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The systematic review looks at the elements that influence consumer switching 
behavior in the retail banking industry, which includes fintech companies, online 
platforms, and traditional banks. Financial institutions must concentrate on pricing 
tactics, service quality, and cutting-edge product offerings in a competitive market 
to keep clients. Key factors influencing consumer switching behavior, including 
service quality, pricing competitiveness, digital banking capabilities, and customer 
satisfaction, are identified in this study through a systematic literature review (SLR) 
of six chosen papers published between 2020 and 2024. It also draws attention 
to retention obstacles like subpar customer service and a lack of alignment with 
customer values. The study suggests methods for lowering customer attrition in 
order to address these issues, such as raising service standards, cutting banking 
costs, enhancing digital products, and matching customer expectations. This 
review identifies gaps in the literature and provides retail banks with actionable 
suggestions to reduce attrition and enhance customer loyalty by combining insights 
from various geographic contexts. For financial institutions looking to adjust to 
changing customer preferences and cultivate enduring partnerships in the retail 
banking sector, the findings offer insightful advice.
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1 Introduction

Retail banking is a competitive and dynamic atmosphere in which customer loyalty is 
highly fragile (Berger et al., 2020; Kamath et al., 2020). Financial institutions are striving to 
cope with the demands of consumers, and awareness of the factors that impact the ability of 
consumers to switch banks has become significant (Zhou et al., 2020). The switching behavior 
denotes the process of terminating their relationship with the bank and re-establishing their 
account with the other banks. This behavior impacts the profitability of banks as well as their 
market share. It is necessary for banks to cope with action by means of motivation. Customer 
switching behavior in retail banking is a vital idea that directly influences a bank’s stock and 
share in the market (Zhou et  al., 2020). Translating customer attrition entails educating 
findings on multiple parameters, such as service quality, charges, advancements in technology, 
and customer situations in the Middle East (Sangeetha, 2021). Service quality is a significant 
factor in the consumer retention as well as switching behavior. As the bond between banks 
and their customers deepens, it is becoming more evident that emotional ties play a vital role 
in driving customer satisfaction and loyalty across the world. This highlights the importance 
for banks to focus on providing high-quality service and fostering positive emotional 
relationships with their clients.
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In the modern era, numerous factors have contributed to the bank 
switching behavior of consumers (Lu and Wung, 2021). The rapid 
evolution of technology has resulted in consumer interactions with 
banking institutions (Heckel and Waldenberger, 2022). The emergence 
of digital banking has provided consumers with high access to 
information as well as services. It permits them to construe the 
decision associated with the banking relationship. In addition, the 
competition among financial institutions has led to aggressive 
marketing strategies (Roberts-Lombard and Petzer, 2021). This 
resulted in the attraction of new consumers and thereby increased the 
loyalty of the consumers.

Service industry contributes to a greater proportion of the world 
economy (Mainardes et  al., 2020). Service providers are highly 
concerned with the retention of consumers (Völcker and Stenfelt, 
2021). This is due to the negative impact of consumer switching, likely 
the minimized market share, high costs and impaired profitability. In 
addition, the retention of the consumer resulted in the perceptual, 
motivational and consequences of behavior that benefitted banking 
institutions. Loyal consumers are less likely to be  inspired by the 
search for information on the basis of alternatives, are resistant to 
persuasion in terms of competitors and are engaged in WOM in 
Nigeria (Mukerjee, 2020). These factors have significant impacts and 
provide the reason for the switching of consumers in Indonesia 
(Afandi, 2020). Switching behavior, consumer loyalty and retention 
are interrelated. Loyalty and retention have positive effects on banking 
institutions. In China, the negative consequence is the switching of the 
consumer from one bank to another (Zhao et al., 2024).

Most banks face challenges in retaining the consumer for 
regulating their marketing strategy. Pricing tactics are important in 
affecting customer decision to change banks. Customers are now more 
aware of fees and costs, and may opt for banks with better prices or 
extra services. In India, acquiring new customers costs more than 
keeping current ones. Banks need to find a good balance between 
pricing tactics and the value they provide to customers, in order to 
keep them loyal and prevent them from leaving. Additionally, 
attracting new consumers is four to five times more expensive and 
necessitates greater effort than the growing relationship with 
consumers in India (Kamath et al., 2020). The associations among 
consumer and banking institutions are substantial in India (Biswas 
et al., 2022). It needs to be sustained continuously in a consistent 
manner and thereby permits consumer loyalty. Hence, loyalty aids in 
retaining reliable consumers. Additionally, consumer attraction is 
necessary for the growth of banks. In the case of an economic crisis, 
stable consumers can detect strata and support the maintenance of a 
reliable business.

Accelerating global development has resulted in the hurdles of 
banking institutions among potential as well as existing consumers. 
Stable action is to be ensured in the competing global market, and 
thereby, banks develop strategies according to consumer orientation. 
It denotes the uninterrupted interaction among the bank and the 
consumers. These relationships should be  started and maintained 
consistently. The key for retaining consumers is to ensure that they are 
satisfied in the way that they would desirably travel with the bank in 
the long term, buy greater numbers of products as well as services 
according to their needs and recommend their banks among peer 
groups in South Korea (Yoon and Lim, 2021). Moreover, consumer 
loyalty aids in improvising the image of banks and acts as an 
advertisement source that can cope with the similar products and 

services of the competing bank even if they deliver a high number of 
favorable services, which are likely grace periods as well as high 
interest rates in Romania (Mistrean, 2021).

The manifestation of switching intention lies in the usage behavior 
of consumers. The intention is demonstrated as the willingness to 
switch, and it concentrates on the act of switching behavior. When 
there is higher satisfaction, the switching variable does not have a 
noteworthy effect on consumer transactions with retail banks. In 
contrast, with lower satisfaction, switching behavior does not have a 
noteworthy effect on the user intention of retail banks. The knowledge 
of the switching behavior is crucial since it leads to the loss of the 
revenue transaction from the specific consumer (Haralayya, 2021).

