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Abstract

The high pace of neo-banks has transformed the financial services by providing full digital and low-cost and highly
customized banking options to the old systems. With customer expectations changing further to convenience,
transparency and smooth interactions on digital platforms, the question of how neo-banks may provide customer
experience has become more significant. This paper will examine the consumer experience on some of the most
popular neo-banks using a comparison strategy in which customer experience regarding usability, quality of services,
personalization, security, and satisfaction will be measured. Based on the questionnaire feedback and formats-based
interviews with the active users of various neo-bank platforms, the study finds out the particular features that
contribute to customer preferences and loyalty within digital-only banking settings. The results indicate that intuitive
interface design, quick processing of transactions, and responsive support to customers are the leading triggers of
positive experiences, and issues with information privacy, lack of physical interactions, and system downtime are
also quite apparent and significant. As can also be seen in the comparison, all neo-banks focus on ease of use, but
the efficiency of personalization algorithms, the support channels responsiveness, and the perceived reliability of
security measures differ. The research notes that technological efficiency is not the sole determinant of customer
experience in the neo-bank, as well as the trust that users have in the neo-bank digital-only financial ecosystems. As
a rule, the research reiterates the significance of neo-banks to be innovative and at the same time reliable enough to
ensure that digital convenience is supported with a high level of security and responsiveness of services. The insights
will assist in getting a clearer understanding of the intensity of competition in the neo-banking sector and offer a
viable solution to the platforms that desire to enhance their user experience and customer retention in the long run.

Keywords: Neo-banks; Digital banking; Customer experience; User satisfaction; Financial technology (FinTech);
Service quality; Personalization; Customer trust; Digital interfaces; Comparative analysis

1. Introduction

The rapid growth of neo-banks has changed the environment in financial services making the banking services
completely digital, agile, and user-friendly as an alternative to the traditional ones. Unlike traditional banks that operate
on physical premises and traditional systems, the neo-banks operate on minimalistic digital platforms, which are
oriented towards the provision of faster services, personalized experience and simplified financial products. As the level
of digital adoption increases and consumer demands alter, customer experience has now evolved into a decisive factor
in the competitive position of the banking sector. Neo-banks and their focus on their intuitive design, real-time support,
and painless onboarding are particularly attractive to tech-savy people who want convenience and transparency in their
interactions with financial services. But as much as these platforms are offering a better accessibility and efficiency,
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concerns on the depth, reliability and emotional involvement of the customer experience offered by these platforms lies
compared to the established banks.

Comparative analysis of customer experience is also necessary in order to know how well the neo-banks perform in
terms of addressing various consumer needs especially in respect to trust, quality of service, customization as well as
security. Since digital-only financial institutions keep growing in the international markets, the review of their
advantages and drawbacks is a useful input to both consumers and stakeholders of the industry. To maintain their
customer base, the traditional banks have started to embrace digital functionalities, but it is yet to be seen how far they
can go in terms of seamless operations and responsiveness of the neo-banks. Through analyzing customer perceptions,
patterns of interaction, and satisfaction levels across the various banking models, this study will aim at identifying the
factors that play the most important role towards a positive digital banking experience. The results will provide a better
idea of how neo-banks can distinguish themselves and which aspects can make the long-term customers loyal in the
fast-evolving, technology-driven financial ecosystem.

2. Background of the study

The high rate of digitalization of the financial services has resulted in the development of the neo-banks, which are
completely digital banking institutions without physical branches that are highly dependent on mobile platforms and
sophisticated technologies to offer financial solutions. By allowing them to sell themselves as versatile and customer-
oriented in comparison to traditional banks, neo-banks focus on a more streamlined interface, faster service, and additional
customization. This has been spurred on by the heightened demands by consumers on convenience, transparency as well
as 24-7 access especially among the younger and more technology conscious customers. As the activity and presence of
these banks have increased, where the traditional banking models are being challenged, the customer experience has
emerged as an ultimate differentiator in regard to user adoption, satisfaction and continued loyalty. However, despite the
fact that the entry of neo-banks has grown at a speed extremely high, there remains much breadth in how different digital
banks have designed and implemented their customer experience. Such differences are fundamental to the identification
of the factors that lead to the positive user perception, what are the points of the service gap, and how the neo-banks
compare with both themselves and the traditional financial institutions. This comparative analysis explores these dynamics
and throws light on the impetuses behind customer experience in the digital banking ecosystem and the strategic
ramifications on the manner in which this experience can become the foundation of future growth and competitiveness.

