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THE RELEVANCE OF RESEARCHING THE PSYCHOLOGICAL FOUNDATIONS
OF FORMING BANK CUSTOMER ATTACHMENT IN THE CONTEXT OF
DIGITAL TRANSFORMATION AND GROWING COMPETITION

Abstract. The article analyzes how the rapid development of technology
and growing competition affect the needs of banking services consumers
for quality of service, individual approach to service and speed of
response. The authors emphasize the importance of studying the socio-
psychological mechanisms of commitment formation to better meet the
needs, increase loyalty and attachment of bank customers. The theories
and practical achievements of psychologists and economists such as
D. Kahneman, O. Dixon, F. Reichheld, F. Zimbardo, K. Keller, R. Cialdini, and
others have been analyzed. The fundamental works of researchers of the
attachment  phenomenon have been considered: ]. Bowlby,
K. Bartholomew & L.Horowitz, L. Guerrero & G.Bachman, M. Credé &
S. Niehorster, C.Hesse & S.Trask, L.Holt & ]J.Fifer, Z. Temiz, J.]ones,
E. Sagone and others. Four primary areas have been identified that banks
should develop to enhance customer attachment: changes in consumer
behavior and the financial market, customer experience and financial
stability, social responsibility and trust, and personalization of service. The
development of mobile app technologies and online services aimed at
improving the quality of banking services is changing the paradigm of
banking service, creating new methods and ways for banks to interact
with their customers. Artificial intelligence and machine learning can be
used to generate personalized offers. In such circumstances, customer
expectations are also changing, and this has an impact on the development
strategy of banks. The article addresses how individuals choose a bank,
with a focus on social responsibility and trust. It examines the impact of
ethical practices, investments in local communities, and the
implementation of social projects on customer attachment by enhancing
banks' reputation. The authors highlight the importance and necessity of
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further empirical research on forming bank customer attachment,
focusing on the structure of this phenomenon and the key factors
contributing to its formation. They emphasize the significance of
incorporating psychological aspects into customer service processes in the
banking sector to enhance bank competitiveness and foster mutually
beneficial cooperation with clients. Attention is focused on conducting
targeted education and training, which will allow bank employees to
acquire the necessary knowledge and skills to improve the quality of
customer service and increase customer loyalty to the bank.

Keywords: attachment; loyalty; commitment; consumers; consumers;
digital transformation; competition; bank.

INTRODUCTION / BCTYII

Statement of the problem / IlocraHoBka mnpo6siemu. The rapid
development of digital technologies and increased competition in the financial
sector have made building customer attachment to banks more critical than
ever. Modern consumers demand high-quality service, personalized approaches,
and quick responses to their requests, creating new challenges for banks and
other financial institutions. With the fast-paced improvement and development
of mobile financial service applications, understanding by bank management the
psychological mechanisms that influence customer satisfaction, loyalty, and
attachment is essential for developing and implementing effective strategies to
attract, serve, and retain customers. The insufficient understanding of these
psychological mechanisms by banking specialists highlights the need for further
training. Providing targeted education and training will enable bank employees
to gain the necessary knowledge and skills to enhance customer service quality
and boost customer loyalty to the bank.

Analysis of Recent Research and Publications / AHasi3 (0OCHOBHMX)
OCTaHHIX AocaigkKeHb i myosikangii. Among the researchers, in particular
foreign psychologists, who have contributed to the study of consumer
attachment and the mechanisms of its formation are D.Kahneman [1],
F. Reicheld [2]. F. Zimbardo [3], C. Keller [4], R. Cialdini [5]. R. Cialdini explores
the principles of social influence, such as reciprocity and credibility, that banks
can use to increase customer loyalty. Ph.Zimbardo analyzes the impact of
situational factors on human behavior, which helps banks gain a deeper
understanding of how to create a favorable environment for customers.
F. Reichheld developed the concept of Net Promoter Score, which is now crucial
for measuring customer satisfaction and loyalty. K. Keller explores the impact of
brand identity and image on customer commitment and loyalty. D. Kahneman
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studied decision-making processes and cognitive biases that influence customer
choice and loyalty to banks. Their theories and models can be used to develop
more effective customer acquisition and retention strategies that take into
account the emotional, cognitive, and social aspects of behavior.

