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he COVID-19 pandemic has accelerated the use of financial technology (FinTech), which was facilitated Tearlier by the removal of entry barriers, penetration of smartphones, and transformative digital business 
models. The technological disruption has opened up the market for new players with virtual business 

models. FinTech companies not only provide digital payment services that minimize transaction costs and time 
but also provide credit that employs machine learning algorithms and multiple data points to assess 
creditworthiness. The success of these models depends on the fulfillment of the needs of customers accessing 
services from remote areas. However, a few consumers may not be tech-savvy to use these technology-enabled 
services. Apart from millennials, the majority of the population is unaware of digital financial services or may not 
use them frequently (Khosla & Munjal, 2013). Moreover, existing customers may switch to rival companies due 
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Abstract

In the post-COVID era, while the use of technology-enabled contactless financial services is growing, it is more critical than ever 
to match the rising customer expectations by aiding customers in making the best decisions and fulfilling their aspirations. The 
paper’s objective was to critically review published research on the antecedents of non-transactional customer engagement 
behaviors (CEBs), such as relationship quality, emotions, customer empowerment, and the influence of the CEBs on customer 
loyalty and advocacy in the financial services industry. Relevant online databases were comprehensively searched through 
Boolean search, reviewed critically, and synthesized narratively. The guidelines of PICO (participants, interventions, 
comparisons, outcomes) were followed. The final results indicated that an empowered, satisfied, highly pre-dispositional 
customer possessing different affective states and trust reciprocated positive engagement behaviors (CEBs). The positive CEBs 
build attitudinal loyalty and advocacy behaviors that create value in the long term. This review guided on managing customer 
tendencies to positively and emotionally engage with the product and brand in many ways, such as reviews and testimonials, to 
curtail switch-over behaviors, encourage customer advocacy, and loyalty behaviors.
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to enticing monetary deals, discounts, and cashbacks. Therefore, fintech companies face the challenge of retaining 
existing customers and instilling confidence and trust in those who are conservative in their financial choices. In 
this context, maintaining a consumer base through long-term relationships that foster loyalty has become 
increasingly important, and many researchers have conducted extensive research on the factors that influence 
mutually beneficial customer engagement behaviors (CEBs), especially their antecedents and consequences. 

The COVID-19 pandemic has considerably minimized direct face-to-face user communications necessitating 
the use of virtual banking and fintech services to make payments, obtain loans, and meet various financial needs. 
The problem is that CEBs in technology-intensive virtual financial services such as fintech differ from those in 
financial services delivered in offline physical settings. Compared to traditional businesses and channels, the 
nature and impact of CEBs in a highly connected and interactive world of financial services are only growing by 
the day. Thus, the need to communicate with customers through digital platforms and retain them has become 
critical. Despite emerging economies such as India having the highest adoption rate for financial apps, the 
majority of the previous studies from India have reviewed the influence of CEBs on customer loyalty only for 
offline service brands but not for digital financial services or the factors determining CEBs (Quynh, 2019; 
Srivastava, 2019). Acquiring new customers in this dynamic competitive market heavily relies on the positive 
engagement of existing customers who would not only advocate the brand but also remain loyal. Hence, there is a 
need to critically review published research on the determinants of non-transactional CEBs and their outcomes. 
Thus, this paper aims to critically review the literature on the factors that influence CEBs and their consequences 
and make recommendations for future research in this field. The aim is to identify and interpret the similarities and 
differences in the content and methodology among the studies and conclude the field's future direction. 
Engagement marketing has been accepted, but a conceptual model of 'customer engagement behavior' (CEB) for 
the emerging financial technology firms and the banking and financial services industry has not been explored or 
reviewed critically. Hence, we also present a conceptual structure for the CEB study that can be applied to future 
research in a variety of settings. An understanding of the relationship between customer empowerment, emotions, 
and CEBs and the effect of CEBs on customer advocacy and loyalty would assist these tech-enabled financial 
services firms in formulating CMR (customer-managed relationship) and brand strategies for long-term growth 
and competitiveness.�

Methodology

The present paper on the review of the literature on CEBs follows the guidelines recommended in the business 
management review article by Tranfield et al. (2003). Accordingly, articles for the critical review of literature were 
screened based on the eligibility criteria prescribed by PICO and PRISMA (preferred reporting items for 
systematic reviews) guidelines. It consists of a checklist of 27 items and a flow diagram consisting of four phases 
to illustrate the most critical items of the review transparently. The PICO method provides an open and 
unambiguous report on the participants, interventions, comparisons, outcomes, and the study design. This 
analysis was carried out by comparing peer-reviewed literature on CEBs, and a set of selection criteria was 
developed to select papers for inclusion. 

