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Abstract— The study aimed to present a systematic literature Review based on scientific research extracted for the Impact of e-banking
on Customer satisfaction. E-banking provides a digital platform to mark the basic to complex banking requirements over digital devices. The
study sheds light on the Impact of e-banking on customer satisfaction. Customer satisfaction is widely recognized as an important indicator of
ongoing use and effectiveness in information systems such as e-banking. Throughout the literature, various factors/dimensions have been
accepted as the major contributors to the Impact and influence of customer satisfaction via e-banking. The current study has reviewed 47 papers
from different quality journals to mark the findings via accessing the Scopus database for 8 recent years. The literature findings suggested dual
directional consideration for the Impact of e-banking services on Customer Satisfaction, Quality of services, Reliability, Efficiency,
Responsiveness, Security and Privacy, Usability, Performance etc., as major dimensions and also, the study evaluated the consideration of ease
of use and convenience in the same row to define the Impact on customer satisfaction.
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I. INTRODUCTION

Evaluation of studies for the last 10 years has shown a major disruption in the financial sector, which includes changing dimensions of
individual needs, behavior towards expectations, and adoption of changing and advanced technologies and services [1], [2].

The financial sector has shown several changes in the behavioral usage of services, and a major reflection has been seen towards e-banking
services for day-to-day financial operations. Considering the developing countries, research has shown a gap in the adoption and usage based
on several dimensions contributing to customer satisfaction within the digital environment [3], [4], [5], [6].

On the basis of changing financial needs and the category of services made available, the customer understanding of system quality is also
changing to look ahead for the banking services. With the advanced changes in the technology and provided environment, the expectations and
user habits are also changing. Customers are more stretched towards making partial or complete use of e-banking services for day-to-day tasks
[7]. Companies or banking organizations are required to adopt the essential changes based on consumer behavior towards offered services. The
technology needed to reframe on the basis of patterns and trends followed by the competitors and to confirm the customer needs [8]. As per the
records presented, there has been a tremendous change in the usage of smartphones for communication and information access [9].

Satisfaction is one of the major dimensions of customers and organizational experience [10]. Organizations are eager to understand and
follow the customer requirements and needs, where the service quality is defined in major phases for the offered services to the customers [11].
In simple terms, satisfaction with any service is unlikely to be the feeling and attitude from the customer's side, which shows dependability on
various factors. On the basis of various parameters and terminologies, customer satisfaction can be defined differently, and the dimensions that
define the term may vary based on demographics and other parameters. Also, the factors are evolving with recent advancements and changes
from organizational and customer perspectives. In recent years, various studies have been conducted to represent customer satisfaction towards
e-banking services and have drawn various dimensions as contributing factors towards customer satisfaction.

The study conducted in recent years has shown major changes in e-banking services. The author in [12] analyzed and represented that if the
adoption rate towards e-banking services degrades, then the overall performance of the bank shows a negative reflection. In a similar direction,
an analysis suggested that there is a harsh need to include a change in the business strategies, which are customer-oriented; the strategy should
be towards customer satisfaction and loyalty for the e-banking system [13].

Recent studies noticeable for service marketing and especially for e-banking services for customer satisfaction have shown some unreliable
outcomes. Many of the literature research articles have stated many of the contributing factors towards customer satisfaction for e-banking
services, including the various list of service quality factors and also have presented that the ease of use and convenience with confidentiality
and security are among some crucial parameters [14], [15], [16], [17], [18], [19]. The author in [20] has presented and stretched the list of
quality-of-service parameters contributing towards customer satisfaction as tangibility, reliability, responsiveness, assurance, and empathy.

Literature studies have denoted some mediator parameters as the factors embarking towards customer satisfaction, such as service quality,
profitability and employee competencies [21], [22], [23]. Customers are always value-oriented, and a critical customer experience analysis is
required to mark or work toward the contributing factors [24]. Work in [25] has shown some graphical representation based on analysis for
mobile and Internet marketing and also has presented research considering the role and contribution of managers towards customer satisfaction
for e-banking services.

This literature study indicated some major dimensions that are counted as vital contributors towards customer satisfaction for e-banking
services as Efficiency, reliability, privacy and safety, responsiveness and communication. Along with the quality and communication-based
dimensions, the literature also presented more factors, such as privacy and security, confidentiality, and trust in sharing personal information at
every operation level of banking services.

