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[bookmark: _Toc225459214][bookmark: _Toc225711414]Executive Summary
The proposed research will focus on how the artificial intelligence (AI) impacts the customers experience in the UK retail banking industry. Another aspect that is becoming relevant to the banking services through AI policy is the use of chatbots, personalised recommendations, and automatic support services. In spite of the fact that AI simplifies and streamlines life, it is not fully researched, taking into account its implications on the customer experience (Bhatnagr et al., 2024). The study focuses on such variables as the service’ quality, trust, customer satisfaction, perceived risk along with the loyalty intention. It is positivist, with a quantitative deductive approach. The data will be collected using the internet survey, and analysed with the assistance of the statistical techniques (Żyminkowska and Zachurzok-Srebrny, 2025). The paper will credit the impacts of AI to customer behaviour as well as experiences. It also targets to seal gaps in the available literature particularly on the UK context (Vuković et al, 2024). The findings will provide useful data to banks on how they can improve AI services and regulators to improve responsible use of AI. The study is scholarly and practical in general.
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[bookmark: _Toc225459215][bookmark: _Toc225711415]1. Introduction 
The idea of artificial intelligence (AI) has emerged as one of the most prominent elements of the modern financial services. The introduction of AI in financial institutions in the UK has been increasing at a very rapid rate. The Bank of England and Financial conduct Authority (2024) examined most of the companies that employ AI or would employ it in the nearest future. AI is enforced to improve the data analysis, detect fraud and promote cybersecurity and individualisation of customer services. However, it also has such challenges as lack of transparency, ethical challenges as well as threats to customer security. This is more specifically in the retail banking. Customer contact of banks is currently being viewed more on the digital platform than the physical branch. The typical examples of AI technologies in customer service are chatbots, virtual assistant, and automated systems (Zungu et al., 2025). These tools can also contribute towards increasing the speed, convenience, and access of services. However, effectiveness is not the sole feature of banking customer experience. It is also based on faith, fairness and emotional attachment. The customer may be disoriented when dealing with machines especially when the decision arrived at is not clearly indicated. The literature available provides positive and negative outcomes. Some of the studies found that AI improves the customer satisfaction by expanding the quality of the services and personalisation (Ibrahim et al., 2025). Other researchers introduce the problems of poor trust, the lack of human contact, and perceived danger. In addition, many studies are related to digital banking in general or research that is not conducted in the UK. This creates an informational gap of the effect of AI on customer experience in the UK retail banking. The suggested study will examine how AI impacts on customer experience within the UK banking industry, and on the retail market (Munira, 2025). It lingers around such sensitive issues as satisfaction, trust, quality and loyalty of service. The study is resourceful because it contributes to the scientific space, it supplies the evidence to the banking practise, and aligns with the current regulatory problematic areas of the responsible use of AI.
[bookmark: _Toc225459216][bookmark: _Toc225711416]2. Research Problem, Aim and Objectives
[bookmark: _Toc225459217][bookmark: _Toc225711417]2.1 Research Problem
Even though the UK retail banks are quickly transforming AI into services related to customers, there is no empirical data regarding the issue of whether such technologies enhance customer experience in a holistic sense. The increases in efficiency are not necessarily converted into trust, reassurance, or conceived service quality (Verma and Sehgal, 2023). This poses a useful and academic dilemma in that banks might be investing in AI without a clear comprehension of how their customers perceive and appraise AI-mediated service experiences.
[bookmark: _Toc225459218][bookmark: _Toc225711418]2.2 Research Aim
· To test the effectiveness of artificial intelligence on customer experience in the UK retail banking business.
[bookmark: _Toc225459219][bookmark: _Toc225711419]2.3 Research Objectives
· To determine the most common UK retail banking AI enhanced customer facing applications.
· To find out whether or not AI-based banking has an effect on customer satisfaction.
· To understand the relationship between, on the one hand, banking services based on AI and customer trust, on the other hand.
· To cheque the hypothesis of the role of the perceived service quality on the overall evaluation of customers of AI-based banking.
· To determine how customer satisfaction and customer trust affect the loyalty intention to AI-based customer relationship in the UK retail banks.
· To establish meaningful recommendations on how the UK-based retail banking could improve AI-based customer experience (Kurniawan, 2025).
[bookmark: _Toc225459220][bookmark: _Toc225711420]2.4 Research Questions
· What is the impact of AI on the customer experience of the UK retail banking industry?
· How far does AI impact customer satisfaction and trust?
· What aspects of service quality are the most important in AI-powered retail banking?
· How far does AI application determine customer loyalty intention in UK retail banking?
[bookmark: _Toc225459222][bookmark: _Toc225711421]2.5 Justification of the Study 
