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In an increasingly digitized financial environment, banks are required to serve large and diverse customer bases while
maintaining competitive advantage and long-term viability. As a result, customer satisfaction has emerged as a central
performance indicator in the banking industry. This study examines how financial technology (FinTech) adoption and
marketing strategy influence customer satisfaction, with service quality positioned as a mediating mechanism. Grounded
in the Stimulus-Organism-Response (S-O-R) framework and supported by service management theory, the research
integrates the 7Ps marketing mix with technology adoption perspectives to analyze modern banking service delivery.
Using a quantitative, descriptive research design and multi-stage cluster sampling, data were collected from banking
customers. FinTech, marketing strategy, service quality, and customer satisfaction were measured using validated Likert-
type scales. The findings demonstrate that both FinTech and marketing strategy exert significant direct effects on
customer satisfaction, as well as indirect effects through enhanced service quality. By clarifying the combined role of
technological innovation and strategic marketing, this study contributes to the banking literature and offers practical
msights for improving service quality and customer satisfaction in highly competitive financial markets.
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Customer satisfaction 1s widely recognized as a critical determinant of organizational success across service industries.
High levels of satisfaction promote customer loyalty, encourage positive word-of-mouth, and support organizational
stability over time. However, achieving customer satisfaction is increasingly complex, as customers demand superior
service quality, mnovative solutions, and personalized experiences. Within this context, the banking sector plays a
foundational role in economic systems by facilitating financial transactions, supporting economic development, and
enabling access to capital. As competition intensifies and digital technologies evolve rapidly, banks have begun to view
customer satisfaction not merely as an outcome, but as a strategic priority essential for survival and growth (Rosima &
Apat, 2022).

In competitive banking markets, where customers can easily switch service providers, maintaining high customer
satisfaction 1s particularly important. Satisfied customers are more inclined to remain loyal, expand their use of banking
services, and recommend their bank to others, thereby strengthening customer retention and acquisition efforts
(Praveenraj et al., 2021). Moreover, banks that successfully manage customer satisfaction are better equipped to anticipate
changing customer expectations, cultivate trust, and build durable relationships with their clients (Arthur & Omari, 2023).
Consequently, customer satisfaction serves as both a strategic asset and a foundation for sustainable performance in the
banking industry.

Banks also face structural challenges associated with high operational costs and relatively low customer-to-bank ratios,
which limit the potential to achieve economies of scale (Alshurideh et al., 2024). In response, financial institutions must
focus on retaining existing customers while simultaneously attracting new ones. Delivering superior service quality allows
banks to differentiate themselves, reduce customer defection, and benefit from customer referrals. The expansion of
digital technologies has significantly reshaped banking operations, particularly through online and mobile banking
platforms that enhance service accessibility and communication efficiency (Adams et al., 2020; Vukovi€ et al., 2020).
Despite these advancements, continuous technological change has created adaptation challenges for bank employees,
leading in some cases to service disruptions and increased customer complaints (Barker, 2020; Gordon & Overbey, 2019).
The widespread use of smartphones has further accelerated the development of mobile banking applications that provide
automated, 24-hour financial services (Gordon & Overbey, 2019). While FinTech inovations offer clear benefits—
including convenience, personalization, and transaction security—they have also introduced unintended consequences,
such as heightened job insecurity among banking employees. Evidence suggests that concerns about automation and
workforce displacement can negatively influence employee behavior, which may ultimately affect customer satisfaction,
particularly in customer-facing roles (Zouari & Abdelhedi, 2021). At the same time, FinTech has transformed service
delivery by enabling personalized financial solutions, enhancing transaction transparency through blockchain
technologies, and improving customer engagement via real-time notifications and automated services (Jarvis & Han, 2021).
Empirical findings on the relationship between marketing strategy and customer satisfaction in banking remain mixed.
Some studies report weak or insignificant effects of marketing mix elements—such as pricing, promotion, and
distribution—on customer satisfaction (Akmal et al., 2023; Saleh, 2015), suggesting difficulties in aligning marketing
mitiatives with customer expectations. This inconsistency highlights the need for further investigation, particularly
regarding the application of the 7Ps marketing framework in banking contexts. Although the 7Ps model has been widely
applied in other service industries, its comprehensive use in banking research remains limited (Bekele, 2020). Given the
dynamic nature of customer behavior and expectations, understanding how each component of the marketing strategy
contributes to customer satisfaction is increasingly important.

