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The speedy adoption and integration of Artificial Intelligence (AI) 

in banking operations and services through platforms like chatbots, 

mobile banking, and intelligent ATMs have extensively 

revolutionized customer interactions and banking operations. 

Although current literature explores the efficiency and 

customization advantages of Artificial Intelligence in banking 

operations and services, few studies investigate the main and 

interaction effects of customer satisfaction through preferred 

banking mode and digital literacy, especially in developing 

countries such as India. Focusing on this research gap, the study 

analyzes the main and interaction effects of Preferred Banking 

Mode (digital, hybrid, and traditional) and Digital Literacy (low, 

moderate, and high) on customer satisfaction in the context of AI-

enabled banking services. A quantitative, cross-sectional research 

approach is adopted using a structured questionnaire administered 

to 390 banking customers in Bangalore. Customer satisfaction is 

measured using a reliable multi-item Likert scale (alpha = 0.915), 

and data is analyzed using two-way ANOVA. The results reveal 

significant main and interaction effects, with higher satisfaction 

among digitally literate customers using digital banking. 
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1. INTRODUCTION 
 

The banking industry has witnessed a rapid digital transformation due to the use of artificial 

intelligence technologies like chatbots, robo-advisors, intelligent ATMs, and mobile banking apps etc. [1] 

[2]. Such tools provide better levels of personalization, increased efficiencies, and convenience for 

customers, thereby completely changing the way customers experience banking services [3]. Research 

studies from across the world confirm the notion that artificial intelligence tools significantly increase the 

speed, authenticity, and attraction of customers [4]. Yet satisfaction levels remain varying according to the 

level of customers' choices for services, whether traditional or online and hybrid [5], [6]. 

Recent research has began to shift its focus from the operational advantages and has started to 

concentrate on the perceptions of customers regarding the usage of artificial intelligence in banking 

services. It has been found that customers usually develop positive perceptions towards AI-based banking 

services when the services are user-friendly, reliable, and of obvious benefit to them [7], [8]. The level of AI 

adoption also varies noticeably between public and private sector banks, which influences customer 

expectations and confidence in digital banking services [9]. While private sector banks are often viewed as 

more agile and technologically advanced, public sector banks continue to face issues related to digital 

awareness, infrastructural readiness, and customer adaptation [10], [11]. In addition to this, the issue of 

data privacy, trust, and transparency in AI systems is an important factor in influencing customer attitudes 

towards AI-based banking services [12]. Cstomers have the positive attitudes towards these technologies, 

resulting in increased satisfaction, loyalty, and adoption of AI-based banking services. 

   

Problem Statement and Research Gap 

Despite the growing body of evidence on the benefits of using AI, limitations also include empathy 

deficits, lack of clarity on the transparent use of data, and different rates of adoption in different social 

strata [13], [14]. The existing body of knowledge typically studies the adoption rates of AI and customer 

satisfaction in silos. The interaction between preferred service delivery channels and digital literacy is 

ignored in existing knowledge. For example, although highly digital-savvy customers may be satisfied with 

those serviced by AI-based digital channels, customers in low literacy social categories might be satisfied 

with offline/hybrid banking channels [15]. 

 

Objectives and Hypotheses  

The study aims to assess the impact of preferred banking mode and digital literacy influence 

customer satisfaction in AI-enabled banking. Specifically, it tests: 

 H1: There is a significant main effect of preferred banking mode on banking satisfaction. 

 H2: There is a significant main effect of digital literacy on banking satisfaction. 

 H3: There is a significant interaction effect between preferred banking mode and digital literacy on 

banking satisfaction. 

 

Significance of the Study 

This research has its applications in improving current theories and literature related to customer 

satisfaction involving service modes, and it bridges the limitation of previous research related to AI and 

banking [1], [3]. Moreover, it would help banks in such countries like India formulate appropriate strategy 

paths that address both the efficiency of AI and the emotional element of human connection, adapting 

according to the customer's level of digital literacy, which aligns with having equity-focused and customer-

centric innovations for the banking industry [16]. 
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2.  RELATED WORK 
  

