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ABSTRACT

This study explores the transformative impact of Artificial Intelligence (Al) on enhancing
customer experience in the banking sector. As banks increasingly adopt Al-powered tools, this
research examines how these technologies influence customer interactions, satisfaction, and
overall experience. The study focuses on various Al applications such as chatbots, virtual
assistants, predictive analytics, and personalized financial services, and how they contribute to
more efficient, responsive, and tailored customer experiences. By analyzing current Al
implementationsandcustomerfeedback,thestudyidentifieskeyfactorsthatdrivesuccessful Al

integration, including transparency, data privacy, and customer trust. Additionally, the research
investigates the challenges and opportunities banks face in leveraging Al to meet evolving
customer expectations. The findings underscore the necessity for banks to adopt a strategic
approach in deploying Al technologies to enhance customer engagement, loyalty, and
satisfaction, while also addressing ethical considerations and maintaining a human touch. This
study provides practical insights for banking institutions seeking to optimize their customer

experience strategies through Al adoption.
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INTRODUCTION

Artificial Intelligence (Al) is rapidly transforming the banking industry by improving efficiency,
enhancing customer service, and reducing costs. Banks are already using Al technologies such as
chatbots, fraud detection systems, and predictive analytics to streamline operations and offer more
personalized services. Al enables faster data analysis, helping banks make better decisions and

respond more effectively to customer needs, ultimately boosting satisfaction and loyalty.

Despite its many benefits, Al in banking also presents some challenges. Concerns around data
privacy, algorithmic bias, and job displacement are important issues that must be addressed. For
example, while Al can automate many tasks, this may lead to fewer job opportunities in traditional
banking roles. Additionally, if Al systems are not carefully designed, they could reinforce biases or

mishandle sensitive customer information, leading to ethical and legal problems.

Looking ahead, Al has the potential to deeply enhance customer engagement and reshape the
customer experience in banking. Through tools like personalized recommendations, voice assistants,
and natural language processing, banks can offer more human-like, efficient, and convenient services.
As digital transformation continues, banks that effectively and ethically integrate Al into their
systems will be better positioned to compete and meet growing customer expectations.

SCOPEOFTHE STUDY

By utilizing Al-based systems that assist them in comprehending the kinds of things that
customers anticipate from them, software companies can create and produce products that are
tailored to meet the requirements and preferences of their customers.

Additionally, by using these systems, businesses may gain a deeper understanding of the typical
consumer profile. This understanding aids in the development of strategies that allow businesses
to provide each client with tailored or personalized goods or
services.Alloftheseactivitiesmayeventuallyraiseconsumersatisfactionwiththebusinesses,which

may raise sales, market share, profitability, and industry or market lifespan for the business

REVIEW OF LITERATURE

JRandhawa et al. (2016): Studied different Al types and found research gaps in user experience.
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“1Campiglio (2016): Explained how global banks support the economy and improve services across
countries.

“1lvanov& Webster (2017): Found that Al can improve customer experience but may also cause
frustration if not used well.

“IMoliner et al. (2018): Showed how Al improves brand connection, loyalty, and customer flow.

"THuang& Rust (2018): Looked at how Al and emotional intelligence affect customer satisfaction
and service quality.

C1Bueno et al. (2019): Highlighted how a smooth customer journey (before, during, and after
purchase) is key to success.

“1Verhoef et al. (2019): Defined customer experience as emotional, social, and physical responses to
service.

“1Vakulenko et al. (2019): Customers may fear data misuse by Al; clear privacy rules build trust.

TlIndriasari et al. (2019): Al and big data help banks offer better, faster, and more personalized
service.

"1Belanche et al. (2019): Customer comfort with Al (like robo-advisors) varies by personality and
culture.

‘1Vaganova et al. (2019): Showed how other countries successfully added Al to banking systems.

Kodnigstorfer&Thalmann (2020): Banks use Al to reduce risk, automate tasks, and increase

RESEARCHGAPS

The majority of the literature has provided a wealth of knowledge about the correlations and
strengths of artificial intelligence, customer voice, and customer experience. Nonetheless, a
considerable amount of the literature is lacking. Some of those gaps will be addressed by this
investigation.

The banking industry has experienced rapid technical advancement and increased utilization of
artificial intelligence. Nevertheless, there is a dearth of studies supporting the use of
humanoidrobotsinthisindustry. Therobot'scapabilitiesstillneedtobefurtherinvestigated;atthe
moment, it can only respond to simple questions from customers. More research on customer
satisfaction is needed, as the current study primarily focuses on the application of Alfor a variety
of services.