3. Justification

The success of the neo-bank development is founded on its high rate, which has transformed the financial services
environment, though its success is mainly anchored on the capability to deliver a convenient and interactive consumer
experience, which has always been controlled by the old banking system. As people begin to move to digital only
financial solutions, it is necessary to know whether the neo-banks are satisfying the demands in usability, trust,
responsiveness of the services, and the satisfaction level. Although their use is increasingly growing, scanty study has
been done in comparing the customer experiences of various neo-banking platforms which has created a gap in knowing
which aspects really make these digital institutions stand out. A comparative research would then be justified to assess
how different neo-banks create and provide customer experiences, what strengths and weaknesses the service models
have and what factors are the most significant in terms of customer loyalty and adoption. This reason lies in the fact that
evidence-based insights are needed to inform neo-banks, regulators, and technology developers in the process of
improving customer-centric design and remaining competitive in a more digital financial ecosystem.

4. Objectives of the Study

1. To investigate the main drivers of customer experience in the neo-banks, and specifically usability, responsiveness
(quality of service), quality of interface on a digital interface, and perceived reliability.

2. To compare the customer experience of the sampled neo-banks, it is necessary to find out the dissimilarities in service
capabilities, technological productivity, and the level of user satisfaction.

3. To examine the effects of digital-only banking environments on customer expectations and customer engagement,
particularly, in comparison to conventional banking frameworks.

4. To measure the customer perceptions of trust, security and transparency in neo banks and find out how these
perceptions influence their general experience.

5. To determine the benefits and limitations of new bank services delivery modes through the differences in the operation
and experience of platforms.

5. Literature Review
Numerous new financial service companies have emerged as neo-banks, where digital-first, mobile-focused, and web-

focused banking services are the main offerings, and this has spurred a resurgence of academic interest in the role of
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customer experience (CX) in financial services. The term customer experience is interpreted as the aggregate of
interactions and perceptions that a customer develops during the whole service experience, and it is a determining
factor in adoption, loyalty, and advocacy (Lemon and Verhoef, 2016). Within the banking sector, CX includes
usability of the online interfaces, perceived trustworthiness, speediness, and accuracy of the service delivery, and
emotional and social aspects of the interaction with finances (Parasuraman, Zeithaml, and Berry, 1988; Zeithaml,
Bitner and Gremler, 2006).

Digital and mobile banking studies have also indicated that the factors of technology ease of use, usefulness and
reliability are main antecedents of customer acceptance and satisfaction (Venkatesh, Morris, Davis, and Davis, 2003).
Technology acceptance studies have been transformed into technology acceptance models relevant to financial
services where the perceived usefulness and perceived ease of use continue to serve as the primary importance in
determining the behavioral intentions regarding online banking and neo-bank applications (Venkatesh et al., 2003;
Gefen, Karahanna, and Straub, 2003). Nevertheless, neo-banks do not necessarily overlap with traditional online
banking; the key differences are their orientation towards end-to-end digital design, quick orchestration, and highly
customized experiences as a result of data analytics; these differences shift the research focus on the adoption of new
technologies to the persistence of the experiential quality and value co-creation (Gomber, Kauffman, Parker, and
Weber, 2018).

The use of personalization and recommendation systems, which are driven by machine-learning models, is a hallmark
of most neo-banks, and researchers consider that personalization can contribute to the increase in perceived relevance
and may drive customers to surpass their privacy boundaries (Tam & Ho, 2006; Arner, Barberis, and Buckley, 2015).
Although individualized insights, spend analytics, and customized product offers are likely to make the product
appear more useful and engaging, they also raise the issue of data control, disclosure, and the perceived control
(Hildebrand, Héubl, Herrmann, and Landwehr, 2013). Therefore, trust becomes a key mediation factor: the higher
the level of trust in the competence and integrity of the platform, the higher the chances that the customers will accept
the personalized services (Gefen et al., 2003).