In addition, existing studies often examine marketing strategy or FinTech in isolation, overlooking the role of service
quality as a linking mechanism. Service quality has been identified as a critical factor influencing customer satisfaction and
loyalty, yet its mediating role in the relationship between FinTech, marketing strategy, and customer satisfaction remains
underexplored. Addressing this gap, the present study positions service quality as a mediating variable to clarify how
technological innovation and marketing strategy jointly shape customer satisfaction in the banking sector. By integrating
FinTech adoption, marketing strategy, and service quality within a unified framework, this research aims to provide a
more comprehensive explanation of customer satisfaction in contemporary banking environments.

Literature Review

Technological progress and declining transaction costs have encouraged service-oriented organizations to adopt self-
service delivery models. As a result, digital transformation has become a defining feature of the global service sector.
Within financial services, FinTech has emerged as a disruptive, technology-driven business model that challenges
traditional banking structures and reshapes how financial services are produced and consumed (Elia et al., 2023). The
mtegration of digital platforms has fundamentally altered customer-service provider interactions, changing both service
expectations and delivery mechanisms (Tang et al., 2024). Prior research suggests that technologically enhanced financial
services can lead to improved customer satisfaction by increasing convenience, efficiency, and accessibility (Calvo-Porral
& Lévy-Mangin, 2015).

From a behavioral perspective, Ajzen’s (1985) theory of planned behavior explains how individuals’ attitudes toward
technology influence their willingness to adopt and use digital services. Customers who perceive FinTech solutions as
useful and reliable are more likely to engage with them, which in turn fosters positive service experiences and satisfaction
(Zhang & Kim, 2020). Trust and perceived ease of use are therefore central elements of FinTech adoption. Given the
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strong association between technology acceptance, behavioral intention, and customer outcomes, this study posits that
FinTech adoption positively contributes to customer satisfaction in the banking sector.

HI: FinTech has a positive impact on customer satisfaction.

Marketing strategy represents a systematic approach through which organizations operationalize customer-oriented
principles by aligning products and services with consumer needs. In service industries, particularly banking, the marketing
strategy extends beyond traditional promotion to include service processes, employee behavior, and physical service
environments. Sudari et al. (2019) conceptualized marketing strategy using the extended 7Ps framework—product, place,
price, promotion, process, people, and physical evidence—which has been shown to influence customer satisfaction across
various service contexts.

Empirical studies consistently highlight the importance of marketing strategy in shaping customer satistaction. Themba et
al. (2019) argued that the marketing strategy provides a structured mechanism for managing service delivery and targeting
customer expectations more effectively. Similarly, Farwq Hamadamin and Shankar Singh (2019) demonstrated that most
marketing mix elements significantly affect customer satistaction in service industries, with pricing occasionally exhibiting
weaker effects. In related research, Sudari et al. (2019) identified strong relationships between several marketing strategy
components—such as product, pricing, people, and physical evidence—and customer satisfaction.

Despite these findings, the literature presents inconsistencies regarding the overall influence of marketing strategy as a
unified construct. Some studies report ambiguous or insignificant relationships between marketing strategy elements and
customer satisfaction, suggesting that their effectiveness may vary across industries and contexts (Jasin & Firmansyah,
2023; Suyono et al., 2023). In the banking sector, the application of the 7Ps framework remains limited, leaving gaps in
understanding how comprehensive marketing strategies shape customer satisfaction. Addressing this limitation, the
present study treats marketing strategy as an integrated construct and proposes the following hypothesis:

HZ2: Marketing strategy has a positive impact on customer satisfaction.

Service quality has long been recognized as a fundamental determinant of customer satisfaction in service-based industries.
Extensive research confirms that customers evaluate services by comparing their expectations with perceived
performance, and higher service quality generally results in greater satisfaction (Fida et al., 2020; Ali et al., 2021). Service
quality also plays a critical role in establishing competitive advantage, strengthening customer loyalty, and reducing
vulnerability to competitors (Zygiaris et al., 2022).

