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ABSTRACT

This study conducts a comprehensive scientific mapping analysis of significant
publications regarding customer experience within the banking sector, placing special
emphasis on the customer journey. While ground-breaking research has been conducted on
customer experience, there exists a literature gap pertaining to the customer journey of a
bank's clientele. Given the increasing awareness surrounding financial institutions and their
services, it is imperative to scrutinize the available literature in this domain. The authors
introduce a thematic analysis subsequent to presenting a bibliometric approach, aimed at
exploring state-of-the-art research concerning customer experience in the banking sector
through the lens of the customer journey. A total of 365 publications spanning a 20-year
period on the aforementioned subject were sourced from the Web of Science. This study
delineates the evolving volume of publications, the countries involved, sources, citations,
authorship networks, and features a thematic map highlighting emerging themes. The results
demonstrate a significant interest among both academicians and practitioners in
investigating digital touchpoints and discerning the reasons underlying customer engagement
with the digital customer journey. The study reveals that every banking customer prioritizes
service quality and secures payments, necessitating the utmost attention from banks, as this
directly leads to enhanced customer satisfaction and loyalty, thereby augmenting the overall
customer experience. To ascertain the most prominently discussed themes within our dataset,
we employed VosViewer to construct a graphical representation of the bibliometric data. We
present five major clusters, elucidating customer personas, digital touchpoints consequent to
the introduction of mobile banking as an emerging theme, direct impact of brand image on
customer experience, and omnichannel banking. The paper concludes with a synthesis of the
entire study, accompanied by its implications and outlines potential avenues for future
research in this field.
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INTRODUCTION

For decades, marketers have endeavoured to ascertain the most effective means of
providing an indelible and gratifying experience for their customer base. Businesses of all
kinds acknowledge that customer satisfaction stands as a pivotal factor in constructing a
prosperous organization. There exists substantial evidence demonstrating how customer
satisfaction leads to recurrent sales (Szymanski et al., 2001; Bindroo et al., 2016), a
cornerstone objective for any organization. Customer satisfaction serves as a precursor to the
broader Customer experience, simultaneously occupying a central role in marketing
campaigns. Furnishing a satisfactory experience to the customer constitutes the ultimate aim
for individuals engaged in business, particularly within the service sector. In today’s
contemporary landscape, there is widespread recognition of the criticality of managing
customer experience through diverse strategies.
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Given that the economy now predominantly revolves around experiences, scholars
and practitioners are increasingly inclined to delve into this domain (Verhoef et al., 2009;
Pine & Gilmore, 2011). To outshine competitors, especially within the service sector,
companies must delve into the distinct characteristics of their customers and discern methods
to augment their value (Walter & Ostrom, 2010). As customer experience assumes an
increasingly pivotal role in steering a successful business, organizations are redirecting their
focus towards comprehensive design and delivery of customer experiences to bestow superior
customer value (Haeckel et al., 2003). Firms are recognizing the significance of fostering
enduring and robust customer relationships, leading them to adopt novel techniques in
managing customer experiences, such as customer journey mapping. To elucidate further, the
customer journey can be likened to stepping into the customer's shoes (Holmlid and Evenson,
2008), providing a means to comprehend customer behaviour and experiences with greater
precision. Conversely, mapping the customer journey entails visualizing all the touchpoints
encountered by the customer. An enriching customer experience proves advantageous for
both the company and its clientele, akin to positive word-of-mouth, culminating in
heightened customer retention rates, augmented satisfaction, and fewer grievances, ultimately
translating into heightened profitability (Reichheld et al., 2000). Customer experience is
conceived as a comprehensive interactive process between the firm and its clientele. With the
advent of digitalization, the frequency of interactions between businesses and customers has
surged. A firm engages with its customers at myriad junctures along the customer journey,
collectively termed as touchpoints. These touchpoints collectively mould the customer
experience and perception. If a firm can discern all pertinent touchpoints in a sequential
fashion, construct a visual representation of customer journeys, and craft strategic decisions
accordingly, it can forge favourable customer experiences and cultivate a more loyal
customer base. Consequently, dedicating more time and resources to crucial touchpoints
emerges as a vital endeavour in satisfying customers (Aichner & Gruber, 2017).

Customers entrust banks with their hard-earned money, relying on them in times of
crisis. Hence, customers hold high expectations for their interactions with their bank.
Competition among banks, whether public or private, is exceptionally fierce. Therefore,
banks are dedicating substantial resources to crafting and executing strategies aimed at
retaining customers and enhancing their journeys. Customer experience has emerged as a
pivotal determinant of customer loyalty and the sustenance of long-term relationships
(Verhoef et al., 2015). Banks are increasingly cognizant of this reality, given the escalating
competition in the industry. Moreover, technological advancements have prompted banks to
engage in strategic marketing efforts, opening new avenues, particularly in the realm of
digital banking.

As technology advances, banks are diversifying their services, underscoring the
imperative of providing an optimal experience to customers throughout their journey. In the
banking sector, the customer journey encompasses all touchpoints, representing various
points of engagement where a bank interacts with its customers, including ATMs, physical
branches, websites, applications, and more. Previous research urges practitioners to
comprehend these touchpoints to elevate customer experience and satisfaction. The
digitization of banking has prompted banks to strive for a seamless multichannel service for
their clientele, posing formidable competition to traditional banking methods (Cortifias et al.,
2010). A study by Li and Xu (2020) underscores that banks excelling in providing an
effective omnichannel experience tend to outperform competitors in terms of customer
satisfaction and retention.

Evidently, both the customer journey and experience are burgeoning fields, drawing
the attention of researchers worldwide. Through an exhaustive literature review, it is
discerned that research in customer experience within the service sector is advancing at a
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commendable pace. However, there exists considerable room for further exploration, as few
studies have delved into the journey of a bank customer to comprehend their experience.
Expectations of customers in the banking sector have undergone significant evolution in
recent years. Notably, convenience, speed, and personalized services have become paramount
(Berry & Bendapudi, 2007). In their study, Williams and Johnson (2019) ascertain that
customers anticipate seamless online and mobile banking experiences, in addition to highly
personalized advice and support from their banks. Each interaction point serves as an
opportunity for banks to gather valuable customer data, which can be leveraged to
personalize services, target marketing endeavors, and enhance the overall customer
experience (Smith & Johnson, 2017).

