240973779]5.2 Problem identified in this research
The key problem identified previously was regarding financial companies facing issues retaining consumers and developing differentiated characteristics, regardless of high digital investments. Open Banking and AI, regardless of creating various opportunities and benefits, still raise concerns like limiting consumer switching behaviour among providers and privacy and trust-related factors. Furthermore, existing studies often overlooked this context and even discussed factors like Open Banking, AI-based personalisation, consumer engagement, adaptation, service quality, and others on a separate basis. This developed a gap in analysis, especially about the UK retail banking sector and how established banks and challenger banks are competing. However, this research has addressed these gaps through a focused approach on all these factors under a single analytical framework.
[bookmark: _Toc240973780]5.3 Findings addressing the research questions
In relation to the first research question, the survey findings have effectively shed light on Open banking and AI-based personalisation impacting UK digital banking experiences. According to the survey results, Open Banking and AI personalisation are having a significant impact on the UK digital banking market. It also highlights the evolving demand of the consumers that influence them in making bank-based assessments on the quality and usefulness of their digital experience, rather only on traditional banking characteristics. In this regard, AI-based personalization is creating a major transformative shift in the customer experience from transactional to more visible and personalized approaches that also support them to make adequate financial decisions. This is especially reflected in the very high uptake of the Open Banking statement that personal finance is more visible through Open Banking features in which the overall picture was positive, with 70% respondents strongly agreeing and a further 20% agreeing. It implies that the UK consumers are being able to find value by accessing a more comprehensive financial picture via connected digital banking capabilities. 
Thus, the open banking aspect seems to be impacting digital transformation, not just through the share of data, but by making it more accessible and useful for consumers.  These findings are aligned with previous literature reviews that argued that open banking has shifted from just being a data-sharing mechanism and increased its support for better financial decision-making and visibility for consumers (Awrey and Macey, 2023). Furthermore, the impact of AI is even greater in the digitised age, while 73.5% people strongly agreed that AI-generated personalized insights aid them in making informed financial choices, in which another 12.2% also agreed with this statement. However, through the evaluation of findings it has been found AI is defined as the viable tool to the consumers which helps them in decision support, not just a high-tech option to leverage the digital banking service. These are the significant findings in the digital banking industry of the UK which highlight that the value of AI is being assessed by its ability to transform financial information into meaningful recommendations (58% of the respondents strongly agree) to the consumers in order to reduce the level of complexity and ease decision making processes. Similarly, as shown in the literature review, acceptance of AI-based insights supports the perspectives of Syed (2025) and Alshahrani et al. (2025) regarding AI being a supportive factor to ensure a shift towards outcome-based banking experiences.
In addition to these, the research findings regarding personalised financial touch also strengthen this explanation because a vast range of respondents (69.4% strongly agreeing) agreed that the spending limits and saving goals are very helpful in managing finances. According to the findings, digital banking services can also detect trends and prompt customers in real time, in which 69.4% respondents stated that they feel comfortable to allow AI in this process rather than letting them look for their own records. However, 69.4% strongly agreed and 20.4% agreed that the use of Open Banking and AI combined has enhanced the speed and efficiency of everyday banking. On the other hand, 22.4% of people also highlight the significance of personalisation in affecting the banking experience and the consumer behaviour in which people might recognise the service as transaction-oriented to a financial-management driven experience, that align with wider consumer trend of personalization management (Wewege et al., 2020). While Open Banking delivers access to a wider range of financial data, AI fosters the data analysis approach to deliver personalised information. Thus, the responses revealed the more convenient manner of consumers towards AI personalisation and suggest that consumers are being perceived Open Banking and AI as a combined approach rather than two distinct innovations. Through the Diffusion of Innovation perspective, the higher level of agreement shows that consumers consider clear relative advantages in this type of technology that supports wider UK-wide adaptation in the retail banking market (Shaikh et al., 2023).
In relation to the second research question, the survey data shows that there are various factors that can influence consumer trust and loyalty in the UK digital banking context. In relation to trust, 69.4% reported they are comfortable to allow banks to analyse their transaction history and provide personalised advice, with some others also agreeing on this. Furthermore, 68% of respondents trust their banks to keep their financial data safe when shared through Open Banking APIs under UK regulations. These show how high levels of positive responses are related to AI usage and data security related approaches in the UK-based digital banking sector. These can be better aligned with the findings of Choudhuri et al. (2024) who identified trust being a key pillar of support for long-term loyalty in digital banking contexts. Obtained survey data specifically highlighted transparency as another supportive factor in this topic area, with statements of clear explanations showing how AI-developed recommendations can increase trust in banks, as 86% reported either agree or completely agree with the fact, while only smaller portions selected neutral or disagreement options. The responses also highlighted strong agreement on the fact that consumers may trust AI more in the case of financial advice if human oversight is present in it. 