The expanding use of artificial intelligence (AI) technology in financial services has raised an 

increasing number of academic inquiries regarding its effects and outcomes concerning consumer 

satisfaction, service quality, and loyalty. [1], [17], [18] began such academic explorations within India, 

showing that AI-based services such as smart ATMs and mobile applications increase accessibility and 

trust, although their study also indicated a research gap concerning demographic differences in terms of 

outcomes related to loyalty. Continuing such explorations, [3] validated through a quantitative study that 

AI technology improves time-saving and efficiency within banking services, but also indicated a preference 

for human involvement, possibly to create a combination of AI and human-based services to sustain greater 

levels of satisfaction. Extending the perspective to the generational level [4] further supported the point 

that the factor which shapes millennial satisfaction in the Philippines is responsiveness and reliability, 

although service downtime sensitivity firmly places the emphasis on the requirement to personalize 

services in the digital world. Contemporaneous research in Sri Lanka [19] shows similar evidence, having 

found chatbots to be beneficial to efficiency and availability, yet inferior to human customer service in 

terms of empathy and assurances, thereby firmly emphasizing service mode preference. 

In Europe [13] reiterated that reliability and perception strongly predict levels of satisfaction in 

Hungary, but demographic moderators like age and gender were deemed small, hinting at a universal need 

for reliable services. Further [6] explored China’s CBDC pilot projects, stating that AI adoption can be 

facilitated by digital literacy and government encouragement but hindered by issues of privacy. Likewise 

using extensive mixed-methods research that equity-focused design needs to be a priority in developing AI 

to benefit marginalized communities. In fintech [20] noted AI-assisted NLP-based chatbots and robo-

advisors lead to increased hyper-personalization, but raised a concern regarding bias and a loss of 

transparency, especially within developing countries. Research in healthcare adoption of AI voice 

assistants [5] and in financial services, again demonstrated that digital literacy and trust perceptions shape 

the propensity to adopt, while overreliance on automation undermines inclusivity. Finally [14] supplied 

experimental evidence that AI-mediated communication reduces perceived benevolence and integrity as 

compared to human-only communication, underlining the relational trust challenges of AI-heavy 

interactions. 

Despite the varied settings, two gaps remain unaddressed in most analyses. First, few studies 

consider the adoption of AI and customer satisfaction simultaneously, without any analysis to determine 

the interplay between the satisfaction levels for the different preferred banking channel types (traditional, 

digital, and hybrid channels, for that matter). Second, a few studies suggest the enabling aspect of digital 

literacy for the adoption of AI, for example, [6], [5], [21] while the exploration between the two is 

unaddressed. This study hypothesizes whether less digitalized consumers in the public prefer the 

traditional and the hybrid banking channel types, while the digitally savvy consume more in the AI-enabled 

banking modes in general. This study, by locating the importance of customer satisfaction in the 

intersection between the preference for technological innovations and the capability to properly utilize 

them, serves to advance the study in multi-disciplinary Indian universities and the banking environment in 

general. 

 

3. METHODOLOGY 
 

Research Methodology 
The research study involves customers who are utilizing AI-based banking services. The customers 

are based in the city of Bangalore, India. Because the number of customers was unknown and the 

population is infinite, a sampling technique for a research study among infinite populations was used. This 

is based on Cochran’s formula. For a confidence level of 95%, the probability (p = 0.5), and a margin of error 
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= 5%, the minimum number for the research sampling requirements is 385 respondents. In this regard, a 

convenience sampling technique is used to get the respondents for the research study. 

 

 
Figure 1. Research Model Diagram 

 

The study adopted a quantitative cross-section survey design. The data collection tool used was a 

planned questionnaire specifically tailored to suit the study. As Showen in the Figure 1 above, the study 

used Preferred Banking Mode (Factor A), Digital Literacy (Factor B), and the Impact of AI on Banking 

Satisfaction (Dependent Variable) to gather data. The dependent variable was measured using five 

questions that were in Likert scale questions and used customers’ perceptions of satisfaction with AI 

banking services.  

The gathered data was processed and analyzed using the SPSS software. Descriptive statistics were 

used to analyze the demographic and study variables. The internal consistency of the scale used in 

determining customer satisfaction was tested using Cronbach’s alpha analysis. The final test used to 

analyze the main effect of Preferred Banking Mode, the main effect of Digital Literacy, and the interaction 

effect on customer satisfaction was the Two-Way ANOVA. 

   

Data Analysis and Interpretation 

Demographic Statistics: The demographic analysis was carried out on 390 participants, with no 

missing values for the variables.  