Among domestic researchers in organizational psychology, the topic of
commitment has been explored within the context of loyalty, and this problem
was studied by L.Karamushka [6], I. Andreeva [7], O.Romanova [8],
D. Samoilenko [9], and others. They have thoroughly examined the factors that
shape loyalty.

From a psychological perspective, there is a lack of understanding
regarding the factors that predict customer loyalty to banks. Existing models are
often "marketing-focused" and do not consider the full range of psychological
aspects, such as emotional experience, social influence, cognitive processes, and
consumer personality traits. Specifically, the following areas have not been
sufficiently studied: the impact of trust in the bank and its reputation on
customer satisfaction and loyalty; the mechanisms of loyalty formation through
emotional and cognitive reactions to banking services.

Researchers in organizational management primarily examine digital
transformation and growing competition through the lens of technology
implementation and market dynamics. P. Putsenteilo and O. Humeniuk (2018)
[10], O.Trokhymets (2024) [11], V.Zvonar (2020) [12], and others have
extensively studied these issues. They have explored factors such as
technological innovations, regulatory changes, shifts in consumer behavior, and
the growth of fintech companies. Their studies demonstrate how adopting
digital technologies impacts competitive advantage, highlighting the importance
of flexibility, customer-oriented strategies, and cybersecurity measures. The
authors argue that these factors are crucial for maintaining competitiveness and
enhancing operational efficiency in the economic sector.

AIM AND TASKS / META TA 3ABAAHHA

The purpose of this article is to evaluate the importance of studying the
psychological foundations of forming customer attachment to banking
institutions in the context of increasing competition and widespread process
automation.

Objectives of the paper:

1) to analyze the existing theoretical and empirical studies of the
phenomenon of attachment;

2) to consider and justify the need to study the problems of bank
customer attachment;

82



ISSN 3041-1858 (print Inentudikatop mMegia: R30-05167
ISSN 3041-1866 (online Media identifier: R30-05167
BicHuK nic/sAunIOMHOI OCBIiTH: 36ipHUK HayKoBUX npalb. Cepist «CoLia/sbHi Ta MOBeAIHKOBI HAYKH; YNIpaBJiHHSA Ta aAMiHicTpyBaHHsA». Bum. 29(58). KaTeropis «b»
Bulletin of Postgraduate education: collection of scientific papers. Series Social and Behavioral Sciences; Management and Administration. Issue 29(58). Category «B»

https://doi.org/10.58442/3041-1858-2024-29(58)

3) to analyze how the advancement of digital technologies can affect the
relationship between banks and their customers.

THEORETICAL FRAMEWORK / TEOPETHYHI OCHOBH

Attachment theory has attracted the attention of scholars over the past
few decades: J].Bowlby [13], K. Bartholomew & L.Horowitz [14],
L. Guerrero [15], G. Bachman [16], M. Credé and S. Niehorster [17], C. Hesse &
S. Trask [18], L. Holt & J. Fifer [19], Z. Temiz [20], E. Sagone et al. [21] and others.

Attachment is primarily a deep and lasting emotional connection [13].
Four attachment styles are traditionally distinguished, based on two
dimensions: self-perception and perception of others [14]. The first of these is
the Secure Attachment style, which is characterized by positive self-perception
and a high degree of trust in others. The second is the Dismissive-Avoidant
Attachment style, which involves a positive self-perception, but a negative
perception of others. The third is the Preoccupied Attachment style, in which the
perception of oneself is positive, but the perception of others is negative. The
fourth is the style of fear and avoidance. It involves a negative orientation in
both dimensions. L.Guerrero (1996) [15] emphasized the importance of
emotional and communication aspects [21]. In 2006, L. Guerrero together with
G. Bachman [16], based on the results of their research, rethought the structure
of the attachment phenomenon and placed other two dimensions at its core -
anxiety and avoidance.