There were concerns present for cyber fraud or data leaks that contributed to reducing consumer willingness to use personalised AI banking feature usage. This is as 92% reported a positive response, which is significantly more than any disagreement or neutral response collectively, making these key concerns. These findings can be aligned with the existing literature showing how consumers consider transparency. For example, it was shown that consumers are willing to engage more if data management is transparently communicated in personalisation (Inala and Somu, 2025). It can be also identified how trust related measures and security perceptions are critical factors among diverse responses. Through better analysis of the patterns highlighted in the results, it is shown that respondents have strong perspectives on data protection, secure data management, cyber risks, and banking system confidence, while handling questions linked to trust or privacy aspects. Consumer loyalty responses were effectively linked to personalised banking features in the survey, as when asked if they aim for switching their primary bank if other banks offer better AI-based personalised solutions, 90% of the total selected agree or strongly agree. Similarly, another 90% selected easy account switching through Open Banking and CASS to reduce hesitation in changing banks. Money saving opportunities, alerted through banks, also showed as contributing to long-term commitment. Factors like accurate and non-intrusive AI personalisation can encourage higher loyalty for primary banks, as 92% collaboratively agreed or strongly agreed with it.  However, the high trust levels analysed in the study contrast with findings of Duncan (2024) who reported lower confidence regarding data security. These differences may showcase rising familiarity with Open Banking services among UK consumers.
In relation to the third research question, the evaluation of survey findings also discussed that consumers have a more positive view towards the challenger/digital banks due to their improved digital service quality, including convenience, personalisation and financial tracking also. The high interest has been showcased by the initial question of the survey in which 70.6% respondents stated that challenger or 'digital-only' banks are their main financial institution for everyday banking, while 19.6% said it was a traditional bank and 9.8% who said they relied on both. This indicates that challenger banks have become a vital primary banking channel for everyday life and are no longer just alternative providers. On the other hand, the survey responses of the comparative questions have been strengthening the preferences and justifying the reason behind their choices. In this regard, 65.3% strongly agreed and 24.5% agreed that challenger banks offer more user-friendly personalised financial tracking experience which helps them to take loans and transform their saving account rather than traditional banks, supporting literature’s claim for digital first approach of these banks (Wewege et al., 2020). 
Furthermore, high convenience is recognised as another major factor in addressing the comparison between the traditional and challenger banks, where 72% strongly agreed about the fact that they found a much more convincing approach from the challenger regarding their daily digital banking activities. This aspect is addressing the high-quality digital services for consumers which corresponds to the capability to perform banking operations in a less complicated manner. However, this indication highlights that the perceived benefit of challenger banks comes from the usability of their digital offering rather than just reliance on the mobile apps like traditional banks. In addition to these, the traditional banks are also known to be enhancing their digital services from the acceptance of 67.3% respondents which also helps them to compete with challenger banks, adjust their services with the evolving consumer needs and gain competitive advantages. This is supporting the findings of how Lloyds Banking Group showed major investments in technology to meet consumer demands (Lloyds Banking Group, 2026).
In relation to the final research questions, the survey also supported relevant literature in terms of best practices for enhancing consumer experiences. Regarding the trust and security aspect, the comparison faced several complexities while 80% of respondents strongly agreed that traditional banks offer more trust and security than challenger banks.  Literature also supports this through showing how challenger banks benefit from digital-first infrastructures and consumer-focused innovations, while traditional banks focus on reputation and trust development or financial stability (Mogaji, 2023). This is an important contrast to the findings of the convenience and personalised tracking due to the highlighted difference between digital service quality and consumers' institutional confidence from the survey findings. Whereas the agreed aspect of 72% respondents towards the human oversight demonstrates that traditional banks enjoy an edge in trust and security instead of challenger banks providing convenient, personalised and user-friendly services. However, the findings are not providing that traditional banking is not competing with digital banking but that consumers are shifting their focus on the elements of the banking relationship. Moreover, consumers are drawn towards the convenience and personalization of challenger banks rather than the trust aspect, in which challenger banks must continue to build confidence and security for their long-term business.
In addition to these, another effective strategy seems to be the pro-active financial support in which 70% respondents strongly agreed that proactive alerts about money-saving opportunities would drive a greater degree of loyalty over the long period. Likewise, 74% strongly agreed and 18% agreed that if their bank was able to use non-intrusive personalized experience through using Artificial Intelligence, they would be more likely to stay with their current bank. These findings supported the Dynamic Capabilities theory, in which companies that effectively manage technologies and consumer engagement can better position themselves to meet new consumer expectations (Verhoef et al., 2021). Overall, these responses illustrate a clear link between personalisation, satisfaction and perceived value that influence retention practices. Despite the identification of several approaches to retain the consumer base, the banking industry should consider providing constant and ongoing customer value, instead of just more technology to comply with the UK-based financial industry where customer-centred digital banking is taking place. 
[bookmark: _Toc240973781]5.4 Summary of the chapter
This chapter has elaborated findings from the survey data in a detailed and comparing manner by considering the existing literature and their arguments on the chosen topic context. The pre-identified research gap was also addressed via the detailed discussion of the findings that focused on areas that were underexplored or explored separately. This detailed discussion supported all the research questions while providing a solid theoretical understanding. 