 

Table 1. Gender of the Respondents  

Gender 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Female 269 69.0 69.0 69.0 

Male 121 31.0 31.0 100.0 

Total 390 100.0 100.0  

  

As shown in the Table 1 above. Among 390 participants, 69% were female, with 121 participants, 

while 31% were male. This reflects gender imbalanced data that may affect perceptions of satisfaction with 

AI technology in banking because gender can be a determining factor for technology adoption, according 

to previous studies. 
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Table 2. Age of the Respondent 

Age_Group 

Frequency Percent   Valid Percent Cumulative Percent 

Valid 26-35 8 2.1 2.1 2.1 

36-45 100 25.6 25.6 27.7 

Above 45+ 67 17.2 17.2 44.9 

Below 25 215 55.1 55.1 100.0 

Total 390 100.0 100.0  

 

As shown in the Table 2 above, the predominant group of respondents hailed from the below 25 

years (55.1%), 36-45 years (25.6%), above 45 years (17.2%), and 26-35 years (2.1%) categories. This 

prominence of the younger demographic serves as a reminder that younger, online-savvy customers are 

the main respondents, which is no different from the prevailing international trend wherein younger 

cohorts are the most active users of online banking services. 

 

Table 3. Qualification of the Respondents 

Qualification 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Graduate 215 55.1 55.1 55.1 

PhD / Doctorate 8 2.1 2.1 57.2 

Post Graduate 167 42.8 42.8 100.0 

Total 390 100.0 100.0  

 

As shown in the Table 3 above, the educational levels indicated that 55.1% were graduates, 42.8% 

postgraduates, and 2.1% for PhD/Doctorates. This high level of education implies that enough knowledge 

and skills for assessing AI financial services are bestowed upon the respondents. 

 

Table 4. Respondents Statistics for Preferred Banking Mode (PBM) 

PBM 

 Frequency Percent 
Valid 

Percent 

Cumulative 

Percent 

Valid 

Digital 222 56.9 56.9 56.9 

Hybrid 113 29.0 29.0 85.9 

Traditional 55 14.1 14.1 100.0 

Total 390 100.0 100.0  

 

As shown in the Table 4 above, the variation showed a strong lean towards digital banking, with a 

whopping 56.9% favoring the digital method, followed by the hybrid model, where 29% were in favor, and 

a meager 14.1% in favor of the conventional banking model. Though it's a strong drift towards digital, close 

to a third prefer a combination of the conventional and the digital methods. 

  

Table 5. Respondents Statistics for Digital Literacy (DL) 

DL 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

High 19 4.9 4.9 4.9 

Low 98 25.1 25.1 30.0 

Moderate 273 70.0 70.0 100.0 
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Total 390 100.0 100.0  

 

As shown in the Table 5 above, the digital literacy levels showed that 70% of the participants 

exhibit moderate digital literacy, while 25.1% exhibit low digital literacy skills and only 4.9% exhibit high 

digital literacy skills. This implies that while most participants possess the skills to undertake digital tasks, 

the number of participants who possess high digital skills is minimal. It also becomes evident that digital 

literacy skills exist on a continuum. 

  

Table 6. Table Showing Reliability Statistic’s 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 

.915 .921 6 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

24.3877 2.988 1.72871 6 

 

As shown in the Table 6 above, the internal consistency of the six-item measure of customer 

satisfaction (SAT1 to SAT6) was estimated for reliability using Cronbach’s Alpha test result value of 0.915 

(0.921 standardized), much above the required level of 0.70 for satisfactoriness. The average value of the 

test is 24.38 with variance of 2.988 and Standard Deviation of 1.728. This indicates low variability. The 

average scores of individual items were between 4.04 to 4.08 with Standard Deviations of 0.28 to 0.37, 

showing positive consistency of the respondents on being satisfied with the AI-based banking services. 

 

Interpretation  

The demography reveals predominance in terms of educated females in their youth age group 

favoring digital banking but in lower numbers regarding highly technically competent customers. The value 

of Cronbach’s Alpha (.915) illustrates that the six-item satisfaction scale has statistical validity. The item 

means around 4.0 on a scale of 5 for a Likert scale reveal customer satisfaction with AI-based banking on a 

positive note. 