Inclusion Criteria

The present study considered participants from banking and financial services, with the intervention being 'highly 
empowered customers displaying a positive customer engagement behavior' and the consequence of CEB as 
'reduced switching behavior and increased advocacy/loyalty behavior.' Both longitudinal and cross-sectional 
studies from academic journals from 2010 – 2022 were selected, and all sources were in English.
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Search Strategy

Various online databases and repositories were identified based on their reputation, such as Scopus, Emerald 
Insight, Springer LINK, and Sage. A continuous search based on the references of the articles from the initial 
searches was also carried out to get to the inclusive set of articles for review. The search strategy used the 
following terms in different combinations for search: customer empowerment, financial services, banking, 
customer engagement behaviors, attitudinal loyalty, switching behavior, relationship quality, trust, satisfaction, 
and emotions. Different research studies were critically investigated to understand the various constructs being 
studied, their association with our research problem, the methodologies being followed, the locations where the 
studies were undertaken, and their findings and limitations. The search process is depicted in Figure 1. 

Analysis and Results

Almost 49% of the studies appeared in four journals, and the International Journal of Bank Marketing alone 
published 20% of the studies. Earlier studies were published in marketing journals focusing on general aspects of 
customer relationships in varied contexts. Later studies were largely published in IJBM that focused on marketing 
challenges in the financial services industry. The studies related to the CEBs in the banking and financial services 
industry are summarized in Table 1. There are 22 empirical articles in total, including two in business-to-business 
partnerships and 20 in retail relationships, in addition to 13 conceptual papers. Most of the empirical studies were 

Search with Keywords

(Total no. of articles)

Related to customer engagement/ 

empowerment framework under 

the financial services industry

80 duplicates were removed

35 unique articles were retained for the 

final critical review of customer 

empowerment/engagement behaviour 

in the financial services industry.

Springer LINK - 4

Taylor ad Francis - 2 

Emerald - 19

Sage - 1

Elsevier - 4

Prabandhan-5

Springer LINK - 167 

Emerald - 700 

Sage - 29 

Scopus - 36

 

Springer LINK - 22 

Emerald -79

Sage - 10 

Scopus - 19

Figure 1. Flow Diagram of the Search Process for a Critical Review
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carried out in the banking sector (12), followed by financial services (five papers), and mobile payments                  
(two papers). Furthermore, more than a third of all studies (nine) focussed on the European economy, along with 
only a few studies from Asia and North America. Since the characteristics of CEBs vary significantly between 
countries, the results of European studies cannot be applied to other countries. There was no multi-country, 
longitudinal study available.

General Observations Related to the Development of the Concept of CEBs

The study on customer engagement was developed in the last decade and has been studied extensively in various 
contexts. In marketing relationships, interactive experience and value co-creation plays a crucial role. The 
concept of CEB was crystallized by van Doorn et al. (2010), who proposed a model for CEBs where the 
measurement of CEBs is done using the following elements: valence (positive or negative), form or modality 
(customer expression types; time vs. money spent, in-role, extra-role and elective behaviors, type of firm/brand 
level outcomes realized by customers), scope (temporal and geographic), choice of channel and customer goals. 
Jaakkola and Alexander (2014) improvised the concept of CEBs by highlighting non-transactional aspects where 
the customer influences the growth of the firm's product offering through personal recommendations or referrals. 
The consumer's reasons for interaction are threefold: a belief that they can assist businesses without expressing 
negative feelings, attachment to the company, and being open to customer community feedback. Thus, customer 
empowerment is a precondition for customer engagement.