[bookmark: _Toc240973782]Chapter 6: Conclusion
[bookmark: _Toc240973783]6.1 Summary of key findings
The findings showed that Open banking and AI-based personalisation are influencing aspects of digital banking in the UK through improving financial visibility, decision support, and even via conveniences. Respondents considered connected banking services are critical for a wider understanding of personal finances. AI-developed understanding was also identified to be crucial for simplification of financial decisions. Primary quantitative survey responses that were obtained revealed that open banking is efficient in enhancing personal finance visibility. Hence, in response to the first research question, consumers have shown increasing their value of digital banking experiences that can provide personalised, efficient, and accessible support. 
The findings answered the second research question through showcasing that trust and loyalty are influenced via technological and behavioural factors. Confidence was expressed effectively among consumers for personalised banking features if supported through security, transparency, and clear communication. Confidence in data protection and human contribution were also crucial for encouraging digital service engagement. Concerns for fraud and data mismanagement were also shown to influence willingness to adopt banking tools among consumers, hence, the findings showed that trust is a critical factor for sustainable loyalty.
Based on the study, the third research question was addressed as challenger banks were considered more favourable in relation to digital service quality, contrasting traditional ones. Participants related these banks with better convenience, strong personalisation, and easy financial management. Traditional banks, although had advantages related to better reliability, security, and trust bases. This shows that consumers analyse banking providers through various perspectives, hence, innovation and trust factors should be balanced properly.
Finally, in context to the fourth question, primary findings showed that consumer retention can be enhanced via meaningful personalisation, efficient digital services and proactive financial guidance. Respondents revealed their support for non-intrusive AI recommendations, spending insights and even money-saving notifications. These were considered critical value factors in banking approaches. Therefore, retention strategies need to focus on delivering continuous consumer benefits through relevant digital experiences.
[bookmark: _Toc240973784]6.3 Significance of the study
The study is significant as it analysed the combined effect of Open banking, AI-based personalisation, loyalty, trust and service quality in a single analysis. Previous research shed light on these areas separately, developing the gap for this research, therefore, through combining them together, the study addressed the identified gap in relation to UK retail banking. It effectively showed how consumers analyse digital banking services and what factors influence engagement, while confirming that consumers connect digital convenience with long-term relation in banking context.
[bookmark: _Toc240973785]6.4 Contributions to theory and practice
Theoretically, the results confirmed the applicability of the Dynamic Capabilities theory, the TOE framework, and Diffusion of Innovation Theory to digital transformation in retail banking. The findings indicate that innovation, adaption, consumer perception, and organisational responsiveness have interrelations in terms of outcome influences. Regarding the practical point-of-view, the results revealed that the key points that banks need to focus on are transparent AI use, personalized consumer experience, and robust security strategies. Technological innovation coupled with trust-based measures can help financial companies to improve retention. The findings also indicate that even the established and challenger banks can also learn the strengths of each other.
[bookmark: _Toc240973786]6.5 Limitations and future directions through reflective statement
This study was limited through the sample size of only 51 respondents and their self-reported survey responses, creating potential bias and lower generalisability. The cross-sectional design gained opinions in a single point in time which again hindered long-term trend analysis. Future studies can focus on adapting a larger sample size and conduct longitudinal research. This is so as to ensure better generalisability to wider consumer and region-based banks, as well as analyse shifts in behaviour over a longer period. A consideration of mixed methods can also ensure to minimise bias and ensure better validity through literature support. As understood from the views of Steele et al. (2022), inclusion of interviews can help uncover answers to questions on "why" and "how" behind human experiences. Reflecting on the findings, the digital transformation shows to be mainly influenced via the balance of innovation, trust and consumer value, making it a crucial area for future analysis.
[bookmark: _Toc240973787]6.6 Summary
This chapter has summarised the key findings from the study through restating its purpose. The contribution and significance were also analysed by considering how existing literature gaps were addressed. The chapter acknowledges limitations of the current study that set stronger value for future research directions in similar topic areas.
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