The primary goal of the present study is to investigate the relationship between E-banking services and customer satisfaction among
customers. Moreover, the present study seeks to clarify many facets of E-banking services in relation to customer satisfaction, which
subsequently influences customer loyalty. The key objective of the present study is to elucidate the complexity exhibited by E-banking services,
with a specific focus on the customer’s perspectives. In the era of digitalization, banking systems have provided electronic banking services that
are available anytime, anywhere, and on customers' request to fulfill the customer's needs and also to present the organization upward in the
competitive environment. Customer satisfaction has been of greater importance for years when considering customer-oriented services, but
there has been a change in evaluating customer satisfaction because of technological advancement and competition [26]. With this study, an
attempt is made to fill the gap in the academic research for customer satisfaction with e-banking services. The study presents the relationship
and mediators for customer satisfaction for e-banking services and analyzes the major dimensions of customer satisfaction based on variable
expectations from customers towards e-banking services. To achieve the aim of the work, a systematic literature review is conducted.

In the literature context, many studies have tried to assess the mediator consideration between customer satisfaction and e-banking services.
Customer satisfaction counted for customer experience for e-banking services is categorized into further divisions and represents the dimensions
based on the prime division. Major value-added divisions are Customer-related factors, bank-related attributes, System quality Mediator
constraints for customers and the system. Figure 1 represents the relation between the factors responsible for customer satisfaction with e-
banking services.
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Figure 1: Conceptual model of the relationships between E-Banking System and Customer Satisfaction.
Source: Adopted from [27].

Figure 4 represents the complete systematic data extraction procedure. The steps include research paper extraction, source analysis,
exclusion of irrelevant data based on defined criteria, and last is to analyze the content of the source research papers.

For the complete systematic literature process, a time frame of 8 years (2016-2023) has been marked to get some explicit studies, as the
considered time frame is the capacitive time frame where maximum organizations were explicitly considering the consumer responses for
operation improvement. Initially, 93 publications were identified on Scopus throughout the designated study period. Additional sources were
then chosen through analyzing their Records. Out of 93 papers, 7 were removed because of duplicate downloads, which makes the complete
retrieval to n=86. Further, the extracted papers were screened for the language in which the papers were written in the research. The study
specifically considered those works that are in the English language, which makes the available works n= 85. Further, the remaining papers
were evaluated for the domain-based screening means whether the extracted research papers match the research domain for which the study is
conducted after the final screening n=47 (total number of papers remaining for the final literature review).

Il. REVIEW STRUCTURE AND METHODOLOGY

In the current literature study, systematic literature extraction procedures are occupied for some recent scientific studies to present an analysis
of the “Impact of E-Banking on Customer Satisfaction” for the current work desk-based research. A systematic literature study always follows
some predefined steps that need to be stated before conducting a literature analysis. Time-based transparent research is carried out for the
Extraction of some valuable studies for some predefined keywords for the defined time criteria over some scientific databases. Before conducting
the analysis, some stages and clear information for those stages needed to be stated as information to be searched, timeframe, search terms,
inclusion and exclusion criteria, source of data, etc.

a. Study source and Extraction

For the current systematic literature study, a time bound of 2016-2023 is considered for literature analysis and the scientific studies are
extracted and accessed from the SCOPUS database, which includes journal papers, conference papers and research articles. The selected time
frame is just because the digital transformation was found to be at its peak during the study time frame, and almost every digitally transformed
organization started thinking from the customer’s perspective for the offered services. For the current study, “Impact of e-banking services on
customer satisfaction” is considered as the search keywords and a total of 93 different research studies were extracted for the defined time frame.
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Figure 2: Selected papers from publication years 2016 to 2023.
Source: Own elaboration.

Figure 2 represents the comprehension for the year of publication for the extracted literature for the counted keyword. To search the database,
the search word is defined in a way that covers the most relation between e-banking and customer satisfaction and factors contributing to
customer satisfaction. For the search, research works published between 2016 to 2023 are counted as a valuable resource. In the current study,
the time frame is defined just because of the fact that digitalization applicability was of most consideration, and organizations started considering
the importance of customer-oriented balance between the offered services. The figure shows the year-wise distribution of the extracted research
works.
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Figure 3: Selected papers from Top — 5 Journals.
Source: Own elaboration.