Later on, CEB was proposed to be a mediator between trust, trustworthiness, and loyalty in the banking sector 
(Hoang, 2019; Kosiba et al., 2018) and between (emotions) psychologically gratified customers and 
loyalty/advocacy behaviors (Moliner-Tina et al., 2019; Pansari & Kumar, 2017). Kosiba et al. (2018) also 
advocated that the positive influence of CEBs on brand loyalty and trust exhibited the future expected behaviors 
by the trustee, thus leading to attitudinal loyalty. 

Methodology of the Studies

While the majority of the studies, that is, 19 studies, were from general financial services, four studies were from 
the traditional retail banking customer base, nine studies particularly were from the online banking service 
customers, and two studies were Islamic banking papers. Most of the studies looked at the bank and financial 
service customers because it is easier to obtain data from them than from bank managers or financial service 
providers. Banks and financial service firms tend to be hesitant to provide data on CEBs and the determinants and 
outcomes of such conduct. Furthermore, executives will be preoccupied with their day-to-day operations and 
might be uninterested in research projects. Despite the time and resource constraints associated with dyad 
methods, two studies used dyads (bank managers and customers), while one study looked at CEBs from the 
viewpoint of financial services sellers. The majority of empirical papers used survey methods to collect data, with 
just a handful using random samples and the majority using convenience samples. The sample size of the studies 
ranged from as low as 14 to as high as 2,187. In addition to surveys, one study each used critical events, content 
analysis, mixed approaches, embedded case study, virtual experimental procedure, and in-depth personal 
interviews to collect the data. Three of these studies used a two-stage design that included a survey as well as in-
depth interviews or content analysis or virtual experiments. In financial services research, qualitative or semi-
qualitative data collection approaches are typically favored since certain definitions are more abstract for 
relationship paradigms, necessitating the use of interview data to conceptualize survey instruments. However, 
most of the studies did not adopt such a mixed-method methodology. 



Table 1. Key Research Studies Considered for the Critical Review

Authors Journal Type of Study/Analysis Key Findings

van Doorn et al. (2010) Journal of Service Research Conceptual Developed a conceptual model of the   

   predictors and outcomes of CEB.

Bhat & Darzi (2016) International Journal of  Cross-sectional/ Psychological and relationship elements

 Bank Marketing. quantitative/SEM influenced a bank's customer relations rather  

   than a pure buying approach leading to bank loyalty. 

Joosten et al. (2016) Journal of Service Management Cross-sectional/ Control measures were found to be effective

  quantitative/ experimental influencers of attitudinal and behavioral 

   outcomes such as satisfaction/loyalty, and the 

   consistency between control beliefs 

   produced the above outcomes. 

Glavee-Geo et al. (2020) International Journal Cross-sectional/quantitative/  The cognitive component of

 of Bank Marketing SEM-PLS technique using CE had a positive influence on 

  SmartPLS 3.0 advocacy intention. The emotional component 

   of CE powerfully affected both advocacy intention 

   and the continuous usage of services.

Moliner et al. (2018) Journal of Services Marketing  Cross-sectional/  In the banking sector, extensive usage

  quantitative/dyadic  of state-of-the-art ICT considerably 

  methodology reduced direct face-to-face customer

      communications necessitating immersive elements. 

Kumar &  Journal of Marketing Research Conceptual  The framework showed how customer 

Pansari (2016)   engagement can be gained and how firm

   performance can be maximized. 

Pansari & Kumar (2017) Journal of the Academy of  Review A theory of engagement was proposed, 

 Marketing Science   affirming satisfaction in relationships & 

   emotional connection resulted in 

   customer engagement.

Fullerton (2011) Journal of Retailing and  Cross-sectional/ Affective and normative commitment 

 Consumer Services quantitative interpreted customer advocacy

   in that order of significance.

Moliner-Tena et al. (2019) International Journal  Cross-sectional/ CE strongly mediated between satisfaction,

 of Bank Marketing quantitative emotions (antecedents), and customer 

   experience outcomes such as the advocacy

      and attitudinal loyalty behaviors 

   in service consumption.

