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1 Introduction

The neobanks are projected to reach a market size of 
US$9.24 trillion by 2027, experiencing a growth rate of 
18.15% from 2023 to 2027 (Statista 2021). Neobanks, fully 
digital banks without any physical branches, are reshaping 
customer expectations and experiences by offering enhanced 
convenience, personalised services, and advanced techno-
logical features (Tiwari 2023). Analysts expect India’s 
neobanks to witness a compound growth rate (CAGR) of 
50.5% over the next 3 years (Kapoor and Bfsi 2022). The 
country’s rapid digital transformation, extensive smartphone 
penetration, and a young, tech-savvy population eager for 
convenient and innovative financial solutions have fueled 
this rise in India’s neobanks (Kumar et al. 2023). However, 
this rapid growth has created a set of challenges: consumers 
express dissatisfaction in terms of customer service (Majorel 
2022; NewsDirect 2022), and they concern themselves with 
the security and privacy of their financial transactions (Roy 
and Prabhakaran 2022), inconsistent user experiences, and 
the challenges in navigating digital platforms contribute 
toward customer reluctance (Sardar and Anjaria 2023).

Digital interactions substantially impact OBE (Abu-
Snoubar et al. 2022). Prior research has shown that brand 
reputation improves a company’s capacity to establish per-
sistent connections with consumers (Tsai and Lu 2023). To 
differentiate themselves and retain a competitive edge in the 
market, businesses integrate online experiential marketing 
techniques (Sakib 2022; Budiati et al. 2021), as research-
ers have identified emotional and affective responses during 
bank service as critical determinants of customer behaviour, 
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underscoring the need for a deeper understanding of cus-
tomer emotions in service experiences (Calvo-Porral and 
Lévy-Mangin 2020). Previous studies have examined the 
effects of OBE on customer satisfaction and behavioural 
intentions (Baek et al. 2020), satisfaction and loyalty (Quan 
et al. 2020), online brand trust and repurchase intentions 
(Syahputra et al. 2022), and brand familiarity and customer 
satisfaction (Jiang et al. 2020) across different industries and 
contexts. Nevertheless, research in the context of OBE in 
banking is scarce, presenting significant opportunities for 
future investigation (Zhu and Park 2022).

Amidst the increasing standardisation, lack of customi-
sation, and shift towards digitisation in the banking indus-
try, it is crucial to foster customer relationships (Babarinde 
et al. 2020; Aniqoh et al. 2022). While previous studies 
have extensively examined customer experience in Internet 
Banking (Manoharan et al. 2021), Online Banking (Khan 
et al. 2019), and Mobile Banking (van Klyton et al. 2021), 
there is a dearth of literature specifically focusing on online 
brand experience (OBE). Researchers have explored the 
impact of OBE on brand loyalty (Marliawati and Cahya-
ningdyah 2020). Prior studies in banking have researched 
customer brand engagement (Khan et al. 2016), Consump-
tion Values (Fathima et al. 2022), Customer Experience, 
Bank Image, and Trust (Verma and Kaur 2023), artificial 
intelligence in consumers’ brand preferences (Ho and Chow 
2023), Brand Commitment (Erobathriek et al. 2023), and 
mobile applications (Khan 2023). However, the impact of 
cognitive, affective, and behavioural factors on neobanks’ 
OBE remains unresearched. Brand reputation has emerged 
as a significant notion of the capacity to impact consumer 
behaviour (Choi and Burnham 2020). An increasing amount 
of research on OBE exists; however, a lack of conceptual 
frameworks to explore how humans interact with technologi-
cal entities remains (Dodds et al. 2022; Choudhury 2022; 
Festerling et al. 2022). Hence, this study proposes the fol-
lowing research question.

• To understand the CAB factors that impact OBE for 
neobanks and the likelihood of customers recommend-
ing the bank to others.

• To understand the impact of OBE and the mediating fac-
tors of customer loyalty and satisfaction in recommend-
ing neobanks to others.

This study is proposed to address the research question by 
building a conceptual model based on Gartner’s (1994) cog-
nitive-affective-behavioural (CAB) theory to study online 
brand experience, which plays a crucial role in shaping cus-
tomer perceptions and behaviours (Rather et al. 2022). Our 
study integrates cognitive factors such as Functional Qual-
ity (FUQ), Information Quality (IQU), and personalisation 
(PER); affective factors such as perceived aesthetics (PAE) 

and perceived usability (PUS); and behavioural factors such 
as Service Quality (SEQ) and Customer Service and Support 
(CSS). Further study integrates Customer Loyalty (CL) and 
Customer Satisfaction (CUS) to analyse the impact on the 
Net Promoter score.

This study makes three distinct contributions to the 
topic of online brand experience and neobanking. First, 
it enhances the online brand experience domain, increas-
ing the attention given to online brand experience as a new 
research area, indicating its growing significance in the vir-
tual marketplace (Quan et al. 2020). This study contributes 
to previous studies on OBE, which primarily focused on 
online brand communities (Wong and Hung 2022), hotels 
(Purohit et al. 2023), web sites (Fathima et al. 2022), online 
destination brands (Li et al. 2022), and Scales for Measuring 
OBE (Xie et al. 2023). The results of our study show that 
online consumer interactions within neobanking are further 
enhanced by integrating cognitive, emotional, and behav-
ioural factors.

Second, our study builds on previous studies and litera-
ture on cognitive-affective-behavioural (CAB) studies (Eagly 
and Chaiken 1993). Our study contributes to the literature 
by studying it in the context of Indian neobanks, which has 
not been researched earlier. This study builds on the model 
suggested by Chauhan et al. (2022) through a detailed lit-
erature review on digital banking. This study differs from 
previous research on the usage of the CAB model, which 
predominantly focuses on smartphone brands (Wong et al. 
2019), mobile wallet adoption (Lacap 2022), social network-
ing (Chih et al. 2020), YouTube advertisements (Mahmoud 
and Abdelbaki 2019), and content sharing (Hsiao 2020). By 
integrating the cognitive, affective, and behavioural aspects, 
this study enhances the understanding of online customer 
and brand interactions within neobanking.

Additionally, our study addresses the research gaps in 
previous research by further exploring the cognitive and 
affective factors shaping customer behaviour in the banking 
sector (Raza et al. 2019), where there is a need for interplay 
between affective orientation, cognitive load, and brand 
story style in influencing bank preferences (Kao and Wu 
2019). Understanding the affective and cognitive factors that 
hinder banking relationships emphasises the importance of 
trust and cognitive factors in banking interactions, thus indi-
cating a gap in understanding these factors in the context of 
customer behaviour (Cuesta González et al. 2022).