This research is justified, owing to the fact that AI is transforming the way retail banking services are offered in the UK (Olatunbosun and Olatunbosun, 2025). Banks invest a lot into AI, yet there is no information on the experience of customers concerning AI. The literature available tends to put emphasis on efficiency and not on customer results like trust and satisfaction. This makes a significant lapse in the literature (Oyeniyi et al., 2024). The research will present valuable information to banks to enhance customer experience in the course of utilising AI. It will also assist the regulators in being aware of potential risks associated with the use of AI. On the whole, the study has value both to the study of academic information and to decision making in contemporary banking.
[bookmark: _Toc225459223][bookmark: _Toc225711422]3. Literature Review
[bookmark: _Toc225459224][bookmark: _Toc225711423]3.1 AI in Retail Banking
Artificial intelligence (AI) in banking involves the use of Artificial intelligence, machine learning, predictive analytics, natural language processing, and automatic decision systems to assist in enhancing service orchestration, threat control as well as operational effectiveness in the banking industry (Meena et al., 2025). These technologies assist the banks to operate with a significant amount of data and disclose fraud cases and provide users with personalised finances. In the UK, AI has penetrated the financial institutions quite fast (Ho and Chow, 2023). The majority of the banks also became reliant on external technology providers, and AI is, therefore, an opportunity that should be explored, not to mention an issue of governance. Retail banking qualifies as an indispensable part of AI since it can influence the experience of the customers as a whole. Customers have access to AI in the form of mobile banking applications, chatbots and automated systems. The devices find application in these activities as account creation, payment, product recommendation, fraud detection and customer care. AI can make the services faster and more precise and deliver them with more vigour. As an illustration, chatbots to give immediate feedback, forecasting solutions to make personalised financial offers. This can make life easier to the customers.
However, as it can be observed based on the available literature, there is a critical limitation one can discover. A great number of studies are focused on firm level benefits like cost reduction, efficiency and enhanced risk management. Minimum focus is given to customer-centred results. This leads to the imbalance in the literature (Kotte et al., 2025). Customers do not simply evaluate the success of AI by its technical performance (Lasmiatun and Manteghi, 2025). They are also considering whether the service is safe, fair, transparent and easy to understand. Hence, being a successful operation does not necessarily translate to a good customer experience. A system can be effective and give an uncertainty or distrust to it. This is an indication to consider AI as a customer view. The research on customer experience of artificial intelligence in retail banking is rich with regard to scholarly research and decision-making.
[bookmark: _Toc225459225][bookmark: _Toc225711424]3.2 Customer Experience as a Banking Outcome
Customer experience is a multifaceted concept of retail banking. It does not only limit itself to customer satisfaction. According to Lemon and Verhoff (2016), customer experience refers to the process of the customer experiencing the cognitive, emotional, and behavioural response at the various interactions of that customer with the service provider. It implies that all the interactions, both online and offline, are what customers consider when rating a bank (Larsen, 2023). Customer experience in a retail banking environment entails attributes like speed, convenience, quality of communication, reliability and degree of support that is accorded to customers. Customer experience can be affected its basis of AI-driven banking by the way customers interact with the digital systems (Nguyen and Le, 2025). The research indicates that the concept of personalisation, responsiveness, and perceived control could be used to enhance customer experience. As an illustration, AI can be used to give personalised financial recommendations and respond to inquiries of customers promptly (Adeniran et al., 2024). This may enhance comfort and satisfaction. Nevertheless, obstacles exist also. Lack of transparency and human engagement in AI systems can make customers feel hesitant when dealing with such systems. According to Parasuraman et al. (1988), the quality of service is depending on reliability, assurance and empathy. These factors may prove hard to attain using automated systems.
This is a difference that can be analysed. It might satisfy because of the effective and easy-going transaction, yet customer experience is wider. Trust, emotional comfort and perceived fairness are also included. Customer experience as Meyer and Schwager (2007) describe is a combination of both functional responses and emotional responses. Consequently, it is not something that should be considered as one variable. A level of differentiation approach demands consideration of customer experience as a more developed construct (Saeedi et al., 2022). It is affected by perceived risk, satisfaction, and trust, and service quality. Such cross-dimensional treatment may shed more light on the issue of customer experience in the context of AI in retail banking.
[bookmark: _Toc225459226][bookmark: _Toc225711425]3.3 Theoretical Framing
This study has relied on three key theoretical perspectives which are used to explain customer experience in AI-based banking services. The first one is the Technology Acceptance Model (TAM). Davis (1989) argues that the perception of ease of use as well as effectiveness is the determining factor as regards the acceptance of new technology among people. This is because in the banking industry, customers will tend to employ AI systems in the future as long as they are useful and convenient. The significance of this theory is that it clarifies that first AI-enabled services, including chatbots and mobile banking apps, are accepted by users (Bansal et al., 2026).