Numerous studies demonstrate a strong and positive association between service quality and customer satisfaction across
different service sectors (Singh et al., 2023). However, findings related to individual service quality dimensions—such as
reliability, responsiveness, assurance, empathy, and tangibles—have been mixed. For instance, Kitapci et al. (2014) found
that in public healthcare settings, assurance and empathy significantly influenced satisfaction, while tangibles and reliability
did not. These mconsistencies suggest that the effect of service quality may vary depending on service context and
customer expectations.

Although service quality 1s widely accepted as a key predictor of customer satisfaction, some studies have reported weak
or insignificant effects in certain industries, including entertainment and performing arts (Hume & Mort, 2010; Khoo,
2022; Yum, 2024). These divergent findings indicate the need for continued investigation, particularly in underexplored
contexts such as banking. Accordingly, this study proposes the following hypothesis:

H3: Service quality has a positive impact on customer satisfaction.

Beyond direct relationships, recent research emphasizes the importance of examining service quality as an intervening
mechanism. Marketing strategy and FinTech nitiatives are expected to influence customer satisfaction not only directly
but also indirectly by shaping customers’ perceptions of service quality. While prior studies have established links between
marketing strategy, FinTech, and customer satisfaction (Koththagoda & Weerasiri, 2017; Zhang & Kim, 2020), limited
attention has been given to the mediating role of service quality within this relationship.

Evidence from structural equation modeling studies supports the mediating function of service quality. Osarenkhoe et al.
(2017), for example, demonstrated that service quality mediated the relationship between customer complaint behavior
and loyalty. Similarly, Artanti et al. (2022) identified significant associations between marketing strategy, technological
mnovation, and service quality. These findings suggest that service quality operates as a critical mechanism through which
organizational strategies translate into customer satisfaction.

Drawing on the Stimulus-Organism-Response (S-O-R) framework, the present study conceptualizes FinTech and
marketing strategy as external stimuli that shape customers’ internal evaluations of service quality, which subsequently
influence satisfaction outcomes (Kim et al., 2020; Asyraff et al., 2023). From this perspective, service quality represents
the organismic response that mediates the effects of strategic and technological inputs on customer satisfaction. Based on
this theoretical reasoning, the following hypotheses are proposed:

H4:  Service  quality —mediates  the  relationship — between  FinTech — and — customer  satisfaction.
H: Service quality mediates the relationship between marketing strategy and customer satistaction.

Research Methodology

A research design provides a systematic framework that specifies the procedures and techniques required to address the
research objectives effectively (Bougle & Sekaran, 2019). In alignment with the aims of this study, a quantitative research
approach was adopted to empirically examine the relationships among the proposed constructs. Quantitative methods
are particularly suitable for hypothesis testing, allowing for objective measurement and statistical generalization across
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contexts. Data were collected using structured survey instruments designed to capture respondents’ perceptions of
FinTech, marketing strategy, service quality, and customer satistaction.

This study employed a descriptive, cross-sectional research design. Descriptive research focuses on identifying patterns,
relationships, and associations among variables as they exist within a defined population at a single point in time
(Elkheloufi et al., 2025). The quantitative nature of this design enables researchers to test theoretically grounded
hypotheses and draw generalizable conclusions based on empirical evidence. Furthermore, cross-sectional designs are
widely used in banking and service research due to their efficiency and suitability for examining customer perceptions.
The flexibility of quantitative data handling also enhances reliability through statistical comparison, replication, and
robustness testing.

Given the sensitive and confidential nature of banking information, accessing the full population of bank customers is
both impractical and ethically constrained. Collecting data from an entire population would require substantial time, cost,
and institutional access, which are often unavailable to researchers. Consequently, sampling was employed as a practical
and scientifically acceptable alternative. A population is defined as the complete set of individuals or units relevant to a
particular research inquiry (Sekaran & Sekaran, 2019). Sampling allows researchers to draw valid inferences about a
population by studying a representative subset, provided that appropriate sampling techniques are applied.