The University follows the OECD Frascati manual definition of research activity: “creative 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, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity.

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	DIPEN KAMLESHBHAI PATEL

	2
	Student Number:
	2503885

	3
	Email address:
	Dipenpatel25062000@gmail.com

	4
	Programme of Study:
	MBA INTERNATIONAL BUSINESS

	5
	Supervisor:
	SHAHRUKH IRFAN



SECTION B:  Internal and External Ethical Guidance Materials
	
	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 Code of Practice
	☒

	2
	UWTSD Research Data Management Policy
	☒

	3
	
	☐

	4
	
	☐



SECTION C: Details of Research Activity
	1
	Indicative title:
	THE IMPACT OF OPEN BANKING AND AI-DRIVEN PERSONALISATION ON DIGITAL TRANSFORMATION IN UK RETAIL BANKING

	2
	Proposed start date:
	June 2026
	Proposed end date:
	September 2026

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audiencewhen outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity

The UK banking industry has undergone some major changes with influence of technological innovations, changing consumer expectations, and regulatory changes. With the introduction of Open banking, initiated by Competition and Markets Authority (CMA) reforms in 2017 and the Revised Payment Services Directive (PSD2), consumers can now share financial data with authorised third parties. Advancements in AI, machine learning, and other technologies have allowed banks to personalise services and provide customised product recommendations. Taking these into account, this study will assess the impact of Open Banking and AI-driven personalisation in the UK retail banking sector.

	4
	Research Question
· How are open banking and AI-based personalisation influencing the UK retail banking sector?
· What are key factors impacting consumer trust and loyalty in AI-driven digital banking personalisation in the UK?
· How do consumers consider digital service quality of traditional banks compared to challenger banks?
· Which digital banking approaches can enhance consumer retention for UK financial institutions?

	5
	Aims of Research Activity
This study aims at evaluating the impact of the AI-driven digital banking personalisation on customer retention and strategic differentiation within the UK retail banking sector.


	6
	Objectives of Research Activity
· To analyse the current trends driving the UK digital banking landscape, specifically the integration of Open Banking APIs and AI-driven personalization
· To investigate the key determinants of AI-driven digital banking personalisation that influence modern UK consumer trust and loyalty
· To compare digital service quality gaps between traditional high-street banks and digital-only challenger banks
· To strategically recommend UK financial institutions to reduce customer churn in a highly fragmented digital marketplace


	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	
In terms of data collection, primary data will be collected using a quantitative research strategy. For this, an online questionnaire will be used. Google Forms will be used as the online medium, link of which will be shared to a sample size of 51 respondents. It will mandatory for them to be active users of digital banking services. One of the main reasons behind choosing this target population is that consumers expect financial services to provide more personalized recommendations to improve convenience. The survey questionnaire will have closed-ended questions that will be measured on a five-point Likert scale.  Collected survey responses will then be exported to Microsoft Excel directly from Google workspace. Next to this, the descriptive statistical analysis will be performed using Microsoft Excel. Lastly, graphical analysis will be done wherein separate charts will be prepared for every survey question. This, in turn, will help to make the results more presentable.