The second one is the Expectation-Confirmation Theory (ECT). According to Bhattacherjee (2001), satisfaction is an establishment that occurs when the expectations of the customer are fulfilled through actual performances. Customers in AI-based banking create expectations regarding speed, accuracy, and convenience. When the AI system works out, the customers get satisfied (AlSokkar et al., 2024). When the expectations are not fulfilled, dissatisfaction would take place. The theory assists one to see the development of customer satisfaction upon the use of AI services.
Service Quality Theory with a specific emphasis on SERVQUAL is the third point of view. According to parasuraman et al. (1988), reliability, responsiveness, assurance as well as empathy are the measurements of service quality. Customers even in AI based services expect such attributes. On one occasion, they demand proper answers, expediency and feeling secured. Nonetheless, the AIs might not be empathic and this can also influence customer perception.
The theories are beneficial and serve as a good explanation of the customer experience individually, even though none of them is exhaustive. TAM defines the utilisation of technology, but not credibility (Alomary and Woollard, 2015). ECT gives us an explanation of satisfaction but not long-term loyalty. The evaluation is described by service quality theory, which was designed on the human interactions of the service. Therefore, the paper combines both the latter theories to provide more comprehensive and flexible point of view on AI-assisted customer experience in retail banking.
[bookmark: _Toc225459227][bookmark: _Toc225711426]3.4 Empirical Evidence
The recent empirical studies present useful information of the role of artificial intelligence in banking, not all of which are coincidental. Indicatively, a report compiled by Bhattacherjee (2001) indicates that confirmation of expectations and perceived performance determine customer satisfaction. This implies that in AI-driven banking, customers are satisfied when the system works in an expected manner (Rahman et al., 2023). There are other studies that also indicate that the ability to solve problems and the quality of communication are the main aspects that determine customer experience and facilitate the further usage of digital banking services.
Studies of AI chatbots give additional evidence. Personalisation, anthropomorphism, and perception of control, as attributes of customer experience, were found to enhance customer experience (Alalwan et al., 2025). When AI systems become more human-sensitive and human-like, customers become more comfortable with them. Perceived risk yet is a negative influence. The customers can be concerned with the safety of data, mistakes, or transparency. According to Parasuraman et al. (1988), trust and assurance are vital in-service evaluation and this aspect may be undermined when the customer is dealing with automated systems.
Altogether, empirical research proposes that under specific circumstances, AI can help enhance customer experience. The customers should feel that the system is of use, reliable and risk free. In case these criteria are not observed, AI can decrease trust and satisfaction. This reveals that the influence of AI is not necessarily good. Nevertheless, the current research has significant shortcomings. A lot of studies are not carried out in the UK, and this makes them less relevant to the situation in the UK banking (Oulkadi and Ghazi, 2025). Moreover, tests are mostly conducted on a case-by-case technology e.g., chatbots but not on all AI applications overall. Cross-sectional survey techniques are also used in many studies and demonstrate the relation rather than the causality. Consequently, more research should be conducted to give more detailed insights, on the use of AI in UK retail banking.
[bookmark: _Toc225459228][bookmark: _Toc225711427]3.5 Research Gap
The available literature has several critical gaps. Firstly, there is a very limited amount of research on UK retail banking environment. Majority of the studies are conducted in other nations hence rendering them irrelevant. Second, most of the studies are directed related to the adoption of technology or willingness to have it rather than the customer experience (trust, service quality and loyalty) as a result (Krishnan et al., 2022). Third, there is no integration between the customer experience theories and studies connected to AI. This presents a gap in research with regard to perception of AI-based services by the customers. Therefore, this paper seals these gaps by developing one model that can be used to explain customer experience in UK retail banking.
[bookmark: _Toc225459229][bookmark: _Toc225711428]3.6 Conceptual Framework
According to the literature, this paper puts forward an approximate theoretical framework to signify the role of artificial intelligence in customer experience in the UK retail banking. This framework incorporates the key variables outlined in the research conducted in the past, i.e., perceived AI effectiveness, service quality, perceived risk, trust, customer satisfaction, and loyalty intention.
The level of perceived AI effectiveness will have a positive effect on quality service and customer satisfaction (Deng et al., 2024). In case AI systems are precise, valuable, and effective, customers tend to consider the banking service favourably. The quality of service will advance the existing relationship of trust since the effective and listening AI-enabled services will enhance customer trust. Both customer satisfaction and customer trust are likely to have a positive impact on the loyalty intention. Simultaneously, the perceived risk will have a negative impact on trust. The customers might be unsure of the data privacy, security and automated decisions. This can decrease their trust in AI-based banking services (Moqaddem, 2025). The model consequently displays the customer experience as a multidimensional process which has been affected positively and negatively. Through this framework, there is consistency in the literature review, hypotheses, and methodology (Frank et al., 2023). It also creates a solid theoretical foundation of the proposed survey and data analysis.
 