10 Key Characteristics of a Neobank
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The service quality constructs, which were created in the context of offline and e-service, will be still relevant but
need adapting to the neo-bank. The SERVQAL dimensions of reliability, responsiveness, assurance, empathy and
tangibles are mapped onto neo-bank experiences and take different forms: the neo-bank experience that is more
aesthetics and information-driven through the dimensions of tangibles and interface; the neo-bank experience that is
more about perceived safety protocols and platform transparency through the dimensions of assurance (Parasuraman
et al., 1988; Santos, 2003). Empirical research conducted in the area of digital banking implies that functional service
quality (e.g., reliability of transactions, response time) has a more significant influence on satisfaction at the first
stage of adoption, and emotional and relationship factors (e.g., perceived empathy, brand personality) facilitate loyalty
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in the long run (Klaus and Nguyen, 2013). Customer journey orchestration is a more common competitive
differentiation in neo-banking. Lemon and Verhoff (2016) focus on the fact that contemporary CX management
necessitates mapping touchpoints throughout the customer lifecycle, and neo-banks use in-app notifications,
contextual nudges, and built-in financial-wellness products to develop touchpoints. It has been shown that the
carefully planned journey orchestration can lower the perceived work and raise the perceived value, which in turn
enhance the conversion rates and decreases the churn (Verhoeff et al., 2009). On the other hand, low integration,
which can be in the form of a lack of cohesion in messaging or fragmentation in service delivery between web and
app, damages customer trust and amplifies the potential to switch. Cognitive appraisals (fees, features, performance)
and affective appraisals (satisfaction, trust) are all factors that affect switching behavior in the world of banking.
Jones, Mothersbaugh and Beatty (2000) have discovered that switch intent has a high level of correlation with both
dissatisfaction and attraction to alternative; in the case of the neo-bank, the switching costs are minimal and the
switching attraction is high. transparency enhance sensitivity to experience differentials. This relationship raises the
pressure on neo-banks to keep the experiences consistently positive since any negative experience can spread rapidly
due to the social media and peer networks (Kumar, Venkatesan, and Reinartz, 2015). Lastly, the CX environment of
neo-banks is determined by regulatory and ethical factors. Researchers state that not only is compliance or dispute
resolution systems and clarity regarding data use legally required but also experienced factors such as transparent
terms being interpreted by customers as indicators of institutional trustworthiness, fast redress, and high privacy
protections (Arner et al., 2015; Milne and Culnan, 2004). With the internationalization of neo-banks, the differences
in regulatory regimes also complicate the design of services and introduce experience discontinuities across markets.

6. Material and Methodology

6.1 Research Design:

This research will use the comparative cross-sectional research design in order to assess the difference in the customer
experience among the chosen neo-banks. The design enables the evaluation of a variety of institutions at one point
allowing the effectiveness of the services, usability, trust, and customer satisfaction to be easily compared.
Quantitative data and qualitative responses used a mixed-methods approach: to a certain extent, quantitative data
offered measurable data on user views, whereas the responses to the questionnaires elucidated the causes of the views.
The structure helps to create a holistic view of how neo-banks provide customer experience compared to each other,
and moderate the influence of demographic and usage-related factors.

6.2 Data Collection Methods

The structured online questionnaire was given as primary data and sent to the active users of big neo-banks via email
lists, social media groups and digital banking forums. The questionnaire contained Likert scale questions dealing
with usability, reliability, customer support, transparency and general satisfaction. Moreover, semi-structured
interviews were carried out among a smaller proportion of the respondents in order to get more detailed information
about their experiences, frustrations, and expectations. The secondary data, including the features of the services,
fees, and ratings of the platforms, were acquired via official websites of banks, annual reports, and independent
fintech review portals, that will be used to cross-check the results.

6.3 Inclusion and Exclusion Criteria
Inclusion criteria consisted of:
e Individuals aged 18 years or older
e Active users of at least one neo-bank for a minimum of three months
e Respondents who completed all required survey sections
e Participants residing in regions where neo-banking services are officially operational
Exclusion criteria included:
e Users who had only trial accounts or had not conducted financial transactions
e Participants with affiliations to the banks under study (employees, interns, consultants)
e Respondents providing incomplete or inconsistent survey responses
e Users who switched to neo-banks less than three months ago, as their experience may not be representative

6.4 Ethical Considerations

Every research process was guided by ethics of conducting research with human participants. The purpose of the
study was explained to the respondents and participation in it was entirely voluntary. The digital consent was taken
and then the questionnaire was accessed. Respondents were informed that their answers will be anonymous and will
never be used as evidence in any academic study. None of the personal banking details and account information, as
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well as other sensitive identifiers were gathered at any point. The interview transcripts and survey information were
kept in a secure place where only the research team could access it. The research was fair, transparent and upheld
privacy of the study participants.