2  Literature review and conceptual framework

2.1  Online brand experience

Researchers suggest that brand experience (BE) is a sensory, 
emotional, cognitive, and behavioural response prompted 
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by brand-related stimuli, which include components such 
as design, identity, packaging, communication, and sur-
roundings (Brakus et al. 2009). Customers’ behaviour may 
be considerably impacted by behavioural and economics 
(BE), with both positive and negative effects. Mostafa and 
Kasamani (2020) and Shukla and Shamurailatpam (2022) 
investigate the notion of behavioural economics (BE) in the 
physical world, whereas Sadek and Mehelmi (2020) inves-
tigate it in the digital sphere. Electronic market platforms 
that allow users to make purchases online have emerged as 
a result of advancements in information and communication 
technology (ICT) (Ha and Perks 2005; Lee and Jeong 2014; 
Morgan-Thomas and Veloutsou 2013). The emotional, atti-
tudinal, and evaluative reactions that consumers generate as 
a consequence of their interactions with enterprises on the 
Internet are referred to as online brand experiences (OBE) 
(Khan et al. 2016).

According to research, BE received via websites is 
favourable engagement (such as participating in events, 
using online communities, and perceiving the value for 
money, variety, and originality of visual representations, 
among others) with a specific website" (Ha and Perks 2005). 
Rahman and Mannan (2018) and Sadek and Mehelmi (2020) 
performed studies that revealed the impact of OBE on con-
sumer behaviour, notably purchase intent, loyalty, and trust. 
The OBE is linked to emotional commitment, brand relation-
ships, and brand engagement, all of which help build brand 
loyalty (Khan et al. 2019). Previous studies have reflected 
a strong connection between the quality of OBE and trust 
building as well as the development of customer relation-
ships (Bravo et al. 2019; Yasin et al. 2019). Banks moving 
from traditional to digital platforms have increased their 
focus on studies on the overall user experience (Timokhina 
et al. 2021). Firms must understand and manage OBE to 
successfully position their brands (Rafif et al. 2022). Recent 
studies highlight the importance of the Online Brand Experi-
ence (OBE) as a crucial branding tactic (Sadek and Mehelmi 
2020). Based on the literature review in Table 1, there is a 
scarcity of research exploring the impact of OBE on the 
quality of relationships, specifically in terms of cognitive, 
affective, and behavioural factors.

2.2  Cognitive‑affective‑behavioural (CAB) framework

For the perception and explanation of human behaviour, 
Gartner (1994) proposed cognitive-affective-behavioural 
(CAB) theory. The impact of CAB factors on a customer’s 
choice to accept a new technology has long been studied 
in innovation and marketing research. Cognitive techniques 
for technology adoption share the view that the user’s 
desire to embrace technology is the result of the user’s logi-
cal appraisal of numerous facts about the technology and 
environment of usage. Rose et al. (2012) investigated the 

association between website navigation, search, and func-
tionality and cognitive processing. Information quality is 
assessed using the perceived dependability and trustworthi-
ness of the source supplying information, which is consid-
ered a cognitive factor. Emotional and affective responses 
followed. The marketing literature has thoroughly studied 
the role of affection in consumer behaviour through hedonic 
consumption (Holbrook and Hirschman 1982), experien-
tial marketing (Brakus et al. 2009), and sensory marketing 
(Krishna 2011). Consequently, customers make both logi-
cal and emotional decisions (Brakus et al. 2009). Positive 
emotions are reactions to desirable outcomes that consumers 
want to achieve (Martínez et al., 2022; Johnson and Stewart 
2005), such as pleasure and enjoyment, in addition to meet-
ing task-related goals. Customers’ emotional states may, 
therefore, be influenced by aesthetic enjoyment and excite-
ment (Brakus et al. 2009). Websites with high aesthetic char-
acteristics aim to provide customers with a pleasant buy-
ing experience (Chang et al. 2014). Customisation allows 
websites or apps to adjust services according to consumers’ 
needs. Personalisation pleasure adds to positive emotional 
states (Shukla and Shamurailatpam 2022). Various variables 
have a significant impact on technology uptake. Further-
more, research indicates that an individual’s self-assurance 
in using technology influences their ability to navigate new 
technical settings.

This study proposes a conceptual model that focuses on 
the neobanking industry in India. The determinant for this 
study is evaluated based on previous studies and taken while 
creating this model to focus on customer brand experience 
in the banking sector (Kapoor and Bfsi 2022). This study 
integrates personalisation (PER), which is identified as a 
crucial factor in the banking sector because of its ability 
to significantly improve customer engagement and loyalty 
via tailored services (Mogaji et al. 2021). The study also 
includes Service Quality (SEQ) which recognises its impact 
on customer satisfaction as a measure in the absence of face-
to-face contact at a bank (Kaabachi et al. 2019). FUQ is 
added to the effectiveness of digital platform ecosystems, 
which directly affects customer satisfaction (Zhu and Chen 
2012). CUL is a mediator factor in the banking business, 
as it has a strong connection with profitability and word of 
mouth (Rust et al. 1999). IQU is revealed by its function 
in building confidence and trust, which are essential fac-
tors in financial decision-making (Herington and Weaven 
2009). Integrating PUS and Aesthetics (PAE) enables the 
measurement of user friendliness and visual attractiveness. 
All of these influences have a significant impact on the com-
petence of users to continue using interfaces (Shobeiri et al. 
2014). The NPS is used as a metric to evaluate individual 
advocacy, which plays a crucial role in brand growth within 
a competitive market such as India (Mogaji et al. 2021). 
This model seeks to analyse the many aspects that influence 
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customer perceptions and behaviours in the ever-changing 
field of Indian neobanking.

This study presents a paradigm that establishes a connec-
tion between the importance of Online Brand Experience 
(OBE) in neobanking and hitherto uninvestigated domains, 
such as branding and product management. The impact of 
OBEs on consumer happiness and experience, although 
extensively studied, is significant. This study presents a 

paradigm (see Fig. 1) that offers a viewpoint for understand-
ing the impact of customer-centric neobanks. This study 
primarily focuses on analysing the necessary conditions 
and outcomes of brand experience in the banking indus-
try (Ashrafpour et al. 2021). Additionally, it highlights the 
insufficient research on the relationship between customer 
experience and loyalty in the banking sector (Chauhan et al. 
2022).