Considering the aforementioned perspectives and aiming to address the existing gap
in the literature, this paper seeks to comprehensively explore, assess, and validate crucial
aspects of customer experience within the banking sector, and throw some light on the how
these dimensions shape the experience of the customers. The central objective of this paper is
to conduct a thorough analysis of noteworthy research endeavours dedicated to investigating
touchpoints and customer experience in the banking domain. Employing bibliometric
analysis, this endeavour intends to contribute to the current body of literature in this field.
The financial performance of banks is intrinsically tied to how customers perceive their
experiences (Andaleeb et al., 2016). The study attempts to evaluate the current state of
research on customer experience within the banking sector and identify the touchpoints that
have garnered the most attention from academics, with the aim of aiding practitioners in
refining customer experiences at these critical junctures. Another objective is to unearth
prevailing trends in this domain and present future directions for the benefit of scholars and
practitioners alike. Notably, no prior studies have tackled these interconnected themes in the
literature.

By embarking on an investigation of “state-of-the-art research,"” this study aspires to
compile the latest and most pertinent findings in the field, thereby bridging the existing
literature gap. In addition to filling this gap, the study endeavours to provide a in-depth
understanding of customer journey and experience within the banking industry. It also
extends practical advice that banks can leverage to enhance their offerings and interactions
with clients. Furthermore, this study is poised to provide future research avenues in this area,
aiding academics and professionals in staying abreast of the most recent developments.

To achieve these objectives, the ensuing research questions have been formulated:

RQL1. What is the current state of research on customer experience in the banking sector, with a particular focus
on the customer journey?

RQ2. What are the predominant themes and trends in the literature pertaining to customer experience and the
customer journey in banking?

RQ3. Who are the influential journals, authors, and academic sources in this field, as identified through
bibliometric analysis?

RQ4. How has the literature on customer experience and the customer journey in banking evolved over time,
and are there emerging areas of interest?

RQ5. What practical insights can be derived from existing research to enhance customer experience strategies
in the banking sector?

The ensuing section encompasses the research methodology, encompassing the
research aim, procedure and data, inclusion and exclusion criteria, selection of pertinent
studies, and analytical methods. It also elucidates the process of identifying relevant
publications for this study using PRISMA. Section three will delve into the results and
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discussion, presenting a range of descriptive statistics, including graphical representation and
clustering techniques employed in conducting a bibliometric analysis. Section four will
address the research questions and present an overview of the diverse implications of this
study. Furthermore, sections five and six respectively conclude the study and offer insights
into limitations, as well as future scope and agenda for further research in this domain.

RESEARCH METHODOLOGY

This study aims to conduct a comprehensive analysis of significant publications
concerning customer experience within the banking industry, with a specific emphasis on the
customer journey. The method opted for this analysis is the bibliometric review. As Pine and
Gilmore (1999) astutely observed, customer experience is a pivotal factor in distinguishing
organizations in a service-driven economy. This assertion holds particular relevance within
the banking sector, where a customer's entire experience is shaped by their interactions with
the organization, starting from the initial contact. To gain a profound understanding of
customer experience within the banking sector and scrutinize the existing body of literature
on the subject, a literature review was deemed the most suitable approach, given its
transparent and scientifically rigorous nature (Tranfield et al., 2003).

Bibliometric Analysis has emerged as the preferred choice for burgeoning
researchers, owing to its potential in facilitating a comprehensive grasp of new topics,
particularly in the realm of business research. This method aids in identifying influential
authors, prominent journals, as well as key countries and institutions associated with
pertinent publications in a specific field. It unveils the latest findings and provides valuable
guidance for future research endeavors (Wang et al., 2014). Bibliometric analysis enables the
interpretation of data extracted from a digital database with a high degree of objectivity. The
accessibility of databases and the availability of qualitative tools have contributed to the
upsurge in bibliometric studies in recent years (Zakaria, Ahmi, Ahmad, Othman, et al., 2021).

Procedure and Data

In this section, we will elucidate the methodology employed, encompassing the
inclusion and exclusion criteria, to finalize the database for this review and present concrete
findings. We adhered to the PRISMA flow diagram advocated by Moher et al. (2009) for our
methodological approach. This diagram provides a comprehensive checklist of various items
to facilitate the preparation of a suitable protocol for the review.

The initial step in a bibliometric review involves selecting a database that adequately
covers publications for the review (Donthu et al., 2021). Database used for this study is Web
of Science. This choice was predicated on the fact that Web of Science grants access to a
wide array of publications encompassing cross-disciplinary research and allows for a detailed
analysis of specific sub-fields within an academic or scientific area. Additionally, it is
considered the preeminent database for citation analysis (Harzing & Alakangas, 2015). The
selection of this database was guided by factors such as its widespread acceptance, frequent
usage, and easy accessibility.

Inclusion and Exclusion Criteria

Among the various inclusion criteria, the foremost was to extract papers specifically
pertaining to customer experience and the customer journey within the banking sector. A
comprehensive topic search was conducted, employing the keywords "Customer
Experience," "Customer Journey," and "Banking." The title, keywords, and abstract were
scrutinized to identify relevant studies for this review. Another criterion considered was the
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time frame, as it was imperative to extract studies pertinent to the evolving landscape.
Consequently, studies from 2003 to the end of 2022 were retrieved. A span of 20 years was
selected based on the assertion by Arora & Chakraborty (2021) in their study, stating that it is
an accepted timeframe for bibliometric analysis. This duration allows for a sufficient period
to analyze citations and co-citations (Rey-Marti et al., 2016). Additionally, articles published
in English were included as part of the inclusion criteria.

The initial exclusion criteria adopted for this study involved eliminating studies from the
database that did not pertain to the fields of management and business. Given that the
primary focus of this study is to synthesize the literature on customer experience and journey
within the banking sector, all other studies were excluded from the final database through a
rigorous screening of their titles. Conference proceedings and books were further excluded to
ensure a refined source of knowledge (Rodriguez & Navarro, 2004). Furthermore, papers that
did not align with the aim of the study were excluded following a meticulous and manual
screening of their abstracts. As the central focus of our study is to present a comprehensive
overview of publications on customer experience in the banking sector, along with the
customer journey as a explored element, all other documents were removed from the final
dataset.