[image: ]Figure: Conceptual Framework Diagram
Source: Author’s own construction (2026), adapted from Davis (1989); Parasuraman et al. (1988)
[bookmark: _Toc225711429]3.7 Hypotheses Development
· H1: Effective perceived AI on customer satisfaction is positive.
· H2: There is a positive perception impact on AI effectiveness as a determinant of service quality.
· H3: There is a positive influence of perceived service quality on customer trust.
· H4: Customer satisfaction positively influences the loyalty intention,
· H5: Customer trust is a positively affecting variable towards loyalty intention.
· H6: Customer trust is negatively affected significantly by perceived risk.
[bookmark: _Toc225459230][bookmark: _Toc225711430]4. Methodology
[bookmark: _Toc225459231][bookmark: _Toc225711431]4.1 Research Philosophy 
This study is a positivist research philosophy. Positivism is concerned with the objective measurement and when testing the relationship of the variables apply the test by means of statistical analysis. Positivism ought to be used in the case when the investigation is conducted with the purpose of generating the generalisable and quantifiable outcome (William, 2024). Some of the measures that can be measured and defined in this study are perceived AI effectiveness, perceived service quality, perceived trust as well as perceived satisfaction, perception risk, along with perceived loyalty intention. Positivism makes the researcher to collect methodical data and demonstrate the assumptions in a systematic way. This is how we endorse the trend and affiliation of a more significant number of clients. With the qualitative approach, it might be an improved understanding of the customer experiences and how they feel (Bergmann, 2023). It was however unable to be applied in testing the relationship involving more than two variables. In this way, it is applicable to positivism because the objective of the study is to focus on quantifying and contrasting and describing the customer experience in using AI in the retail banking environment.
[bookmark: _Toc225459232][bookmark: _Toc225711432]4.2 Research Approach
The study is based on deductive research methodology. A deductive approach begins with the theories made by hand and formulates the methods, which may be experimented under the assistance of the received data. Pearlson et al. (2024) state that the deduction method is appropriate in case studying the variables relationship is the purpose of the research. Theories dealing hypotheses have been constructed with the help of the theories, and these are Technology acceptance Model, the Expectation-confirmation theory as well as the service quality theory in the current research. The data on these hypotheses that constitute the research is then tested by means of primary data. The approach will guarantee the unambiguity between theory and empirical findings. It is also useful in a systematic and logical research (Oranga et al., 2025). The positivism philosophy has a parallelism with deductive approach because both methods are concerned with objective test and measurement. It is also based on the dual golden thread of research design, in that it derives off of philosophy, then approach, and finally, method. Therefore, the deductive research approach ought to be used in exploring the use of customer experience of AI in retail banks.
[bookmark: _Toc225459233][bookmark: _Toc225711433]4.3 Methodological Choice 
The research design is a quantitative research design in terms of mono-method. This implies that the data collection is done on one single approach that had a structured survey. Quantitative method dwells on statistics and numerical variables. It helps the researcher to quantify variables and establish the relationship between, and among them. Dennis (2025) claims that quantitative research can be applied in finding the patterns and generating the generalisations. The qualitative variables on the customer experience including customer satisfaction, trust as well as satisfaction with the service will quantify against Licker-scale questions in this study (Dennis et al., 2025). This allows for the statistical analysis of responses to be done. A qualitative design would be able to give a very detailed analysis, and would not permit any large-scale comparison or hypothesis. Another advantage of the mono-method design is that there will also be a consistent data collection and analysis. Thus, quantitative approach would be appropriate since it could serve the purpose of testing the impact of AI on customer experience in a way that would allow to be systematic and clear (Chen and Prentice, 2025).
[bookmark: _Toc225459234][bookmark: _Toc225711434]4.4 Research Strategy 
A cross-sectional survey is the research adopting in the present research. Through a survey, great number of respondents could be gathered in an organised as well as effective manner. According to Saunders et al. (2019), the quantitative research is best carried out using the survey since it entails the collection of standardised data that can be analysed using statistical methods. In this research, survey will be implemented to generate the answers of retail banking consumers that use AI based services (Zhang et al., 2025). A cross-sectional design suggests the collection of the data in one point. This will be suitable since the research will look at the existing customer views on AI in banking. Also useful in the MBA level research is the use of surveys, as they utilize less resources and are able to reach a broader audience through the online platform. But surveys may not be able to elicit deep levels of customer emotions (Oluka, 2025). In spite of this shortcoming, the survey approach would be appropriate in meeting the study goals.