7. Results and Discussion

7.1 Results:

This research evaluated customer experience in three major neo-banks namely Bank A, Bank B, and Bank C based
on four major dimensions, including ease of use, service responsiveness, perceived security, and general customer
satisfaction. Results represent the responses of surveys to 360 users (120 in each bank). Measurement was done on a
five-point Likert scale (1 = strongly disagree, 5 = strongly agree).

7.1.1. Comparative Customer Experience Scores
Table 1. Mean Scores of Customer Experience Dimensions Across Neo-Banks

‘ Customer Experience DimensionH Bank A (Mean)“ Bank B (Mean)“ Bank C (Mean)l
| Ease of Use | 452 | 418 | 433 |
‘ Service Responsiveness H 4.26 H 3.94 H 4.12 ‘
‘ Perceived Security H 441 H 4.05 H 4.22 ‘
‘ Overall Satisfaction H 4.48 H 4.11 H 4.29 ‘

Discussion

The results indicate that the Bank A has always been leading in all the four dimensions as compared to the other two
neo-banks. It has the best in the ease of use (4.52), indicating that its interface was more intuitive and user-friendly
by the customers. Bank B, on the other hand, received the least score with a very low score of 3.94 in service
responsiveness, meaning delays or bad customer support contacts. Bank C stayed at the mid but with a stable
performance especially on the perceived security where it recorded a high 4.22. These results demonstrate that the
user interface design and quick solve of problems constitute a critical factor in customer experience in digital-only
banking systems. The easier the navigation of the app itself and the faster the response team, the more satisfaction
will be expected.

7.1.2. ANOVA Results for Differences Among Neo-Banks
Table 2. ANOVA Results Across Customer Experience Dimensions

‘ Dimension H F-valueH p-Value‘
| Ease of Use 17.84 |o0.001 |
‘ Service ResponsivenessH 6.27 H 0.003 ‘
‘Perceived Security H 5.19 H 0.006 ‘
‘ Overall Satisfaction H 8.15 H 0.001 ‘

Discussion

The ANOVA findings indicate that customer experience of the three neo-banks differed significantly in all the aspects
measured (p <0.01). The greatest disparity was observed in overall satisfaction (F = 8.15) and ease of use ( F = 7.84),
which confirms the trend that the quality of the user interface and ease of use have a strong influence on the customer
attitudes towards the neo-banking services. These drastic disparities imply that there is no homogenous customer
experience throughout the neo-banking market but rather it differs based on the technological maturity of the banks,
the quality of the UX design, and customer service infrastructure.

7.1.3. Correlation Analysis: Relationship Between Key Experience Drivers
Table 3. Correlation Between Experience Variables

‘ Variables H Ease of UseH ResponsivenessH Perceived SecurityH Overall Satisfaction‘
| EaseofUse || 1.00 || 058 | 0.52 | 0.71 |
‘ Service ResponsivenessH 0.58 H 1.00 H 0.49 H 0.76 ‘
| Perceived Security || 052 || 049 || 1.00 I 0.64 |
| Overall Satisfaction | 071 || 076 | 0.64 I 1.00 |
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Discussion

According to the correlation table, all dimensions of experience have a positive relationship with the overall
satisfaction. The most significant correlation is found between the responsiveness and customer satisfaction in general
(r=0.76), which stresses the need to provide assistance within the digital banking environment on time. The ease of
use also has a good relationship (r = 0.71), which means that the customers prefer the platforms that minimize friction
in terms of navigation and transactions. Interestingly, perceived security had a somewhat smaller degree of correlation
with satisfaction (r = 0.64), but it is an essential factor. This implies that users will demand minimum security on any
financial site hence when compared to usability and customer service it might not be a significant factor between
banks.