Selection of Relevant Studies

An initial topic search yielded 364 results with the keywords "customer experience,
customer journey, and banking" present in the title, abstract, or keywords of the publications.
To ensure the inclusion of papers aligning with the purpose of this study, specific parameters
were established, as mentioned above. After excluding papers based on the predetermined
criteria of time frame, language, and fields, Web of Science yielded 246 results in this initial
screening process on 7 June, 2023. Prior to finalizing the dataset for bibliometric analysis, a
manual screening of abstracts was also conducted. During title screening, 26 publications that
did not pertain to customer experience or journey in the banking sector were excluded.
Furthermore, a review of the abstracts was undertaken to ascertain that the studies included
were relevant to a specific banking touchpoint or encompassed the entirety of the customer
journey and experience within the banking sector. In this process, 51 were excluded, resulting
in a final list of 169 documents for the bibliometric analysis. The selection process was
conducted with the primary objective of aligning with the core focus of the study. Only
studies explicitly addressing the customer experience or journey within a bank or the banking
industry, as their central theme, were incorporated into the final review. A comprehensive
record of the selection process is meticulously illustrated in the flow chart presented in Figure
1.
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FIGURE 1
RESEARCH METHODOLOGY FLOW USING PRISMA

ANALYTICAL METHODS

In classifying the value of a paper, there exist multiple approaches (Podsakoff et al.,
2008). With the core aim of this study in focus, bibliometric software was employed to
analyze the database extracted from Web of Science. Specifically, Bibliometrix, an R-tool
developed by Aria and Cuccurullo (2017), was used for the scientific mapping of the
documents. This tool was designed to assist researchers in the dynamically evolving field of
bibliometrics. The study seeks to identify the main themes, trends, and knowledge gaps
within the domain. Bibliometric methods will be employed to assess the impact of authors,
publications, and scholarly references (Glanzel & Moed, 2002). The ensuing bibliometric
analysis will provide a comprehensive overview of the influential voices in the field and offer
insights into the academic landscape of customer experience and the customer journey in
banking. Additionally, the study will track the research evolution in this field, taking into
consideration the dynamic nature of the banking industry and shifting consumer preferences.
The finalized dataset was extracted in a bib text file to be processed using R Software.
Relevant charts and tables were scrutinized to discern recent trends, the most frequently
studied touchpoints in the banking sector, countries leading research in this field, as well as
pertinent journals and authors.

Furthermore, the dataset was inputted into Orange software to analyze and visualize
the keywords, culminating in the creation of a word cloud to grasp the major themes under
examination. Orange, known for its reliability and quality in research, proved to be an
appropriate tool for this purpose. Additionally, VosViewer, a software developed by Eck and
Waltman (2009) for visualizing bibliometric networks, was utilized for clustering and
identifying major themes and their interconnectivity. VosViewer offers data mining
functionality that aids in visualizing the descriptive data and co-occurrence networks of
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relevant terms, making it particularly useful when dealing with a relatively large number of
documents.

In conclusion, the aim of this study is to synthesize the existing knowledge body to provide
concrete insights. The objective is to present a structured overview of this knowledge
domain, which will be valuable to the banking practitioners, as well as the academicians and
scholars with an interest in this area. These insights will assist in curating superior customer
experience strategies to meet dynamic environment and evolving customer expectations and
needs.

RESULTS AND DISCUSSION

This section provides an in-depth examination of the results of bibliometric mapping
of 169 documents sourced from Web of Science spanning a 20-year horizon. It highlights the
evolution of publications, citations, sources, countries, and keywords, in addition to analysis
of clusters that define the core themes in this domain. The study also throws light on
emerging topics and the relationships between the studies through thematic map and three-
field plot graph. Moreover, this section concludes with an extensive discussion on the key
clusters generated by the VosViewer software, illustrating some commonalities and
prevailing themes amongst the diverse studies.

Description of the Corpus

This section provides critical insights into the dataset extracted from Web of Science.
The time horizon for this study spans 20 years (2003-2022), encompassing the latest and
most pertinent studies for a comprehensive overview. The corpus consists of a total of 607
keywords employed in the 169 papers selected for the study, underscoring the expansive
scope of the domain. The average citation per document stands at 27.49, a metric derived
from the main overview of the bibliometric interface used for this analysis, indicating a
collective depth of knowledge within the subject, each study complementing the other. The
number of citations serves as a valuable metric for understanding the influence and relevance
of a paper (Svennson, 2010). Among the 394 authors contributing to this domain from this
corpus, 29 documents are single-authored. Moreover, 28.99% of the articles exhibit
international co-authorship, indicative of the global collaborative scope in this domain. A
total of 9028 references were identified within the corpus, highlighting the extensive breadth
encompassed by this domain.

Annual Scientific Production

Figure 2 presents a chronological overview of publications spanning from 2002 to
2022. Up until 2015, the volume of publications in this domain exhibited fluctuations,
indicating a broader exploration of customer experience rather than a specific focus on the
banking sector. Notably, 2004 recorded the lowest number of publications. Subsequently, a
substantial surge occurred after 2015, with 2019 marking the zenith at 25 publications.
Following a slight dip in 2020, there was a resurgence in interest. This resurgence can be
attributed to the heightened relevance of digital touchpoints and banking in the post-COVID
era, prompting increased scholarly attention. Furthermore, it was observed that articles
centred on customer journey were more dispersed around 2019. This aligns with Tueanrat et
al.’s (2021) findings, which corroborate a sevenfold increase in publications focused on
customer journey from 2012 to 2020.
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FIGURE 2
ANNUAL SCIENTIFIC PRODUCTION GRAPH EXTRACTED FROM R STUDIO

Average Citation Per Year

As depicted in Figure 3 below, the average citation per year in this subject matter
reached its zenith in 2021. This suggests a burgeoning potential for future research in the
realm of studying the customer banking experience, given its recent surge in influence. This
upswing can be attributed to the rapid advancement of technology and the increasing
proficiency of individuals in digitalization processes. Consequently, banking institutions are
compelled to introduce more sophisticated digital channels for communication. The graph
illustrates the evolving impact of this field on an annual basis. The average citation serves as

a measure of the influence of specific topics, authors, and journals. Evidently, the influence
of this domain experienced a significant upturn post-2020.