From the point of view of organizational psychology, M.Credé and
S. Niehorster (2012) [17] argue that institutional attachment is the single most
important factor in student retention. According to L. Holt & J. Fifer (2016) [19],
an important element of student retention is the attachment style of mentors.

Domestic researchers in organizational psychology have mostly touched upon
the topic of attachment indirectly through problematic loyalty. L.Karamushka
(2012) [6], I. Andreeva (2008) [7], O. Romanova (2019) [8], D. Samoilenko (2016)
[9], and others worked on this problem. They studied in detail the factors that shape
loyalty, demonstrating the connection between staff commitment and leadership
styles, corporate culture, career prospects, and the psychological climate at the
workplace. The authors argued that these factors influence commitment, which in
turn affects professional motivation and productivity.

RESEARCH METHODS / METOAU AOC/IIANKEHHA

To achieve these objectives, theoretical methods have been used to
systematize and structure information about the relationship between customer
attachment, growing competition, and process automation. A systematic analysis

83



ISSN 3041-1858 (print Inentudikatop mMegia: R30-05167
ISSN 3041-1866 (online Media identifier: R30-05167
BicHuK nic/sAunIOMHOI OCBIiTH: 36ipHUK HayKoBUX npalb. Cepist «CoLia/sbHi Ta MOBeAIHKOBI HAYKH; YNIpaBJiHHSA Ta aAMiHicTpyBaHHsA». Bum. 29(58). KaTeropis «b»
Bulletin of Postgraduate education: collection of scientific papers. Series Social and Behavioral Sciences; Management and Administration. Issue 29(58). Category «B»

https://doi.org/10.58442/3041-1858-2024-29(58)

of literature and existing research provided an in-depth understanding of the
topic. The methods of generalization and systematization determined the
importance of technological innovations in forming customer attachment,
substantiating the need to study the concept of attachment as a key factor in
attracting and retaining customers.

RESEARCH RESULTS / PE3YJIbTATH JOC/IAXKEHHA

In today's financial services landscape, changes in consumer behavior and
financial market dynamics impose new demands on banks and other financial
institutions. Adapting to the increasing expectations of customers regarding
personalization, digital transformation, and social responsibility is crucial for
maintaining competitiveness. Given these circumstances, we find it essential to
focus on the following areas: changes in consumer behavior and the financial
market; customer experience and financial instability; social responsibility and
trust; personalization of service.

Changes in consumer behavior and the financial market. The strategies of
modern banks and other financial institutions are heavily influenced by changes
in consumer behavior. Today's financial services consumers demand not only
high-quality service but also significant personalization, quick problem
resolution, and prompt delivery of innovative solutions that enhance their
financial lives and well-being. This trend compels banks to seek innovative
approaches to attract new customers and retain existing ones, especially amid
increasing competition in the financial sector.

Technological advances, such as the development of mobile applications
and the migration of banking services to online platforms, are transforming how
customers interact with banks. The integration of machine learning and artificial
intelligence tools significantly enhances the analysis of customer needs based on
their financial behavior, improving forecasting models and enabling banks to
create personalized offers. This approach not only maximizes the bank's profits
but also better meets customer needs, thereby increasing customer attachment.

The concept of financial security has also evolved in recent years. The
proliferation of digital technologies has expanded human capabilities in many
positive ways but has also increased the number of potential fraud models.
Cyber threats have become commonplace, making their prevention one of the
bank's primary responsibilities. Ensuring the security of customer data and
maintaining banking secrecy are not only legal requirements but also significant
competitive advantages.

Given these societal developments, innovation and adaptability are essential
for banking institutions aiming to maintain their competitiveness. High efficiency in
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customer interaction today is unattainable without advanced technology. Banks
must embrace the philosophy of simplifying and automating processes if they plan
not only to survive but also to thrive in the new economic reality.

Therefore, only banks that prioritize security, swiftly and efficiently
implement the latest technologies, and offer personalized customer service can
hope to maximize customer attachment. This approach to banking and
investment not only enhances customer appeal but also boosts long-term
revenue and strengthens the brand.