Youssef et al. (2018) Journal of Business &  Conceptual In a B2B environment, CEB was influenced by

 Industrial Marketing    commitment, relationship trust, and involvement. 

Kosiba et al. (2018) International Journal of Retail &  Cross-sectional/ CE played the role of the mediator in the

 Distribution Management quantitative relationship between trustworthiness 

   and brand loyalty. 

Larsson & Viitaoja (2017) International Journal  Cross-sectional/ The perception of the bank about the

 of Bank Marketing quantitative customers' know-how and experiences 

   was different from customers' actual

   knowledge of the same.

Ladhari & Leclerc (2013) Journal of Retailing  Cross-sectional/ Satisfaction was seen to be more 
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 and Consumer Services Quantitative pronounced in online financial services; 

   e-satisfaction had a three-fold impact on e-loyalty 

   than e-trust. 

Hoang (2019) International Journal of  Cross-sectional/Both Customer dialogue mediated customer

 Bank Marketing  qualitative  & quantitative  satisfaction and loyalty, and also trust 

  using the SWICS model and communication can result in 

   customer loyalty for commercial banks 

   dealing with competition.

Levy & Hino (2016) International Journal of  Cross-sectional/  Emotional and relational elements

 Bank Marketing quantitative influenced a bank's relationship with  

   customers and bank loyalty rather

   than a purely transactional approach. 

Zhou (2013)  Decision Support Systems Cross-sectional/ The qualities of service, system, and

  quantitative/ SEM information mainly affected trust, satisfaction, 

   and flow, respectively. 

Verhoef  et al. (2010)  Journal of Service Research Conceptual  Experiences triggering customer engagement 

   are generally very critical or extreme, meaning 

   they are either very positive or very negative. 

Kumar et al. (2010) Journal of Services Research Conceptual The CEV model consisted of CLV, CRV, CIV, and CKV.   

   CEBs contribute directly, resulting in customer 

   purchases, indirectly through customer 

   provided feedback/suggestions, referrals, & 

   social media brand conversations.

Murray et al. (2014) Journal of Financial  Cross-sectional/ Twitter as a social media channel was

 Services Marketing quantitative/content analysis seen to be useful in achieving customer 

    engagement when implemented in line with 

   the acquisition or retention requirements.

Kumar et al. (2019) Journal of the Academy of   Conceptual B2B and service-oriented companies

 Marketing Science  saw a greater influence of employee 

   engagement on customer engagement than B2C 

   and manufacturing-oriented industries.

Monferrer et al. (2019) Spanish Journal of Marketing Quantitative/ Satisfaction, self-brand connection, & emotions 

  Descriptive experienced in a service setting affected CE 

   and loyalty. The creation of a customer-company 

   emotional connection could signify a 

   switching cost or barrier for the customer. 

Kaabachi et al. (2019) International Journal of  Quantitative/SEM Highlighted the importance of social

 Bank Marketing (structural equation modeling) elements and website user interface/

   usability towards an initial trust formation 

   with customers. 

Islam & Rahman (2016) Management Decision Review/ Authenticated the multi-dimensional

  A systematic review of CEB  nature of customer engagement having 

   cognitive, emotional, behavioural, 

   and social dimensions. 

Abror et al. (2020) Journal of Islamic Marketing Quantitative/SEM Service quality and CE had a huge influence 

   on the satisfaction and loyalty of the 

   customer, respectively.
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Omoregie et al. (2019) International Journal of  Quantitative/PLS-SEM Satisfaction was found to significantly 

 Bank Marketing  influence loyalty, followed by the quality of 

   service and trust.

Brodie et al. (2011) Journal of Service Research Conceptual Relationship marketing theory and SD-logic 

   theories to be used as a framework for future 

   research on CE; defined CE and differentiated it 

   from other meanings involving "customer-

   participation" and “involvement."

Brodie et al. (2013) Journal of Business Research Conceptual Consumer engagement was believed to be 

   an intricate psychological process having multiple 

   dimensions and intensity levels with time.

Bowden et al. (2015) Journal of Marketing Management Conceptual Functional and utilitarian types of services that 

   involved a lot of transactions were seen to be 

   prone to disengaging behaviors compared to 

   services that were participative/co-creative, 

   having emotional bonds that were found to 

   be more enduring.