Customer loyalty, retention, and switching behavior are closely 
connected. Loyalty and retention benefit banking institutions, whereas 
switching behavior can have adverse effects. Customers who are loyal 
are less likely to be influenced by rival banks and are more inclined to 
spread positive feedback. Recent studies in Nigeria have demonstrated 
the significant impact of word-of-mouth on customer perceptions and 
decisions. Understanding the relationship between these aspects is 
crucial for banks aiming to create effective retention strategies. 
Intentions to switch can be observed in consumer behavior, indicating 
a readiness to change banks. Awareness of switching behavior can help 
banks identify opportunities for enhancement and create focused 
retention strategies.

The push-pull-mooring model is used as a theoretical framework 
to explain customer switching behavior in retail banking. This model 
divides factors affecting switching decisions into push factors (e.g., 
dissatisfaction), pull factors (e.g., better offers), and mooring factors 
(e.g., inertia or perceived costs). Implementing this model in future 
research on customer behavior in retail banking can help financial 
institutions improve their strategies to boost customer loyalty and 
reduce attrition. This model explains the interaction between 
dissatisfaction, alternative attraction, and change barriers. In contrast, 
the Theory of Planned Behavior highlights the role of psychological 
and social factors in determining behavior. It argues that behavior 
switching is determined by consumers’ attitude toward switching (e.g., 
perceived benefits or penalties), subjective norms (e.g., social influence 
or advice from friends), and perceived behavioral control (e.g., 
difficulty or simplicity of switching). Together, these theories offer a 
complete conceptual framework for understanding the determinants 
and inhibitors of consumer switching in retail banking, both external 
factors and internal decision-making patterns.

Hence, a systematic literature review of consumer switching 
behavior in the retail bank industry will provide a briefer 
understanding of consumer behavior, which will aid in identifying the 
factors impacting the consumer decision to switch over banks. The 
synthesized outcomes of the research studies support defining the 
factors that guide banks for further development in the areas that are 
actually needed. It aids in pin-pointing the challenges that permit 
banks to frame strategies for retaining consumers and thereby 
mitigating their attrition. Regulations and policies might 
be  transformed to align consumer security and promote fair 
competencies in the global market. Effectual marketing strategies can 
be  implemented to improve the performance of banks 
against competitors.

The novelty of this research lies in its holistic and integrative 
approach to understanding consumer switching behavior in the retail 
banking sector. The conventional studies have examined individual 
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factors influencing switching, this systematic review provides a 
comprehensive and synthesized overview of the key drivers, 
considering their interplay and relative prominence. It provide updated 
knowledge in the diverse geographical context. Hence, this cross-
contextual perspective improvise the generalizability of the findings.

1.1 Research questions

An SLR must begin with a well-formulated research question that is 
composed of interventions to aid in decision-making procedures. This, 
in turn, determines the articles to be  incorporated into the review. 
Systematic reviews focus on identifying overall studies that address a 
particular question; hence, they provide an unbiased and balanced 
summary of existing scholarly works. The techniques utilized to 
recognize the studies for inclusion in SLR, created in a specific way to 
identify adverse studies that might be published in conference with 
marginal impact journals and not indexed in the bibliographic databases. 
This, in turn, reduces the number of undesirable studies in SLR because 
it can affect the outcomes of SLR. The search protocol or strategies for 
an SLR should be formulated so that it can answer the research question. 
This, in turn, implies that the search strategy should be delicate instead 
of specific. Alternative techniques need to be addressed; sometimes, 
widely held evidence usually comes from research design, which is not 
considered the highest level of evidence for a specific research question. 
Hence, the search strategy and protocol should be designed in a flexible 
manner for an SLR to answer the research questions. The duty of the 
investigator is to frame appropriate research questions.

RQ1: How has the retail banking landscape evolved specifically 
focusing on the digital technologies, competing pressure and 
consumer expectations?

RQ2: What are the factors that impact consumer switching 
behavior in retail banking?

RQ3: How does the implementation of consumer relationship 
strategies impacting the consumer loyalty in retail banking?

RQ4: Which strategies should be adopted for consumer retention 
in retail banking?

2 Research method

The well-known research approach is a systematic literature 
review. The most significant research endeavor is SLR, which is not 
simply a review of existing works. It responds to particular research 
questions. In other words, the SLR is a methodology that identifies 
studies; chooses and assesses contributions, analyses and synthesis 
data; and documents the evidence in such a manner, which in turn 
permits the conclusions to be drawn about what is known and not 
known. The SLR is different from the other narrative reviews in that it 
adopts a more well-defined and rigorous review process, which in turn 
involves following the standards for comprehensive searches for every 
significant study. In addition, the replicability of the SLR allows the 
audit trail of all the investigators’ research procedures to be delivered 
in a transparent and scientific manner. The SLR utilizes rigorous and 

well-defined criteria to recognize, evaluate and amalgamate the list of 
studies published in peer-reviewed literature. In addition, the SLR can 
also use the gray literature. The gray literature is described as any 
material not easily recognized by means of a well-established 
bibliographic database or index such as a thesis, on-going research 
papers, reports or newsletters. The SLR intends to resolve specific 
research questions, test theories and hypotheses, and restrict systematic 
bias or error at similar times. Therefore, the SLR is a scientific tool 
rather than a simple discussion of the literature (Thomé et al., 2016). 
This SLR follows the PRISMA guidelines for performing review.