FIGURE 3
AVERAGE CITATION PER YEAR GRAPH EXTRACTED FROM R STUDIO

Source Dynamics

Source dynamics provide insights into the frequency distribution of publications from
various outlets. It is evident from the graph below(Fig 4), that the Journal of Service
Research emerged as the predominant publisher of articles advancing the study of customer
experience and journey in the banking sector. Given that banking constitutes a substantial
segment within the broader service sector, it is fitting to find extensive coverage in the pages
of the Journal of Service Research. However, post-2014, the International Journal of Bank
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Marketing took the lead, becoming the primary publisher of manuscripts on this subject
matter, and it has maintained this position ever since Figure 4.

FIGURE 4
SOURCE DYNAMICS EXTRACTED FROM R STUDIO

Most Local Cited Authors

The metric of Local Cited Authors pertains to authors whose foundational research
has been referenced by other authors within the dataset, offering a significant gauge of a
study's influence and productivity (Goyal and Kumar, 2021). In evaluating a publication's
importance within a research domain, citations emerge as the most objective yardstick
(Pieters & Baumgartner, 2002; Stremersch, et al. 2007). Consequently, through citation
analysis, one can discern the most impactful contributions in a research field, illuminating the
field's evolving dynamics. Fig. 5 illustrates that Mbama's work boasts the highest citation
frequency within this bibliometric collection, garnering 14 citations from other authors.

FIGURE 5
MOST LOCAL CITED AUTHORS EXTRACTED FROM R STUDIO

Corresponding Author's Country

Figures 5, 6 illustrates the prominent contributions of China and Spain in the realm of
'‘Customer Experience and Journey in the Banking Sector'. Notably, China takes the lead in
overall authorship, encompassing both Single Country Publications (SCP) and Multiple
Country Publications (MCP). Yet, when scrutinizing Single Country Publications

9 1528-2678-28-S4-007

Citation Information: Sangwan, K., & Yadav, R. (2024). Customer journey and experience in the banking sector: a
comprehensive analysis and future scope. Academy of Marketing Studies Journal, 28(S4), 1-25.



Academy of Marketing Studies Journal Volume 28, Special Issue 4, 2024

specifically, the top positions are secured by China, the United Kingdom, and the USA. In the
grander scope of overall contributions, India holds the fifth position, followed by Canada.
However, in terms of Multiple Country Publications, Spain, India, and China emerge as the
frontrunners among other nations. It is worth noting that in the context of Single Country
Publications, there remains untapped potential for further exploration, particularly given
India’s status as a developing nation with an escalating rate of digital banking literacy and a
substantial population. This context presents a valuable opportunity for an exhaustive
examination of this subject matter in the Indian context, reinforcing the pertinence of this
paper. Another insight drawn is that most of the developed and nations are in the lead which
can be due to the fact that the customers of these nations are more tech savvy and informed,
hence, they demand a superior customer experience.

Countries

Corresponding Author's Country

Collaboration
S0P
mecP

N. of Documents
SCP: Single Country Putdoations, MCP: Multipie Coundry Publications

FIGURE 6
CORRESPONDING AUTHOR'S COUNTRY EXTRACTED FROM R STUDIO

Country Scientific Production

The descriptive information in Figure 7 underscores China's prominent position in
generating publications concerning customer experience and journey within the banking
sector, as well as in the examination of associated touchpoints. China also exhibits the
highest frequency of author contributions in this domain. Following closely, Spain emerges
as the second-highest contributor in terms of country-specific scientific output. The USA and
UK demonstrate similar levels of productivity, while India secures the fifth position. This
pattern signifies a concerted effort in these countries towards the optimization of customer
experience in the banking sector. It is apparent that these nations recognize the pivotal role of
enhancing customer experience at critical touchpoints for bolstering the performance of
banks in the future. This insight offers a snapshot of companies, whether in a developed or
developing state, investing substantial research in these domains.

reglon Freq
CHINA
SPAIN &3
UsA 48
UK 44
INDIA, ]
CANADA
SOUTH KOREA
MALAYSIA, 20
AUSTRALIA 18

PORTUGAL 13

FIGURE 7
PRODUCTION FREQUENCY OF COUNTRIES EXTRACTED FROM R STUDIO
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Trend Topics

The trending themes represent current, pertinent topics within the discipline that offer
insights into the pressing issues in the industry. Figure 8 illustrates the yearly distribution of
these trending themes. The line indicates the period when a specific topic gained prominence,
while the circles indicate how frequently that particular topic was referenced. At present,
customer experience stands out as the most prominent trend. There is no denying that
customer experience is a burgeoning field, playing an indispensable role in the growth and
success of a business. Many studies are also exploring the complex elements of service
design to optimise customer experience. It can be seen that researchers are interested in
examining mobile banking as a touchpoint in the customer journey considering the growing
number of studies in this domain.

T Term ._'-

FIGURE 8
TREND TOPICS EXTRACTED FROM R STUDIO

Three Field Plot

Figure 9 presents a Sankey diagram showcasing three key fields: keywords, authors,
and sources. Analyzing these fields provides crucial insights into the connections between
them. The diagram illustrates the relationships among the top keywords, authors, and
influential journals. The leftmost field pertains to keywords, the middle field represents top
authors, and the rightmost field focuses on influential sources (Journals). The width of the
lines connecting these fields indicates the strength of the connection. From the diagram, it is
evident that "satisfaction” and "loyalty" emerge as the most frequently used keywords or
themes, affirming our earlier observations from the preceding charts. For those seeking
information on authors active in a specific domain, they can trace the lines connecting
authors with keywords. Additionally, one can explore the journals that have published papers
in the same domain. Notably, "loyalty” emerges as the most extensively covered keyword,
with Khan being the most prolific author in our database on this concept. The "International
Journal of Bank Marketing" stands out as the most influential journal in this field, given its
significant contribution to the literature, as evidenced by the highest incoming flow count.
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FIGURE 9
THREE FIELD PLOT OF AUTHORS, KEYWORDS AND SOURCES EXTRACTED
FROM R STUDIO

Thematic Map

The thematic analysis outcomes are presented in the respective gradients, as depicted
in the figure above. Among the basic themes gradient, which encompasses major yet
underdeveloped themes, we find "satisfaction,” "loyalty,"” "experience,” and "service
employees equity," all of which offer significant potential for further research. Moving to the
Emerging themes quadrant, which encompasses minor and underdeveloped themes, we
encounter "innovation management,” "business," and "job."