8. Limitations of the study

Although this research provides implications on understanding the customer experience in the sample of neo-banks,
this research is limited to a number of factors. The results were based mostly on self-reported information and they
can be subject to respondent bias, recall effects, or personal expectations that are highly varied in users. The sample
size, though suitable to make comparison, might not provide full understanding of the diversity of the neo-bank users
in terms of age, digital literacy, and regional adoption tendencies, restricting the extrapolation of the results. Also,
the set of dimensions of services considered in the study is not extensive, and it might not be entirely representative
of the customer experience in fast-paced digital banking contexts. The variations in the level of technological maturity
and the legal systems of the regions were also not researched in a great depth, and it might influence the perception
and satisfaction rates of the customers. Last but not the least, the study has not included longitudinal data, thus it
becomes hard to identify how customer experience changes with time as neo-banks upgrade their platforms and add
new features.

9. Future Scope

The current state of digital banking development provides the customer experience with neo-banks with numerous
avenues of future study about this subject as digital banking grows further. Although the proposed study offers
comparative perspectives among the existing models of neo-bank, the future research can add more variables,
including the relevance of digital trust, the perception of data privacy, and the psychological variables affecting the
uptake of various demographic categories. Particularly longitudinal studies would be highly beneficial in terms of
comprehending how the level of customer satisfaction will change with time as neo-banks roll out new Al-powered
features and extend their range of services. Also, comparative studies of neo-banks and traditional banks as fast as
digitizing their operations might underline competitive forces that are shaping the customer expectations. Research
on regional variations and cross-cultural variations in customer service may also be an area to broaden the knowledge,
particularly in the developing markets where digital financial inclusion is gaining momentum. Finally, possibly the
behavioral analytics and real-time usage data will be an obligatory element of the future study as it will require a
more comprehensive view of the customer interaction and may inform more about the way neo-banks need to adjust
their service design and approach to users engagement.

10. Conclusion

Comparative customer experience between neo-banks has shown that they continue to be at the forefront, with regards
providing their customers with seamless, intuitive and hyper-personalised digital customer experience as compared
to the traditional financial institutions. Although all the neo-banks reviewed in the present paper are distinct mixtures
of features and service philosophies, the study findings show that the emphasis on the ease of use, unambiguous
pricing, and rapid solution to any issue are among the key drivers of the customer satisfaction. In the meantime, the
research reveals that the technological maturity, customer support trends, and the practices of data privacy can
influence the perceptions and trust towards the overall factor in a very substantial manner. Even though neo-banks
are scoring well in the field of digital convenience and innovation, some of the crucial attributes of long-term loyalty
are that they make sure that the performance of the services is stable and emphasize the effectiveness of data security.
Overall, the study mentions that customer experience in neo-banking is not only defined by the effectiveness of the
digital factors but the moderate integration of technology, trust, and service reliability that will continue to be on the
competitive advantage list as the industry evolves.

References
1. Dixit, K., R. Manna, and A. Singh. 2024. “The Effects of CEO Duality, Board Size, and Informal Social
Networks on Sustainable Innovation and Firm Performance.” Corporate Ownership and Control 21,
no. 2: 165-177. https://doi.org/10.22495/cocv21i2artl3.

Scriptora International Journal of Research and Innovation (SIJRI)



https://doi.org/10.22495/cocv21i2art13

SIJRI: Vol.1, Issue 3, October 2025 Page: 36-43 ISSN: 3107-9334

2.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Dr. C. Sahila, Dr. Shwetha K R, Dr. Nitin Balasaheb Salve , Dr. Karishma Agarwal and Sruthi S . "Bridging
Social Gaps with Artificial Intelligence: Redefining the Role of Social Entrepreneurship." Advances in
Consumer Research 2, no. 5 (2025): 590-599. https://acr-journal.com/article/bridging-social-gaps-with-
artificial-intelligence-redefining-the-role-of-social-entrepreneurship-1720/

Dr. Gauri Dhingra,Dr. Diksha, & Sruthi S. (2025). Culture As a Campaign: HR-Driven Marketing Strategies
In The Digital Age. European Economic Letters (EEL),15(3), 3869-3880. Retrieved from
https://www.eelet.org.uk/index.php/journal/article/view/3889

E. Muthukumar, H. P. Josyula, S. K. Gatala, M. K. Vandanapu, V. Mistry and N. Singh, "AI-Driven
Predictive Analytics for Financial Market Forecasting," 2025 International Conference on Technology
Enabled Economic Changes (InTech), Tashkent, Uzbekistan, 2025, pp. 1389-1394, doi:
10.1109/InTech64186.2025.11198418.