Customer experience and financial stability. The modern banking sector has
become increasingly integrated into the service industry, with its importance no
longer being overstated. As competition intensifies, the customer experience has
become crucial, especially as exclusivity diminishes. Quick issue resolution,
effective communication, and high-quality service are fundamental for building
trust and creating a positive customer experience.

Financial instability resulting from economic and political crises has
markedly heightened the importance of security for customers of banking
institutions. Trust in banks, stemming from their financial and market stability
and predictability amid widespread uncertainty, is not merely advantageous but
an essential necessity. Banking institutions that can exhibit a high degree of
transparency and responsibility in risk management are rewarded with a
greater level of trust from their customers.

The turbulence in the financial sector prompts regulators in various
countries, including the National Bank of Ukraine, to take actions aimed at
controlling the quality of service provision by banking institutions. Such
regulations promote transparency in banks' policies and service rules, typically
involving detailed disclosure to clients regarding loan agreements, services, fee
structures, and potential risks. These actions are intended to strengthen trust
from both sides and promote responsible consumption of financial services.

Artificial intelligence and machine learning, applied to processing large
datasets to identify patterns, play a crucial role in developing personalized
approaches to promote customer satisfaction. This approach enables customers
to access services they require at the right time and location.

As a result, banks are actively implementing changes to enhance their
services and, consequently, improve the overall customer experience.
Organizations, including banks, that adopt such strategies benefit significantly
from increased customer attachment, extended customer lifecycle, and higher
average spending per customer.

Social responsibility and trust. The key to establishing trust in banking
institutions lies not only in their financial stability and data security but also in
their approach to social issues. Social responsibility is a growing trend in
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modern business development, and social aspects are increasingly prominent in
banking activities. Banks are gaining additional competitive advantages through
initiatives such as social projects, the adoption of green technologies,
investments in local communities, and support for the military. They often
sponsor charitable organizations or individual projects, providing their clients
with a sense of involvement. Recent research on the psychological factors that
contribute to trust-building indicates that customers are inclined to collaborate
with honest, transparent, and socially responsible institutions [22].

The integration of advanced technologies into the service process,
allowing bank customers to virtually access and manage their financial assets in
their accounts 24 /7, is also expected to boost trust.

Consequently, trust, social responsibility, and insight into customer
psychology are interrelated and affect the success of contemporary banking
institutions. The timely and successful implementation of these aspects
contributes to the growth of customer attachment. As a result, banks are striving
to enhance the attachment of their customers.

Personalization of service. The personalization of service and a customer-
centered approach are becoming increasingly common in banking institutions
and are often recognized as crucial factors in increasing customer satisfaction.
Banks, owing to the specific nature of their business, possess substantial
amounts of customer data, enabling them to tailor and provide precisely the
services their customers require.

Understanding the customer is a key aspect that enables the development
of personalized offers. Banks invest in extensive and costly research, leveraging
the latest technologies to analyze both existing and potential customers, thereby
creating detailed profiles.

An individualized approach to product offerings involves creating banking
products that function like "customizable kits". Customers select the features
that best meet their needs, resulting in personalized investment options, credit
lines, and tariff packages.

Personalized communication ensures that customers receive relevant
information in the appropriate format, at the right time, and through a convenient
channel (such as calls, SMS, or messenger messages), along with a valid offer or
information. To achieve this, banks analyze data on financial transactions, customer
activity, and other information provided by the customer.

Ethical considerations are crucial when collecting and analyzing data.
Banks should implement strict privacy policies to protect personal data and use
this information responsibly and transparently to maintain customer trust.

Customer data protection policies. Government regulations and clients’
desire to maximize the usefulness of their services result in the accumulation of
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significant amounts of sensitive information. This situation compels banking
institutions to adopt a thorough approach to data security. They must classify
data, prevent leaks, and maintain banking secrecy. The disclosure of customer
data can lead to fraudulent activities that harm customers. Banks that
demonstrate careful handling of customer data are likely to earn a higher level
of trust and attachment.