It's noteworthy that "innovation management” and “business™ largely fall within the
minor but developed category, indicating that only a few subsets of the broader term remain
underexplored due to overlap. Within this quadrant (Niche themes), which addresses minor
but developed themes, we also find "access,"” "agenda," and "fairness."

In the major and developed category (Motor theme), we encounter themes such as
"social development,” "conceptualization,” and "customer engagement,” which coexist with
elements like "adoption,” "acceptance,” and "technology,” exhibiting a minor overlap with a
subset of "satisfaction,” "loyalty," and "experience.” This nuanced analysis helps identify the
various dimensions within the field, shedding light on both established and potential areas for
further exploration Figure 10.

; anag
IR P meananennmaeeees PEOES2 - - - - - = - - - oS isaction= = -
a0 ' loyaity

= experience

FIGUER 10
THEMATIC MAP SHOWING EMERGING, BASIC, NICHE AND MOTOR
THEMES EXTRACTED FROM R STUDIO
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Word Cloud using Orange Software

The Orange software, a robust data mining tool, provides capabilities for
visualization, analysis, and various other functionalities, facilitated by both Python scripting
and visual programming. In this study, the publications sourced from Web of Science were
imported into the software, forming a corpus. Subsequently, Orange processed the text,
generating a bag of words. Finally, this data was employed to construct a word cloud,
effectively illustrating the current state of the corpus, including prevalent themes and
keywords in use.

The sequential process, from uploading input as a corpus to obtaining an output, is
outlined in the diagram below (Figure 11).

@)

g
g a
Corpus ~ ©

2

Preprocess Text

Bag of Words Word Cloud

FIGURE 11
WORK FLOW OF ORANGE SOFTWARE TO EXTRACT WORDCLOUD

Word Cloud Analysis

Figures 11-13 provides a visual representation of the keywords and themes present in
the publications within this dataset. The size of each term reflects its frequency of usage
within the corpus. Major themes include ‘customers’, ‘banking', ‘'customer service',
'experience’, 'satisfaction’, 'services’, and 'perception’. These terms constitute the most
prominent elements in the corpus. Additionally, keywords like 'loyalty’, ‘trust’, 'relationship’,
'brand’, 'technology’, and 'design’ also feature prominently in the word cloud. The focus of our
study is the analysis of documents pertaining to customers in the banking service sector.
Consequently, these studies encompass a range of factors contributing to customer
satisfaction, a pivotal aspect discussed in Section 1 of our study.
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FIGURE 12

WORD CLOUD USING ORANGE SOFTWARE
Using VosViewer

In this section, a cluster analysis has been conducted to gain an in-depth
understanding of the subject matter and to identify the prevailing themes in the field of
customer experience management within the banking sector. VosViewer, a tool known for
graphical representation of bibliometric data, was employed for this purpose. A minimum
citation threshold of 6 was set, given the specific focus on the banking sector, resulting in a
limited pool of publications. Utilizing VosViewer, five clusters exhibiting high
interconnectedness were generated (refer to Fig. 13). Within this visualization, each circle
represents a distinct study, while the lines signify the connections between them. Notably, the
thickness of the lines indicates the strength of the interconnection.
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FIGURE 13
CLUSTER ANALYSIS USING VOSVIEWER

Customer Persona

Cluster one encompasses publications that delve into the diverse personas of banking
customers, examining their experiences across various countries. Recognizing that each
customer's journey is distinct, it becomes crucial to create distinct personas and categorize
them, thus facilitating a more streamlined comprehension of their experiences for
organizations. Banks must exhibit sensitivity towards the needs of these different customer
personas, given their varied perspectives towards service experiences (Wugayan, 2019).
Ensuring equitable treatment, particularly for customers belonging to low-income groups, is
imperative to mitigate any perception of neglect on the part of banking employees during
service interactions (Kamran & Uusitalo, 2019).

Evaluating customer satisfaction can prove challenging, as dissatisfied customers are

less likely to voice their concerns, potentially leaving the firm unaware of its shortcomings
(Chebat et al., 2018). Therefore, prioritizing the study of different personas remains crucial.
Undoubtedly, the advent of technology has opened up new avenues for firms to enhance their
relationship marketing strategies, ultimately leading to satisfied customers. Banking
institutions should be adept at identifying the specific factors that render a particular
touchpoint satisfactory for various personas (Brun et al., 2013).
Moreover, it is pertinent for banks to acknowledge that a customer's age inversely correlates
with their adoption rate of digital banking, with the older generation exhibiting a greater
comfort with physical touchpoints over digital interfaces (Harris, 2016). Additionally, a
customer's personality traits play a pivotal role in influencing their satisfaction levels,
underscoring the need for banks to thoroughly study these characteristics and delineate
distinct personas (Al-Hawari, 2015).

Establishing a set of well-defined personas tailored to a specific business can
significantly aid in targeting the right audience, crafting more effective marketing campaigns,
and personalizing these initiatives to provide enhanced services. Building personas ultimately
fosters a deeper comprehension of customers' needs and preferences, facilitating the
development of superior products and robust sales strategies. For the banking industry,
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delving into the profiles of ideal customers, or personas, holds the potential for innumerable
benefits.

Factors Influencing the Adoption of E-banking

Cluster 2 delves into the adoption of e-banking and mobile banking services, and the
various factors that influence their usage. The pandemic has significantly accelerated the shift
towards online transactions, with safety being a paramount concern (Muneer M. Abbad,
2013). Understanding the variables that attract current online banking users is crucial for
encouraging further adoption. The status quo theory suggests that customers tend to stick to
channels they are already familiar with, such as traditional banking, and may be resistant to
adopting newer, innovative channels like online banking (Falk et al., 2007).