Irshadullah Asim Mohammed, Prashant Pandey, & Sruthi S. (2025). The Impact Of AI On Strategic Decision
Making In Modern Management. European Economic Letters (EEL), 15(3), 3770-3782. Retrieved from
https://www.eelet.org.uk/index.php/journal/article/view/3865

Manna, R., et. al., 2016., Assessing Service Quality Gap and Customer Satisfaction for Predicting Success of
Customer Reference., AIMA Journal of Management & Research., Vol.9 Issue, 4

Manna, R., Singh, A., & Sharma, P. (2020). Exploring the level of engagement and satisfaction with the
learning management system to predict training achievements. In International Conclave on GLOBALIZING
INDIAN THOUGHT (No. 84).

Manna, R., Singh, A., & Sharma, P. (2016). Does training need analysis help to minimize competency gap:
An investigation. Amity Journal of Training and Development, 1(1), 109-131.

Mishra, A. A., Sharma, S. C., Gautam, V., & Manna, R. (2019). Gandhian values and consumption behavior:
Scale development and validation. Journal of  Strategic = Marketing, 27(6), 465-482.
https://doi.org/10.1080/0965254X.2017.1413126

Ningthoujam, S.; Manna, R.; Gautam, V.; Chauhan, S. Building customer engagement and brand loyalty
through online social media: An exploratory study. Int. J. Electron. Mark. Retail. 2020, 11, 143-160.
Building customer engagement and brand loyalty through online social media: an exploratory study |
International Journal of Electronic Marketing and Retailing

Radhakrishnan, G. V., Varalakshmi, R., Kohli, N. K., Jha, S., Sruthi, S., & Singh, S. P. (2025). Al-Driven
Predictive Analytics for Enhancing Automotive Safety in Financial Risk Assessments in Cloud Data. In P.
Rai, T. Ahmad, & B. Pandey (Eds.), Embracing the Cloud as a Business Essential (pp. 107-124). 1GI Global
Scientific Publishing. https://doi.org/10.4018/979-8-3693-9581-3.ch006

Ram Kailash, M., Donga, G., NVL, C. S. K., Fernandez, C. J. & S. Sruthi (2024). Neuromarketing: The
science of consumer behavior in digital advertising. Library of Progress-Library Science, Information
Technology & Computer, 44(3). Available
online: https://research.ebsco.com/c/ydyra3/search/details/lj4q7hx6jr?db=eft

S. Pathak, S. S. Shrotri, S. Fazalbhoy & S. Bagch.(2024). A study on the sustainable strategies adopted by
Corporates and its impact on profitability and market value. Journal of Information & Optimization Sciences,
45(6), 1757—-1785. https://doi.org/10.47974/J10S-1763

S. Sonali.(2023). Critical Review of Gen Z towards Neobank as a Fintech Model in India. Annual Research
Journal of SCMS, Pune, 11.

S. Sruthi., M.R. (2025). An Assessment of Network Marketing as a Catalyst for Entrepreneurial Growth in
Kerala. Journal of Information Systems Engineering and Management, 10(26s). DOI:
https://doi.org/10.52783/jisem.v10i26s.4311

S.Sruthi.(2024). Influencer Marketing in Niche Markets: Strategies for Success. Library Progress
International, 44(3), 14255- 14263. https://bpasjournals.com/library-
science/index.php/journal/article/view/2320

Varalakshmi, C., Sharma, A., Paul, T. F., Singh, S. & S, S. (2025). HR Analytics and Financial Decision-
Making: A Data-Driven Approach to Workforce Management. Journal of Marketing & Social Research,
2(2), 1-12.