Figure 3 depicts the top 5 scientific journals from which major studies were found of most consideration based on defined criteria. The
figure depicts that the “Journal of Asian Finance Economics and Business” was used most frequently, followed by the “Journal of Islamic
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Marketing”, “Advances in Intelligent Systems and Computing”, “International Journal of Bank Marketing” and “Sage Open”.
b. Selection and Evaluation

The extracted papers have been evaluated based on different dimensions and represented as the key drivers contributing towards customer
satisfaction for e-banking services. For the systematic literature review, the exclusion and inclusion criteria were predefined based on which the
extracted literature is refined; some of the defined criteria are as follows: documents available in English are counted, and only academic articles
are considered, the reason being the academic research shows reliable and quality research context and also a verified context at various levels.
In the exclusion process, the research papers found in the search because keyword matching means are not of the study domain have been
excluded for further consideration.
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Figure 4: Systematic Literature Review Process.
Source: Own elaboration.

Figure 4 represents the complete systematic data extraction procedure. The steps include research paper extraction, source analysis,
exclusion of irrelevant data based on defined criteria, and last is to analyze the content of the source research papers.

For the complete systematic literature process, a time frame of 8 years (2016-2023) has been marked to get some explicit studies, as the
considered time frame is the capacitive time frame where maximum organizations were explicitly considering the consumer responses for
operation improvement. Initially, 93 publications were identified on Scopus throughout the designated study period. Additional sources were
then chosen through analyzing their Records. Out of 93 papers, 7 were removed because of duplicate downloads, which makes the complete
retrieval to n=86. Further, the extracted papers were screened for the language in which the papers were written in the research. The study
specifically considered those works that are in the English language, which makes the available works n= 85. Further, the remaining papers
were evaluated for the domain-based screening means whether the extracted research papers match the research domain for which the study is
conducted after the final screening n=47 (total number of papers remaining for the final literature review).

1. LITERATURE ANALYSIS

As suggested by the literature, various dimensions have been considered as the key drivers for making an impact on e-banking for customer
satisfaction. The quality of service, ease of use, pricing/costing, trust, etc., are some key dimensions marked in the varied research for various
study regions around the globe. The complete list of dimensions is further categorized into themes such as Individual behavior (which includes
Trust, Perceived Value, Risk, Usability, Assurance, and Behavior for services), Pricing and Rewards (which includes cost/pricing,
compensation/rewards, recovery, etc.), Quality of Services (which includes Reliability, Efficiency, Responsiveness, Security and Privacy,
Usability, Performance, Access, etc.), Marketing and Support (Which includes Customer Support, Informative, Social Media Features, Word
of Mouth, Media, etc.), Ease of use and Convenience (considered among major dimensions towards studying the Customer Satisfaction and
Loyalty for e-banking services), and Others (which extracts some unknown facts in terms of dimensions). Based on the defined themes, the
extracted literature is reviewed and evaluated to present a common scenario and a valuable suggestion for the research direction as the Impact
of e-banking services on customer satisfaction. The quality of services and ease of use during this study are seen as the predictors of customer
satisfaction, which is supported and analyzed by several studies of literature assessed below in theme way analysis and evaluation.

a. Literature depiction of individual behavior toward Customer Satisfaction and Loyalty

As far as the concept of information systems is concerned, customer satisfaction is counted as a vital parameter to measure success and
usability, for which many dimensions are evaluated in various research. In the same way, many researchers investigated the procedures defined
towards the advancement in mobile banking contributing to customer satisfaction and tried to mark the mediating part of the trust for customer
satisfaction. Some researchers have counted mediator dimensions to present a contribution towards customer satisfaction [28], [29], [30], [31].
The author in [32] evaluated the dimensions contributing towards customer satisfaction and evaluated that risk of performance and perceived
value are among vital dimensions; as per the study, working towards perceived value marks more Impact on customer satisfaction than trying
to reduce the risk for performance.



The “Expectation-Confirmation Model” (ECM) shows the procedure as the way banking generates customer satisfaction towards the
adoption and continuation of online banking services. Via the evaluated model, the author presented that service usage continuation by the user
highly depends on customer satisfaction and perceived value towards services. On the other hand, the author examined that privacy and
satisfaction do not have of greater Impact on customer satisfaction towards e-banking services [33]. Other works such as [34] have shown via
Regression results that trust and privacy are the most critical factors influencing e-banking service quality perceptions of customers. Unlike
other research studies, the author in [35] analyzed risk and system design as the major dimensions that define customer satisfaction towards e-
banking services. Based on the location-specific study, the author in [36] suggested individual behavior tracking as the major contributor to
customer satisfaction towards e-banking services. As per the presented study, the behavior has shown changes based on some events in the
banking sector. The study exhibited that service quality has a favorable influence on customer satisfaction and that there is a positive impact of
behavioral intention on customer satisfaction [37]. Relative benefit, complication/simplicity, compatibility, observability, risk tolerance, and
product involvement are associated with adoption and also counted that demographic factors also contribute to satisfaction levels [38]. The
author [39] investigated the current state of e-banking in Albania and stated that trust and loyalty as the major dimensions of satisfaction for e-
banking customers.