Effective technical support is essential for ensuring continuous usage of mobile
banking, particularly given the paramount importance of safety and reliability (Chung &
Kwon, 2009). The usage rate of e-banking services is positively correlated with how
customers perceive various service attributes, including information quality, performance,
service quality, self-interest, experience, and satisfaction (Arora & Sandhu, 2018).

For reluctant customers, assurance of an enhanced customer experience after
transitioning to e-banking services is essential. Satisfaction and trust significantly influence
the intention to continue using mobile banking, indirectly influenced by technology readiness
and service quality (Chen, 2012). According to the theory of bounded rationality, E-Service
quality ensures increased e-loyalty through the development of satisfaction and trust (Chung
etal., 2012).

As the future of banking lies in complete digitalization, banks should make a strong
effort to spread awareness about the benefits of e-banking. With banking services now
available around the clock, all customers are entitled to take advantage of the new banking
models to enjoy the convenience and ease they offer. The focus should be on ensuring a
seamless and secure digital banking experience for all customers.

Impact of Brand Image on Customer Experience

Cluster 3 emphasizes the significant impact of brand perception on consumer buying
behaviour. Effectively managing the customer experience not only reinforces brand value but
also ensures continued relevance and profitability in the market. This cluster focuses on the
various factors influencing brand image and equity, which in turn shape the customer
experience.

Elements such as the bank’s corporate visual identity, emotional experience,
functionality, lifestyle, and self-identity collectively contribute to customer satisfaction and
brand loyalty (Khan et al., 2016). While service quality is a crucial factor in shaping the
experience of a customer, there are numerous other elements that shapes a customer’s
perception of a service provider before they even experience the services.

Brand equity exerts a profound influence on customer experience, particularly in
response to social influence, which has the potential to alter purchasing behaviour (Gao et al.,
2020). The choice of the first bank to open an account is often influenced by
recommendations from family or friends, underscoring the significance of brand image.
Given the intense competition in the banking sector, understanding the switching behaviour
of the customer is paramount.

Brand equity and customer satisfaction serve as mediators in the relationship between
customer experience and loyalty, with behavioural and affective aspects of customer
experience exerting the most influence on customer loyalty (Kamath et al., 2019). Positive
customer-brand engagement, especially in online banking, not only enhances the customer
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experience but also bolsters brand performance (Imran Khan, Rahman 2006, Mobin Fatma,
2016).

A study by R. Bravo, E. Martinez, and J.M. Pina suggests that the online experience
holds less importance compared to the offline experience, particularly concerning trust and
brand commitment, both of which are closely tied to customer engagement. By presenting
themselves in a personalized manner, banks are more likely to encourage electronic word of
mouth and enhance their brand personality (Torres and Augusto, 2019).

For a customer to develop and maintain loyalty towards a brand, the brand should
resonate with the customer's self-concept. However, it’s essential to not solely focus on
online customers; the offline customer experience at bank branches still significantly impacts
a brand's profitability, despite the surge in technology use (Moliner et al., 2018). Banks
heavily rely on their reputation in the market, which is why a continuous evaluation of their
brand image is of paramount importance to keep customers satisfied and maintain a loyal
customer base.

Mobile Banking as a Significant Touchpoint

Cluster 4 delves into the profound effects of mobile banking on the banking industry,
especially amid the rapid proliferation of internet technology and the heightened need for
digitalization spurred by the Covid-19 pandemic. Managing digital touchpoints, particularly
mobile banking, necessitates a deep understanding of the factors related to the usage intention
of mobile banking.

Transitioning from trying mobile banking in emergencies to its continuous use
involves distinct challenges. Therefore, banks must implement strategic measures to cultivate
and maintain loyal e-banking customers. The perceived usefulness of mobile banking is
significantly affected by the quality of information and system functionality. Initial trust
plays an essential role in shaping customers' perceptions of the service's usefulness. Given
that mobile banking entails low switching costs but carries a higher risk, building initial trust
is crucial (Zhou, 2011).

The design and display of information on a mobile banking app, known as interface
design, directly impact customer satisfaction (Al-Otaibi et al., 2018). Assurance emerges as a
pivotal factor influencing the intention to use internet banking services (Rahi et al., 2019).
The technology acceptance model provides valuable insights into customer perceptions and
the perceived usefulness of internet banking services (Marakarkandy et al., 2017; Alsajjan &
Dennis, 2010).

The actual usage experience is a decisive factor in determining whether a customer
continues to engage with internet banking or not. Psychological factors like trust and
commitment significantly influence customers' decisions in this regard (Yuan, Lai, and Chu,
2019). The banking infrastructure must be conducive to the seamless use of internet banking.
Furthermore, internet banking not only fosters financial inclusion but also contributes to the
development of a responsible society, highlighting the need for its promotion (Naeem and
Ozuem, 2021).

In nations with limited access to traditional banking services, there is a heightened
importance of promoting mobile banking to ensure broader inclusivity. To attract more users,
mobile banking apps should prioritize authenticity and user-friendliness. Additionally, banks
should demonstrate a strong commitment to combatting online fraud (Thusi and Maduku,
2020).

Addressing all the aforementioned factors that motivate customers to adopt mobile
banking is important for banks seeking to increase their adoption rates. Customers must be

17 1528-2678-28-S4-007

Citation Information: Sangwan, K., & Yadav, R. (2024). Customer journey and experience in the banking sector: a
comprehensive analysis and future scope. Academy of Marketing Studies Journal, 28(S4), 1-25.



Academy of Marketing Studies Journal Volume 28, Special Issue 4, 2024

guided through the entire adoption journey with a sense of security, guidance, and support
from the bank.

Omnichannel Banking

In today's banking landscape, every financial institution is dedicated to providing

multichannel services, aiming to enhance convenience, accessibility, and overall consumer
satisfaction. The seamless integration of various channels, spanning from virtual platforms
like mobile banking apps and internet banking to physical channels such as brick-and-mortar
branches, forms a cornerstone of banks' business strategy.
Cluster 5 encompasses a series of publications that delve into the multichannel approach
within the banking industry and elucidate how customers navigate the selection of specific
channels for their interactions with a bank. Customers primarily base their channel preference
on experiential requirements and general needs, rather than merely functional attributes or
technological features (Patricio et al., 2003).