The PRISMA (Preferred Reporting Items for Systematic reviews 
and Meta-Analyses) has been established recently to increase systematic 
review reporting quality and is utilized by the majority of journals and 
academic institutions across the world. The most commonly utilized 
reporting guidance for the SLR that encompasses the literature search 
component is the PRISMA statement (Parums, 2021). The PRISMA 
statement of the 2009 checklist involves the three items associated with 
the SLR. Primarily, it includes the reporting of a literature search that 
involves a description of the information sources, such as databases 
with coverage dates. Furthermore, it involves the entire electronic 
search strategy for the chosen database, which includes the limits 
utilized so that the process can be  repeated. Third, the number of 
scholarly works selected for the review process and the reasons behind 
this selection are depicted in a flow diagram (Rethlefsen et al., 2021).

The phases involved in the SLR protocol are enumerated in the 
following sections:

 • Phase 1: search strategy and protocol

This phase involves the identification of investigation data sources 
and the definition of search terms utilized.

 • Phase 2: inclusion criteria (IC) and exclusion criteria (EC)

This step involves the inclusion criteria and exclusion criteria to 
assign examination boundaries and abstract the most related studies.

 • Phase 3: article selection on the basis of PRISMA guidelines

The studies included in the SLR will be  those that satisfy the 
criteria defined in phase two.

 • Phase 4: quality assessment

The selected studies are critically evaluated and assessed on the 
basis of certain principles.

 • Phase 5: data analysis

On the basis of this analysis, the chosen papers are classified into 
various broad areas, such as consumer switching behavior in 
retail banking.

2.1 Search strategy and protocol

The search strategy was organized by choosing the source databases 
and appropriate search terms. The search for the SLR has been performed 
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by means of probe commands, “(customer satisfaction) or (service 
quality) AND (banks) or (bank switching) AND (retail banking) OR 
(switching behavior) OR (bank switching) NOT (corporate banking). 
Additionally, all the papers for the SLR were included on the basis of 
particular inclusion criteria, such as articles relevant to the research topic; 
moreover, the specific papers were removed with respect to specific 
exclusion criteria, such as papers published before 2020 and papers in 
languages other than English. The inclusion and exclusion criteria for the 
current study are presented in Tables 1, 2.

2.2 Inclusion and exclusion criteria

IC:
The inclusion criteria were utilized to determine which articles 

must be included in the SLR for analysis, and the criteria utilized in 
this SLR are listed below:

 • The paper must consider research papers, literature reviews and 
review papers that were published after 2020 and should contain 
the appropriate content.

 • The complete research work should be  associated with the 
research area or the objectives of research.

Therefore, only academic papers published from 2020 to 2024 
were taken into account for the SLR. This specific time frame was 
chosen to focus on the most recent research and trends concerning 
consumer switching behavior. The studies had to exhibit a suitable 
research methodology and deliver clear conclusions to be considered 
for inclusion. This requirement guarantees that the chosen papers are 
grounded in strong research principles and offer valuable insights on 
the subject. Articles needed to be relevant to consumer switching 

behavior in the retail banking sector to be included in the review. This 
ensures that the focus of the review remains on the specific area of 
interest. Only studies that were published in English were incorporated 
into the review. This choice was likely made to align with the language 
proficiency of the researchers and maintain a uniform understanding 
of the selected papers. Conversely, papers released before 2020 were 
not part of the review. This decision was probably made to provide an 
up-to-date analysis of the topic, reflecting recent developments in the 
banking industry and consumer behavior. Studies that lacked a 
suitable research methodology were excluded from consideration. 
This helps to eliminate papers that may be poorly executed, lack rigor, 
or produce unreliable results. Studies that were not pertinent to the 
research topic were also excluded. This step prevents the inclusion of 
papers that may have tangential connections but do not directly 
address consumer switching behavior in retail banking. Studies 
published in languages other than English were not included in the 
review. This could narrow the scope of the review but ensures 
consistency and avoids potential translation challenges.

EC:
The exclusion criteria must be utilized to determine which articles 

must be omitted from the SLR. The exclusion criteria are as follows:

 • Articles or papers that were duplicate reports or papers of similar 
research studies were included.

 • Informal literature reviews have no suitable research questions, 
no defined search process or proper data extraction process.

 • If the paper or research work is written in other languages instead 
of English.

The inclusion and exclusion criteria for the SLR are depicted in 
Table 1 below.

TABLE 1 Inclusion and exclusion criteria for choosing appropriate papers.

S. no Major considerations IC EC

1. Time-stamp Papers (published from 2020 to 2024) Papers (published prior to 2020)

2. Investigation accomplished Studies comprising of appropriate research 

methodology and conclusions.

Studies that contains no appropriate research methodology 

will be excluded.

3. Kind of modality Studies related to the consumer switching behavior in 

retail banking

Studies which are irrelevant to the research topic.

4 Language Studies published in English Studies published in other languages

TABLE 2 Summary of the phases of assessing and choosing relevant papers for the SLR.

Filtration levels Technique Assessment standards

Identification of relevant studies Decide all the related studies from database. Search terms are included

Identification of relevant studies in 

stipulated time period

The removal of studies performed based on 

publication date.

Exclude the studies that are published before 2020.

Employing 1st filtration Choosing only related research titles to the 

keywords

If the title of the research consist of inputted keywords, like “switching in retail 

banking,” “consumer satisfaction and service quality”

Employing 2nd filtration Removing repeated or duplicated results If two papers or more than that resembles the single paper, then duplicated 

publications or papers were abandoned.

Employing 3rd filtration Selecting only related results based on the 

abstract

If the abstract of the study seems relevant to present research, it is included or 

else it will be excluded.
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2.3 Article selection on the basis of PRISMA 
guidelines

The table below lists the steps involved in evaluating and selecting 
the relevant papers, articles or reviews for the SLR. The filtration levels 
or stages used to refine all the papers are described in Table 2.