b. Literature depiction for pricing and rewards toward customer satisfaction and loyalty

Dimensions such as compensation and recovery, access, personalization and assurance are the major contributors to customer satisfaction
for e-banking services and are considered the dimensions major for defining the service quality for online banking services [40]. The Impact of
charges fees for e-banking services have shown a negative impact on the deductions, and charges counted for the listed services in e-banking as
negatively contributing towards customer satisfaction [41]. Additionally, it is suggested that financial institutions should have a policy of
minimal or zero charges for banking services in order to incentivize their customers to utilize e-banking services. In the same row, the author in
[42] analyzed that with system quality factors, the dimensions like service quality perceived by customers towards e-banking like data
confidentiality, speed of services, design layout, security and privacy, deduction/charges convenience, etc. are dependable for customer
satisfaction.

c. Literature depiction for quality of services towards customer satisfaction and loyalty

The author in [43] attempted to study and demonstrate the significant Impact of service quality on online banking customer satisfaction, as
work efficiency, fulfillment, system availability and privacy are the analyzed dimensions that show the Impact on customer satisfaction.

Given the various e-banking offerings, quality of service (e.g., concreteness, dependability, and empathy) has a highly significant impact
on customer satisfaction. Various authors have demonstrated a positive correlation between the quality of services and customer satisfaction
[44], [45], [46]. An expanded analysis of dimensions shows dependability, Efficiency, adaptability, and interactions, as well as security and
privacy, as crucial factors influencing customer satisfaction [47], [48], [49]. Among these dimensions, reliability emerges as the variable exerting
the most substantial influence [50]. The literature also has marked the consideration of quality of services (Reliability and Security/privacy)
dimensions as the mediating role that contributed towards e-trust, and research has shown the Impact of trust towards customer satisfaction for
e-banking services [51].

A study revealed that customer satisfaction towards e-banking services highly depends on many other dimensions, also as usability, risk,
user engagement, quality of services, system functional quality, perceived value towards services, trust, customization of services, etc. [52].

The factor analysis in the literature has various quality of service-related dimensions from which major are user skills, tangibility,
compliances, confidence towards service usage, etc. On the basis of the presented analysis, other than tangibility, all quality-of-service
dimensions have shown a positive impact on customer satisfaction for e-banking services [53]. Authors in this work have counted for system
quality dimensions along with quality of services and have considered that e-services and website efficiency are among the most contributing
factors for customer satisfaction, along with factors like security/privacy, ease of use and website quality as other contributing factors for
customer satisfaction [54]. The authors in [55] and [56] tried to stretch the mediating role of customer satisfaction towards purchase intentions,
for which, based on work analysis author evaluated many of the dimensions as major contributors to customer satisfaction for e-banking services,
which includes privacy and security, Efficiency, responsiveness, reliability, etc. Among other studies, the author tried to mark the connection
between customer satisfaction and quality of services and represented that customer satisfaction is highly affected by the quality of services.
Also, customer satisfaction plays a mediator role in customer loyalty for e-banking services [57].

Efficiency has been analyzed as the major determinant of Customer satisfaction with banks in Saudi Arabia, and the work confirmed that
the factors/dimensions for Saudi Arabia have some different aspects compared to the rest of the countries [58]. A similar context for customer
satisfaction for e-banking services stated the Impact of quality of services for customer satisfaction while mediating the Impact of quality of
services [59].

d. Literature depiction for marketing and customer support toward customer satisfaction and loyalty

Customer support has always been the key logger for defining the satisfaction level, and in the same route, analysis has shown that the
communication for the enlisted services and customer support are the dimensions that mark a greater level of Impact on customer satisfaction
towards e-banking services [60],[61]. The author in [62] analyzed and kept the major focus on service support as the determining factor for
customer satisfaction towards e-banking services of Jordanians banks. Unlike other major dimensions, the author in [63] counted two-way
communication as one of the contributing dimensions toward customer purchasing behavior, which then is counted for customer satisfaction.
Media is one of the most effective factors influencing corporate image dimensions and satisfaction with banking services in the consumer
markets [64].



e. Literature depiction for Ease of use and Convenience toward customer satisfaction and loyalty

Convenience and ease of use show the easiness to continue with any available services, and literature has shown them both in some way
contributing towards the satisfaction level for e-banking services [65].