The target population for this study consisted of customers of commercial banks operating within the study context.
Identifying the population in advance 1s essential to ensure that collected data align with the research objectives and that
respondents possess relevant experience with banking services. Selecting an appropriate sample size is a critical
methodological decision, as it directly influences the reliability and validity of statistical analyses. Prior methodological
literature suggests that a minimum sample size of 300 respondents is generally sufficient for robust factor analysis and
structural modeling (Harlow, 2002). Sekaran and Sekaran (2019) further recommend sample sizes ranging between 30
and 500 for most quantitative studies. Based on Krejcie and Morgan’s (1970) sample size determination table, a
population of approximately eight million requires a minimum sample of 384 respondents to achieve adequate
representativeness.

To enhance generalizability, this study utilized probability sampling, which ensures that each member of the population
has a known and non-zero chance of selection (Sekaran & Bougie, 2010). Specifically, a multi-stage cluster sampling
technique was adopted. This method 1s particularly appropriate for large and geographically dispersed populations where
a complete sampling frame 1s unavailable (Sahu, 2018). The Klang Valley region was selected as the study area, and
clusters were formed based on geographic and administrative divisions. In multi-stage sampling, clusters are selected first,
followed by the random selection of respondents within each cluster. This approach improves representativeness while
maintaining feasibility given resource constraints (Delice, 2010).

The unit of analysis for this research was the individual bank customer. Units of analysis in social science research may
include individuals, organizations, or interactions; however, this study focused exclusively on individual perceptions of
banking services. Data collection targeted customers who actively use banking services and are therefore capable of
evaluating FinTech applications, marketing initiatives, service quality, and overall satisfaction.

Data were collected using a structured questionnaire divided into two primary sections. The first section gathered
demographic information, including gender, age, income level, occupational position, educational background, and work
experience. These variables were included to provide contextual understanding of the sample characteristics. The second
section comprised measurement items related to the study constructs and was subdivided into four components
corresponding to FinTech, marketing strategy, service quality, and customer satisfaction.

Instrument validity was ensured through content and face validity procedures. Face validity involves assessing whether the
questionnaire items adequately represent the constructs being measured and are understandable to respondents
(Elkheloufi et al., 2025). All perceptual items were measured using a five-point Likert scale ranging from 1 (“strongly
disagree”) to 5 (“strongly agree”). The five-point scale was selected due to its widespread use in social science research
and its effectiveness in reducing respondent fatigue while maintaining measurement accuracy (Sachdev & Verma, 2004).
Additionally, five-point scales facilitate ease of comprehension and improve response consistency compared to scales with
a larger number of response categories (Dawes, 2008).

The questionnaire items were adapted from previously validated measurement scales to ensure reliability and construct
validity. Minor wording adjustments were made to align the items with the banking context and the objectives of the study,
while preserving their original conceptual meaning. The final questionnaire consisted of 63 items in total. Marketing
strategy was measured using a 25-item scale adapted from Al-Dmour (2018). Service quality was assessed using a 16-item
scale derived from the SERVQUAL model developed by Parasuraman et al. (1988). FinTech was measured using a 5-
item scale adapted from Ahmad et al. (2020), while customer satisfaction, the dependent variable, was measured using a
6-item scale developed by Eisingerich et al. (2014).

Conclusion

This study provides empirical evidence that customer satisfaction in the banking sector is not driven by isolated managerial
or technological initiatives, but rather by the combined and interdependent effects of FinTech adoption, marketing
strategy, and service quality. By integrating these constructs within the Stimulus-Organism-Response (S-O-R) framework,
the research advances a holistic understanding of how external strategic and technological stimuli shape customers’
internal evaluations of service quality, which subsequently influence satisfaction outcomes. The findings reinforce the
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argument that service quality plays a pivotal mediating role, translating both FinTech capabilities and marketing efforts
mto meaningful customer experiences.

The results confirm that FinTech exerts a significant positive influence on customer satisfaction, both directly and
indirectly through service quality. This outcome highlights the growing importance of digital banking solutions in
enhancing convenience, personalization, accessibility, and transaction security. Technologies such as mobile banking
applications, automated services, and real-time notifications enable banks to meet customers’ expectations for efficiency
and flexibility. However, the findings also suggest that technological adoption alone is insufficient to guarantee high
customer satisfaction. Without corresponding improvements in service quality—such as system reliability, responsiveness,
and customer support—the benefits of FinTech may not be fully realized. This underscores the necessity for banks to
align technological investments with service quality management practices.