Thus, personalization and an individualized approach are becoming
essential components of banking services. By understanding the aspects that
matter most to customers, banks can establish strong, trusting relationships that
are beneficial for both parties.

These factors highlight the importance of studying the psychological
foundations of customer attachment in banking institutions. The insights gained
from such research will help banks better understand their customers and their
needs, ultimately finding ways to maximize customer satisfaction. This will
foster the development of long-term, mutually beneficial relationships.

CONCLUSIONS / BUCHOBKH

The study of the psychological foundations of forming customer attachment
to banks is particularly relevant due to the increasing competition in the financial
sector. Modern bank customers expect quality service and swift responses to their
requests. Understanding emotional attachment, satisfaction, trust, and other crucial
psychological factors is essential for developing effective strategies to retain
existing customers and attract new ones. The integration of advanced technologies
like artificial intelligence and machine learning enables banks to better meet
customer needs, boosting satisfaction and loyalty. At the same time, ensuring data
security and upholding strong social responsibility have become essential
components of a successful financial institution's strategy. Personalized service and
ethical treatment of clients build the foundation for enduring and mutually
beneficial relationships between banks and their customers.

Prospects for further research in this direction / IlepcnekTuBu
NOAQJbIIMX AOCAIAKEeHb Y boMy HampaMi. An in-depth empirical study of
the psychological and psychosocial patterns of customer attachment will enable
banking and financial institutions to develop more effective customer
relationship strategies, thereby enhancing customer satisfaction and loyalty.
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AKTYAJIBHICTb JOCIIXKEHHSA IICUXO0JIOTTYHUX 3ACAJI POPMYBAHHA
NMPUXUJIBHOCTI KJIIEHTIB BAHKIB B YMOBAX IIU®POBOI
TPAHC®OPMAIII TA 3POCTAI0YO0I KOHKYPEHIIII

Kiiiko Opiui TapacoBuy,

KaHAU/JaT eKOHOMIYHHUX HAYK,

rOJIOBHUM CHeLiaicT 3 BUMIpIOBaHHA
KJieHTCbKOTrO focBiay AT «IlpuBaTbaHk».
JIbBiB, YKpaiHa.