Table 1  Previous banking studies on brand experience  (Source: Author)

References Type of banking Variable studied Findings

Safeer and Le (2023) Vietnamese Banking Online brand experience (OBE) Positively affects brand evangelism via 
relationship quality; moderated by 
brand reputation

Octavia et al. (2023) Mobile Banking Apps Consumer brand engagement Positively influences brand satisfac-
tion, loyalty, and trust through online 
experience

Safeer and Le (2023) Vietnamese Banking Online brand experience Affects brand evangelism positively 
through improved relationship 
quality

Kulkarni (2022) Online Banking Brand usability Usability equity positively correlates 
with brand usability and perceived 
usability

Ashrafpour et al. (2021) Iranian Online Banking Online experience and brand con-
gruity

Brand congruity plays a mediating 
role between customer experience 
prerequisites and outcomes

Yasin et al. (2020) Islamic Online Banking Customer online brand experience Influences intention to forward online 
content; mediated by online brand 
community engagement

Sadek and Mehelmi (2020) Egyptian Banking Customer brand engagement Significant positive impact on brand 
satisfaction, trust, and loyalty via 
online brand experience

Yasin et al. (2020) Islamic Online Banking Online brand experience Influences customers’ intentions to 
share online content, mediated by 
community engagement

Khan et al. (2019) Online Banking, Airlines, Hotels Brand engagement and experience Direct effects on brand trust and com-
mitment, impacting brand loyalty

Yasin et al. (2019) Islamic Online Banking Brand experience Enhances customers’ engagement 
behaviours and sharing of online 
content

Bravo et al. (2019) Multichannel Retail Banking Customer perceptions Offline experience impacts brand trust 
and commitment more than online 
experience

Loureiro and Sarmento (2018) General Banking Bank experience and emotions Experience influences emotions 
enhancing the perception of brand 
equity among Generation Y

Loureiro and Sarmento (2018) General Banking Emotions and experience Experience influences emotions 
enhancing the perception of brand 
equity among Generation Y

Ong et al. (2017) Online Banking Virtual brand personality Virtual brand personality traits influ-
ence customer satisfaction and brand 
loyalty

Khan et al. (2016) Online Banking Customer brand engagement and 
experience

Mediates the relationship between 
brand satisfaction and loyalty

Hamzah et al. (2014) Online Banking Corporate brand experience Identifies dimensions of corporate 
brand experience affecting brand 
equity
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The main objective of this study is to increase the under-
standing of the services and factors that influence neobank 
customer brand experience. It focuses on users interested in 
banking. Using this method, neobanking brands and prod-
uct managers can improve their market position and brand 
equity by enhancing customer experiences and aligning 
offerings with consumer preferences. The model consid-
ers the emotional and behavioural aspects of customers’ 
interactions with a neobanking brand, providing an analyti-
cal framework. This research advances our understanding 
of the quality of neobanking services, brand loyalty, and 
digital customer behaviour. Implementing this approach 
will improve the practical understanding of the stakehold-
ers involved in banking, ultimately benefiting the industry.

3  Hypotheses

3.1  Functional quality (FUQ)

Functional quality (FUQ) is how well and consistently ser-
vices and systems work to satisfy the demands and expecta-
tions of online banking customers. According to a study by 
Mbama et al. (2018), Alfarizi (2023), and Narteh (2018), the 
quality of digital banking services significantly influences 
consumer happiness and loyalty. Higher functional quality 
ensures smoother transactions and more reliable services, 
which reduces user frustration and enhances overall satis-
faction with the brand experience (Tumewah et al. 2020; 
Narteh 2018; Krasonikolakis et al. 2020). This argument is 
supported by service quality literature, which consistently 

links system functionality with user satisfaction and per-
ceived value. Hence, we propose the following hypotheses.

H1 FUQ affects OBE in the neobanks.

3.2  Information quality (IQU)

Information quality (IQU) refers to the accuracy, compre-
hensiveness, consistency, and up-to-date data provided to 
clients. Accurate, timely, and relevant information is cru-
cial in the banking sector, where decisions are information-
sensitive. For banking purposes, such as data, transaction 
records, account statements, and other relevant information, 
information must be accurate and reliable (Koya et al. 2021; 
Kumalasari et al. 2022). The level of client satisfaction with 
banking services is closely tied to the quality of the infor-
mation provided (Deswanto 2020). High information qual-
ity increases trust and confidence in the platform, thereby 
enhancing users’ overall brand experience. This relationship 
is grounded in information systems research which demon-
strates that superior information quality leads to improved 
user engagement and satisfaction. Hence, we propose the 
following hypotheses.

H2 IQU affects the OBE of neobanks.

3.3  Personalisation (PER)

Personalisation (PER) in banks involves leveraging con-
sumer data and technology to tailor banking services and 
interactions, based on each client’s preferences and needs. 

Fig. 1  A proposed conceptual model  (Source: Author)
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The use of intelligence (AI) has greatly enhanced banking 
by enabling banks to offer personalised and customised digi-
tal experiences to consumers (Ayadurai and Joneidy 2021). 
According to Sati and Sharma (2023), personalisation plays 
a role in shaping client perceptions and satisfaction in the 
banking industry. Other significant aspects of service quality 
include content relevance, user-friendly interfaces, access 
to information resources, and customisable options. This 
finding is consistent with marketing theories on consumer 
behaviour, which suggest that personalised interactions 
increase consumer engagement and loyalty by meeting indi-
vidual needs more effectively. Consequently, we propose the 
following hypothesis:

H3 PER affects neobanks’ OBE.

3.4  Perceived aesthetics (PAE)

Perceived aesthetics (PAE) refers to the inference and judg-
ment of the visual appeal, design, and overall attractiveness 
of digital banking interfaces and platforms. According to 
Islam et al. (2020), the significance of appealing and user-
friendly banking websites is emphasised by the concept 
of perceived aesthetics in banking, as it creates a positive 
impression of usability among users. Moosa et al. (2021) 
explored banking. They found that design aesthetics have a 
favourable impact on consumers’ confidence in the system, 
as well as their inclination to use mobile banking services. 
Well-designed interfaces that are visually appealing and 
intuitive can significantly enhance user satisfaction and con-
tribute to a positive online brand experience, as supported 
by aesthetics and usability literature. Hence, we propose the 
following hypothesis:

H4 PAE affects the OBE in the neobanks.