Similarly, the study demonstrates that marketing strategy significantly influences customer satisfaction, validating the
relevance of the extended 7Ps marketing mix within the banking context. When treated as an integrated construct,
marketing strategy contributes to shaping customer perceptions, expectations, and evaluations of banking services. The
results suggest that elements such as service processes, employee behavior, and physical or digital service environments
are as influential as traditional marketing components like pricing and promotion. Importantly, the study reveals that
marketing strategy also affects customer satisfaction indirectly through service quality. This finding clarifies inconsistencies
in prior research by showing that marketing initiatives are most effective when they enhance customers’ perceptions of
service excellence rather than functioning as 1solated promotional activities.

One of the most significant contributions of this study lies in establishing service quality as a mediating mechanismbetween
FinTech, marketing strategy, and customer satisfaction. The mediation results indicate that service quality serves as the
primary channel through which strategic and technological inputs are converted mnto positive customer outcomes. From
a theoretical perspective, this reinforces service quality’s role as a central construct in service management literature and
extends its application within digital banking environments. By empirically validating the mediating function of service
quality, the study addresses a notable gap in banking research, where service quality has often been examined only as a
direct predictor of satisfaction.

The findings also carry important managerial implications for banking practitioners. First, banks should avoid viewing
FinTech implementation as a purely technological upgrade. Instead, FinTech initiatives must be embedded within a
broader service strategy that prioritizes usability, reliability, and customer support. Employee training becomes critical in
this regard, as staff members play a key role in facilitating customer interactions with digital platforms. Concerns related
to job insecurity and resistance to automation, if left unaddressed, may undermine service quality and negatively affect
customer satisfaction. Therefore, banks should adopt change management strategies that equip employees with the skills
and confidence needed to operate in technology-enhanced service environments.

Second, marketing managers should recognize that customer satisfaction is not achieved through promotional intensity
alone. The study suggests that alignment between marketing promises and service delivery is essential. Overpromising
through marketing communications without delivering consistent service quality may erode customer trust and
satisfaction. Consequently, banks should ensure coherence between their marketing messages, service processes, and
actual customer experiences. Integrating customer feedback mechanisms into marketing and service design processes can
further enhance responsiveness and service improvement efforts.

From a strategic standpoint, the study highlights the need for cross-functional coordination within banks. FinTech
development, marketing strategy formulation, and service quality management should not operate in silos. Instead, these
functions must be coordinated to create a seamless and consistent customer experience across digital and physical
touchpoints. Such integration is particularly important in highly competitive banking markets, where customers can easily
switch providers based on perceived service shortcomings.

Despite its contributions, this study is subject to several limitations that open avenues for future research. First, the cross-
sectional research design captures customer perceptions at a single point in time, limiting the ability to assess changes in
satisfaction over time. Future studies could employ longitudinal designs to examine how customer satisfaction evolves as
FinTech adoption and marketing strategies mature. Second, the study focuses on commercial bank customers within a
specific geographic context, which may limit generalizability. Comparative studies across countries or between
conventional and Islamic banks could provide deeper insights into contextual differences.

Additionally, future research could explore moderating variables such as customer demographics, digital literacy, or trust
n technology, which may influence the strength of the relationships identified in this study. Investigating specific FinTech
applications—such as artificial intelligence-based customer service or blockchain-enabled transactions—could also yield
more granular insights. Finally, qualitative approaches, including interviews or focus groups, may complement quantitative
findings by capturing richer customer perspectives on service quality and satisfaction in digital banking environments.

In conclusion, this study demonstrates that achieving high customer satisfaction in the contemporary banking sector
requires more than technological innovation or marketing effort alone. Sustainable customer satisfaction emerges from
the synergistic interaction of FinTech adoption, strategically aligned marketing practices, and consistently high service
quality. By positioning service quality as a central mediating mechanism, the research offers both theoretical advancement
and practical guidance for banks seeking to strengthen customer relationships and maintain competitive advantage in an
increasingly digital financial landscape.
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analyzed i aggregated form to ensure anonymity and privacy. The research procedures complied with institutional
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