Along with many contributing dimensions, a common dimension with most research is the ease of use contributing towards customer
satisfaction for e-banking services [66], [67]. Authors [68], [69] presented the study to evaluate the factors contributing to customer satisfaction
for e-banking services; evaluation showed that the parameters (in terms of ease of use, time and energy, privacy, and security) were high,
requiring the bank to preserve and manage them on an ongoing basis. In the row, a work marked that along with many quality-based factors and
functional dimensions, ease of use and reliability are the major contributors to customer satisfaction for e-banking services [70]. Authors in
many of the works have evaluated that reliability with responsiveness is the major contributor towards customer satisfaction counted a long way
with ease of use [71]. Alongside many of the works counted in the literature analyzed and presented that Dependability, adaptability, safe
transactions, convenience, effectiveness, relevance, and ease of use all have a significant influence on 'consumer satisfaction' and e-loyalty [72].
Convenience and usability are also among the major factors that are counted or are accountable for customer satisfaction with e-banking services

[73].
f. Literature depiction for some other dimensions of customer satisfaction and loyalty

CSR (Corporate Social Responsibility) activities have a positive impact on customer satisfaction and loyalty in the Saudi banking sector for
e-banking services [74]. In the literature research, factors like CRM (Customer relationship management) tools have a marked significant Impact
on customer satisfaction for e-banking services with other factors such as trust, commitments, involvement, profitability etc. [75].

The author in [76] analyzed and presented a community-based analysis and specifically considered the Saria law for further elaboration,
found some different contexts and marked the analysis as dimensions with the most significant impact on customer satisfaction and least on
customer satisfaction. Work-derived employee perception, tangibility and enjoyment as fewer contributing dimensions and convenience,
complaints and pricing as the major contributing dimensions. The different e-banking service dimensions affect customer satisfaction [77].
Based on analysis, the communication and proper flow of knowledge for the services are among the main contributing dimensions that affect
customer satisfaction. In many of the works, authors have evaluated some different trends as dimensions for customer satisfaction towards e-
banking services as privacy and security as major key drivers in terms of assistance towards password change, service quality, and maintenance
of the customer details in online registers [78]. Work in [79] marked the mediatory role of loyalty and system performance towards customer
satisfaction for e-banking services for two countries and also presented the similarities and dissimilarities in the process.

V. DISCUSSION

The primary objective of this study was to examine and assess the influence of e-banking services on customer satisfaction. E-banking
services are on the row and are of vital consideration because of the rise in the list of integrated online services. Banks offer a wide range of
similar services to the customers, and to compete, it is quite of major consideration that the services meet the customer's expectations. Customer
satisfaction with e-banking services is drawn by various studies considering various dimensions and factors. The current literature marks some
dimensions as the quality of services and ease of use, as the major contributors to customer satisfaction. In the row, customer communication
and the doubt of risks are among some vital parameters that control or mark an impact on customer satisfaction for e-banking services [80],

[81].

On the basis of study outcomes, the banks are supposed to consider some major factors to keep up with customer satisfaction in terms of
trust and commitment towards services and support. The majority of studies have shown that good customer experience always reflects customer
satisfaction with e-banking services; customer experience depends on both behavioral factors and system-related dimensions as well [82]. The
studies have depicted a strong relationship between customer satisfaction and e-banking services. Also, the studies have reflected that the
satisfaction level of customers contributes towards the trust and continuation of future services by the organization and also works towards
promotion. Trust in many studies has been evaluated as the mediator link to customer satisfaction and the other dimensions [83].

The banking sector is experiencing growth, particularly due to the proliferation of electronic banking services. Numerous studies have
demonstrated the significant contribution of e-banking in enhancing consumer satisfaction [84]. Numerous scholarly studies have asserted that
electronic banking (e-banking) services have the potential to offer a favorable customer experience contingent upon the fulfiliment of certain
discernible dimensions. These dimensions encompass service quality, system quality, assistance for customers, and ease of use [85]. Within
these dimensions, quality of services and ease of use are the most common occurrences to show the Impact of customer satisfaction towards e-
banking services. Eventually, when the level of quality and ease of use surpasses the initial expectations of an electronic banking user, it results
in a positive customer experience, which ultimately leads to customer satisfaction.