[bookmark: _Toc225459235][bookmark: _Toc225711435]4.5 Target Population and Sampling
The aim of the proposed study is the UK retail banking customers with ages 18 and above with at least one of the AI-enabled banking services used (Zapiain, 2025). Such services are chatbots, virtual assistants, fraud alerts, personalised recommendations, and automated support mechanism. This is suitable since the proposed study will analyse customer experience of AI in banking. Hence, the respondents require to be having a personal experience of such services. In this study, convenience will be sampled. The survey connexion will be shared in the internet platforms like LinkedIn, social media, and networks of students or professionals. The questionnaire will also have a screening question at the very start of the questionnaire that will ensure that the participants have utilised AI-based services in banking. The sample population size to be expected is 250-300 respondents (Tajik et al., 2025). It suffices to statistically analyse it (e.g., correlation as well as regression). Convenience sampling does not allow generalisability but it is the most viable and feasible one given time and resource constraints involved in the study on MBA level.
[bookmark: _Toc225459236][bookmark: _Toc225711436]4.6 Data Collection 
Primary data collection will be provided by an online questionnaire to be utilised in this research. The tools, such as the use of Qualtrics or Google Forms, will assist in the creation of the survey. Data collection through the internet is successful and a considerable number of respondents are reached in the UK. It is also applicable in the collection of quantitative data in the structure (Doran et al., 2026).
The questionnaire will consist of certain sections. First of all, the questions that will be asked during the screening are going to allow setting the target that the participants have been utilising AI-enabled banking services. Second, those questions that will be demographic will be those that involve simple information (age and usage of banking). Third, the frequency of the interactions of the respondents with AI tools will be determined with the help of the questions related to the usage (Chand, 2025). The main part will have questions in the form of Likert-scale to estimate the main variables. They are the AI effectiveness, service quality, perceived risk, trust, customer satisfaction as well as loyalty intention. The Likert scales provide the possibility to quantify responses and statistical analysis. To ensure that the questionnaire questions are valid, the research based on existing scholarly research will be taken as the basis. Full distribution will be tested with the help of a pilot test which will consist of 10-15 respondents. This will help in the identification of the vague questions as part of improving the reliability (Palinkas et al., 2025). The required changes will be introduced before the final survey.
[bookmark: _Toc225459237][bookmark: _Toc225711437]4.7 Data Analysis
Data cleaning and coding
The missing values, errors and data inconsistencies will be checked. The codes will be saved in the form of numbers (Creswell and Inoue, 2025). This will enable precision and provide the dataset to be further examined with the SPSS.
Descriptive statistics
The description of the statistics will be done using the means, frequencies and percentages of the data. It can be applied to understand the character of respondents and general tendencies in the adoption of AI and customer experience.
Reliability test (Cronbachs alpha)
Cronbach alpha will be employed in the testing of the internal consistency of measurements scales. A value of above 0.7 is considered an acceptable reliability. This renders the survey questions to be effective in the same concept measurement.
Correlation analysis
The relationship between the variables e.g., AI effectiveness and trust, and the satisfaction will be analysed by the correlation analysis (Qian et al., 2025). It shows the intensity and the direction of the associations but fails to give credit to the causation.
Multiple regression analysis
Regression analysis will be performed to test how the independent variables have an effect on the dependent variables (Tomomatsu et al., 2025). It also helps define variables which significantly influence customer experience and intention to be loyal in AI-based banking.
Optional mediation analysis
In case the quality of the data allows, it is possible to perform mediation analysis. It will also measure the mediation functions of such variables as trust or satisfaction between the effectiveness of AI and the intention to be loyal.
[bookmark: _Toc225459238][bookmark: _Toc225711438]4.8 Measures to Ensure Rigour 
Various measures have been employed in this research in an attempt to ensure the validity as well as reliability. First of all, the elements of the questionnaires will be adjusted in accordance with the current academic materials. This improves content validity and provides accuracy with respect to measuring variables. Second, it will be conducted by the use of a small number of respondents in carrying out a pilot study (Caminero et al., 2025). This helps to identify such ambiguous questions and improves the design overall. Third, one will remove the ambiguity or the double-barrel questions to get rid of the confusion. Using simple and straightforward words, the questionnaire will be utilised. Fourthly, Likert scales will be continuously employed in order to make the responses similar (Martella et al., 2026). This makes it easy to do sound statistical analysis. Fifth, the internal consistency will be tested by applying Cronbach alpha. This renders measurement items to be trustworthy. Finally, all limitations will be revealed within the research study. This is made up of the sampling restrictions and the potential bias. These are among some of the steps that can be used in ensuring that the outcomes of the research are credible as well as accurate in addition to being factual and scholarly.