 

Univariate Analysis of Variance (Two-Way ANOVA) 

A two-way ANOVA was conducted to analyse the main and interaction effects of the Preferred 

Banking Mode (PBM) and Digital Literacy (DL) on AI-enabled banking satisfaction (SAT). 

  

Table 7. Between Subjects Factors Statistics 

 

Table 8. Univariate Analysis of Variance 

Tests of Between-Subjects Effects 

Dependent Variable: SAT 

Source 
Type III Sum of 

Squares 
df Mean Square F Sig. 

Between Subjects Factors 

 N 

PBM 

Digital 222 

Hybrid 113 

Traditional 55 

DL 

High 19 

Low 98 

Moderate 273 
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Corrected Model 834.971a 8 104.371 121.410 .000 

Intercept 60772.895 1 60772.895 70694.232 .000 

PBM 265.007 2 132.504 154.135 .000 

DL 367.416 2 183.708 213.699 .000 

PBM * DL 246.380 4 61.595 71.651 .000 

Error 327.530 381 .860   

Total 233118.720 390    

      

Corrected Total 1162.501 389    

a. R Squared = .718 (Adjusted R Squared = .712) 

 

Between Subjects Factors 

As shown in the Table 7, Table 8 above, the distribution of the sample was made up of 222 who 

preferred digital banking, 113 who preferred hybrid banks, and 55 who preferred traditional banks. For 

digital literacy, there were 19 who had high levels of digital literacy, 98 who had low digital literacy, and 

273 who had moderate digital literacy. 

 

ANOVA Results 

This test brought out the presence of highly significant main effects on both factors. The Preferred 

Banking Mode is found to have a highly significant effect on the satisfaction, F(2,381) = 154.14, p < .001, 

which implies that there is a diffrence among the satisfaction levels of digital, hybrid, and traditional 

banking institutions. Subsequently, it was also found that the Digital Literacy had a highly significant main 

effect on satisfaction, F(2,381) = 213.70, p < .001, addressing that there is a diffrence among the satisfaction 

levels of people with low, medium, and high digital literacy. Notably, there was also a highly significant 

interaction effect on PBM and DL, F(4,381) = 71.65, p < .001, indicating that there is dependency between 

customers' digital literacy levels and satisfaction levels affecting banks' mode of functioning. This model 

accounted for 71.8% of total variance for banking satisfaction, with R-squared of .718 and Adjusted R-

Squared of .712, which holds good for behavioral models. 

 

Hypotheses Testing 

The below hypotheses were formulated and tested by using a two-way ANOVA, with variables 

icluding Preferred Banking Mode (PBM) and Digital Literacy (DL) using them as independent variables, and 

the AI-enabled Banking Satisfaction (SAT) as the dependent variable in the study. 

  

Hypothesis 1 (PBM Hypothesis on Main Effect) 

 Null Hypothesis (H0₁): Mean satisfaction is equal across all Preferred Banking Modes. 

 Alternative Hypothesis (H1): Mean satisfaction differs across Preferred Banking Modes. 

 Result: F (2,381) = 154.135, p < .001.  

 Decision: Reject H0₁; Accept H1. 

There is a significant main effect of Preferred Banking Mode on satisfaction. Customers using 

Digital mode reported the highest satisfaction, followed by Hybrid, while Traditional mode users showed 

the lowest satisfaction levels. 

 

Hypothesis 2 (DL Hypothesis on Main Effect) 

 Null Hypothesis (H0₂): Mean satisfaction is equal across all Digital Literacy levels. 

 Alternative Hypothesis (H2): Mean satisfaction differs across Digital Literacy levels. 

 Result: F (2,381) = 213.699, p < .001.  

 Decision: Reject H0₂; Accept H2. 
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There is a significant main effect of Digital Literacy on satisfaction. Respondents possessing the 

High digital literacy demonstrated the greatest satisfaction in the study, while those with Low literacy have 

reported the least. 

 

Hypothesis 3 (PBM × DL Hypothesis on Interaction Effect) 

 Null Hypothesis (H0₃): There is no interaction effect between PBM and DL on satisfaction. 

 Alternative Hypothesis (H3): There is a significant interaction effect between PBM and DL on 

satisfaction. 

 Result: F (4,381) = 71.651, p < .001.  

 Decision: Reject H0₃; Accept H3. 