While the quality of e-service significantly impacts e-loyalty, its influence on channel
behaviour is comparatively less pronounced. However, effective e-service can serve as a
deterrent to customers switching to services offered by other providers, thereby averting
defection (Sousa and Voss, 2012). Banks must diligently align all their channels to instil a
sense of security and confidence in customers, encouraging them to adopt an omnichannel
approach (Banerjee, 2014).

The absence of integration among channels may arise due to various challenges,

including inconsistencies in managing customer data. If left unaddressed, this issue can lead
to customers severing their relationship with the bank. Perceived service quality stands as a
major dimension influencing the integration quality of various channels, consequently
impacting channel selection (Hossain et al., 2020).
One of the key advantages of a multichannel approach is the convenience and ease it affords
in conducting banking transactions. This approach proves time-saving and spares customers
from the hassles associated with traditional banking methods, providing them with invaluable
flexibility. Banks must ensure the seamless integration of customer data across all channels,
guaranteeing a smooth and hassle-free experience for their clientele.

Findings and Implications

The study's first three research questions were comprehensively addressed through
scientific mapping analysis and thematic analysis of relevant papers within the subject
domain. The fourth research question, pertaining to the evolution of subjects, was elucidated
during the review of selected papers. The research focus has shifted from enhancing physical
satisfaction and reducing lead time at retail outlets to prioritizing online web browser
engagement, and subsequently, the development of specific applications tailored to individual
banks. Notably, convenience emerged as the paramount attribute in this transition, closely
followed by safety considerations. This shift can be attributed, in part, to the rate at which
customers are adopting new technologies. This presents banks with a valuable opportunity to
further enhance customer interaction and satisfaction, particularly in light of the widespread
prevalence of mobile banking apps.

Insights and Suggestions

The practical business insights derived from this study encompass a diverse range of
aspects. These insights, accompanied by strategic recommendations, have been organized in
Table 1 for easy reference and application.
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Table 1
INSIGHTS AND STRATEGICAL SUGGESTIONS

in-branch interactions (Rust et al., 2019).

S. No. Insight Strategic Recommendations by the Authors

1. There is a growing demand of Digital | Hence, banks should formulate a strategy to invest
Accessibility and Convenience. | in online and mobile banking platforms that
Consumers appreciate digital channels | prioritize simplicity, quick loading times, and
because they are easily accessible and | intuitive layouts.
convenient (Chatterjee et al., 2016)

2. Verhoef et al. (2015) emphasize the | Ensuring consistency of information and services
importance of a seamless cross-channel | across digital and physical touchpoints can greatly
experience, highlighting that it | enhance the user experience, allowing for seamless
significantly enhances overall customer | transitions between these channels.
satisfaction.

3. The study highlights the importance of | Banks should leverage customer data and Al
customization of services and tailored | algorithms to offer personalized product and
suggestions which improve the online | service recommendations through digital channels.
banking encounter (Ricci, 2011).

4, Self-service alternatives for standard tasks | We recommend banking firms to focus on
are well-liked by customers (Lien et al., | improving self-service functions on digital
2021). platforms, such as simplifying fund transfers, bill

payments, and balance inquiries for user
convenience.

5. Perceptions are influenced by the physical | To create a warm and professional atmosphere,
branch environment, according to Mattila | banks should invest in the ambiance and design of
(2000). their branches. Additionally, ensuring that staff is

adequately trained to deliver exceptional in-branch
experiences is crucial (Rust et al., 2019).

6. Customer journey mapping helps identify | We recommend that banks regularly update and
key touchpoints and pain points (Lemon & | analyze customer journey maps to gain a deeper
Verhoef, 2016). understanding of the customer's path and to

enhance interactions at critical stages

7. feedback collection is essential for | To foster a culture of continuous improvement, we
continuous improvement (Kannan et al., | advise banks to implement feedback mechanisms,
2016). encompassing both digital and in-branch channels.

This approach will enable them to glean valuable
customer insights and make informed, data-driven
decisions (Bitner et al., 2008).

8. Security and trust are paramount for | To fortify the security of digital channels, we

banking customers (Kumar & Lim, 2008). | strongly recommend banking firms to allocate
substantial resources towards implementing robust
cybersecurity measures. Additionally, transparent
communication about these efforts will go a long
way in building trust with customers

9. Efficient problem resolution enhances | Taking prompt and effective action to resolve
overall satisfaction (Mattila & Mount, | customer complaints and providing timely
2003). solutions is a crucial step in enhancing the overall

customer experience. This proactive approach
demonstrates a strong commitment to customer
satisfaction and builds trust in your services.

10. Well-trained staff are essential for positive | Implementing comprehensive training programs is

essential to equip employees with the necessary
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knowledge and skills required to deliver
exceptional customer service. This investment in
employee development by the banks will directly
contribute to an improved customer experience.

11. Data analytics can reveal valuable insights | Banks should harness the power of data analytics
into customer behavior (Kannan et al., | and predictive modeling to anticipate customer
2016). needs and offer proactive solutions.

Benchmarking against competitors can | Banks should continuously evaluate your customer
highlight — areas  for  improvement | experience against industry leaders and adjust
(Reichheld & Teal, 2003). strategies accordingly.

Integrating these insights from existing research with current practices and real-time
data empowers banking institutions to develop and refine customer experience strategies that
address the evolving needs and expectations of their customers, both in digital and physical
interactions. These strategies play a pivotal role in building and sustaining strong, enduring
customer relationships in the banking sector.

Implications for the Banking Industry

The study highlights the significance of customer journey research, particularly in the
banking sector. This is the first study to provide a thorough overview of customer journey
and experience in the banking sector with the aim to advance the literature in this domain in
several ways. It highlights that customer perception of service quality and experience plays a
pivotal role in determining customer loyalty, especially in an industry where products and
services are relatively similar across different banks. The study's bibliometric analysis and
thematic clustering reveal key themes in customer experience management. These themes
include the adoption of digital banking, continuous usage of internet banking, managing
multichannel banking, studying different personas of bank customers, and strategically
managing brand image. This provides a theoretical background for understanding and
studying customer experience in the banking sector. The findings underline the growing
importance of digital touchpoints in shaping customer satisfaction. With advancing
technology, scholars and practitioners are increasingly focusing on factors influencing the
adoption of digital banking, particularly mobile banking. Factors like initial trust, perceived
usefulness, service quality, and service information emerge as dominant themes in this
context.