The use of e-banking services is expected to have a significant impact on the present and future landscape of banking services. However,
scholars have observed that the acceptance and usage of e-banking by customers in particular regions of India and abroad are not meeting the
anticipated levels. Simultaneously, several studies have demonstrated the existence of privacy concerns among consumers due to the excessive
collection of personal data. Many customers express hesitation when it comes to disclosing excessive personal financial information [86].

V. CONCLUSION

This comprehensive study of the literature reveals how e-banking affects the satisfaction of consumers and how they might adapt to the
evolving demands of today's customers. For online transactions, the ease of use of online technologies has affected the needs and wants of the
modern customer, which has also impacted how client happiness is accomplished. In the age of technology, when businesses must be available
at all times, maximizing customer interaction is more important than ever for accomplishing customer satisfaction.



This research is carried out to present the Impact of e-banking services on customer satisfaction, for which a systematic literature study is
presented. The study counted the 8 years of published work on the defined topic for the SCOPUS database (considered because of its worldwide
viability). After applying strict exclusion criteria, 47 studies were selected for the final evaluation and analysis; the evaluation work is divided
based on crucial dimensions for customer satisfaction. Majorly the entire work focuses on trust, perceived value, risk, usability, assurance,
behavior for services, cost/pricing, compensation/rewards, Recovery, Reliability, Efficiency, Responsiveness, Security and privacy, Usability,
Performance, Access, Customer Support, Informative, Social Media Features, Word of Mouth, Media, Ease of Use and Convenience, etc. As
major dimensions in studying customer satisfaction for e-banking services.

As per the evaluated literature, various dimensions are marked as the major contributors towards customer satisfaction, and some have been
marked as the mediators to prove e-banking services. Literature suggested that the quality of services, which includes reliability, Efficiency,
responsiveness, security and privacy, usability, and performance, proven to be the dimensions that are in common to prove customer satisfaction
in almost every one of the studies. With the viability of the quality of services, many authors have suggested or have proven the prime factors
as ease of use and level of convenience while using the services.

a. Limitations

The present study encompasses a number of limitations. This study, despite its efforts to examine and synthesize existing literature, does
not yield any conclusive findings about the influence of e-banking services on customer satisfaction concerning demographic factors and region-
specific considerations. Furthermore, the selection of scientific publications failed to demonstrate the potential effects of e-banking services in
many different situations.

b. Research Implications and Future Direction

This study has garnered insights into the significance of e-banking services in relation to client satisfaction. In order to enhance customer
happiness, it is imperative for banks to strategically improve the client experience. In order to enhance the efficiency of the service, it is important
to demonstrate conscientiousness in fulfilling consumer expectations. The inclusion of multidisciplinary teams to collaborate on many
contributing elements with the aim of optimizing customer experiences would be essential. This study emphasized the significance of system
quality, the quality of service, customer trust development, related risk factors, and ease of use in the formation of the user experience. Banks
must ensure that their online banking services provide their clients with timely and easy-to-access information that is accurate and useful at the
time and location where they need it.

Several studies have found a correlation between customer experience and customer happiness, but few have found a link between electronic
banking and customer loyalty. This study delves deeper into the influence of e-banking services on customer loyalty as a result of their customer
experience. In terms of customers’ trust, there is still a lot of inconsistency in e-banking services. A suggestion is to further research the variations
in age, gender, and background among consumers to better understand e-banking services and their experiences with them. In terms of privacy,
there is a need for more research to go deeper into the privacy paradoxes and the intricate dynamics between concerns regarding privacy,
machine heuristics, and confidentiality protective behaviors.

The most crucial factor in increasing customer satisfaction is assisting clients and providing a positive experience. Several studies have
discovered evidence that customer service enhances the consumer experience. A qualitative longitudinal study is advised for future research to
demonstrate the increased influence of different dimensions at larger nodes.

This study presented various findings about the potential risks and impacts associated with e-banking services. Several studies have
demonstrated that providing effective customer assistance and high service quality may enhance customer experience. Conversely, other
research has suggested that a superior customer experience can be achieved through factors such as ease of use, Convenience, Informative and
accessibility since these elements align with consumer expectations. Further analysis of these diverse findings is needed.
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