There is a significant interaction effect between Preferred Banking Mode and Digital Literacy on 

satisfaction. Satisfaction in the Digital environment is high only for the High digital literacy group, whereas 

for the Low group, satisfaction is high for Hybrid or Traditional banking modes. 

Model Fit: The results for the overall model showed R² = 0.718 (Adjusted R² = 0.712), showing the model 

accounts for a significant 71.8% variation in banking satisfaction based on PBM, DL, and the interaction 

between the two. This is a strong model in the field of behaviour and social sciences. 

Interpretation: Post-hoc (Tukey’s HSD) tests showed that customers with high digital literacy in digital 

banking services were most satisfied with the services, while customers with low digital literacy preferring 

traditional banking services were least satisfied. In the hybrid structure, the customers with mid-range 

digital literacy were moderately satisfied with the banking services. This outcome validates that customers' 

preferences for services and digital literacy capabilities have pivotal roles to play in catering to customer 

satisfaction. Their joint significance is imperative in customers' acceptance of AI-based banking services. 

 

4. RESULTS AND DISCUSSION 
 

Comparison with Past Studies 

The current study verifies that the factors of Preferred Banking Mode (PBM) and Digital Literacy 

(DL) have a strong effect on satisfaction with AI-powered banking. These results are in line with those of 

[1], who found that trust and satisfaction are increased with improved service quality in a digitally 

supported environment. Also supported are, which suggested a sufficient improvement in efficiency with 

the help of digital services but also reiterated the primacy of human aspects in customer satisfaction. This 

suggests a general support for hybrid satisfaction in the current study. The prominent presence of digital 

literacy in the proposed framework is in accordance with [22], who suggested that the skill to leverage 

financial innovation lies in technology. However, emphasis is also in line with [5], who cited that AI 

adoption increases in a digitally apt population. However, the results are also in support of the claim set 

forward in the assertions of ongoing studies: that human involvement and traditional satisfaction trends 

are in demand. 

 

Theoretical and Practical Implications 

Theoretically, it has been contributed by combining service mode preference and digital literacy 

to come up with a framework that fills the gap found within models related to satisfaction for banking with 

AI. This serves to confirm models associated with socio-technical elements by identifying that it is indeed 

dependent on both technology and human elements. From a more practical perspective, recommendations 

would lead to dividing their market based on digital literacy with corresponding approaches towards 

digital assistance for those with high, moderate, or low literacy. 

 

Explanations for Unexpected Results 

  It was a surprise to note that the percentage for those with a high degree of digital literacy is low 

(4.9%). This is contrary to the fact that the population is dominated by the young, as the greatest number 
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indicated a moderate degree of digital literacy, and this defies the presumption that the younger population 

is significantly digital-savvy. 

 

5. CONCLUSION 
   

  The two-way ANOVA test clearly supported that Preferred Banking Mode (PBM) and Digital 

Literacy (DL) have a positive influence on customer satisfaction towards AI-powered banking, but most 

importantly, there is an important interaction effect that asserts that satisfaction levels are higher in the 

digitally literate community in digital banks, then in hybrid banks, and lowest in traditional banks and in 

people who lack digital literacy skills. The aforementioned variables explained 71.8% of the satisfaction 

variance levels in the study and therefore have important explanatory power. However, due to the fact that 

there is only one location examined and due to the non-random selection in the study that consists mainly 

of young and educated individuals, there is an important restriction in the current study’s generalizability, 

and most importantly, there is no longitudinal data on digital skills and adoption and therefore future 

studies in that field are important in order to introduce additional moderators like Gender, Income, and 

Trust in AI Systems in order to further examine the impact of digital literacy plans on customer satisfaction 

levels. 

 

Acknowledgments 

The author gratefully acknowledges the valuable guidance and support received throughout the 

research journey. Sincere thanks to all participants who contributed to the study. Heartfelt appreciation to 

mentors, peers, and well-wishers. Special thanks to family and friends for their constant encouragement 

and motivation. 

 

Funding Information 

This research did not receive any specific grant from funding agencies in the public, commercial, 

or not-for-profit sectors. 