There is a lot of room to discuss the difficulties banks have had in offering these services,
aswellashowprofitableandcompetitivetheyhavefoundthemtobe. TheentireapplicationofAl has been
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limited to giving customers basic information on key banking products; further research is needed

to determine what other tasks it can do.

RESEARCHMETHODOLOGY

Research is a structured process of investigating a problem by collecting, analyzing, and interpreting
data to reach meaningful conclusions. It involves defining the problem, proposing possible solutions
or hypotheses, testing them through data collection, and drawing conclusions based on the results.
This study focuses on two key hypotheses. The first explores whether educational qualifications
influence the way artificial intelligence (Al) personalizes and enhances customer experience. The
second examines whether Al implementation significantly affects customer satisfaction and loyalty in
the banking sector. For both areas, the null hypotheses (Ho) state that there is no significant
relationship, while the alternative hypotheses (Hi) suggest that there is a significant relationship

between the variables being studied.

Sampling Size:Forthis investigation,asamplesizeof123 respondentswas used.
SOURCEOF DATA

Primary Data:Themainsourceofdataisgatheredviaastructuredquestionnaire. Sincethiswasgathered in
a field survey, it has an authentic quality.

Secondarydata

Booksandperiodicals,aswellascorporate websites,areusedtogathersecondary data.

TABLEAGE
S.NO AGE FREQUENCY PERCENTAGE
1 Below30 years 27 22
2 31— 35 years 41 33.3
3 35-40 years 33 26.8
4 41 — 45 years 14 114
5 Above45 years 8 6.5
TOTAL 150 100

Source:PrimaryData
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INFERENCE

The table inferred that, 22.0% of the respondent are belongs to Below 30 years, 33.3% of
the respondent are belongs to 31-35 years, 26.8% of the respondent are belongs to 35-40 years,
11.4% of the respondent are belongs to 41 — 45 years and remaining 6.5% of the respondent are

belongs to Above 45 years.

Mostly33.3% ofthe respondentarebelongs to 20-30 year.

ROLEOF AIIN ENHANCINGCUSTOMER EXPERIENCE

TABLE- ROLE OFAI IN ENHANCING CUSTOMER EXPERIENCE

S.NO ROLEOFAIINENHANCIN FREQUENCY PERCENTAGE
G CUSTOMER
EXPERIENCE
1 Drive efficiency 35 28.5
2 Improveuserexperience 26 21.1
3 Increasecustomersatisfaction 24 19.5
4 Improvedoperationalefficiency 22 17.9
5 Reducedlabourcosts 16 13
TOTAL 150 100

Source:PrimaryData
INFERENCE

Thetableinferredthat,28.5%ofthemarepreferDriveefficiency,21.1%ofthemareprefer
Improveuserexperience, 19.5%of them areprefer Increasecustomer satisfaction, 17.9%of them

arepreferimprovedoperationalefficiencyandremaining13.0%ofthemarepreferReducedlabourcosts.

Mostly 28.5% of them prefer Drive efficiency for role of Al in enhancing customer

experience.
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AIENHANCESDYNAMICSOFCUSTOMER INTERACTIONS

TABLE-AIENHANCESDYNAMICS OFCUSTOMER INTERACTIONS

S.NO Al ENHANCES FREQUENCY PERCENTAGE
DYNAMICS OF
CUSTOMER
INTERACTIONS
1 Providingintelligent routing 33 26.8
2 Predictive assistance 36 29.3
3 Personalizedsupport 21 17.1
4 Leadingtoimprovedagent 21 17.1
productivity
5 Customersatisfaction 12 9.8
TOTAL 150 100

Source:PrimaryData
INFERENCE

Thetableinferredthat,26.8%ofthemaresuggestingtoprovidingintelligentrouting,29.3%  of
them are suggesting to Predictive assistance, 17.1% of them are suggesting to Personalized
support, 17.1% of them are suggesting to Leading toimproved agent productivity and remaining
9.8% of them are suggesting to Customer satisfaction.

Mostly29.3% ofthem aresuggesting to Predictive assistance.

191
@2025 , www.iajome.com, Volume 16 Issue 8, August 2025



N Indo Asian Journal of Management and Entrepreneurship
g \[/ ISSN : 2319-2992 ( A Peer Reviewed Journal)

CHART
Al ENHANCES DYNAMICS OF CUSTOMER INTERACTIONS

30

20—

et
=
a
o
=
o

EGE.83%

107
V.07 Va7
H.75%%
o T T T T T
Providing irtelligert Predictive Personalizec Leading to improved Customer
routing assistance support agent productivity satisfaction

Al enhances dynamics of customer interactions

Al INCREASE CUSTOMER ENGAGEMENT

TABLE-AI INCREASE CUSTOMER ENGAGEMENT

S.NO Al INCREASE FREQUENCY PERCENTAGE

CUSTOMER
ENGAGEMENT

1 Strongly agree 27 22

2 Agree 57 46.3

3 Neutral 18 14.6

4 Disagree 13 10.6

5 Strongly disagree 8 6.5

TOTAL 150 100

Source: Primary Data

INFERENCE

The table inferred that, 22.0% of them are belong to Strongly agree, 46.3% of them are

belong to agree, 14.6% of them are belong to neutral, 10.6% of them are belong to disagree, and
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remaining 6.5% of them are belong to Strongly disagree.
Mostly 46.3% of them are belong to agree for Al increase customer engagement.