The following managerial implications can be deduced from the study: First,
traditional banks must invest in digital infrastructure and restructure their business practices
to meet the demands of contemporary consumers for a seamless omni-channel experience
(Verhoef et al., 2015). Second, the data-driven strategy of digital banking places a strong
emphasis on efficient collection, processing, and utilization of client data. Traditional banks
can adopt similar strategies to adapt to changing customer preferences and enhance overall
customer experiences. Third, Striking the right balance between preserving physical branches
and enhancing digital services is crucial for traditional banks. Informed decisions regarding
branch consolidation and optimizing in-person customer interactions should be guided by
research findings (Lemon & Verhoef, 2016). Fourth, to preserve and enhance trust in digital
channels, traditional banks should prioritize strong cybersecurity defenses and maintain open
lines of communication. These factors are essential for ensuring customer confidence in
digital banking environments (Kumar & Lim, 2008). Fifth, traditional banks should invest in
comprehensive staff training programs to ensure that in-person customer interactions remain
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exceptional and valuable. This can be informed by research on effective customer service and
employee training methods (Rust et al., 2019). Sixth, some banks are adopting hybrid models
that integrate robust digital services with physical branches. Studies can be leveraged to
evaluate the effectiveness of these models and provide practical guidance for their
implementation (Huang & Rust, 2018). Seventh, balancing the positive attributes of both
traditional and digital banking models is essential. Prioritizing technology and data analytics,
along with ensuring security and building customer trust in the digital realm, should be at the
forefront of bank strategies. This approach enables banks to effectively meet the diverse
demands and expectations of their clientele.

CONCLUSION

Managing customer experience is a paramount priority for service firms, particularly
within the financial sector. Organizations widely recognize that a positive customer
experience not only drives growth but also leads to repeat business and positive word-of-
mouth referrals from loyal customers. Even a minor shift in the proportion of loyal customers
can significantly impact a firm's profits. This study specifically focuses on the banking
sector, where customer loyalty hinges on their perception of service quality and overall
experience, given that the products and services offered by different banks are largely
comparable. The study holds both theoretical and managerial significance. The theoretical
contribution is evidenced through bibliometric analysis, which helped identify contemporary
themes, influential authors, and countries at the forefront of research in this domain. While
the field has made substantial progress over the years, there remains a need for further
research to delve deeper into understanding customer behavior in the banking sector. The
centrality of customer satisfaction in determining overall customer experience is evident, as
most authors concentrate their efforts in this area. Furthermore, through the clustering
process in VosViewer, five distinct themes emerged: the adoption of digital banking,
sustained usage of internet banking, effective management of multichannel banking,
examination of various customer personas for enhanced experience management, and
strategic maintenance of brand image to ensure ongoing customer satisfaction. It is now
established that digital touchpoints wield the most influence over customer satisfaction
levels, given the evolving landscape of technology, as extensively studied by scholars.
Mobile banking, though an emerging feature, is yet to gain widespread popularity among
consumers. Hence, much of the research has focused on identifying factors affecting user
adoption of mobile banking. Dominant factors recognized in these studies include initial
trust, perceived usefulness, service quality, and service information. The study carries
significant managerial implications. Findings suggest various critical touchpoints that shape
customer experience. Banking firms must meticulously track their customers' journey and
concentrate on those touchpoints deemed important by the customers, rather than the
touchpoints the company deems most relevant or profit-generating. Prioritizing the
customer's perspective over the company's is key. Identifying relevant touchpoints, which
predominantly are digital, empowers banks to serve their customers better and collaboratively
create a secure platform. Moreover, a multichannel approach should be complemented by a
robust strategy for effective management. This study underscores the importance of
designing quality services to cultivate loyal customers. Banking firms should adeptly manage
both online and offline customer experiences to fortify brand image in the minds of
customers. This can be achieved through seamless integration of offline and online channels,
ensuring a harmonious alignment for an enhanced customer experience.

To entice more customers towards digital touchpoints, incentives in the form of cost
savings and convenience should be extended. Overall, while the study focuses on one service
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sector, its findings offer generalizable implications that can be applied to other sectors with
careful analysis.

Limitations and Future Scope

This study was undertaken with the goal of contributing to the current body of
literature on customer experience management, particularly in the banking sector. To achieve
this, only one database, Web of Science, was utilized. Typically, it is recommended to assess
multiple databases for conducting a comprehensive bibliometric analysis. Therefore, in future
research, academicians and scholars may consider conducting another comprehensive
analysis using a different database such as Scopus. The study is exclusively focused on a
single service sector, which may constrain the broader applicability of the findings. However,
given that satisfaction is a predominant theme across most publications and is a crucial
variable in nearly every type of service, the findings may still have relevance in other service
sectors.

The following research avenues can be explored in the future studies: First, future
studies could explore the individual themes identified in this study and develop a scale for
their measurement. Second, a comparative study evaluating the online and offline customer
experience and journey in the banking sector could be a valuable area for future exploration.
Third, given the substantial shifts in customer behaviour, expectations, and company-specific
capabilities in the post-pandemic landscape, further research is warranted to comprehensively
assess these changes and to create strategies to the dynamically evolving market
environment. Fourth, future studies could consider multiple databases for bibliometric
analysis to provide a wider research landscape. Fifth, with the exponential rise of Al and
other technologies, future studies could explore how banks can leverage these technologies to
gain competitive advantage. Sixth, future studies can explore the ethical aspects of managing
a bank’s customer experience in the digital realm encompassing privacy issues, transparency
and data security. Seventh, future studies may assess the direct impact of customer
experience on financial metrics like customer retention and profitability to present
quantifiable benefits to the business.

The abovementioned future research directions have a wide scope and potential to
deepen the understanding of customer experience management in the banking sector and
further assist in the development of more effective strategies to enrich the experience
throughout the customer journey.
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