 

Author Contributions Statement 

Name of Author C M So Va Fo I R D O E Vi Su P Fu 

Syed Salman               

Dr. Chaya R               

 

C :  Conceptualization 

M :  Methodology 

So :  Software 

Va :  Validation 

Fo :  Formal analysis 

I :  Investigation 

R :  Resources 

D : Data Curation 

O : Writing - Original Draft 

E : Writing - Review & Editing 

Vi :  Visualization 

Su :  Supervision 

P :  Project administration 

Fu :  Funding acquisition 

 

 

Conflict of Interest Statement  

The authors declare no conflicts of interest in relation to this work. 

 

Informed Consent  

As this paper is based on a theoretical and literature-based approach, no primary data involving 

human participants was collected at this stage. Therefore, informed consent was not applicable. 

 

Ethical Approval  

This study did not involve any human or animal participants directly and is based purely on 

secondary data and theoretical analysis. Hence, ethical approval was not required. 

https://journal.hmjournals.com/index.php/JCFMBS


Journal of Corporate Finance Management and Banking System (JCFMBS)         ISSN: 2799-1059       32 

 

 

 

Journal homepage: https://journal.hmjournals.com/index.php/JCFMBS 

Data Availability 

Primary data was generated and analyzed during this study. All supporting materials and sources 

have been appropriately cited within the manuscript. Derived data supporting the findings of this study are 

available from the corresponding author Syed Salman on request. 

 

REFERENCES 
 

[1] M. A. Hussain and V. Sudha, 'A Study on the Impact of Artificial Intelligence(AI) Technology-Enabled 

Digital Banking Services on Consumer Loyalty'-A Conceptual Framework', Educ. Adm. Theory Pract, 

vol. 2024, no. 4, pp. 6845-6853, 2024. 

[2] C. Bhattacharya and M. Sinha, 'The role of artificial intelligence in banking for leveraging customer 

experience', Australas. Acc. Bus. Fin. J., vol. 16, no. 5, pp. 89-105, 2022. 

doi.org/10.14453/aabfj.v16i5.07 

[3] A. A. Shaikh, A. Kumar, A. Mishra, and Y. A. Elahi, 'A study of customer satisfaction in using banking 

services through Artificial Intelligence (AI) in India', Public Adm. Policy Asia-Pac. J., vol. 27, no. 2, pp. 

167-181, Sept. 2024. doi.org/10.1108/PAP-05-2023-0060 

[4] D. R. M. Ong, M. C. Calma, and R. S. Jimenez, 'Exploring Millennials ' Perception of Service Quality and 

Customer Satisfaction Exploring Millennials ' Perception of Service Quality and Customer 

Satisfaction in Online Banking : A Mixed Method Analysis', Int. J. Acad. Accounting, Financ. Manag. 

Res, vol. 9, pp. 290-317, July 2025 

[5] O. Miles, S. Pinckard, M. Gungor, D. Ridge, and T. Nadarzynski, 'Exploring acceptability of AI-enabled 

voice assistants and digital AI humans in healthcare: a cross-sectional survey', AI Soc., vol. 40, no. 8, 

pp. 6783-6797, Dec. 2025 doi.org/10.1007/s00146-025-02332-8 

[6] H. Liu, M. A. H. Jafri, S. Xu, and M. F. Shahzad, 'The impact of artificial intelligence on consumers' 

willingness to use CBDCs: evidence from the Chinese banking sector', Humanit. Soc. Sci. Commun., 

vol. 12, no. 1, June 2025 doi.org/10.1057/s41599-025-05067-5 

[7] C. Bhattacharya and M. Sinha, 'The role of artificial intelligence in banking for leveraging customer 

experience', Australas. Acc. Bus. Fin. J., vol. 16, no. 5, pp. 89-105, 2022 

doi.org/10.14453/aabfj.v16i5.07 

[8] R. Al-Araj, H. Haddad, M. Shehadeh, E. Hasan, and M. Y. Nawaiseh, 'The effect of Artificial Intelligence 

on service quality and customer satisfaction in Jordanian banking sector', WSEAS Trans. Bus. Econ., 

vol. 19, pp. 1929-1947, Dec. 2022. doi.org/10.37394/23207.2022.19.173 

[9] Deepthi. B, P. Gupta, P. Rai, and H. Arora, 'Assessing the dynamics of AI driven technologies in Indian 

banking and financial sector', Vis. J. Bus. Perspect., p. 097226292210873, May 2022 

doi.org/10.1177/09722629221087371 

[10] Z. A. Ansari, 'Barriers to internet banking adoption in developing countries: a consumer survey', Int. 