In accordance with the process of study selection, which is 
illustrated in Figure 1, nearly 78 papers were identified after the 
publication venues were identified. Among those research papers, 
few papers are neglected or excluded on the basis of publication 
date and other languages, and approximately 52 research papers are 
considered. Furthermore, the studies are eliminated on the basis of 
appropriate input keywords and titles to 32 papers. The papers are 
refined on the basis of the title and abstract using the eligibility 
criteria. Moreover, by applying the fourth filtration, the studies 
were refined to 15 papers as the final ones. In this stage, the 
abstracts of the studies are read and then assessed to exclude 
irrelevant research papers. Once this evaluation was performed, the 
number of research papers was minimized and refined for review 
analysis to 6. Figure 2 illustrates the PRISMA guidelines for the 
search process.

This SLR follows PRISMA guidelines to perform the review. 
Systematic reviews usually lack awareness of standard guidelines, 
which in turn makes the review scientifically acceptable and replicable. 
The PRISMA delivers the typical peer-accepted methodology, which 
utilizes a checklist of guidelines. The PRISMA guidelines followed by 
this SLR provide quality assurance of the revision procedure. This SLR 
executes on the basis of the selection of study criteria, search 
procedures, and data extraction and analysis techniques. Figure 3 
represents the PRISMA guidelines for the search process, detailing the 
flow of papers through identification, screening, eligibility assessment, 
and final inclusion, beginning with 73 papers identified through 
electronic databases and 5 additional papers through manual 

searching. After removing duplicates and papers published before 
2020, 52 papers were identified. Screening based on title and abstract 
using eligibility criteria resulted in 32 papers, with 20 being excluded 
for lacking proper methodology. Full-text articles were assessed for 
eligibility, resulting in 21 papers, and after excluding 9 papers with no 
proper inferences, duplication, or focus on education, 6 studies were 
included with respect to the eligibility criteria.

2.4 Quality evaluation

The topic relevancy was appraised in accordance with the 
exclusion and inclusion criteria. All 78 selected papers are carefully 
considered with specific parameters. Each of the eligible papers 
encompasses an analysis of consumer switching behavior and the 
factors impacting consumers’ attitudes toward switching in 
retail banking.

All appropriate papers for review perform the empirical 
analysis. Their outcomes are tabularized. These are projected as 
graphs in the following sections. Tables and graphs are produced 
through the use of several parameters that follow the research 
questions, which are framed below. The 15 papers selected from this 
selection knowledge are retrieved and evaluated critically on the 
basis of three kinds of quality evaluation questions, as 
described below.

Q1: Do the paper cover out relevant research work and does it 
explore research topics comprehensively?

Q2: Does paper offers clear implication with justifiable outcomes 
and their conclusions?

Q3: Do the articles, papers or reviews provide future directions?

Search strategy and protocol

Inclusion and exclusion criteria

Article selected on the basis of PRISMA

Quality assessment

Data analysis

FIGURE 1

Methodology.
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Any selected paper from among those 15 papers that had “yes 
answers to three of these evaluation criteria” questions was included 
in the SLR. Of the 15 selected papers, 6 fulfil these norms.

These research studies show that there are various important 
factors that can impact a customer’s choice to change banks, such 
as their satisfaction, trust, service quality, fees, circumstances that 
force them to switch, and the appeal of other options. Demographic 
traits, service errors, pricing problems, refusals of service, ease of 
use, and the range of products available also have a significant 
influence on this decision. It is crucial for banks to comprehend 
these factors if they want to improve customer loyalty and draw in 
new clients by providing an open, prompt, and effective banking  
service.

2.5 Data analysis

Every single selected paper selected for this SLR study is analysed 
in accordance with scope, topic area, summary of research questions 
and answers, and author and country information. On the basis of this 
analysis, the chosen papers are classified into various broad areas, such 
as implications and prospects regarding consumer switching behavior 
in retail banking.

The guiding principles of selecting six papers for the systematic 
literature review (SLR) rested on the exercise of due diligence to 
formulate a systematic, transparent and repeatable process in 
accordance with PRISMA guidelines. The key selection consideration 
was that these were papers published between 2020 and 2024 to reflect 

Relevant studies from 

database 78 papers 

collected 

Elimination of studies on the basis 

of publication date and other 

languages 52 Papers remaining

Elimination of studies on basis of 

research titles, abstract and its 

keywords

• No appropriate content 
(n=27)

• No proper 
methodology (n=8)

• No investigational 
validation (n=7)

• Reported none of the 
outcomes of interest 
(n=2)

• Abstract(n=2) 

No of refined papers: 6

FIGURE 2

Process of study selection.
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recent thinking around consumer switching behavior in retail banking 
and to also ensure the papers responded directly to the research 
question querying the factors that drive switching behavior. There was 
an emphasis placed upon methodological rigor, and only studies that 
employed robust analytical tools, including frameworks, such as the 
Push-Pull-Mooring Model and the logistic regression, were included. 

The papers presented studies in diverse geographical contexts (Malaysia, 
Kuwait, Cyprus, India and the UK), and offered a comparative lens on 
consumer behavior across different banking markets. In addition to this, 
only empirical studies with robustly documented data collection 
processes were selected for the purposes of ensuring that studies were 
based on observable findings, rather than conjecture. Taken together, 

Papers recognized through electronic 

database namely, 73

Extra papers identified through manual 

searching - 5 

Overall papers identified - 78

Papers identified after removing duplicates and published before the year 2020 – 

(52)

Papers screened based on title and abstract 

using eligibility criteria (32)

Papers excluded (20) because 

it is not composed of proper 

methodology with respect to 

research on neighborhood 

quality and its impact on 

residential land value

Full-text article assessed for eligibility (21)
Papers excluded (n= 9) with 

no proper inferences, 

Duplication, education 

stream

Studies included in the 

Eligible criteria

(n = 15)

After comprehensive 

analysis, Studies included 

with respect to eligibility 

criteria (n=6)

Sc
re
en
in
g

El
ig
ib
ili
ty

In
cl
ud
ed

Id
en
tif
ic
at
io
n

Exclusion of full-text articles 
based on abstract and no 

proper methodology (n=9)

FIGURE 3

PRISMA guidelines for the search process.
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the selected papers represent a wide variety of factors effecting switching 
behavior, including service quality, pricing, technology adoption and 
emotional attachments. The selected papers also demonstrated diversity 
in methodological sophistication, while recognizing multiple global 
contexts. These papers make the literature review richer, but also offer a 
high degree of representation of what is happening in the overall 
academic landscape on consumer switching behavior in retail banking 
(Table 3).