3.5  Perceived usability (PUS)

Perceived usability (PUS) is employed to describe custom-
ers’ perceptions of a bank’s platforms regarding their quality 
of user-friendliness and ease of use during interaction with 
the bank. Research indicates that when customers perceive 
banking services to be easy to use, they are more likely to 
embrace and utilise them frequently (Chauhan et al. 2022; 
Gichuhi 2020). The perceived ease of use of banking sys-
tems plays a role in building customer trust and promoting 
adoption rates for Internet-only banks (Kaabachi et al. 2019). 
High usability reduces barriers to engagement, facilitating 
a smoother customer journey and a more positive brand 
experience. This hypothesis is grounded in usability stud-
ies, which show that user-friendly systems lead to higher 
satisfaction and a better overall user experience. Therefore, 
we propose the following hypothesis:

H5 PUS affects the OBE in the neobanks.

3.6  Service quality (SEQ)

Service quality (SEQ) in banking affects customers’ inten-
tions to use digital banking services. This study empha-
sises that factors such as employee expertise, understand-
ing, prompt resolution of problems, added advantages, and 
responsiveness contribute significantly to banking service 
quality (Koya et al. 2021). Service quality aspects such as 
ease of use, effectiveness, privacy/security, reliability, con-
venience, functional quality, and digital banking innovations 
have been identified as drivers of customer satisfaction and 
loyalty in the realm of banking (Zouari and Abdelhedi 2021). 
High service quality ensures that customer needs are met 
effectively, which enhances the perceived value of the brand 
and strengthens the brand experience. This is supported by 
extensive literature on service quality and customer satisfac-
tion. Hence, we propose the following hypothesis:

H6 SEQ will affect the online brand experience in 
neobanks.

3.7  Customer service and support (CSS)

Customer service and support (CSS) are the deciding fac-
tors in whether a consumer is satisfied and loyal. Customers 
can handle financial matter’s by using electronic or digital 
infrastructure (Sampurna and Miranti 2022). Customers’ 
concerns about security and privacy affect the uptake of 
online banking, underscoring the significance of reliability 
and safety in online payment systems (Kantika et al. 2022). 
When it comes to digital banking, customer care and support 
play a crucial role in determining the client’s experience, 
happiness, and loyalty. Digital transformation, trust, secu-
rity, and service quality are major determinants of consumer 
happiness and the uptake of online banking. Understanding 
and resolving consumer demands and concerns will be cru-
cial for digital banks to maintain their success as the indus-
try continues to change. This hypothesis is grounded in the 
service management literature, which suggests that timely 
and effective support contributes to a positive perception of 
a brand, thereby improving the overall brand experience. 
Hence, our study proposes the following hypothesis:

H7 Customer Service and Support will affect neobanks’ 
OBE.

3.8  Online brand experience (OBE)

Online brand experience (OBE) revolves around users’ per-
ceptions and interactions with a bank’s brand while using 
digital platforms, such as websites and mobile apps. Yasin 
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et al. (2019) studied the implication of OBE in improving 
customer interactions and engagement in the financial indus-
try. Prathomo and Magetsari (2018) propose that further 
studies should prioritise enhancing the banking experience 
to promote customer engagement with the brands of banks. 
A positive online brand experience fosters customer loyalty 
as it satisfies and exceeds customer expectations, leading 
to repeated engagement. This relationship is supported by 
theories of customer engagement and loyalty, which suggest 
that positive experiences lead to emotional attachment to 
and commitment to a brand. Given these observations, we 
propose the following hypothesis:

H8a OBE affect neobanks CUL.

H8b OBE affects the neobanks to CUS.

H8c OBE affects NPS of neobanks.

3.9  Customer loyalty (CUL)

Customer loyalty (CUL) is an inclination toward consumers 
engaged in a business and is influenced by positive previ-
ous experiences and overall satisfaction (Oliver 1999). This 
factor is important in the computation of the Net Promoter 
Score (NPS), a metric used to assess customer loyalty and 
the inclination to endorse a company’s products or services 
(Reichheld 2003). The NPS framework categorises partici-
pants into three groups based on their likelihood of recom-
mending a company: promoters, passives, and critics. Loyal 
customers, sometimes referred to as advocates, contribute 
to the improvement of NPS rankings. Through enjoyable 
encounters, people can function as brand ambassadors, 
leading to the acquisition of repeat businesses and consum-
ers through recommendations (Keiningham et al. 2020). 
Emphasising the development of loyal customers may have 
advantageous outcomes for a company’s Net Promoter Score 
(NPS). Customer loyalty, typically a result of continued 
satisfaction and positive experiences, should theoretically 
increase the likelihood of customers acting as promoters. 
However, this hypothesis tests the strength and directness of 
that relationship within the neobanking context, exploring 
whether loyalty alone is sufficient to drive recommendation 
behaviours. Therefore, we propose the following hypothesis:

H9 CUL affects NPS in neobanks.

3.10  Customer satisfaction (CUS)

Customer satisfaction (CUS) assesses the level of satis-
faction, pleasure, and fulfilment that an individual experi-
ences with a service. The CUS is crucial for the ongoing 
survival and prosperity of digital banks in today’s fiercely 

competitive conditions (Khatoon et al. 2020; Duc 2022; Prit-
jahjono et al. 2023). It is complicated to connect to cutting-
edge electronic banking, the success of the organisation, and 
customer intention. Research undertaken by Chiguvi (2023), 
Wiharso et al. (2022), and Pritjahjono et al. (2023) suggest 
that the quality of digital banking platforms, user experi-
ence, and ongoing development are factors that might sig-
nificantly impact customer satisfaction with digital banking 
services. Customer satisfaction is expected to have a direct 
impact on Net Promoter Scores because satisfied customers 
are more likely to recommend the bank to their peers. This 
hypothesis is rooted in empirical studies that have consist-
ently demonstrated a strong link between customer satisfac-
tion and propensity to engage in positive word-of-mouth. 
Therefore, we propose the following hypothesis:

H10 CUS affects NPS in neobanks.

4  Research methodology

Convenience sampling provides advantages in terms of ease 
and efficiency, particularly when focusing on a group such 
as users of digital banking. This method allowed for survey 
responder availability and willingness to participate. This 
is particularly beneficial in studies or situations where time 
and resources are limited, as highlighted by Bryman and 
Bell (2015). Convenience sampling was used in this study 
owing to its cost-effectiveness and practicality (RahiSamar 
and Ngah 2020). Similar banking studies have used conveni-
ence sampling methods (Hussein et al. 2022).