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	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:



(this box should expand as you type)
	
	



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18?(Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☐

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals

(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	51 respondents 

	11
	Who will the participants be?

	
Individuals who are actively using digital banking services and residing in the UK


	12
	How will you identify the participants?
	
The convenience sampling method will be used to select participants. It is because this sampling method will help in collecting responses of conveniently available digital banking users





	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NOto any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YESto any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state thatin this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

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

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:

Since data will be collected over the internet and the topic is about digital banking services, therefore, not all approached individuals will agree to participate. 

	How you will mitigate the risk to participants:

It will be duly explained to them that none of the survey questions will ask for any personal details of their bank account number or daily transaction. Informed consent and participant information sheet will be sent to them where purpose of the study will be clearly mentioned.


	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) 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

	
	
This will be not be a sensitive, embarrassing or upsetting topic.


	3
	Risks to the investigator
For example: personal health &safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

Though there will no personal health &safety, physical harm, or emotional distress, however, responses collected from one participant might contradict with other respondents’ conflict of interest.

	How you will mitigate the risk to the investigator:

Proper anonymity will be maintained for all collected responses so that any means of personal exposure can be avoided.


	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

There will be no risk. 
	How you will mitigate the risk to the University:

N/A

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

There will be no risk.
	How you will mitigate the risk to environment:

N/A




SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
The consent form that will be sent to the participants for their approval will contain email of the researcher where they can contact for further details or results.


	2
	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 data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	
Potentialparticipants will be informed about purpose behind conducting this survey. This will require the participants to sign aconsent form, which will be shared with them before providing the survey link. Also, the online questionnaire will have a separate section at the startingwhere consent will be taken before the survey questions appear. 


	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
None of the survey questions will ask for collect names or any other personal data.




SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	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 is considered to be personal data.
	☐
	☒

	
	If YES, provide adescription of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒

	
	If YES, provide adescription of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.

(this box should expand as you type)



	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☒
	☐

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
Personal computer and laptop will be used primarily for storing all collected data. This will ensure that data are kept securely. In addition to this, all data will be kept in password protected cloud storage on the University Office 365 system which will not be shared with anyone else other than the supervisor, if required.



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YESto any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

By adhering to the GDPR and Data Protection Act (2018), survey data will be stored in Google workspace which will then be downloaded as a spreadsheet. 


	20
	List all who will have access to the data generated by the research activity:

	
	Researcher and supervisor


	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The researcher


	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	
All collected survey responses will be encrypted and kept in password protected cloud storage on the University Office 365 system. Access of this will lie with the researcher only. Such data will be stored until the completion of the project and then deleted. 


	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒



SECTION I: Use of AI 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
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

(this box should expand as you type)




SECTION J: 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 Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

	
	1
	Signature of applicant:
	Dipen
	Date: 28/07/2025


	2
	Supervisor:
	Shahrukh Irfan

	Date: 27/07/2026

	3
	Signature:
	    [image: ]
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Appendix 2: survey questionnaire
SURVEY QUESTIONNAIRE ON "THE IMPACT OF OPEN BANKING AND AI-DRIVEN PERSONALISATION ON DIGITAL TRANSFORMATION IN UK RETAIL BANKING”