The process of shortlisting six papers for the SLR was done in a 
rigorous and transparent manner to reduce selection bias and provide 
an inclusive representation of consumer switching behavior in retail 
banking. Following PRISMA guidelines, we  adopted stringent 
inclusion criteria that were limited to empirical studies with direct 
application to our research question, giving importance to critical 
determinants like service quality, price, technology, and emotional 
connections. The search was made in several databases (e.g., PubMed, 
Scopus, Web of Science) using a well-selected set of keywords and 
Boolean operators, facilitating the capture of a broad range of relevant 
studies but excluding less methodologically sound studies or studies 
related to other issues. In addition, the chosen articles provide varied 
geographic settings namely, Malaysia, Kuwait, Cyprus, India, and the 
UK providing insights into consumer conduct in various banking 
markets and minimizing geographic bias. By giving priority to recent 
articles that have been published between 2020 and 2024, the present 
study was able to ensure that our results are representative of the 
current trends and issues in the sector. Overall, these papers cover 
prevalent drivers of switching behavior, and together they present a 
balanced investigation of both classic and new drivers. Therefore, even 
though few studies were reviewed, the systematic approach guarantees 
that the chosen papers give a solid platform for interpreting consumer 
switching behavior in retail banking.

3 Comprehensive analysis of articles 
concerning the assessment of the 
switching behavior of consumers in 
retail banking

3.1 Factors impacting consumer switching 
behavior in the banking industry

The growth and maintenance of sustainable associations with 
consumers are necessary for banking institutions to construe their 

profits and cope with the competing environment. An existing study 
conducted in Malaysia (Zhao et al., 2022) explored the determinants 
impacting the switching behavior of individuals in retail banking. An 
analysis of the 312 respondents provided a framework for retaining 
consumers. The analysis was conducted through CFA, EFA and the 
logit and probit systems. The outcome concludes that switching costs, 
inconvenience, effectual advertising from competitors and price 
factors impact consumer retention behavior in the retail banking 
industry. Furthermore, a prevailing study conducted in Kuwait 
(Ghamry and Shamma, 2022) revealed that with increasing 
competition, banks face numerous challenges in consumer retention, 
as they have several opportunities to switch one bank to another. 
Banks deliver similar products as well as services, and consumers 
prefer banks that provide favorable services. Logistic regression is 
employed to evaluate the factors impacting the switching behavior of 
consumers. Empirical research reveals that service reliability, service 
convenience and technology are significant factors impacting the 
switching behavior of consumers in Cyprus (Georgiou et al., 2024). 
Compared with new fresh consumers, loyal consumers are considered 
highly profitable, as they utilize services and WOM and can resist the 
offers provided by competitors. These factors help bank managers 
direct their resources to the effectual pathway for retaining consumers 
and thereby increasing profits in India (Sandhu and Arora, 2022).

Digital transformation is also a substantial factor impacting 
switching behavior in Italy (Filotto et al., 2021). Mobile platforms such 
as e-commerce platforms exhibit a transfer cost law. The prevailing 
studies conducted in China (Yang et al., 2020) have adopted the VSL 
framework to explore the determinants of risk in e-commerce 
applications. An online survey was conducted to demonstrate user 
loyalty, transfer intention and costs. The outcome of the analysis 
concludes that the greater the perceived value is, the lower the 
perceived risk, leading to higher satisfaction among the users in 
Greece (Krasonikolakis et al., 2020). User satisfaction increases user 
loyalty. In contrast, the greater transfer cost with user loyalty ultimately 
minimizes the transfer intention of the users.

3.2 Consumer relationship management in 
retail banking

Information technology has become a significant driver of the 
economic development of the nation. In numerous industries, such as 
banking, power has transitioned from producers to consumers in 
terms of services, goods, distribution channels and promotions. To 
survive in the competing industry, the bank is not only required to 
increase service quality and satisfies the nonfinancial requirements of 
consumers to retain loyalty and trust. Research in Vietnam (Nguyen 
et al., 2020) has investigated the associations and impacts of switching 
costs, consumer satisfaction and service quality on consumer trust in 
the retail banking industry. Multivariate linear regression was used to 
evaluate the five main factors of service quality, namely, responsiveness, 
reliability, empathy, service capacity and tangibility. These factors are 
positively correlated with consumer satisfaction. By increasing the 
quality of services with the five main factors, the tangibility and 
capacity of retail banks can be improved. It can satisfy the consumer 
better. Additionally, consumer satisfaction is positively correlated with 
consumer loyalty. If consumers are satisfied with banking services, 
they not only continue their relationship with banks but also suggest 
banks to their peer groups. In conclusion, consumer loyalty has a 

TABLE 3 Summary of PRISMA flowchart.

Search strategy Details

Databases PubMed, Scopus, Web of Science, Google Scholar

Keywords

Consumer switching behavior, retail banking, customer 

retention, service quality

Boolean operators AND/OR used for refining searches

Inclusion criteria

2020–2024 publications; empirical studies; focus on 

switching behavior

Exclusion criteria

Non-relevant topics; theoretical-only papers; non-

English articles

Screening process Title/abstract screening; full-text review

Final selection Six papers meeting criteria

https://doi.org/10.3389/fcomm.2025.1548050
https://www.frontiersin.org/journals/Communication
https://www.frontiersin.org


Batmunkh 10.3389/fcomm.2025.1548050

Frontiers in Communication 09 frontiersin.org

positive correlation with switching behavior, which means that 
consumers tend to be loyal to their favorable bank if the barrier to 
switching banks is elevated in Zimbabwe (Makudza, 2020).