Empirical data were collected using a structured survey 
instrument designed with care and precision to ensure valid-
ity and reliability (Bryman and Bell 2015). A test survey was 
administered beforehand to check for gaps, accessibility, and 
readability and to ensure accuracy in the final questionnaire. 
All questions were written in English, so two professors 
looked them over to ensure that they made sense and had 
the proper language and organisation. The proposed correc-
tions were made and the final survey was sent to selected 
respondents from each sampling stratum to provide input 
to the questionnaire. By integrating the comments, we 
enhanced the survey by making the questions clearer and 
more succinct. Through our survey, it was suggested that 
each responder chose their primary financial institution from 
the list of banking institutions with which they have had 
recent transactions or interactions, which would help to fill 
out the questionnaire based on their personal experiences.

Our study used the G-Power or inverse square root 
approach to calculate the minimal sample size as suggested 
by Kock and Hadaya (2016), as its relevance and significance 
in banking studies allow researchers to select an appropri-
ate sample size for their studies, proving study conclusions 
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statistically valid and reliable. The G-Power software was 
used with a significance level of 5% and a minimum path 
coefficient of 0.2 which yielded a minimum sample size of 
155. The survey was open for 4 months (June to September 
2023) and was disseminated via personalised Emails, Web 
Chats (survey links were sent through Chats), and LinkedIn 
(survey links were sent through LinkedIn Chats and Posts). 
Previous banking studies have employed Likert-scale scales 
ranging from 1 to 5. The use of a 5-point Likert scale in 
banking studies is primarily attributed to its ability to effi-
ciently capture the intensity of respondents’ attitudes and 
opinions with a balanced range of options, facilitating easier 
analysis and interpretation (Aslam and Jawaid 2022; Basheer 
et al. 2022). We collected 421 valid responses across the 
Delhi NCR region which was considerably greater than the 
number reported in previous studies (Akhtar et al. 2019), 
with a 98% response rate (Hussein et al. 2022). The choice 
of Delhi NCR as the research site in various studies is stra-
tegic because of its complex socio-economic landscape and 
diverse population, making it an ideal setting for examin-
ing varied phenomena and underscoring the value of Delhi 
NCR’s dynamic market environment in generating insights 
applicable to broader urban settings (Khan et al. 2022).

5  Results

5.1  Demographic details

Based on the customer profile demographic data, our study 
was conducted, and the results are shown in Table 1.

5.2  Measurement model

Smart PLS is preferred when data do not strictly adhere to 
multivariate normality, which is a common issue in practical 
research scenarios. This variance-based SEM tool (Smart 
PLS) is advantageous for its robustness against non-normal 
data and its ability to handle smaller sample sizes effectively 
compared with AMOS, which is a covariance-based SEM 
tool (Sakaria et al. 2023).

This study used a hypothesised framework and a multi-
item reflective construct (Table 2) to ascertain the final out-
put model and its associated features. According to Hair 
et al. (2010), all results of the factor loadings of the indi-
cators were found to be statistically significant, indicating 
that they met the requirement of being greater than 0.70. 
We assessed the model credibility using reliability (CR) and 
average variance extracted (AVE). Cronbach’s alpha (CA) 
was used to measure component dependability, according 
to Hoffmann and Birnbrich (2012), to preserve homogene-
ity. We found components with consistency > 0.70 (Table 3). 
The composite reliability (CR) and Cronbach’s alpha (CA) 

values exceeded 0.70. Our study examined the factor load-
ings and average variance retrieved to prove convergent 
validity. Bagozzi and Yi (1988) state that AVE must surpass 
0.5 for convergent validity. Tables 4 and 5 show that the con-
struction met or exceeded the standards. We employed the 
Fornell–Larcker criteria given by Fornell and Larcker (1981) 
to evaluate validity by comparing the concept variances to 
their common variances. The model required all constructs 
to have root levels greater than their inter-correlations. 
Table 2 shows how we used this strategy to ensure accuracy.

Non-response and Common method bias is a bias in the 
survey when the proportion of respondents dramatically dif-
fers from those who were invited but chose not to participate 
(Tellis and Chandrasekaran 2010). Regarding survey meth-
ods, non-response bias limits the generalisability of the study 
(Michie and Marteau 1999). According to Ruhl (2004), it is 
essential to address this issue. The t-test revealed no signifi-
cant changes. As data are gathered, a common method bias 
can occur (Podsakoff et al. 2012). The single-factor Harman 
test evaluates respondents for common method bias (Podsa-
koff and Organ 1986) and finds no significant changes.

5.3  Structural model

As a continuation of the studied model, we also evaluated 
the output for structural analysis. Multicollinearity was eval-
uated using variance inflation factor (VIF) values acquired 
via the PLS approach. To verify the structural model, we cal-
culated  R2,  f2, and  Q2 values (Tables 5 and 6). The goodness 
of fit of the model was evaluated using the standardised root 
mean square residual (SRMR), which is a criterion for PLS-
SEM models. An SRMR value of 0.064 was reached, which 
is a good fit for the model because it is below the threshold 
of 0.08 based on the guidelines by Henseler et al. (2014). 

Table 2  Customer demographic  (Source: Author)

Demographics Characteristics Frequency Percent (%)

Gender Female 188 44.66
Male 233 55.34

Age 18–28 years 115 27.32
29–38 years 80 19.00
39–50 years 121 28.74
> 50 years 35 8.31

Education Graduate 236 56.06
Master’s degree 61 14.49
Post graduate 108 25.65
PhD 16 3.80

Income 50,000–75,000 93 22.09
75,000–1 Lac 206 48.93
Greater than 1 Lac 93 22.09
Less than 50,000 29 6.89
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Furthermore, the VIF did not exceed five for either the outer 
model items (ranging from 1.000 to 3.221) or the inner 
model pathways (ranging from 1.000 to 3.573), indicating 

that multicollinearity is not a problem, and the validity of 
the model has been confirmed (Hair et al, 2014). Our study 
reflected an  F2 value greater than 0.35, indicative of a large 

Table 3  Discriminant validity  
(Source: Author)

Construct CUL CUS CSS FUQ IQU NPS OBE PAE PUS PER SEQ

CUL 0.770
CUS 0.859 0.794
CSS 0.667 0.736 0.796
FUQ 0.553 0.658 0.543 0.857
IQU 0.469 0.564 0.446 0.729 0.826
NPS 0.609 0.731 0.548 0.521 0.470 0.865
OBE 0.817 0.858 0.653 0.619 0.516 0.686 0.799
PAE 0.527 0.631 0.660 0.583 0.464 0.497 0.597 0.792
PUS 0.472 0.514 0.507 0.370 0.283 0.349 0.548 0.395 0.816
PER 0.717 0.608 0.443 0.391 0.308 0.526 0.754 0.390 0.498 0.854
SEQ 0.576 0.635 0.621 0.604 0.441 0.499 0.600 0.560 0.326 0.394 0.854