Morrongiello et al. (2017) International Studies of Mixed-Method approach Customers who had faith that they  could 

 Management & Organization   assist their firms by restricting the display of their 

    negative feelings by being more brand attached and 

    receptive to the firm's needs displayed CEBs.

Jaakkola &  Journal of Service Research Qualitative/embedded Value co-creation through CEB is a 

Alexander (2014)  case study approach system-level process by integrating a broader 

   set of resources.

Yadav (2017) Indian Journal of Marketing Conceptual Discussed social media as an effective marketing   

   tool as well as the risks associated with it for 

   marketing managers.

Arora et al. (2018) Indian Journal of Marketing Quantitative/ How social media influences millennials'

  Descriptive  product preferences and decisions. The scope 

   of social media advertising highlighted how 

   businesses might use different social 

   media platforms.

Shimpi (2018) Indian Journal of Marketing Quantitative  Customers' active role in a social media 

   strategy indicated firms' ways to design appropriate 

   social media messages for brand building.

Quynh (2019) Indian Journal of Marketing Case Study The study showed the moderating influence 

   of brand image on the relationship between 

   customer engagement and customer loyalty.

Tanwar et al. (2021) Indian Journal of Marketing A systematic  The study showed how influencer

  literature review marketing is used as a tool for online 

   consumer engagement.

Variable Selection

As given in Table 1, different types of variables have been used in CEB studies, and we note the following.
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Dimensions of CEBs

The concept of CEBs is relatively new, and there is no clarity on its definition or dimensions. After the review, it is 

observed that the concept of CE is yet to be theorized, and its meaning and role are yet to be defined for a particular 
service context. Most of the studies here had used the multi-dimensional nature of customer engagement having 
cognitive, emotional, behavioural, and social dimensions having multi-intensity levels with time                            
(Brodie et al., 2013). 

Most of the time, the dimensions of CEBs include firm or brand-centered behaviors that go beyond 
transactions but have positive/negative manifestations depending on the motivational drivers of the customer       
(van Doorn et al., 2010). It also means non-purchase customer-to-customer (C2C) behaviors where the customer 
influences the development of the firm's offering and brand identity through knowledge, skills, opinions, 
recommendations, online reviews, and referrals, making it a part of experiential marketing (Jaakkola & 
Alexander, 2014). The various C2C interactions influence the development of the firm's offering, popularly 
known as participative or co-created services, through their knowledge, opinions, reviews, and referrals (Jaakkola 
& Alexander, 2014). Van Doorn et al. (2010) set a holistic and unifying conceptual framework for CEB, 
encompassing various customer, firm, and context-based factors but did not substantiate the relationships 
experimentally for any specific industry or research dimensions.

Antecedents of CEBs

Various studies have looked into the determinants of CEBs on three main categories of variables.

Customer Empowerment

In the process of determination of CEBs, Pires et al. (2006) pioneered the customer-managed relationship (CMR) 
that has given more power to the individual consumer to decide what kind of service they want or how frequently 
they wish to engage with businesses. The study focussed on the design of ICT (computers and information 
technology) based customer-centric strategies, emphasizing the uncontrolled nature of the consumer 
empowerment process. Moreover, research on social media asserted that social media channels help firms connect 
in a dynamic and collaborative nature between customers and how the messages have to be created to build an 
effective brand image (Sashi, 2012; Shimpi, 2018). Later, Murray et al. (2014) revealed that Twitter as a social 
media channel was seen to be useful in achieving customer engagement. Moreover, Yadav (2017) conceptually 
studied the various aspects related to the effectiveness and the risks of social media as a tool for marketing in the 
age of technology and the internet. However, the study revealed more about the problems that firms might face by 
adopting social media marketing. Along the same lines, the conceptual study by van Doorn et al. (2010) observed 
that though the managers encouraged customers to engage online, they tried to avoid negative publicity by 
retaining control over information and negative experiences shared by the customers. Thus, managerial control 
over customer engagement behavior (CEBs) defeats the very purpose of customer engagement which requires 
sharing control over communications (Morrongiello et al., 2017). This indicated that the studies by van Doorn et 
al. (2010) and a recent study by Morrongiello et al. (2017) and Yadav (2017) were able to identify and address the 
issues related to customer empowerment and engagement behaviors together in contrast to previous studies which 
viewed them separately. 