Satisfaction refers to consumers’ feelings when their consumption 
satisfies their expectations, needs and goals in an interesting and 
pleasant way in Australia (Ferm and Thaichon, 2021a). These concepts 
prove that satisfaction is the intermediate among consumer 
expectations and perceived quality in the Euro area (Klein, 2020). The 
satisfaction level relies on the differential level between the perceived 
expectation and performance. The consumer will be dissatisfied when 
perceived performance is comparatively less than the expectation of 
the consumer. Loyalty is the result of satisfaction, which has been 
mentioned in numerous studies. Consumer satisfaction has been 
directly associated with loyalty through commitments. It is termed the 
predominant factor of consumer loyalty. The cost of attracting new 
consumers is 5 times greater than that of consumer retention in 
banking. Moreover, the profit of the bank is closely related to 
consumer loyalty and retention. Henceforth, banks should develop 
sustainable and profitable relationships with consumers to survive in 
the competitive environment. An in-depth association between 
profitability and consumer loyalty in the banking industry has been 
reported. Specifically, consumer loyalty is considered enterprise 
property in retail banking.

3.3 Consumer retention in retail banking

In the digital era, trust violations are severe factors that eliminate 
trust. Research conducted in the United Kingdom (Ahmed et al., 
2020) investigated service provider perceptions of banking 
institutions and the restoration of consumer trust in retail banks. 
Almost 20 frontline employees are responsible for consumer 
management at banking institutions. The thematic analysis reveals 
that the outcomes are in the form of a restoration model. The themes 
provide the framework for the restoration of consumer trust. 
Initially, banks adopt transparency in operations. It reveals the key 
factors of appropriation on the basis of lending and supplementary 
banking actions. Policies and regulations subsequently aid in 
strengthening the banking relationship, which improves consumer 
engagement to support small businesses. Additionally, the efficacy 
of the operation can be promoted through sufficient investment in 
technological deployment. Some of the practices implemented by 
retail banking are complicated, and it is tedious for consumers to 
understand them in Bangladesh (Hossain et al., 2023). Finally, sales 
before service are considered to be  more incompatible with the 
industrial compliance of financial regulations.

Consumer retention in financial institutions can be achieved on 
the basis of the following criteria.

 • The strategic importance of the consumer in retail banking 
should be  considered. The bank must provide priorities to 
portfolio consumers, who are considered to be  strategically 
significant. They should provide high-value relationships to such 
clients. The retention costs of consumers might increase 
considerably because of their demands in banking institutions to 
implement services according to their requirements. It might 
negatively impact attractiveness and depreciate the strategic 
significance of consumers.

 • Consumer loyalty is a supplementary factor. When a consumer 
provides a high degree of loyalty, the banking institution might 
spend little on consumer retention for such consumers. 
Alternatively, if the consumer does not provide a high level of 
commitment with the retail banks, then the bank should deliver 
offers to such consumers for attraction as well as retention.

 • Several banking institutions are gaining more attention to retain 
consumers who have recently attracted more attention. The 
experts assessed that the consumer value over the lifetime 
relationship with the institution is greater for the recently 
attracted consumers than for the consumer who is attracted for 
the extended period. The elevated interest of new consumers is 
motivated because they are more prone to leave other institutions 
because they face dissatisfaction with their previous experience.

 • The retention of the consumer is challenging if they are serviced 
by more than one bank simultaneously. The consumer decision 
to retain the consumer requires several aspects. They are 
consumer value for purchases, consumer share, and the ability to 
increase consumer value and high costs for maintaining 
consumer relationships with banks.

Differences in the regional context

 • A study conducted in Kuwait (Ghamry and Shamma, 2022) 
emphasized the importance of delivering favorable services as a 
key factor in attracting and retaining customers in a highly 
competitive market.

 • A research study in India (Sandhu and Arora, 2022) highlighted 
the profitability of loyal customers and the importance of 
directing resources toward effective consumer retention strategies.

 • Studies in Zimbabwe (Makudza, 2020) and Australia (Ferm and 
Thaichon, 2021b) emphasize that consumer loyalty has a positive 
correlation with switching behavior.

Henceforth, the consumer satisfied with the services delivered by 
banks will never complain about them. The competitors might easily 
lure them by delivering better discounts, prices, and supplementary 
facilities, which helps them construct new relationships. These offers 
do not affect loyal consumers, as they wish to remain with the 
prevailing trusted bank and develop emotional bonds with them 
(Peong et al., 2021).

4 Research gaps

Few research gaps are identified in the prevailing studies on the 
factors impacting consumer switching behavior in the retail banking 
sector, and those gaps are as follows:

 • The existing research (Ahmed et al., 2020) lacks a comprehensive 
analysis of the trust violation parameters, which are considered 
to be the antecedents of trust.
The present research has incorporate an analysis of trust 
violations as a critical factor influencing consumer decisions to 
switch banks. By exploring specific trust-related issues (e.g., 
service failures, data breaches), the present study aim to provide 
insights into how these factors can lead to customer attrition and 
inform strategies for rebuilding trust.
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 • The prevailing research (Clark et al., 2024) focuses on the closure 
of retail banks and factors such as diverse types of zones and 
neighborhoods that impact branch closure. In contrast, the 
opening and closure hours of banks are not estimated.
The present research has examine the impact of bank operating 
hours alongside other operational factors on switching behavior. 
By analyzing how accessibility affects customer satisfaction and 
retention, and aim to provide actionable recommendations for 
banks to optimize their service availability.