[bookmark: _Toc225459239][bookmark: _Toc225711439]5. Ethical Considerations and Practical Implications
[bookmark: _Toc225459240][bookmark: _Toc225711440]5.1 Advantages and Disadvantages of the Chosen Methods
The survey method is a quantitative one that possesses several strengths to the research. It is consistent with the positivist philosophy and deductive method. It makes it possible to gather information on a big sample and conduct the analysis statistically. This will help in testing variables and correlation of variables in order to get objective results (Tuluma and Tafida, 2026). However, there are few. The answers to the surveys are also self-reported and may not involve the real customer experience. The cross-sectional design does not permit the cause and effect to be traced. Second, there is low generalisability because of using the non-probability sampling. Despite such limitations, the method is suitable since it provides a way of delivery of research objectives in practical form in a systematic fashion.
[bookmark: _Toc225459241][bookmark: _Toc225711441]5.2 Ethical Considerations
This research relates to the matter of ethical considerations because the research involves illegal entities, which are customers in the banking sector. Informed consent, confidentiality, anonymity and voluntary participation are some of the major principles that will be followed in the research. The respondents will be given the open information on the study and their option of withdrawing anytime (Khan et al., 2025). No secrets of any financial data shall be collected, such as the account details or passwords. The latter will be stored safely and will not be utilized in any other manner than the academic purpose. The standards to be used in the research will be the university standards and UK GDPR standards. Furthermore, it shall be ensured that no fake claims are used to deceive the AI systems of the business and prioritise to focus on the perception of the customers and not the truthfulness of the system.
[bookmark: _Toc225459242][bookmark: _Toc225711442]5.3 Significance of the Study
The academic, managerial and policy implications of this study are very high. On an academic front, it adds to the existing literature on the subject to determine the connexions between the concept of artificial intelligence and customer experience with regard to retail banking. Most of the research works are on efficiency but the current study is on trust, satisfaction and quality of services (Ahmad, 2025). It assists the banks in recognising the impact of AI on customer relations within the managerial way of thinking. This may be woven into the efforts of making more judgments and enhancement of services. The research can be relevant in a policy context as long as it applies to the regulators within the UK among which is the Financial Conduct Authority. It offers a perspective on the effects of AI on the consumers, which is positive to reasonable utilisation of AI and proper jurisdiction of AI in the financial industry.
[bookmark: _Toc225459243][bookmark: _Toc225711443]5.4 Limitations of the Study 
There are various limitations of this study. To start with, convenience sampling reduces the external validity of the results. The sample is not comprehensive to all customers in UK retail banking and this undermines the extrapolation of inferential statistics. Nevertheless, this method is not inappropriate as it is most viable within the constraints of time and resources of a project in MBA. Second, the design of the study is cross-sectional design that collects information at a single time. This implies that it is not able to explain longitudinal shifts in perception of its customers with a level of certainty (Ragde, 2026). Third, customer experience is a hectic notion and could be spoiled by other elements beyond the suggested model, including past services, digital literacy or individual preferences. Lastly, the research is based on the perception of the customers instead of internal data within the organisation; therefore, the research cannot assess the reality of technical performance of AI systems. These drawbacks do not nullify the research. Rather, they outline its scope and give guidance of future research.
[bookmark: _Toc225459244][bookmark: _Toc225711444]5.5 Resource Implications 
The suggested research can be carried through the limitations of MBA level. The data gathering will be conducted online which is less costly and time-consuming. It does not involve the utilisation of physical resources and movement (Nguyen et al., 2026). The access to academic journals, questionnaires, such as Qualtrics or Google forms and SPSS to analyse the data, are some of the essential resources that were used in the study. It should take time management into account and the corresponding research will include such steps as literature review, questionnaire design, data collection up to even data analysis (Ashrafuzzaman et al., 2024). The problem in this case is to obtain the required sample size. This would require effective distributing in the online platforms. Overall, the project is a viable, practical and within the reach of the right planning and organisation.
[bookmark: _Toc225459245][bookmark: _Toc225711445]6. Proposed Timeline