Table 4  Exploratory factor 
and reliability analysis results  
(Source: Author)

Construct Items Outer loading CA CR AVE

Customer Loyalty (CUL) CUL1 0.755 0.658 0.667 0.593
CUL2 0.819
CUL3 0.734

Customer Satisfaction (CUS) CUS1 0.761 0.709 0.720 0.631
CUS2 0.789
CUS3 0.832

Customer Service and Support (CSS) CSS1 0.765 0.711 0.711 0.633
CSS2 0.819
CSS3 0.802

Functional Quality (FUQ) FUQ1 0.857 0.820 0.826 0.735
FUQ2 0.830
FUQ3 0.883

Information Quality (IQU) IQU1 0.797 0.767 0.769 0.682
IQU2 0.844
IQU3 0.836

Online Brand Experience (OBE) OBE1 0.797 0.717 0.718 0.639
OBE2 0.790
OBE3 0.811

Perceived Aesthetics (PAE) PAE1 0.724 0.701 0.717 0.627
PAE2 0.788
PAE3 0.858

Perceived Usability (PUS) PUS1 0.855 0.749 0.762 0.665
PUS2 0.754
PUS3 0.835

Personalisation (PER) PER1 0.798 0.820 0.875 0.729
PER2 0.871
PER3 0.890

Service Quality (SEQ) SEQ1 0.858 0.814 0.817 0.730
SEQ2 0.815
SEQ3 0.888

Net Promoter Score NPS 0.765
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effect size, signifying a strong influence of the predictor on 
the outcome. F-square (effect size) values greater than 1 
can be justified in financial studies, especially in contexts 
involving complex relationships and significant predictor 
effects. Such values indicate a strong practical significance 
of predictors in the models, which is particularly relevant in 
the financial sector (Asni and Agustia 2021). The  Q2 coeffi-
cient, which was used to determine the level of predictability 
of the model, was calculated by applying the blindfolding 
technique, a resampling procedure in the software for PLS. 
The  Q2 value for such a construct as behavioural intention 
(BIU) was 0.241 which is greater than the threshold of 0.01, 
implying that the model can predict more than the mini-
mum amount of variance. The effect size interpretation of 
Hair et al. (2014) suggests that  Q2, in this case, indicates a 
medium effect on the endogenous variable (Fig. 2).

6  Findings and discussion

Hypothesis analysis using PLS-SEM helps identify the 
specific issues that affect the online brand experience of 

neobanks and thus their influence on customer loyalty, sat-
isfaction, and Net Promoter Score (NPS). The positive and 
significant path coefficients (0.125, t = 3.199) in H1 demon-
strate that functional quality has a positive impact on OBE in 
the neobanks. This finding emphasises the role of functional 
aspects, including app functionality and feature sets, in cre-
ating positive online experiences. A path coefficient of 0.088 
and a t-value of 3.162 for H2 show a positive effect of infor-
mation quality on OBE; that is, information that is accurate, 
timely, and relevant is the key to such an improvement in 
user experiences. H3 strongly supports that personalisation 
significantly improves OBE with a substantial path coef-
ficient of 0.486 and a t-value of 16.024. This highlights the 
importance of personalised customer experience for neobank 
clients. The support of H4, with a path coefficient of 0.095 
and a t-value of 2.261, highlights the role of aesthetics in the 
online environment that positively influences user percep-
tion. H5 reveals that usability positively affects OBE (path 
coefficient = 0.081, t = 2.601), underlining the importance 
of user-friendly interfaces in banking apps. H6 is supported 
(path coefficient = 0.120, t = 3.098), showing that high ser-
vice quality affects OBE positively, which is essential for 
customer satisfaction.

Moreover, H7, with a beta value of 0.152 and a t-value 
of 3.569, is essential as it underscores the importance of 
effective customer service and support in improving online 
brand experience. The strong positive impact of online brand 
experience on customer loyalty, satisfaction, and NPS is 
indicated by H8a, H8b, and H8c, with very high t-values, 
emphasising the critical role of OBE in driving these out-
comes. H9 was not supported (path coefficient =  − 0.156, 
t = 2.082), indicating that greater loyalty does not necessarily 
translate into a higher NPS, meaning that other factors could 
moderate or attenuate this relationship in the context of 
neobanks. While a t-value greater than 1.96 is a general cri-
terion for statistical significance, the rejection of hypothesis 
H9 is justified by additional considerations such as adjusted 

Table 5  Hypothesis results  
(Source: Author)

Hypothesis STDEV T statistics Path coefficients P value F square Results

H1 FUQ → OBE 0.039 3.199 0.125 0.001 0.122 Accepted
H2 IQU → OBE 0.028 3.162 0.088 0.002 0.015 Accepted
H3 PER → OBE 0.03 16.024 0.486 0.000 0.663 Accepted
H4 PAE → OBE 0.042 2.261 0.095 0.024 0.118 Accepted
H5 PUS → OBE 0.031 2.601 0.081 0.009 0.218 Accepted
H6 SEQ → OBE 0.039 3.098 0.12 0.002 0.130 Accepted
H7 CSS → OBE 0.043 3.569 0.152 0.000 0.240 Accepted
H8a OBE → CUL 0.033 25.122 0.817 0.000 2.006 Accepted
H8b OBE → CUS 0.015 56.093 0.858 0.000 2.799 Accepted
H8c OBE → NPS 0.078 3.478 0.271 0.001 2.039 Accepted
H9 CUL → NPS 0.075 2.082 -0.156 0.037 0.213 Rejected
H10 CUS → NPS 0.096 6.56 0.633 0.000 0.169 Accepted

Table 6  Predictive analysis results  (Source: Author)

Variable Item R-Square Q-Square

Customer Loyalty (CUL) CUL1 0.667 0.333
CUL2 0.355
CUL3 0.482

Customer Satisfaction (CUS) CUS1 0.737 0.364
CUS2 0.379
CUS3 0.498

Online Brand Experience (OBE) OBE1 0.761 0.388
OBE2 0.385
OBE3 0.661

Net Promoter Score (NPS) NPS 0.554 0.432
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significance thresholds, practical significance, effect size, 
and model-specific adjustments. The primary reason for the 
rejection of H9 is not merely the T value but also the direc-
tion and magnitude of the path coefficient. In hypothesis 
H9 (CUL → NPS), the path coefficient is negative (− 0.156), 
indicating an inverse relationship between Customer Loy-
alty and Net Promoter Score. A result might be statistically 
significant (t-value > 1.96) but not practically significant. 
Therefore, hypothesis rejection also considers the practical 
implications of the findings (Martinez 2022). Supporting 
H10, a direct relationship (path coefficient = 0.633, t = 6.56) 
is established, which means that customer satisfaction sig-
nificantly affects the NPS. This supports the argument that 
NPS is a crucial performance metric for neobanks.