 • The existing methods (Ferm and Thaichon, 2021b) involve the 
collection of a greater number of samples with irrelevant 
parameters. This may have caused the research to fail in the 
progress they attempted to achieve the effect of the switching 
behavior of retail banks.
The present study employ a targeted approach that focuses on 
relevant demographic and behavioral characteristics 
of consumers.

From, the above detailed analysis, the unresolved questions are 
extracted as follows:

 • How will the technologies shape customer expectations and 
influence their decisions to switch banks?

 • Which strategies are most effective in different contexts and for 
different customer segments?

 • What are the consequences of high customer churn rates for 
banks, and how does switching behavior affect consumers’ 
financial well-being?

5 Bibliometric analysis

Overall, six papers were chosen for the current SLR with the aid 
of the PRISMA guidelines. The year wise flow of overall nominated 
papers that address consumer switching behavior in retail banking is 
depicted in Figure 4.

Figure 4 reveals that the most recent papers published between 2020 
and 2024 are considered majorly for the present SLR analysis of the 
research factors impacting the switching behavior of consumers in retail 
banking. The figure highlights that the majority of the papers considered 
for the SLR were published between 2020 and 2024, emphasizing the 
focus on the most recent research concerning factors impacting 

consumer switching behavior in retail banking. Papers published 
between 2021 and 2022 (35%) were also significantly represented 
followed by 2022–2023 (34%) while a smaller number of papers from 
2020 to 2021 (33%) were included in the analysis, indicating a 
comprehensive review of literature within the specified timeframe.

Figure 5 illustrates consumer switching behavior in the UK 
retail banking sector. Service quality is the most significant factor, 
accounting for 30% of the reasons consumers switch. High charges 
are also a major concern, representing 25% of the switching 
drivers. Competency (22%) and technology (18%) are also 
important, while perceived risk has the least impact, at 5%. This 
suggests that consumers prioritize reliable service and reasonable 
costs, and are also influenced by the competence and technological 
capabilities of the service provider. Perceived risk plays a smaller 
role in their decision to switch. Most of the studies indicate that 
service quality is a dominant factor, followed by high charges. Only 
a few studies reveal that competency, technology and perceived 
risk impact the ability of consumers to switch over other banks.

6 Discussion

Customer switching behavior in the retail banking industry is a 
complex occurrence affected by various interconnected factors. In 
order to enhance customer retention strategies in a growingly 
competitive market, banks need to comprehend these influences. The 
significant reason for switching banks in the retail banking sector. 
There are numerous key drivers for consumer switching behavior in 
retail banks to improve the retention strategies of consumers.

6.1 Service quality

Service quality is the dominant factor impacting the consumer’s 
ability to switch over banks. This encompasses a range of elements 
within the banking sector, from the efficiency and precision of 
transactions to the responsiveness and attentiveness of employees. 
Clients demand seamless and dependable service; failure to meet these 
demands may result in them looking for alternatives. Inadequate 
assistance, a lack of empathy, and impersonal communication from bank 
staff can be especially harmful. Clients appreciate feeling understood and 
valued; if interactions are seen as distant, purely transactional, or 
unhelpful, it may lead them to seek out a more customer-focused 

32 32.5 33 33.5 34 34.5 35 35.5
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Number of refined papers

FIGURE 4

Year wise distribution of refined papers.
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provider. Negative customer service experiences significantly influence 
switching behavior, highlighting the importance for banks to invest in 
training and empowering their workforce to provide exceptional service.

6.2 Pricing and fees

Unfavorable consumer service is a high impact factor for 
switching over an existing account provider. Second, excessive fees for 
provider services and transactions are another substantial determinant 
of retail banks (Ganderson, 2020). The high charge of banking 
accounts is a key reason for the switching of banks. The price of 
banking services is important in deciding whether customers switch 
banks. If customers feel like they are being charged too much for 
regular transactions or account maintenance, they may be unhappy. 
People are paying more attention to these fees, especially if they think 
they are unreasonable. Expensive bank accounts could be a big reason 
why customers change banks, especially for those with less money or 
who care a lot about prices. Fees is key in keeping customers happy 
and stopping them from leaving. Banks that have good prices and 
extra services are more likely to keep their customers.

6.3 Digital transformation

The digital transformation of the banking industry is an immense 
approach for providing seamless experiences to consumers (Borges 
et  al., 2020; Sun, 2022). The digital transformation of the banking 
industry has dramatically altered customer expectations and behaviors. 
Customers now expect seamless, convenient, and personalized digital 
experiences. Retail banks that fail to provide digital banking risk losing 
customers to competitors, who provide effective technological solutions 
(Dehnert and Schumann, 2022; Nilsson and Fredholm, 2020). This 
involves user-friendly mobile applications, internet banking websites, 
and other digital resources that allow clients to efficiently and 
conveniently handle their finances. Banks need to put resources into 
innovative technologies and consistently enhance their digital services 
to cater to the changing demands of technology-savvy clients. Moreover, 
ensuring the security and confidentiality of online transactions is 
crucial for establishing trust and assurance in internet banking services.

6.4 Regional comparison

Furthermore, the proximity and accessibility of branches are 
crucial components of consumers. The location of the branches is 
a main reason for choosing the account provider. Consumers are 
seeking retail banks that align values, ethical practices and social 
responsibility (Adams et  al., 2021; Ahmed et  al., 2020; Biswas 
et  al., 2021). Insufficient support, empathy deprivation and 
impersonal communication from bank employees are crucial 
factors in switching banks (Clark et al., 2024). Although digital 
banking has become more popular, physical branches are still 
important for customers. Many people like being able to do their 
banking online but also like having a branch nearby for more 
complicated transactions or help. The location of a bank’s 
branches can be a big factor in why someone chooses that bank, 
especially for those who prefer talking to someone in person or 
need unique services not offered online. Banks need to think 
about where they put their branches to make sure they are easy for 
customers to get to and meet their needs.