	Activity
	Weeks 1–2
	Weeks 3–5
	Weeks 6–7
	Weeks 8–9
	Weeks 10–11
	Weeks 12–13
	Weeks 14–15

	Finalise topic and proposal plan
	X
	
	
	
	
	
	

	Literature review
	X
	X

	

	
	
	
	

	Design questionnaire
	
	X
	
	
	
	
	

	Ethics application
	
	X

	
	
	
	
	

	Pilot study and revisions
	
	
	X
	
	
	
	

	Main data collection
	
	
	X
	X
	
	
	

	Data analysis
	
	
	
	X
	X


	
	

	Draft chapters
	
	
	
	
	X

	X

	

	Editing and proofreading
	
	
	
	
	
	X
	X

	Final submission
	
	
	
	
	
	
	X



[bookmark: _Toc225459246][bookmark: _Toc225711446]7. Conclusion
The research plan presented below is a clear and well-developed research plan that aims to answer the question regarding the role of the artificial intelligence in impacting customer experience in the UK banking industry by the retail organisations (Hussain et al., 2026). It is stressed that AI cannot be evaluated only with respect to efficiency and technology advancement. Instead, it has to be gauged with respect to its contribution towards customer satisfaction, customer trust, quality of its services, and loyalty. The study employs quantitative and deductive methodology as well as qualitative positivist philosophy (Rohit et al., 2025). This gives a lot of congruencies among theory, methodology and research objectives. Survey strategy allows the study to be viable and suitable to the research at MBA level. The other research knowledge gap that can be necessitated by the proposed alternative research is the UK gap (Jain and Mitra, 2025). The research has elevated the academic and practical dimensions in the banking in the aspect that it gives attention to the experiences of the customers. Overall, the research holds a great likelihood of providing worthy information to banks and policy-makers to effective and responsible use of AI.
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