https://orcid.org/0000-0002-8649-1175
yurakivko.ua@gmail.com

AHoTaniga. CraTTa aHaji3ye, {IKMM YUHOM IIBHJKHUM PO3BUTOK
TEXHOJIOTiA 1 3pocTaroya KOHKYpEHIlis BIUJIMBAlOTb Ha MNOTPeOU
CHOXKMBayiB  OaHKIBCbKMX MOCJAYr [0 SIKOCTi  00CJIyroBYBaHHS,
iHAUBiAyabHOTO MiAXO0AY A0 06CAYTrOBYBaHHS i MBUAKOCTI pearyBaHHsI.
ABTOpPHU NiJAKPECTIOIOTH BaXK/IUBICTh BUBYEHHA COLiaJIbHO-TICUXOJIOTITYHUX
MexaHi3MiB (GOpMYyBaHHSI NPUXUJIBHOCTI [Jil MOBHIIIOTO 33a/10BOJIEHHS
noTpeb, 30iJbllIeHHS JIOSAJbHOCTI 1 BiAJAHOCTI KJIEHTIB OaHKIB.
[IlpoananizoBaHo Teopii Ta NpaKTU4YHI 3J00yTKU I[CUXOJIOTIB Ta
eKOHOMIcTiB, Takux gk /l. Kaneman (D.Kahneman), O. likcon (O. Dixon),
®. Paiixenby,  (F.Reichheld), @.3imb6appo (F.Zimbardo), K. Kenne
(K. Keller), P.Yangiuni (R.Cialdini) Tta iH. Po3srasinyTo ¢yHAaMeHTa/bHI
pob6oTH AocaifHUKIB deHOoMeHy mpuxuiabHOcTi: [x. boyabi (]. Bowlby),
K. Baptosiombio (K. Bartholomew), JI. Toposin (L. Horowitz), JI. Teppepo
(L. Guerrero), I'. bBaxman (G. Bachman), M. Kpege (M. Credé), C. HiropcTep
(S. Niehorster), K.Tecce (C. Hesse), C. Tpack (S. Trask), JI. Xoat (L. Holt),
Jox. @aiidep (J. Fifer), 3. Temis (Z. Temiz), [x. [xxoHc (]J. Jones), E. Carone
(E. Sagone) Ta iH. BuokpemJyieHO 4OTHUPHU OCHOBHUX CPepHu, KOTPi BapTo
6aHKaM pO3BUBATH /Jis1 MiABUIIleHHS NPUB'S3aHOCTI KJIEHTIB: 3MiHU B
NOBE/iHIIi CIOXXMBAviB i HA (piHAHCOBOMY PHHKY; KJIEHTCbKUW AOCBIf i
diHaHcOBa CTabiNbHICTB; coliaJbHA BiANOBIAAJBHICTL 1 JOBIipa;
nepcoHaJsisaliss 006cAyroByBaHHS. PoO3BUTOK TexHoJIOTiH 3MiHIOE
napagurmMy OaHKIBCbKOTO CEpBiCy, CTBOPIOE HOBI MeTOAU 1 LIJIAXU
B3aeMojii 6aHKIiB 3 iX KJiEHTaMHU. Y TaKHUX OOCTaBMHaX 3MiHIOIOTHCS
OYiKyBaHHS KJIIEHTIB i Lle Ma€ BIJIMB HA CTpATeril0 pO3BUTKY OaHKIB.
CTaTTd OXOIJUIE MNpob6JeMaTHKy BHOOpPYy ocobaMu OaHKy [AJsa cebe
30KpeMa, 3BaXKal4M 1 Ha coLjiaJbHYy BIiJNOBIJAJBHICTh 1 JOBIPY A0 HUX.
OOroBOpHOIOTBHCA BIJIMBA €TUYHUX TMPAKTUK OAHKIBCbKHMX YCTaHOB,
iHBeCTULIN y JIOKaJIbHI IpoMajy, peaJsisalil couiaJbHUX MPOEKTIB Ha
JIOSAJIbHICTb KJIEHTIB 4Yepe3 NOKpallleHHs penyTaulii 6aHKiB. ABTOpuU
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[3]

[4]
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NiJKPECJITh BaXKJUBICTh 1 HEOOXIAHICTh MOJAJbIIUX €eMIipUYHUX
JlOCJ/TiPKeHb TPUXUJIBHOCTI KJIIEHTIB 6aHKIB, BUBYUEHHS CTPYKTYPH LbOTO
dbeHOMEeHY 1 OCHOBHMX YMHHUKIB, L0 COpUATb ii (OpMyBaHHIO.
3BepTaEThCA yBara Ha BaXKJIUBICTb BpaxXyBaHHS MCUXOJIOTIYHUX aCIEKTIB
KJIEHTCbKOTO [OCBily y Tmpolecu 0OCJyroByYBaHHSl KJIIEHTIB Yy
O0aHKiBCbKil cohepi, 110 JL03BOJIUTb MiBUILIMTHU
KOHKYPEHTOCIPOMOXHICTb CaMHUX OaHKIB i CTBOPUTHU B3a€EMOBUTIJHI
YyMOBM iX cnoiBmpaui 3 KJi€eHTaMU. AKIIEHTOBAaHO yBary Ha NpOBeJeHHIi
I[IJIbOBOI OCBITM Ta TPEHIHTIB, 1[0 [J03BOJIAATH MpaliBHUKAM OaHKY
OTpUMATH HeOoOXiJAHI 3HAHHS Ta HABUYKU [Jsd MiJBUILEHHS SIKOCTI
00CJIyTOBYBAHHS KJIIEHTIB Ta MiIBUILEHHSA JIOSIJIbHOCTI KJIIEHTIB /10 6aHKY

Ki1louoBi cj10Ba: NMpPUXUJIBHICTB; JIOAJBHICTh; BiAJAHICTh; CHOXXHBayi;
nudpoBa TpaHcdopMallisi; KOHKYpPeHIlis; OaHK.
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