6.5 Findings

Switching costs involve the time, effort, and possible money lost 
when switching banks. This might include the inconvenience of 
moving accounts, changing direct deposits, and getting used to a new 
banking system. Inertia, however, is when customers stick with their 
current bank out of habit or because they lack the drive to make a 
change, even if they are not completely satisfied. Banks can use 
switching costs and inertia to their benefit by creating strong 
connections with customers, offering excellent service, and giving 
reasons to stay. By lowering the perceived costs of switching, banks 
can also encourage customers to have all their finances with one 
provider. Customer switching behavior in the retail banking sector is 
a complex issue driven by a variety of factors, including service quality, 
fees, digital capabilities, branch accessibility, values, switching costs, 
customer satisfaction, mergers and acquisitions, and reputation. 
Banks that prioritize customer needs, invest in innovation, and 
cultivate strong relationships are best positioned to retain their 
customer base in an increasingly competitive market (Tables 4, 5).

TABLE 4 Comparative analysis.

References Objective Methodology Conclusion

Ahmed et al. (2020) To analyse the service provider perception for 

restoring the consumer trust in the banking 

industry

Thematic analysis Transparency in the operations, policies and 

regulation, technological infrastructure elevates 

consumer loyalty

Clark et al. (2024) To evaluate the factors impacting the bank 

closures

Time-hazard model Low service quality impact the consumer retention 

and thereby leading to bank closure

Dehnert and Schumann (2022) To evaluate the impact of digital 

transformation on consumer expectations

Literature synthesis It emphasize the failure of digital experiences 

leading to switching behavior

Ghamry and Shamma (2022) To identify the factors impacting switching 

behavior

Quantitative analysis Reliability, service convenience and technological 

service improves consumer retention

Biswas et al. (2022) To assess the consumer trust in banking sector SEM analysis Service innovation and reputation impacts the 

consumer trust
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7 Conclusion

The study of customer switching behavior in retail banking reveals 
the most predominant reasons for consumers switching from one 
provider to another, including service quality, price, digital capabilities, 
emotional connections, and values fit. Service quality is the number 
one driver of one consumer switching to another, which encompasses 
responsiveness, efficiency of transactions, and empathic interaction. 
High fees and subpar digital offerings also contribute to consumer 
dissatisfaction, leading them to switch. This study emphasizes the 
need to build emotional connections with consumers and improve 
service delivery in efforts to improve satisfaction and loyalty. Overall, 
the results suggest that perceived effort and accrued benefits were very 
important elements in switching behavior, which further emphasizes 
the need for banks to do everything they can to lower the switching 
cost and to make the process easier. The recommendation for future 
research would be  to fill the gaps in the literature associated with 
demographic influences, including age and income, and to add to the 
study of perceived effort and accrued benefits as influenced by 
emergent technologies such as artificial intelligence and blockchain 
technologies and the impact they have on consumer loyalty. Applying 
a thoughtful strategy based on the results of this study could assist 
retail banks in reducing customer attrition and strengthen customer 
retention strategies for a more competitive marketplace.

7.1 Practical implication

Specifically, banks will need to undertake efforts to initiate in-depth 
employee training programs in which empathy and responsiveness are 
strongly stressed to achieve enhanced service quality and customer 
satisfaction. Competitive pricing practices will ensure concerns over 
extra charges are solved, thus also preventing customer runoff. 
Investment in simple-to-use digital platforms would be essential for 
addressing the demand of tech-connected consumers, with the 
alignment of banking practices under ethical standards as well as in 
accordance with social responsibility helping develop stronger customer 
attachment. In addition, the future research section needs to 
be lengthened in order to suggest particular methodologies, i.e., surveys 

or interviews, to obtain primary data on consumer behavior and 
preferences. Investigating theoretical extensions that consider 
demographic factors such as age and income on switching behavior will 
offer further insight into consumer decision-making. Henceforth, the 
SLR can provide better advice for bank professionals and toward a better 
enrichment of knowledge for customer retention schemes in 
retail banks.
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Appendix

Search strategy

The search strategy was structured through the selection of the source databases and the relevant search terms. The present SLR study 
emphasized covering the relevant studies, and no particular data range was used. The specific selection of numerous online databases for the 
present SLR has been considered, such as Elsevier, ScienceDirect and Springer. Like any SLR, the present study emphasizes the need to review 
all relevant papers in the literature. The scientific databases were utilized to perform the analysis, and those databases were chosen for various 
reasons. Those reasons are that it delivers excellent coverage to associated literature and is the most famous scientific database. The selected 
databases are as follows:

 • Springer Link (https://link.springer.com/)
 • Science direct(https://www.sciencedirect.com/)
 • Elsevier(https://www.elsevier.com/en-in)
 • Taylor and Francis (https://www.tandfonline.com/)
 • Google Scholar (https://scholar.google.com/)

Procedure of selecting studies
When the existing studies fulfil the search strategy and the inclusion criteria, the next step involves the selection of the studies. This step is 

usually performed in two stages. Initially, the reviewers examine the studies to determine whether they match the keywords and contain related 
content. In the second stage, the reviewers usually read the content of the abstract and check if it matches the SLR requirements. The standard 
process for choosing studies to be included in the review is as follows:

 • Merging the search results
 • Examine the titles and keywords
 • Recovering the full texts of the selected articles
 • Associate the links of multiple reports of the same research
 • Read the abstract carefully and examine whether it satisfies the requirements of SLR
 • Exploration of the full-text of the selected articles
 • Inspecting whether the studies satisfy the inclusion criteria and reinvestigating if some content is missing or tampered with
 • Refinement of studies
 • Making a final decision regarding which studies need to be integrated into the research
 • The selected studies are documented and reviewed.
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