Section A: Screening & Demographics
Q1. Are you currently residing in the United Kingdom?
· Yes
· No (survey ends)
Q2. What is your age group?
· 20–24
· 25–34
· 35–44
· 45+
Q3. How frequently do you use digital banking services?
· Multiple times a day
· Daily
· Weekly
· Monthly
· Rarely (survey ends)
Q4. Which type of primary bank do you use most when it comes to making everyday transactions?
· Traditional Bank
· Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
· Both equally
Section B: Open Banking and AI-Driven Personalisation 
Please indicate how strongly you agree or disagree with each statement. [Questions 5 - 9]
Q5. Open Banking features give me better visibility over my overall personal finances.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q6. AI-driven personalised insights help me make smarter financial decisions.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q7. Personalised financial nudges, such as spending limits and savings goals, help me manage my finances more effectively.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q8. The integration of Open Banking and AI has improved the speed and efficiency of my daily banking activities.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q9. AI-driven personalisation makes my digital banking experience more convenient.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q10. Which one of the following Open Banking and AI-enabled features do you currently use? 
· Viewing accounts from multiple banks in a single app 
· Automated spending categorization and budget tracking
· AI-driven personalized offers or product recommendations for loans, savings accounts
· Automated round-up savings / micro-investing
· AI chatbots or automated customer support
· None of the above
Section C: Trust and Data Privacy 
On a scale of 1-5, rate your agreement with these statements regarding trust and data privacy.  [Questions 11 - 15]
Q11. I am comfortable allowing my bank to use AI to analyse my transaction history to provide personalised financial advice.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q12. I trust my bank to keep my financial data secure when it is shared through Open Banking APIs under UK regulations.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q13. Clear explanations of how AI generates recommendations increase my trust in my bank.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q14. Concerns about cyber fraud or data leaks reduce my willingness to use highly personalised AI banking features.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q15. I am more likely to trust AI-driven financial advice when there is human oversight available.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Section D: Digital Service Quality 
On a scale of 1-5, rate your agreement with the below statements. [Questions 16 - 20]
Q16. Challenger banks provide a better user experience for personalised financial tracking than traditional banks.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q17. Traditional banks have improved their digital service quality to compete with challenger banks.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q18. Challenger banks provide greater convenience for my everyday digital banking needs.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q19. Traditional banks provide greater trust and security than challenger banks.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q20. Personalised digital banking services improve my overall satisfaction with my bank.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Section E: Customer Retention and Loyalty 
On a scale of 1-5, rate your agreement with the below statements. [Questions 21- 25]
Q21. If another bank offered significantly better AI-driven personalised insights, I would consider switching my primary bank.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q22. Easy account switching facilitated by Open Banking and the Current Account Switching Service (CASS) would reduce my hesitation to change banks.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q23. A bank that proactively alerts me to money-saving opportunities would increase my long-term loyalty.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q24. Accurate and non-intrusive AI personalisation makes me more likely to remain with my current bank.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree
Q25. Personalised financial services are an important factor in my decision to remain with my current bank.
1. Strongly Disagree
2. Disagree
3. Neither
4. Agree
5. Strongly Agree



116

79

[bookmark: _Toc240973792]Appendix 3: Survey responses
	Q1. Are you currently residing in the United Kingdom?
	Q2. What is your age group?
	Q3. How frequently do you use digital banking services?
	Q4. Which type of primary bank do you use most when it comes to making everyday transactions?
	Q5. Open Banking features give me better visibility over my overall personal finances.
	Q6. AI-driven personalised insights help me make smarter financial decisions.
	Q7. Personalised financial nudges, such as spending limits and savings goals, help me manage my finances more effectively.
	Q8. The integration of Open Banking and AI has improved the speed and efficiency of my daily banking activities.
	Q9. AI-driven personalisation makes my digital banking experience more convenient.
	Q10. Which one of the following Open Banking and AI-enabled features do you currently use?
	Q11. I am comfortable allowing my bank to use AI to analyse my transaction history to provide personalised financial advice.
	Q12. I trust my bank to keep my financial data secure when it is shared through Open Banking APIs under UK regulations.
	Q13. Clear explanations of how AI generates recommendations increase my trust in my bank.
	Q14. Concerns about cyber fraud or data leaks reduce my willingness to use highly personalised AI banking features.
	Q15. I am more likely to trust AI-driven financial advice when there is human oversight available.
	Q16. Challenger banks provide a better user experience for personalised financial tracking than traditional banks.
	Q17. Traditional banks have improved their digital service quality to compete with challenger banks.
	Q18. Challenger banks provide greater convenience for my everyday digital banking needs.
	Q19. Traditional banks provide greater trust and security than challenger banks.
	Q20. Personalised digital banking services improve my overall satisfaction with my bank.
	Q21. If another bank offered significantly better AI-driven personalised insights, I would consider switching my primary bank.
	Q22. Easy account switching facilitated by Open Banking and the Current Account Switching Service (CASS) would reduce my hesitation to change banks.
	Q23. A bank that proactively alerts me to money-saving opportunities would increase my long-term loyalty.
	Q24. Accurate and non-intrusive AI personalisation makes me more likely to remain with my current bank.
	Q25. Personalised financial services are an important factor in my decision to remain with my current bank.