CHART
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Al SOLUTIONS INTEGRATED INTO MAKE INTELLIGENT DECISIONS

TABLE-AI SOLUTIONS INTEGRATED INTO MAKE INTELLIGENT

DECISIONS
S.NO Al SOLUTIONS FREQUENCY PERCENTAGE

INTEGRATED INTO

MAKE INTELLIGENT

DECISIONS
1 Strongly agree 48 39
2 Agree 27 22
3 Neutral 28 22.8
4 Disagree 13 10.6
5 Strongly disagree 7 5.7

TOTAL 150 100

Source: Primary Data
INFERENCE

The table inferred that, 39.0% of them are suggest to Strongly agree, 22.0% of
them are suggest to agree, 22.8% of them are suggest to neutral, 10.6% of them are

suggest to disagree, and remaining 5.7% of them are suggest to Strongly disagree.

Mostly 39.0% of them are suggest to strongly agree for Al solutions integrated

into make intelligent decisions.

CHART
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The study offers valuable demographic insights into customers engaging with Al-driven
banking services. A slight majority of respondents were male (53.7%), possibly reflecting
usage patterns or sector demographics. Most participants were aged 31-35 (33.3%),
suggesting that middle-aged users are more comfortable with digital banking. A high
proportion (66.7%) were married, which may indicate more frequent banking interactions due
to joint financial responsibilities.

In terms of education, 28.5% were graduates and 23.6% postgraduates, showing that most
respondents were well-educated—Iikely influencing their comfort with Al. Income-wise,
27.6% earned below 225,000 per month, and 31.7% had less than two years of experience,

pointing to a younger, less experienced user base.

Customer perception of Al was positive: 36.6% strongly agreed it improves real-time
approval accuracy, while 28.5% saw efficiency as AI’s primary role. Another 21.1%
highlighted improved user experience. Personalization was important, with 34.1% noting that
AD’s data analysis helps tailor services. Additionally, 46.3% agreed Al boosts customer

engagement.
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Operationally, 39% strongly agreed Al supports intelligent decision-making. While only 13%
cited labor cost reduction, most valued AI’s strategic benefits. Regarding loyalty, 39% said
Al helps retain customers, and 47.2% strongly agreed it boosts satisfaction. Lastly, 39% felt
Al improved brand reputation, and 37.4% agreed it enhances outcomes through personalized

experiences—Kkey to customer satisfaction and competitive edge.

SUGGESTIONS

e Al's power will increase and each customer's banking experience will become
safer as Al technology advances. Artificial intelligence will lay the groundwork
for increased output and the creation of new employment opportunities. In the
banking industry, Al has the potential to create a novel business model and alter
the customer experience. Humans and technology must work together to achieve
the best results, which necessitates education and a re-evaluation of banking job
opportunities.

e In addition, mass customization, which can only be accomplished through the
utilization of block chain and artificial intelligence technologies, is required for
the achievement of significant future potential. By adopting technological rigor,
banks use Al's potential to create innovative client experiences through a variety
of solutions and to set new standards for the Indian financial sector.

e As a result, they can choose a different path. Al technology is used to transform
data in to a digital format. Another benefit is enhanced customer service.
Customers and banks alike benefit from time savings. It helps cut down on human
error.

e It makes it simpler to build a strong and devoted clientele. It works with huge
inflows and outpourings of money. It enables cashless transactions at any time,
from any location.

CONCLUSION

The financial industry has numerous potential applications for artificial intelligence. The
findings show that banks and financial services are using artificial intelligence to help
them meet customer expectations. The applications of artificial intelligence in banking

and financial services are well-known to the general public. The most widely adopted Al
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applications in banking and financial services were those that made it easier and faster to
meet customer needs and maintain security compliance.

Customers have demonstrated a greater level of devotion to banking and financial
services to representatives by providing innovative preparation for the advancement of Al
practices in the workplace. Additionally, it is utilized for ensuring regulatory compliance,

detecting fraud, and determining a person's credit worthiness.
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