For our study to answer research question 1, the results 
confirm that several CAB factors have a significant effect on 
OBE. Moreover, all of these constructs, that is, Functional 
Quality (FUQ), Information Quality (IQU), personalisa-
tion (PER), perceived aesthetics (PAE), Perceived Usabil-
ity (PUS), Service Quality (SEQ), and Customer Service 
and Support (CSS) have positive effects on OBE which is 
supported by their significant path coefficients. The general 
improvement in the online brand experience through differ-
ent dimensions indicates that when neobanks manage all 
these factors well, the customer experience is substantially 

enhanced which makes customers likely to recommend the 
bank to others. For Research Question 2, the analysis fea-
tures the mediating effect of customer loyalty and satisfac-
tion on the link between OBE and customer recommenda-
tions. The findings reveal a very powerful and positive effect 
of OBE on both customer loyalty and satisfaction (with 
highly significant t-values), which are important for increas-
ing the Net Promoter Score (NPS). Similarly, even though 
customer loyalty tends to promote NPS, it was observed not 
to have a positive impact on NPS against all odds. However, 
this also implies that loyalty itself does not lead to higher 
recommendations unless loyal customers are satisfied or 
other relevant factors are in place. This fine understanding 
gives neobanks very important insights into concentrating 
their strategies not only on loyalty but also on ensuring high 
customer satisfaction to raise their referrals.

In assessing the neobanking sector, the roles of Cus-
tomer Loyalty (CUL) and Customer Satisfaction (CUS) 
are instrumental as mediating variables in the relation-
ship between Online Brand Experience (OBE) and Net 
Promoter Score (NPS). Empirical evidence suggests that 
while OBE significantly elevates both CUL and CUS, the 
translation of these enhancements into NPS is primar-
ily mediated through customer satisfaction rather than 
loyalty. This finding implies that customer loyalty, while 

Fig. 2  Factor model  (Source: Author)
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valuable, does not directly correlate with a higher NPS, 
highlighting that satisfaction is a more critical media-
tor that effectively translates positive brand experiences 
into customer recommendations. Such insights are pivotal 
for neobanks, indicating that strategic initiatives should 
focus not only on cultivating loyalty but also on ensur-
ing elevated levels of customer satisfaction to optimise 
the likelihood of customers promoting the bank to their 
peers. This understanding underscores the importance of 
designing customer experiences that not only engage but 
also satisfy, thereby fostering advocacy and enhancing 
the NPS.

7  Theoretical contribution

Our study contributes theoretically by analysing previous 
results and proving new correlations that will increase 
academics’ comprehension of a methodical approach to 
the OBE. We enhanced this theoretical work by learn-
ing more about OBCE. Further generalisation was also 
added to the OBE relationships. First, based on the study 
results, we enhance the online brand experience domain, 
increasing the attention given to online brand experience 
as a new research area, indicating its growing significance 
in the virtual marketplace (Quan et al. 2020). This study 
contributes to the literature on OBE. The results of our 
study build on comprehensive online consumer interac-
tions within neobanking which is further enhanced by 
integrating cognitive, emotional, and behavioural factors.

Second, our study builds on previous studies and lit-
erature on cognitive-affective-behavioural (CAB) studies 
(Eagly and Chaiken 1993). Our study contributes to the 
literature by studying it in the context of Indian neobanks, 
which has not been researched earlier. This study builds 
on the model suggested by Chauhan et al. (2022) through 
a detailed literature review on digital banking. By inte-
grating the cognitive, affective, and behavioural aspects, 
this study enhances the understanding of online customer 
and brand interactions within neobanking. Additionally, 
our study addresses the research gaps in previous research 
by further exploring the cognitive and affective factors 
shaping customer behaviour in the banking sector (Raza 
et al. 2019), where there is a need for interplay between 
affective orientation, cognitive load, and brand story style 
in influencing bank preferences (Kao and Wu 2019). 
Understanding the affective and cognitive factors that 
hinder banking relationships emphasises the importance 
of trust and cognitive factors in banking interactions, thus 
indicating a gap in understanding these factors in the con-
text of customer behaviour (Cuesta González et al. 2022).

8  Managerial contribution

The implications of the study’s results for management 
in the neobanking industry in India are manifold, with 
one specific focus on optimising the Online Brand Experi-
ence (OBE) to increase consumer advocacy, loyalty, and 
satisfaction (as measured by the Net Promoter Score). 
Managers can interpret and respond to the critical vari-
ables studied as follows. Personalisation has a significant 
impact on OBE and needs to prioritise the development of 
a more individualised banking experience. This may entail 
the utilisation of consumer data to provide tailored product 
recommendations, financial guidance, or user interfaces. 
The objective of personalisation strategies is to foster a 
sense of recognition and appreciation for the customer as 
a unique individual. This has the potential to significantly 
enhance customer engagement and loyalty. Given the cor-
relation between OBE and functional quality, neobanks 
must prioritise the smooth functioning of their platforms. 
Managers are responsible for guaranteeing that their IT 
infrastructure is resilient, experiencing minimal periods of 
inactivity, and providing cutting-edge capabilities that not 
only satisfy but surpass customer anticipations.

Service quality and consumer support are vital to the 
OBE. Managers should allocate resources for the training 
of customer service teams to guarantee prompt, efficient, and 
compassionate reactions to customer concerns and enquiries. 
Incorporating customer feedback into service enhancements 
can also contribute to maintaining superior service qual-
ity standards. High-quality, accurate, timely, and relevant 
information contributes to the OBE. Managers should ensure 
that all customer-facing information, whether on the web-
site, mobile apps, or through customer service channels, is 
clear and useful. This can involve maintaining an informa-
tive blog, sending regular financial tips, and providing clear 
information on products and services. The results highlight 
the importance of aesthetics and usability in OBE. Managers 
should focus on the user interface and experience design of 
digital platforms, ensuring that they are not only visually 
appealing but also intuitive and easy to navigate. This can 
lead to higher user satisfaction and a better overall brand 
experience.