	Yes
	35-44
	● Daily
	Traditional Bank
	5. Strongly Agree
	4. Agree
	4. Agree
	5. Strongly agree
	4. Agree
	Viewing accounts from multiple banks in a single app
	4
	4
	5
	4
	5
	5
	5
	5
	4
	4
	4
	4
	4
	3
	4

	Yes
	25-34
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	4. Agree
	4. Agree
	Viewing accounts from multiple banks in a single app
	4
	4
	4
	4
	4
	4
	5
	5
	4
	4
	5
	3
	3
	5
	4

	Yes
	25-34
	Multiple times a day
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	4. Agree
	4. Agree
	● Automated round-up savings / micro-investing
	5
	5
	4
	5
	5
	4
	4
	4
	5
	5
	4
	4
	4
	5
	5

	Yes
	20-24
	● Weekly
	Both equally
	4. Agree
	5. Strongly Agree
	5. Strongly Agree
	4. Agree
	4. Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	4
	5
	5
	5
	5
	5
	4
	4
	5
	1
	4
	4
	4
	2
	5

	Yes
	20-24
	● Rarely
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	
	
	
	
	
	4
	5
	
	
	
	
	
	
	
	
	
	5
	5
	5
	

	Yes
	25-34
	● Monthly
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	4. Agree
	4. Agree
	4. Agree
	4. Agree
	4. Agree
	● Automated spending categorization and budget tracking
	4
	4
	5
	5
	5
	5
	5
	5
	4
	4
	4
	1
	1
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	4. Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	4
	5
	5
	4
	5
	5
	5
	4
	2
	5
	
	
	5
	5

	Yes
	25-34
	● Daily
	Traditional Bank
	4. Agree
	5. Strongly Agree
	4. Agree
	5. Strongly agree
	5. Strongly Agree
	Viewing accounts from multiple banks in a single app
	5
	4
	5
	5
	4
	5
	4
	4
	4
	3
	4
	4
	4
	5
	4

	Yes
	45+
	● Weekly
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	4. Agree
	5. Strongly Agree
	4. Agree
	5. Strongly agree
	5. Strongly Agree
	Viewing accounts from multiple banks in a single app
	5
	4
	5
	5
	5
	5
	4
	4
	4
	4
	5
	2
	2
	5
	5

	
	
	
	
	
	
	
	
	
	
	5
	4
	
	
	
	
	
	
	
	
	
	3
	3
	5
	

	Yes
	45+
	Multiple times a day
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
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	Viewing accounts from multiple banks in a single app
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	Yes
	25-34
	● Daily
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	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● Automated round-up savings / micro-investing
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	3
	4
	5
	5
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	2
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	5
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	5
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	5
	5
	4
	5
	5
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	5. Strongly agree
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	● Automated round-up savings / micro-investing
	5
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	5
	5
	5
	5
	5
	5
	2
	5
	5
	5
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	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
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	5
	5
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	5
	5
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	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	3
	2
	5

	Yes
	20-24
	● Daily
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	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	3
	4
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
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	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	1
	5
	5

	Yes
	20-24
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	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
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	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
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	5
	5
	5
	5
	5
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
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	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
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	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Yes
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	4. Agree
	3. Neither
	4. Agree
	4. Agree
	3. Neither
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	4. Agree
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	4
	4
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	5. Strongly Agree
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	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	2
	5
	1
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	3
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	3
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	No
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	No
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	2
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	1
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	4. Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	4
	5
	5
	5

	Yes
	20-24
	● Daily
	● Challenger / Digital-Only Bank (e.g., Monzo, Starling Bank, Revolut)
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly Agree
	5. Strongly agree
	5. Strongly Agree
	● AI-driven personalized offers or product recommendations for loans, savings accounts
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
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Q11. 1am comfortable allowing my bank to use Al to analyse my transaction history to provide
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Q12. I trust my bank to keep my financial data secure when it is shared through Open Banking APIs

under UK regulations.
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Q13. Clear explanations of how Al generates recommendations increase my trust in my bank.
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Q16. Challenger banks provide a better user experience for personalised financial tracking than
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Q18. Challenger banks provide greater convenience for my everyday digital banking needs.
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Q19. Traditional banks provide greater trust and security than challenger banks.
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Q20. Personalised digital banking services improve my overall satisfaction with my bank.
50 responses

@ 1. Strongly Disagree
@ 2. Disagree

® 3. Neither

@ 4. Agree

@ 5. Strongly Agree





image26.png
Q21. If another bank offered significantly better Al-driven personalised insights, | would consider
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