J. Electron. Bank., vol. 1, no. 2, p. 171, 2018. doi.org/10.1504/IJEBANK.2018.095600 

[11] T. Adiguzel, M. H. Kaya, and F. K. Cansu, 'Revolutionizing education with AI: Exploring the 

transformative potential of ChatGPT', Contemp. Educ. Technol., vol. 15, no. 3, p. ep429, July 2023 

doi.org/10.30935/cedtech/13152 

[12] A. N. Al-Roshoud, 'Mitigating the negative views of customers while the adoption of Artificial-

Intelligence chatbots in online banking services: Relevant gaps and future research agenda', 

Management Dynamics, vol. 23, no. 1, pp. 153-157, May 2023. doi.org/10.57198/2583-4932.1319 

[13] T. Vinkóczi, A. Németh, and L. D. Dávid, 'Factors influencing and moderating the satisfaction with 

banking services: A case study in Hungary', J. Infrastruct. Pol. Dev., vol. 9, no. 1, p. 8156, Jan. 2025. 

doi.org/10.24294/jipd8156 

[14] C. Hennighausen, V. G. Yarza Navarro-Schär, and E. Eller, 'AI‐mediated communication in E‐

commerce: Implications for customer trust', Int. J. Consum. Stud., vol. 49, no. 5, Sept. 2025. 

doi.org/10.1111/ijcs.70111 

https://journal.hmjournals.com/index.php/JCFMBS
https://doi.org/10.14453/aabfj.v16i5.07
https://doi.org/10.1108/PAP-05-2023-0060
https://doi.org/10.1007/s00146-025-02332-8
https://doi.org/10.1057/s41599-025-05067-5
https://doi.org/10.14453/aabfj.v16i5.07
https://doi.org/10.37394/23207.2022.19.173
https://doi.org/10.1177/09722629221087371
https://doi.org/10.1504/IJEBANK.2018.095600
https://doi.org/10.30935/cedtech/13152
https://doi.org/10.57198/2583-4932.1319
https://doi.org/10.24294/jipd8156
https://doi.org/10.1111/ijcs.70111


Journal of Corporate Finance Management and Banking System (JCFMBS)         ISSN: 2799-1059       33 

 

 

 

Journal homepage: https://journal.hmjournals.com/index.php/JCFMBS 

[15] S. Vummannagari, 'Bridging divides: AI-enabled modernization for equitable public services', 2025 

[16] R. Chaya and S. Salman, 'The Present State of Artificial Intelligence in the Indian Legal System and its 

Monitoring', pp. 12-21, 2023 doi.org/10.55529/jls.34.12.21 

[17] K. Kumar, N. Kuhar, and M. Sharma, 'Artificial intelligence in the Indian banking system: A systematic 

literature review', SSRN Electron. J., 2025. doi.org/10.2139/ssrn.5088937 

[18] M. S. Salman and D. Chaya., 'The influence of AI-powered learning platforms on student engagement 

and performance: Emerging technologies in education', Int. J. Res. Publ. Rev., vol. 5, no. 7, pp. 1816-

1824, July 2024. doi.org/10.55248/gengpi.5.0724.1750 

[19] M. S. Ishar Ali, 'Chatbots vs human agents: A comparative study of customer satisfaction in the 

financial services industry in Sri Lanka', SSRN Electron. J., 2025. doi.org/10.2139/ssrn.5292006 

[20] R. K. Ghosh et al., 'Personalized financial services through NLP and AI-driven innovations in FinTech', 

in Intersecting Natural Language Processing and FinTech Innovations in Service Marketing, IGI 

Global Scientific Publishing, 2025, pp. 371-420 doi.org/10.4018/979-8-3693-9944-6.ch019 

[21] A. Ghandour, 'Opportunities and challenges of Artificial Intelligence in banking: Systematic literature 

review', TEM J., pp. 1581-1587, Nov. 2021. doi.org/10.18421/TEM104-12 

[22] C. Zhang, X. Liu, and Y. Gao, 'Does AI contribute to systemic risk reduction in banks- Evidence from 

double-debiased machine learning', Finance Research Open, vol. 2, no. 1, p. 100093, Mar. 2026 

doi.org/10.1016/j.finr.2026.100093 

 