An experimental study by Joosten et al. (2016) on banking service customers revealed that control in the 
services industry might not be feasible as individuals tend to differ in their desire for control. Further investigation 
on the scope of social media advertising revealed how firms employed various social media platforms to influence 
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the choices of millennials (Arora et al., 2018). Nevertheless, none of the studies considered here helped us 
ascertain which specific cohort has a specific desire for control or what type of CEB is being displayed on which 
particular social media channels to manage the process of customer empowerment needs and engagement 
behavior over a customer lifecycle.

Emotions

Several researchers previous to van Doorn's (2010) CEB framework that is, during 1999 –2005, tried to know the 
meaning and valence of 'affective states' or 'emotions' and their outcomes. The presence of an emotional bond 
makes these services more enduring, unlike other functional and utilitarian types of services that involve many 
transactions and are prone to disengaging behaviors (Bowden et al., 2015). Customers' accumulated experiences 
turn emotions into actions and behaviors (Bagozzi et al., 1999; Martin et al., 2008), and positive emotions generate 
positive CEBs and vice versa. Similarly, Verhoef et al. (2010) outlined that experiences triggering customer 
engagement are generally very critical or extreme, but it was much beyond the first study of emotions in the 1900s. 
Levy and Hino (2016) and Bhat and Darzi (2016) went on to substantiate that emotional and relational elements 
influenced a bank's relation with customers rather than a purely transactional approach leading to bank loyalty 
through quantitative studies. Their approach did not touch upon any specific industry or the growing and sizable 
internet users that were prevalent at that time.

Relationship Quality 

As viewed by Yousafzai et al. (2003), trust and satisfaction in virtual financial operations influenced the 
customers' perception of the reliability of services. Ladhari and Leclerc (2013) later concluded that e-loyalty was 
positively related to relationship qualities (e-satisfaction/e-trust) among click-and-brick banking users, where                
e-satisfaction had a three-fold effect on e-loyalty than e-trust. Ladhari and Leclerc (2013) exclusively studied 
click-and-brick banking users involving e-satisfaction, e-trust, and e-loyalty but failed to compare online with the 
traditional banking user behavior in a single framework. Many later studies empirically showed that customer 
dialogue/engagement mediated the relation between trust, trustworthiness, and loyalty in the banking sector 
(Hoang, 2019; Kosiba et al., 2018) and between emotionally-connected satisfied customers and loyalty/advocacy 
behaviors (Pansari & Kumar, 2017; Moliner et al., 2018). After comparing offline and online customer 
experiences, Kaabachi et al. (2019) found that an initial offline experience was more important than an online 
engagement to create trust and commitment.

Consequences of CEBs

We note that the variables used by researchers fall into one of the two main groups in the consequences of CEBs.

Attitudinal Loyalty

Kosiba et al. (2018) highlighted that customer engagement influenced brand loyalty based on the amount of 
trustworthiness in the banking sector. Nagdev and Rajesh (2018), in their study about the adoption of internet 
banking, suggested banking institutions employed engagement marketing strategies in the initial stages to form a 
customer connection based on trust. Attitudinal loyalty causes repetitive purchases of the same brand or a set of 
brands or web-based financial services despite situational provocations and marketing influences that can cause 
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the customer to switch over (Ladhari & Leclerc, 2013). The role of social media to achieve customer loyalty by 
employing various customer-centric techniques such as influencer marketing has a huge potential for exploration 
in the online financial services sector (Tanwar et al., 2021). 