OBE’s influence of OBE on customer loyalty and satis-
faction underscores the need for managers to focus on cre-
ating positive experiences at every touch point. Loyal and 
satisfied customers are more likely to continue using the 
service and may become brand advocates. Although cus-
tomer loyalty does not show a strong direct correlation with 
NPS, customer satisfaction does so. Thus, managers should 
concentrate on converting satisfied customers into promoters 
by incentivising referrals and sharing positive experiences. 
They should also explore why loyal customers may not pro-
mote banks, and develop strategies to address these barriers.
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9  Limitations and future studies

This study had certain limitations that should be noted. 
The use of the convenience sample approach raises issues 
regarding the generalisability of the results to the full com-
munity of neobank users, as it may not adequately reflect 
the variety seen in larger demographics. Furthermore, it 
is worth noting that although the cross-sectional design of 
the study provides valuable insights at a particular point in 
time, it does not account for the temporal aspect required to 
assess alterations in consumer perceptions and behaviours 
over prolonged durations. Given the time constraints of this 
study, it is possible that it did not fully capture the changing 
dynamics of customer brand interactions in the emerging 
neobanking sector. Since Indian neobanks are under scru-
tiny, this raises questions about whether these findings can 
be applied to legal environments in other countries. To over-
come these limitations, future research could use designs to 
track changes over time using ranked sampling for a more 
representative sample and expand the scope to include com-
parative analyses across various countries or regions. By 
adopting this approach, we can gain an understanding of 
all the factors involved and develop a universal view of the 
global neobanking landscape. Further investigation could 
also explore how technological advancements and evolv-
ing consumer preferences impact brand experiences. These 
insights would provide information about where neobank-
ing services might be headed and how customer interaction 
methods may evolve in the future.

10  Conclusion

This study has significantly advanced our understanding of 
the Online Brand Experience (OBE) in the Indian neobank-
ing sector through a comprehensive study of how cogni-
tive, affective, and behavioural factors influence customer 
perceptions and behaviours. Our findings demonstrate the 
substantial impact of functional quality, information qual-
ity, personalisation, perceived aesthetics, perceived usability, 
service quality, and customer service and support on enhanc-
ing OBE. These elements collectively contribute to improv-
ing customer loyalty and satisfaction, which are crucial for 
increasing the Net Promoter Score (NPS).

The research confirmed that, while all tested constructs 
positively affect OBE, the most profound influence arises 
from personalisation, indicating that custom-tailored expe-
riences are particularly significant in the digital banking 
environment. This highlights the importance of investing 
in advanced data analytics and AI technologies to offer 
personalised services that meet individual customer needs 
and preferences. Interestingly, our study also revealed 
that, while OBE strongly predicts customer loyalty and 

satisfaction, customer loyalty does not directly correlate 
with a higher NPS. This suggests that satisfaction plays a 
more critical role in influencing whether customers would 
recommend the bank to others. Thus, neobanks need to 
focus not only on loyal customers but also on ensuring that 
they are satisfied and willing to act as brand advocates.
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Appendix 1

Construct Items Survey questionnaire

Functional Quality (FUQ)
Sánchez et al. (2009)

FUQ1 The neobank’s app/website 
always provides the banking 
services I need

FUQ2 Transactions through the 
neobank are processed with-
out any errors

FUQ3 The neobanking services are 
available whenever I need 
them

Information Quality (IQU)
Beldad et al. (2017); Liu 

et al. (2020)

IQU1 The information provided 
by the neobank is always 
accurate

IQU2 The neobank’s app/website 
provides information that is 
just sufficient for my bank-
ing needs

IQU3 The information available on 
the neobank’s platforms is 
always current and up-to-
date
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Construct Items Survey questionnaire

Personalisation (PER)
Kumar et al. (2023)

PER1 The neobank offers personal-
ized banking products and 
services that suit my needs

PER2 I receive personalized finan-
cial advice that is relevant to 
my financial situation

PER3 The neobank’s app/website 
personalizes my experience 
based on my past interac-
tions

Perceived Aesthetics (PAE)
Huang et al. (2020)

PAE1 The design of the neobank’s 
app/website is visually 
appealing to me

PAE2 The visual design of the 
neobank’s interface makes it 
stand out compared to other 
banks

PAE3 The aesthetic aspects of the 
neobank’s app/website make 
it pleasant to use

Perceived Usability (PUS)
Parasuraman, Zeithaml and 

Malhotra (2005)

PUS1 I find the neobank’s app/web-
site easy to use

PUS2 I can complete my banking 
tasks quickly using the 
neobank’s app/website

PUS3 Learning to operate the 
neobank’s app/website was 
easy for me

Service Quality (SEQ)
Zeithaml (1988)

SEQ1 The customer support from 
the neobank promptly 
addresses and resolves my 
issues

SEQ2 I am satisfied with the level of 
competence of the neobank’s 
customer service team

SEQ3 The neobank consistently 
meets my expectations in 
terms of service quality

Customer Service and 
Support (CSS) Zeithaml, 
Berry, & Parasuraman, 
1993

CSS1 When I have a problem, the 
neobank’s customer service 
is supportive and helpful

CSS2 The customer service team of 
the neobank is always acces-
sible when I need them

CSS3 The neobank’s customer 
support provides clear and 
understandable information 
to my inquiries

Online Brand Experience 
(OBE)

Morgan-Thomas and Velout-
sou (2013)

OBE1 The web page layout of the 
neobank is appealing

OBE2 The content on the neobank 
website is always up-to-date

OBE3 The neobank website creates 
familiarity with its services

Construct Items Survey questionnaire

Customer loyalty (CUL)
Oliver (1999)

CUL1 I consider myself a loyal cus-
tomer of the neobank

CUL2 I would use the neobank’s 
services over any other bank

CUL3 I will continue to use the 
neobank’s services in the 
foreseeable future

Customer Satisfaction (CUS)
Keisidou et al. (2013)

CUS1 My choice to use the 
neobank’s services has met 
my expectations

CUS2 I am happy with my decision 
to use the neobank’s services

CUS3 The overall quality of the 
neobank’s services has satis-
fied me

Net Promoter Score
Reichheld (2003)

NPS Based on your experience with 
Neo banking, how likely 
would you recommend your 
Neo banking services to a 
friend or colleague?
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