 
 

BIOGRAPHIES OF AUTHORS 

 

Syed Salman , is a dedicated academician and researcher, currently 

pursuing his Ph.D. in Commerce from Karnataka State Open University, 

Mysuru, with a research focus that integrates emerging technologies 

with financial and banking services. He is presently working as an 

Assistant Professor at Mount Carmel College (Autonomous), Bengaluru, 

He holds a Master’s degree in Commerce (M.Com.) from Bengaluru 

North University, and further enhances his academic credentials with an 

M.A. in Economics, a Post Graduate Diploma in Business Administration 

(PGDBA). He has also cleared the Karnataka State Eligibility Test (K-SET) 

for Assistant Professorship 2020. With more than three years of teaching 

experience and one year of industry exposure, He brings both academic 

insight and practical perspective into the classroom. His areas of 

specialization include Finance and Banking, and his academic interests 

span Business Administration, Artificial Intelligence, and Business 

Analytics, with a keen emphasis on technological transformation within 

business environments. He has actively participated in academic 

discourse by presenting research papers at various national and 

international conferences, and his work has been published in several 

academic journals and books. Email: prof.syedsalman@gmail.com 

 

How to Cite: Syed Salman, Dr. Chaya R. (2026). Customer satisfaction in ai-enabled banking: the roles 

of preferred banking mode and digital literacy. Journal of Corporate Finance Management and Banking 

System (JCFMBS), 6(1), 23-34. https://doi.org/10.55529/jcfmbs.61.23.34  

 

 

 

 

 

 

 

 

 

 

 

 

   

https://journal.hmjournals.com/index.php/JCFMBS
https://doi.org/10.55529/jls.34.12.21
https://doi.org/10.2139/ssrn.5088937
https://doi.org/10.55248/gengpi.5.0724.1750
https://doi.org/10.2139/ssrn.5292006
https://doi.org/10.4018/979-8-3693-9944-6.ch019
https://doi.org/10.18421/TEM104-12
https://doi.org/10.1016/j.finr.2026.100093
mailto:prof.syedsalman@gmail.com
https://orcid.org/0009-0004-0586-3670
https://doi.org/10.55529/jcfmbs.61.23.34


Journal of Corporate Finance Management and Banking System (JCFMBS)         ISSN: 2799-1059       34 

 

 

 

Journal homepage: https://journal.hmjournals.com/index.php/JCFMBS 

 

Dr. Chaya R , is a distinguished academician and researcher, currently 

working as an Associate Professor at the Department of Commerce, 

Karnataka State Open University (KSOU), Mysuru, with an extensive 

teaching career spanning over 23 years. She has been a part of KSOU 

since 2012, contributing significantly to its academic and research 

environment. Dr. Chaya R holds a Ph.D. in Commerce from Bangalore 

University under the guidance of Dr. Subhash Sharma who was the 

Director in Indian Institute of Plantation Management (IIPM) under the 

Ministry of Commerce, Central Government, Bangalore, she also holds an 

M.Phil. From Sri Venkateshwara University, Tirupati, and a Master’s 

degree in Commerce (M.Com.) from Bangalore University, Bangalore. 

Her areas of academic specialization include Costing and Taxation, 

Organizational Behaviour, Human Resource Management, and 

Knowledge Management. She has also explored emerging sectors such 

as the stock market and MSMEs, with a keen focus on how analytics and 

inclusivity can shape future business models. A prolific scholar, Dr. 

Chaya R has authored numerous books, contributed chapters, and 

developed academic study materials. Her work has been widely 

published in national and international journals, and she has presented 

research papers at various prestigious conferences. She plays a vital role 

in academic governance as a member of various committees and boards 

at KSOU, Bengaluru City University, and Kuvempu University. 

Additionally, she serves on editorial boards, and actively contributes to 

course design and coordination, while also guiding master's and Ph.D. 

scholars in their research pursuits. In recognition of her academic 

contributions, she was honoured with the Dr. Ambedkar Fellowship 

National Award in 2022. Email: chayajkmanjunath@gmail.com  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

https://journal.hmjournals.com/index.php/JCFMBS
mailto:chayajkmanjunath@gmail.com
https://orcid.org/0000-0002-1456-3950