Customer Advocacy

Fullerton (2011) highlighted word of mouth method of customer advocacy as the most influential form of 
information as it is believed to be non-biased, less apprehensive, and thus a trusted source influencing loyalty than 
repeat buying. Van Doorn et al. (2010), Kumar et al. (2010), and Pansari and Kumar (2017) confirmed that CEBs, 
therefore, shaped customer advocacy and attitudinal loyalty. Kumar et al. (2010) affirmed that CEBs contributed 
to customer purchases, feedback, suggestions, referrals, and other brand conversations on social media. 
Subsequently, Moliner et al. (2018) authenticated that the focus is now on creating an experiential brand 
experience that governs customer advocacy. Glavee-Geo et al. (2020) went a step further and observed that the 
emotional dimension of engagement had a positive effect on advocacy intention. Also, with the ever-increasing 
competitive landscape, it becomes essential to know more about forming emotional bonds, as prominently 
identified by Brodie et al. (2011)'s conceptual framework and later by other quantitative studies by Monferrer et al. 
(2019), Ladhari and Leclerc (2013), and Moliner et al. (2018).  

Categories of Variables Used by Type of Study

From the total of 35 studies, three conceptual papers and two empirical studies used all three types of variables 
(antecedents, CEBs, and consequences), while 10 studies looked at only one variable (either empowerment, trust, 
satisfaction, loyalty, or advocacy), with many of them focus on developing a CEB conceptualization (five 
studies). The remaining 16 studies (either antecedents and CEB – six studies, or implications and CEB – 10 
studies) focussed on only one aspect of the CEB framework. CEB is conceptualized using a variety of variables: 
customer participation, involvement, intricate psychological process, co-creation, multi-dimensional (mental, 
psychological, behavioural, and social), social interaction, and interactive experience. Only two were dyad 
studies (involving both customer and employee) and one of them, Moliner et al. (2018), used a full framework. In a 
business-to-business context, one conceptual study, Kumar et al. (2019), focused on CEBs' effect on the growth of 
m-wallets. 

Changing Trends in Literature

The investigation of the CEB field showed some emerging research patterns in the literature. First, in early 2010, 
conceptual studies began to look at the overall framework that included determinants of CEBs and their outcome 
in the financial services industry. Although customer empowerment in customer-related studies was 
conceptualized in the early 2000s, empirical work took place after a few years (2006 onwards). Later, from 2011 
onwards, studies focused on the loyalty or advocacy effect of trust or satisfaction in online settings. It is only 
logical that as the evidence on customer relationship management grew, the forebears and implications of CEBs 
assumed importance. Since 2019, researchers have been attempting to determine whether variables that influence 
CEBs impact the virtual marketplace and what new variables arise. There is a need for more qualitative studies 
(case studies or interviews) since CEB is a dynamic concept having several dimensions that cannot be assessed 
using measurement scales. We attempted to put together a general conceptual framework that emerges from this 
analysis and its findings to provide recommendations as to which variables should be used most in future studies 
(Figure 2).
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Practical Implications

Theoretical Implications

Relationship marketing theory and service-dominant (SD) logic were exclusively used to prove the nature of 
customer engagement (Brodie et al., 2011; Islam & Rahman, 2016) which was different from earlier connotations 
such as customer participation and involvement. The SD logic stressed proactive efforts and contributions, where 
customers perceive what they give as a cost and what they receive from the seller as a benefit or a reward (Vargo & 
Luch, 2016). These researchers further asserted these theories to be used for future research to know the 
significance of customer-to-customer (C-to-C) relational behaviors in developing and maintaining loyalty and 
brand equity. Customer loyalty by Oliver (1999) explained by the hierarchy-of-effects notion of loyalty included 
cognitive, affective, and behavioral intentions and also provided a foundation for subsequent studies. 
Consequently, these intentions/attitudes make the customers engage closely with the entity, making them loyal 
and spreading positive word-of-mouth (Oliver, 1999). There are very few theories related to customer behavior 
and loyalty for the tech-enabled financial service landscape as the concept of customer engagement is not very 
well researched or evolved academically as known to the digital marketing and branding managers.