W.Mayur., S. Sonali. (2025). Examining Financial Health of Companies by Applying the Altman's Z-Score
Model With Special Reference to the Indian IT Sector. Regulation and Innovation in Financial Markets - IGI
Global publishing. https://doi.org/10.4018/979-8-3373-1404-4.ch008

Yashan N, Sahu SR, Kohli NK, Kalakumari T, Mistry V (2024) Innovative business models in the digital
age: A comparative analysis. Cahiers Magellanes-NS, 06(2). https://doi.org/10.6084/m9.figshare.2632573
(Available at: http://magellanes.com/)

Scriptora International Journal of Research and Innovation (SIJRI)



https://www.inderscienceonline.com/doi/abs/10.1504/IJEMR.2020.106846
https://www.inderscienceonline.com/doi/abs/10.1504/IJEMR.2020.106846
https://doi.org/10.4018/979-8-3693-9581-3.ch006
https://research.ebsco.com/c/ydyra3/search/details/lj4q7hx6jr?db=eft
https://doi.org/10.47974/JIOS-1763
https://doi.org/10.52783/jisem.v10i26s.4311
https://bpasjournals.com/library-science/index.php/journal/article/view/2320
https://bpasjournals.com/library-science/index.php/journal/article/view/2320
https://doi.org/10.4018/979-8-3373-1404-4.ch008

SIJRI: Vol.1, Issue 3, October 2025 Page: 36-43 ISSN: 3107-9334

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

Afshan, S., & Sharif, A. (2016). Acceptance of mobile banking framework in Pakistan. Telematics and
Informatics, 33(2), 370-387.

Alalwan, A. A. (2020). Mobile banking adoption in banking service: An empirical review. International
Journal of Information Management, 54, 102167.

Alhassan, M. D, Li, L., & Reddy, K. (2022). FinTech, digital banks, and customer experience: A systematic
review. Journal of Financial Services Marketing, 27(2), 121-136.

Arner, D. W., Barberis, J., & Buckley, R. P. (2015). The evolution of fintech: A new post-crisis paradigm?
Georgetown Journal of International Law, 47, 1271-1319.

Bapat, V. (2020). Customer satisfaction in digital banking: A study of application-based banking. /IMS
Journal of Management Science, 11(1), 50-64.

Beldad, A., & Hegner, S. (2018). Determinants of customer commitment to mobile banking. International
Journal of Bank Marketing, 36(7), 1207-1229.

Boateng, S. L. (2016). Customer knowledge management practices on bank performance. Journal of
Financial Services Marketing, 21(3), 183-195.

Choudhury, M. M., & Harrigan, P. (2014). CRM to social CRM. Journal of Strategic Marketing, 22(2), 149—
176.

Dwivedi, Y. K., Rana, N. P., Slade, E. L., & Piercy, N. C. (2016). Exploring the role of social media in
banking service quality. Telecommunications Policy, 40(9), 875-887.

Goel, A., & Gupta, L. (2021). Consumer adoption of neo-banks in India: Perceived value and trust. Asian
Journal of Management, 12(3), 345-352.

Kaushik, A. K., & Rahman, Z. (2015). Customer experience in banking services. Journal of Strategic
Marketing, 23(6), 487—499.

Kim, G., Shin, B., & Lee, H. G. (2009). Understanding adoption of mobile banking. Information Systems
Frontiers, 10(4), 473-485.

Laforet, S., & Li, X. (2005). Consumers’ attitudes towards online and mobile banking in China. International
Journal of Bank Marketing, 23(5), 362-380.

Lee, K., & Shin, D. (2018). Fintech: Ecosystem, business models, and technology. Business Horizons, 61(1),
35-46.

Makris, 1., & Koutsouvelis, A. (2022). Understanding digital-only banks: A customer experience perspective.
Journal of Retailing and Consumer Services, 68, 103009.

Merhi, M., Hone, K., & Tarhini, A. (2020). Customer experience with mobile banking apps: Modelling e-
satisfaction and e-loyalty. International Journal of Information Management, 51, 102048.

Ozkan, S., & Kanat, I. E. (2011). Determinants of mobile banking satisfaction. Electronic Commerce
Research and Applications, 13(3), 229-241.

Pizzi, G., Orsingher, C., & Noble, C. (2021). The impact of fintech on customer experience. Journal of
Service Management, 32(2), 203-226.

Sharma, S., & Singh, G. (2022). Service quality perceptions of neo-banking users: Evidence from emerging
markets. International Journal of Bank Marketing, 40(6), 1108—-1126.

Zhou, T. (2011). Understanding users’ initial trust in mobile banking. Cyberpsychology, Behavior, and Social
Networking, 14(7-8), 395-398.

Scriptora International Journal of Research and Innovation (SIJRI)