Managerial Implications

This critical review provides directions for marketing managers, e-marketers, technologists, academicians, and 
practitioners of customer engagement marketing in the banking and financial services industry and guides them 
on how best to build trust and manage customers' emotions and tech-enabled power sources to engage with the 
brand positively (reviews, testimonials). Due to several financial apps present in the market, firms need to have a 
good app on-boarding strategy and process which is informational, transparent, structured with step-by-step 
instructions (example: product walk-throughs), and yet simple as it is studied that a poor onboarding process is 
known to result in a majority of app uninstalls. Once on-boarded, firms must focus on customer retention 
strategies by personalizing the service experience. Hence, firms can employ AI (artificial intelligence) powered 

Emotions

Relationship Quality
•   Trust 
•   Satisfaction

Customer Engagement 

Behaviour

Consequences

Customer Advocacy

Attitudinal Loyalty

Customer 

Empowerment

Figure 2. Determinants and Outcomes of Customer Engagement Behaviour
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app push notifications to send customized news feed, offers, and cashback to the present customers. This ensures 
they are technologically empowered and use most of the available app features engaging them emotionally to use 
the app for a longer time. Appropriate social media influencer strategies can be used to further reinforce the brand's 
value proposition with customers who advocate a positive word of mouth.

Conclusion

The review's main conclusion is that, while most studies are empirically rigorous, the field is vast, and there is no 
agreed-upon framework. The three main CEB dimensions (trust, satisfaction, and empowerment) are the only 
areas of convergence used in several studies and validated in various contexts. Another point noted is that the 
environment is undervalued in CEB studies, even though it is important, notably in multi-country studies where 
cultural and other environmental factors influence CEBs and their consequences.

The numerous reasons for customers to actively engage, remain passive, and disengage assist in the 
development of a robust customer segmentation strategy. A combination of strategies needs to be used, one for 
branding at the corporate level to strengthen the trust factor and the other for relationship and engagement 
marketing at the branch level so that customer engagement and customer loyalty can flourish. The marketing 
strategy primarily needs to be designed to solve the conundrum occurring from customer empowerment and a 
sense of control arising from access to information and the company's desire to restrain the control to avoid 
negative publicity. As the resultant engagement is a non-transactional behavior such as a referral or word-of-
mouth, resulting in a long-term attribute of loyalty and advocacy, which is cyclic, meaning the company needs to 
pass it back to the empowered customer. This shows important marketing strategy design implications for 
engagement behavior arising from a digitally empowered consumer. 

From the critical literature review, it is observed that post-COVID-19 disease outbreak, emerging banking and 
non-banking financial services companies are continuing to digitize and rapidly disrupt technologically. Hence, 
firms need to individualize and personalize their offerings with immersive and experiential elements to stand out 
in the competition. Even though social media channels facilitate engagement, the specific channels need to be 
used with specific goals such as acquisition and retention in mind. It is also discovered that an initial offline 
experience based on trust is required before developing a strong strategy for engaging customers digitally. Thus, 
effective offline and online marketing strategies must be established in the financial services and financial 
technology industry, which can empower and positively engage customers in developing attitudinal loyalty, 
advocacy, and value for the company.

Limitations of the Study and Scope for Further Research

The recommendations of the present study rely on the design and conduct of the study and also do not correct for 
publication biases. There might be subjectivity bias in the present study when we grouped similar studies 
regardless of quality (poor quality with rigorously conducted studies). Similar to financial services, studies could 
be undertaken for other service industries: e-commerce, healthcare, tourism, media, and entertainment, which are 
also highly competitive and volatile; other population groups; and specific cohorts and cultures. Also, there is an 
absence of studies comparing both online and traditional banking users in a single framework. Very few studies 
adopted a qualitative approach to understand CEBs for a specific industry, population group, or context. So, a 
more qualitative approach may prove very insightful in understanding new industry segments and contexts. 

Recent research has focused on partnerships where the two parties do not play the conventional buyer and 
seller positions. As a result, examining the consistency of such relationships is an exciting new research field. 
Firms' and consumers' engagement behaviors with government, not-for-profit businesses, and international or 
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regional organizations have all been overlooked in the analysis of dyadic relationships. Since the consumers' roles 
are not exclusively buyer-seller in these relationships, such studies would provide new perspectives on CEBs. The 
new research on the effect of empowerment on CEBs identifies different categories of customers based on the 
degree of their desire, opportunity, and control for a particular service or activity is required. It's also worth noting 
that further research into cross-border relationships and the significant impact of cultural traits is essential.
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